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FORWARD-LOOKING STATEMENTS
This presentation contains a number of statements 

related to the future development of TUI. These 

statements are based both on assumptions and 

estimates. Although we are convinced that these 

future-related statements are realistic, we cannot 

guarantee them, for our assumptions involve risks and 

uncertainties which may give rise to situations in which 

the actual results differ substantially from the expected 

ones. The potential reasons for such differences include 

market fluctuations, the development of world market 

fluctuations, the development of world market 

commodity prices, the development of exchange rates 

or fundamental changes in the economic environment. 

TUI does not intend or assume any obligation to 

update any forward-looking statement to reflect events 

or circumstances after the date of these materials.
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STRATEGY UPDATE
FRITZ JOUSSEN
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GrowHotel & Cruise business with vertical 

integration to drive premium returns

Retainand where possible extend strong 

positionsin Markets & Airlines

Add scale in new markets: new GDN6-OTA 

platform 

Add scale in destination experience markets: 

new tours & activities platform 

TUI®s unique integrated business model and strong strategic position delivers superior 

returns, even within a challenging market environment
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Å21mcustomers

ÅLeading market shares 20-40%1

ÅAve. spendper customer  900 p.a.2

Å1/3 of profit pool

ÅUnder cyclical pressure

MARKETS & AIRLINES

Å3803 Hotels

Å17 Cruise ships4

ÅROIC >1/3 higher than peers5

Å2/3 of profit pool

ÅHigh profit resilience

ÅHigh investments and cash returns

HOLIDAY EXPERIENCES

STRONG CUSTOMER BASEDIFFERENTIATED CONTENT

4 STRATEGIC INITIATIVES

2

3

1

4

1 Company estimates ²market defined as traditional sun and beach tour operator market  2 Based on FY18 Group Revenue divided by 21m Markets & Airlines customers  3 Includes group hotels and 3rd party concept hotels as at end of FY18  4 As at May 2019  

5 H&R FY18 ROIC of 14% pre IFRS 16 basis versus Melia FY18 ROIC. Cruise Segment FY18 ROIC pre IFRS 16 basis of 23% versus average of Royal Caribbean Cruises and Carnival Cruises FY18 ROIC.  6 Global Distribution Network

MARKETS & AIRLINES SCALE DRIVES HOLIDAY EXPERIENCES RETURNS
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1

ÅTUI Blue adding scale to Robinson and TUI 

Magic Life by creating an integrated hotel 

platform

ÅAim to become the worlds largest leisure 

hotel brand

ÅBrand footprint to grow from 10 to ~100 

hotels by 2020 

ÅCreation of management brand: TUI Blue 

power brand will combineexisting hotels and 

concepts under one umbrella, increasingly 

asset-light 

ÅStrong footprint in Europe & Caribbean 

ÅExpansion focus on growth regions, e.g. South 

East Asia & Indian Ocean

ÅHoliday Experiences standing strong, 

underpinned by Q3 results 

ÅGeographical diversificationworks (Spain down, 

Turkey up)

Å23 hotels opened ²mainly asset light

ÅHotel rates up

Å3 cruise ships added 

ÅHigh cruise occupancy maintained

ÅPremium returns ²ROIC target of ğ15%

Grow Hotel & Cruise business ²Significant progress made in last quarter

VERTICAL INTEGRATION TO DRIVE 

PREMIUM RETURNS 
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Retain /extend strong positions in Markets & Airlines: Unlock scale benefits
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1 ~14% fuel efficiency benefits for MAX vs NG generating ~ 1m operational savings and ~ 1m benefit from ownership mix 2 1% App sales =  10m savings  3  106m EV includes  10m earn-out

MARKETS TRANSFORMATION 

PROGRAMME 

PORTFOLIO 

REVIEW

ÅConstant portfolio optimisation

ÅFlexibility of asset base and sale of 

non-synergisticbusinesses (e.g. 

Corsair) 

ÅSale of GermanSpecialists - Berge & 

Meer and Boomerang( 96-106m EV³, 

 10.6m FY19e EBITA expected, 

considerable book gain anticipated, 

closing in October 2019 envisaged)

2

MARKETS & DOMAIN 

TRANSFORMATION BOARD

°The purpose of the Markets & 

Domain Transformation Board is to 

ensure we are fully aligned behind our 

strategic goals of maximisingour 

integrated business model, leveraging 

our scale, increasing revenues, growing 

in new markets and adapting to an

increasingly online and mobile 

business whilst moving to a common 

platform and domain lead IT 

organisation.°

Drive market competitiveness Drive cost, innovation and speed Flexibility and focus on core

Hotels ÅCosts: Harmonise  5bn purchasing

Airlines
Å~150 aircraft: Consolidation potential

ÅCosts: Fuel efficiency, competitive 

fleet financing1

Overhead
ÅHarmonisationof IT and processes

ÅDrive cost, innovation and speed

Distribution
ÅCosts: From retail to online to 

mobile²

CRM
ÅRevenues: Upselling, mass-

individualisation, differentiation
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+ Add scale in newmarketsanddestinationexperiences²Significantprogressmadein Q3
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1  Global Distribution Network

ÅIntegration of Musementplatform almost 

completed

ÅBasis set for business to benefit from strong 

summer season volumes, strong momentum 

with excursions & activities, up by 92% in Q3 

ÅRamp up of platform on both sides: 

ÅExpand 3rd party distribution, e.g. Ctrip

ÅExpand product portfolio

ÅBuilding reach: Complementary markets to 

existing business

ÅDynamic packaging: flexible customer 

choice, flexible input costs, own & directly 

contracted 3rd party hotels and flights

ÅStrong momentum: PAX booking run rate 

increased from ~200k (H1) to ~250k (Q3) 

(+25%)

ÅAccommodation only and meta-search 

distribution particularly strong

Å2022 target of 1m additional customers may 

be achieved earlier 

NEW TOURS & ACTIVITIES PLATFORMNEW GDN1-OTA PLATFORM 

3 4

https://en.wikipedia.org/wiki/File:Flag_of_Portugal.svg
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FY19 Q3 PERFORMANCE
FRITZ JOUSSEN
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Hotels and Cruises with strong Q3 results, Markets & Airlines is stabilising but heavily 

impacted by MAX grounding
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FY19 Q3 at CCEaster timing

-8

195

FY18 Q3 Holiday 

Experiences

-31

10199

MAX 

grounding

-144

Prior Year 

Airline 

disruptions

Prior Year 

Riu disposal

All other 

segments

Markets 

& Airlines

FX FY19 Q3

2

FY19 Q3 UNDERLYING EBITA IN  M

1 PY reported EBITA of  193m adjusted by - 6m for retrospective application of IFRS 15 and by + 8m for the negative impact from the revaluation of Euro loan balances in Turkey for FY18 Q3 

1

Non-repeat 

of disposal 

gains relating 

to one Riu

property in 

Q3 PY

Non-repeat 

of Air Traffic 

Control

disruption

Improvement 

driven by 

Corsair 

disposal & 

phasing 

Net effect special items - 117m

Å Holiday Experiences saw strong 

Q3 growth driven by hotels and 

cruise ²hotel diversification proves 

successful in light of shift from 

Western to Eastern Med.

Å Net of the MAX, ATC and Easter 

impact, performance in Markets & 

Airlinesstabilising
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BRIDGE UNDERLYING EBITA ( M)

UNDERLYING EBITA ( M)

FY19Q3 FY18Q32 %

Underlying EBITA 91.5 72.4 26.4

UnderlyingEBITA at CC 90.0 80.2 12.2

AVERAGE REVENUE PER 
BED  

67 NEW HOTEL OPENINGS 
SINCE MERGER

of which~66%are lower 
capital intensity

UNDERLYING EBITA  M

AVERAGE OCCUPANCY %

10

FY18 Q3

72.4

FY19 Q3

91.5

80 80
88 89

FY19 Q3FY18 Q3

Hotels & Resorts Riu

57 6058 58

FY18 Q3 FY19 Q3

Hotels & Resorts Riu

8

19

Opening 

LFL basis
FY 18 Q3

Turkish Lira 

rebased

-8

0

Riu, 

Robinson 

& Blue 

Diamond

Other 

hotels

91

FY19 Q3Prior Year 

Riu Disposal

72

FY18 Q3 Turkish 

Lira impact

80

72

1 FY18 Q3 Total H&R average revenue per bed restated to reflect revised PY rate at Blue Diamond 2 PY reported adjusted for retrospective application of IFRS 15 3 Includes FX translation impact of ~ 1m 4 Previous year's number adjusted for  8m in Q3 2018, 

arising from the revaluation of Euro loan balances within Turkish hotel entities

1

2

RIUcoming off record highs and non-repeat of disposal proceeds in 

prior year, Robinson saw increased demand in Turkey. Offset bysofter 

ramp-up phase of new openings in Blue Diamond; strong performance 

of Other hotelsas a result of the shift to Eastern Mediterranean hotels. 

+26%

Holiday Experiences: Hotels & Resorts ²Q3

Strong performance as a result of diversified hotel portfolio

2 3

4
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Holiday Experiences: Cruises ²Q3  

Growth driven by capacity additions and resilience of high occupancy levels
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BRIDGE UNDERLYING EBITA ( M)

UNDERLYING EBITA ( M)

* TUI Cruises joint venture (50%) is consolidated at equity

UNDERLYING EBITA  M

TUI CRUISES

HAPAG-LLOYD CRUISES

MARELLA CRUISES

11

9

3

Marella CruisesFY18 Q3 Hapag-Lloyd 

Cruises

89

TUI Cruises

1

102

FY19 Q31

88.7

FY18 Q3 FY19 Q3

101.5

1 Includes FX translation impact of less than  1m

138 144

99

FY18 Q3 FY19 Q3

0.8
0.9

Pax Days (m®s)Av.Daily Rate £ Occupancy %

200 190

99 100

FY18 Q3 FY19 Q3

1.2

1.6

Occupancy %Pax Days (m®s)Av.Daily Rate  

571 584

7576
87

FY18 Q3 FY19 Q3

81

Pax Days (k®s)Av.Daily Rate  Occupancy %

FY19 Q3 FY18Q3 %

Underlying EBITA 101.5 88.7 14.4

o/wfully consolidated 35.6 32.1 10.9

o/w equity result 65.9 56.6 16.4

+14.4%

100

Strong underlying growth in TUI Cruises 

mainly driven by addition of new MS2; Marella

up reflecting the addition of MarellaExplorer 2 

launched in May. Hapag-Lloyd driven by new 

addition of Hanseatic nature also in May 
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Holiday Experiences: Destination Experiences ²Q3  

Significant growth achieved, basis set for summer season
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TURNOVER AND EARNINGS ( M)

FY19Q3 FY18 Q31 %

Total Turnover 379.7 143.8 164.0

o/w Turnover 3rd Party 259.4 65.8 294.2

Underlying EBITA 15.3 17.4 -12.1

UnderlyingEBITA excl. Musement

integration
18.0 17.4 3.4
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Å Excursion & activities sold up 92% yoy

Å Underlying EBITA excl. Musementintegration costs up by 3%

Å Integration of Musementplatform almost completed

Å Basis set for business to benefit from strong summer season volumes

Å Ramp up of platform on both sides: 

Å Expand 3rd party distribution, e.g. Ctripetc.

Å Expand product portfolio

EXCURSIONS & ACTIVITES SOLD (Ms)

FY19 Q3FY18 Q3

2.3

1.2

1 PY restated for reclassification of TUI DX Crystal previously reported in Markets & Airlines Northern Region 2FY18 excludes Destination Management(acquired August 2018) and Musement (completed October 2018)

2

+92%


