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NOTFORPUBLICATIOR|STRIBUTIGDRRELEASBJRECTIORINDIRECTUNM ORINTOANYJURISDICTIONWHICHSUCHDISTRIBUTIGDRRELEASEOULBEUNLAWFUL
Thispresentationis hasbeenpreparedby HostelworldGroupplc (the "Company) for informationalandbackgroundourposesonly.

Thefollowing presentationis beingmadeonly to, and is only directed at, personsto whom suchpresentationmay lawfully be communicated(@ NB  $£J8 INJ 2Afpérson
who is not a relevantpersonshouldnot act or rely on this presentationor any of its contents Information in the following presentationrelatingto the price at which relevant
investmentshavebeenboughtor soldin the pastor the yield on suchinvestmentscannotbe relieduponasa guideto the future performanceof suchinvestments

Thispresentationdoesnot constitute or form part of anyoffer or invitation to purchase sellor subscribefor, or any solicitationof any suchoffer to purchase sellor subscribéor,
anysecuritiesin the Companynor shallthis presentationor anypart of it, or the fact of its distribution, form the basisof, or be relied on in connectionwith, any contracttherefor.
Thedistribution of this presentationor any information containedin it may be restricted by law in certain jurisdictions,and any personinto whose possessiorany document
containingthis presentationor anypart of it comesshouldinform themselvesabout,andobserve anysuchrestrictions

TheCompanyis underno obligationto update or keepcurrentthe information containedin this presentationor to correctanyinaccuraciesvhichmaybecomeapparent,andany
opinionsexpressedn it are subjectto changewithout notice. Neitherthe Companynor any of its respectivedirectors,officers,partners,employeesor advisersacceptany liability
whatsoeverfor anylosshowsoeverarisingfrom anyuseof this presentationor its contentsor otherwisearisingin connectiontherewith.

The presentationmay contain forward-looking statements Thesestatementsrelate to the future prospects,developmentsand businessstrategiesof the Company Forward
looking statementsare identified by the use of suchterms as "believe", "could", "envisage","estimate", "potential”, "intend”, "may", "plan”, "will" or variationsor similar
expressionsor the negativethereof. Any forward-looking statementscontainedin the presentationare basedon current expectationsand are subjectto risksand uncertainties
that could causeactualresultsto differ materiallyfrom those expressedr implied by those statements If one or more of theserisksor uncertaintiesmaterialise,or if underlying
assumptiongroveincorrect,the Company'saictualresultsmayvary materiallyfrom those expected estimatedor projected Anyforward-lookingstatementsspeakonly asat the
date of the presentation Exceptas required by law, the Companyundertakesno obligation to publicly releaseany update or revisionsto any forward-looking statements
containedin the presentationto reflectanychangen events,conditionsor circumstance®n which anysuchstatementsare basedafter the time they are made



What you will hear today

Overview and performance since IPO
Market dynamics
Ourstrengths
Our strategy
Progress to date
Growth roadmap 2019 2020

Summary
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Hostelworld at a glance
Global, hostelfocused online booking platform

Hostelworldin numbers*

Over

c.280 10M ¢.36,000
employees reviews properties

170 57% 135M
countries bookings from visits to website

mobile devices and apps in 2017
Available
globally in Over 2M
19 social media

languages followers

. Hostelworld properties in 170 countries

5 * As at June 30th 2018 H|
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Strong emphasis on category advertising
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2016 : 22.4m views* 2017 : 33.5m views* 2018 : 67m views*

Significant investments in category advertising did not drive core business growth

7 *YouTube Statistics m



Core platform releases since IPO

Total product plus engineering headcount across the

Dublin and London offices has been in decline since 2016 Non refundablerate plan
2015

Recent addition of 36 new engineering/data science _
hires in our Porto development centre brings total 2017 Free cancellation
headcount back to 2015 levels

This has been insufficient to maintain platform Room typeimages
competitiveness

P 2018
Platform releases limited to the most pressing Rate types

competitive gaps, plus some tactical/reactive items

Limited ability to address wider strategic goals, or to reduce tech debt



Performance since IP(

Commission & Elevate rates raised over time

o 19.3%
o 17 800 18.2%
9 17.5% 8%
Lo 17.0%
17% 16.4% o
16% Ho.0% — 15 20 Blended Commission rate
: . ) : = « )4 A = - 2\
15% 14.3% AYONBIFaSR o60e d
(i 13.7% 14.0% 14.2% /
14% 13.0% 13.3% '
L% 13.8%
0,
12% 12.5% 12.6% 12.7% 12.8% 12.9% 13.0%

11%
10%
H1 2015 H2 2015 H1 2016 H2 2016 H1 2017 H2 2017 H1 2018

—Blended Commission Rate —Average Elevate Rate Base Commission Rate

Maximum Elevate band increased in Sept 2017. One third of bookings continue to Elevate as of H1 2018

Base commission increased in Feb 2018. More than 90% of hostels and > 58% of bookings on a 15% base rate as of H1 2018

Short term margin accretion but longer term unsustainable

9 Hostelwordinternal data [{I



Overall, strong returns to shareholders

Valuation at IPO, October 201

FY15 Final dividend 2.C
FY16 Total dividend 21.4
FY17 Total dividend 14.4
FY18 Interim dividend 4.1

Net movement in market valdie
Total

176.€

(3.4,
215.2

FY Payout %

Adjusted PAT

75%
127%
75%

>

Performance since IP(

MOM®PY YKeny dPMY N
to shareholders in three
years since IPO

Returns came from distribution rather than earnings growth

10 *Based on closing share price of £1.814 on 28 November 2018 (12 noon)



Hostels switching to 3 "d party platforms

Inventory management/distribution platform* over time

100% 50% of hostels (~65% of capacity)

90% now using 3 party platforms
80%
70% 3 party platforms (generally)
60% provide seamless connections to
50% multiple OTAs, including
40% Hostelworld
30%
20%
10%

0%

H2 H1 H2 H1 H2 H1

2015 2016 2016 2017 2017 2018

m Hostelworld Platform = 3rd Party Platforms

Competitors gained access to the market as hostels switchedtpaty platforms

11 A Hostelworldinternal data m



Driving increased competition from sophisticated

OTAS

Consumer Facing

Hostel Facing

12

Performance since IP(

Example feature sets from lodging focused OTAs

Rich hostel descriptions

Unique, detailed descriptions
supporting unigue bed types

High quality text translations

Rich images

Rate plan management tools

Advanced rate restrictions and
configurations
Promotional rate plans

Wide range of sign In options

f Login with Facebook

8"’ Sign in with Google+

Sign in with social networks
More personalised
recommendations

Rate optimisation tools

$
lll

Competitor hostel data sets
Yield optimisation tools
Payment collections

Wide range of booking options

( .
me «Pay
Pay now/Pay later options
Multiple bookable currencies

Multiple payment methods
Easy online change/cancel

Robust 3 party connections

& =

Feature rich/customised API
connections
Significant partner support

Competitor OTAs are not creating differentiation for the hostel ecosystem



Performance since IP(
Hostelworld Group

Consequently, topline growth has stalled

Growth YoY Hostelworld Brand

FY16 FY 17 H118

FY 16 FY 17 H118

Total Transaction Value (Gross) 1% 11% (1% (12% 3% (5%
Gross Bookings 18% 13% 6% (1% 6% 2%
Net Bookings incl Cancellations 18% 13% 3% (1% 6% (0%
Average Booking Value (2% 1% 0% (4% (0% (0%
Net Revenue 16% 15% 4% (4% 8% 0%
(excluding the impact of deferred revenue)

Total Marketing Costs 4% oY (2% (12% 1% (5%
EBITDA 1% 109 9%

(excluding the impact of deferred revenue)

Net bookings growth decline in cordostelworldBrand
ABV growth driven by increased monetisation efforts offset by shift to mobileith lower bednightgbooking

EBITDA growth driven by increasiitpstelworld App Bookings and rigorous cost control

13 Hostelworldinternal data m



Hostelworldchallenges
Reliance on category advertising to drive
customer acquisition
Insufficient investment in core platform
Reliance on monetisation levers

Hostelworld strengths
Relevant, strong brand
Exclusive access to hostel inventory
Valuable and engaged customers
Native app development skills

Market dynamics
Growth market
OTA share will outpace market growth
Large proportion of high quality
iIndependent & small chain hostels

Opportunities
Underutilised data assets
Customer acquisition
Consumer/hostel features
Next generation core platform

Significant growth opportunity forHostelworld¢ investment required to return to growth

14
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We operate in a growing market

Total hostel bookings by channel share*, 202820

Hostel bookings (Bn)

- Offline Intermediaries

~ OTA

m Offline Direct

= Hostel Websites

2014 2015 2016 2017 2018 2019 2020

16 *The Global Hostel Marketplace 20§&020 Second EditiorMarch 2018; Phocuswright m



Market dynamics

Fragmented market and growing supply base

Significant investment; some consolidation Hostel market remains very fragmented
(Top 481 cities, ~655k beds)*

Wl Setina MOTIO P

MEININGER by Hilton 90% 16%
15%
| 80%
2 | MAD
9% 10sTEL MONKEY a&o
| HOSTELS  aohostels.com 70% 21%
. 60%
@: ggg W 50%
ST CI'IRISTOPHER’S INNS
BACKPACKER HOSTEL 40%
30%
Institutional Investment:d e n ®poy NBOSY i IR LK
investment
10%

Top Chain expansion:8k beds planned into 2020,

) : 0%
compared to a total market size of circa 88950k beds ’

% of Total Properties % of Total Capacity

New Entrants:Accor Hotels (Jo&Joe) and Motto by = Independent = Chain 2-5  Chain 6-10 - Chain 11+

Hilton

Hostel market likely to remain fragmented

17 * Based on hostel properties in top cities (481 cities); ~80% of total hostel capacity (655k beds) and 71% of hostpts|jietidk) m




Diverse selection of high quality product

Hostels* By Hostel type & Review Score

B

7-8

6-7

Review Score Band

0-6

Review Score Band

0 500 1,000 1,500 2,000 2,500

# Properties

3000 3,500

m Independent mChain2-5 m Chain 6-10 Chain 11+

4,000

Hostel Capacity* By Hostel type & Review Score

0 50,000 100,000 150,000 200,000 250,000 300,000
Capacity
m Independent mChain2-5 m Chain 6-10 Chain 11+

Independents & small chains are competitive with larger chains

18 *Based on hostel properties in top cities (481 cities); ~80% of total hostel capacity (655k beds) and 71% of hostptejtftiék)

Market dynamics
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20

A highly trusted brand
Provide relevant customers for hostel partners

Exclusive access to hostel inventory

Highly profitable and very engaged customer base

Underutilised data assets

Very strong native app development skills



Hostelworld strengths

Why did you choose to use <brand> more than once in the last 24 months?*

Our core customers trust our brand

60%

52% 51%

50%

40%

30%

26%

44%
19%

34% 34%
28%
2204 24%
19%
I I I :

Trust this company more thanothers a@& W32 G2 Q &AdSk!l LI Th&Sost? tyiebest revamiisdzl f f

20%

10%

0%
m Hostelworld = Airbnb = Booking.com  Expedia

Hostelworldtrusted more than competitor OTAS

21 *Source: [Customer Insights] Brand Loyalty Research: Aug 2018 (2CG)848, split across the UK, ROI, US and Canada . o . | o
.haray ccor 123808t 62NI R Odzal2YSNJ alFYLXS b om>» .22ad {I YLd®er8 2ELIX BJNxﬂﬁﬁAéﬁmBséNﬁmags




-
We provide relevant customers to hostels

Comparison of review scores acros®stelworldand a leading OTA
(like for like hostels)

Higher review score oirlostelworld

Parity review score

Lower reviewscore on Hostelworld

Hostelworldcustomers understand the hostel experience

22 * parity Review Score is where the Review Score differs by no more thad.4/ H|



Hostelworld strengths

Hostelworld has access to exclusive inventory

Comparison of inventory availability and price competitiveness across Hostelworld and a leading OTA

Hostelworldhas Hostelworldhas a
exclusive Inventory cheaper price
479 (27%) 233 (13%)

Same Inventory on Same Price on both
> both Sites > Sites
\ 1,272 (72%) 743 (42%)

Hostels valueHostelworldOdza 0 2 YSNBE Y2 NB KAIKf & GKIy

23 * Price loss primarily driven by our current implementation of Non Refundable Rates witlparty platforms, which is bring addressed in 2018 lIl



Hostelworld strengths

Highly profitable & engaged core customer base

Value of multi destination trip customers vs single destination trip custonmers

2-3 Destinations/Trip 4+ Destinations/Trip

Revenue/Customer

Direct Margin (%)

Review Submission Rate**

A Actively targeting our core market will drive growth and profits
A Incremental bookings from our core market are highly profitable

24 *Based on 18 month transaction snapshqtlan 2014 June 2018 lII
** Number of reviews submitted divided by number of hostel bookings
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We have significant underutilised data assets

Top 4 European cities booked by source market

..........
.......
. a,
% o,
%
s

A Dublin A A
A Galway o Paris .,
. A Belfast P A Bordeaux .

. ELLL LT . <
A London o A .., A Bilbao %,
* L *
R ‘... A Barcelona
0‘ 0’
0’ “
0’ 0’
.. .0‘
s A Amsterdam N
A Rotterdam “,
A Bruges ",

> A Brussels A Naples *
o A Rome “

A Florence
A Cinque Terre™,

Hostelworldhas millions of stored itineraries
to help future customers plan their trips

25 m




Single destination trip customer preferences* Multi destination trip customer preferences*

Wﬂlk

Statty s
TWHOSTGI WSTﬂff

Locali ﬂo%lf?uw -
Breakgt“as’[ Breaktast

Hostelworldcan use this data to generate highly relevant, personalised, recommendatior

26 * Hostelworld internal data



Hostelworld strengths

Significant strengths in native app development

App bookings (% of total HWG)

First app launched 2010

Native I0OS & Android apps launched 2014

Continued growth in app bookings since IPO

Ah{ LWL Oz2yaAraidsSyuate FSI NB R LIL] 2 1KS 51
Android app awarded Android Excellence

status (one of 30 apps amongst 2.8M)

Growing usage of hostel specific features

2016 2017 H1 2018

Increasing app transaction share drives marketing leverage

27 m







Strengthened management team

INTERNAL PROMOTION

INTERNAL PROMOTION

Gary Morrison

CEO

INTERNAL PROMOTION

Progress to date

Breffni Horgan Noel Maher Paul Halpenny TJ Kelly Catriona Flood Stuart Priday
ANALYTICS HUMAN
PRODUCT TECHNOLOGY MARKETING SUPPLY FINANCE 2 DATA RESOURCES
A -
O et Z JBM MERT : accenture  Lobrotes |
2 Pernod Ricard B glanbia

PADDYPOWER.
”

29

pADDYPOWER.

@' maor

A A

BV | Best Western,

Heplarly e Marjape I3

]

e Microsoft

&3 ce copital

Interactive Data

T,

Citl

ODEON

PartyGAMING



Move to an agile organisation

Fromorganisations as machines

Progress to date

TOorganisations as living entities

A Top- down

hierarchy
———
Bureaucracy
I
o @ ®
o0 060 0o
000 000 00O
Silos
Detailed
instruction

Zﬁir?; é)r?(;lt round ‘ ‘ ‘ . Leadership sets
accountability ‘ ‘ . . ‘ ‘ direction and
— . . ‘ enables action

@ o0

000 000
00 00 00
000
o0

Goal oriented, \
focused on Fast iterative

outcomes changes, flexible
resources

Shifting the mindset across the organisation

30 Source: Original illustration McKinsey



Move to an agile organisation

Agile teams Domain focused Results oriented

Tech Lead Product Owner

(2] HOSTELWORLD | | 1

Home / UsaHostels / Florida Hostels /  MiamiHostels

MIAMI

18 Hostels in Miami, Florida, USA - 16 Available

CHECKIN CHECK OUT GUESTS

i= Per page DISPLAY: ‘ st 9 Map

-

B HosTeL {es] Superb
Generator Miami “

4 7.9km from city centre - SHOW ON MAP

Product
Designer

Perfect Location @

® Free Breakfast
Superb Staff &

Generator Miami is opening its doors
in always-sunny and ever-lively Miami - Fantastic Cleanliness /'
what a place to start the American
journey of our experience and design-
(*#19]  led hostes.... More...

Dorms From £18.29

Privates From £112.55

Developers

HOSTEL V] Fabulous
. Beds&Drinks g o7

4 6.6km from city centre - SHOW ON MAP .
Perfect Location @
@ Free Wifi ® Free Breakfast

Marvellous Staff &

Shifting the mindset across the organisation
31 [{l




N
N A Data driven customer targeting
I‘ A Improved channel attribution

J

Unigue relevant content eCommerce funnel optimisation Focused app downloads

Google

......... D|Sp|ay AdWords

- tripadvisor® _ -
trivago

‘r.jl [ PARTNERIZE

Leveraging our data to grow the most profitable customer segment

32



Improved core search experience

Example app search results Sort order optimisation strategy
16:17 7 al - =)
< Amsterdam, Netherlands J)
Q5 26 Nov (3 Nights) & 2 Guests From :— TO -
( B FEATURED HOSTEL . . i ” i i d
% | [ Gégerator Amsterdam Relatlvely StatIC Dynamlca y Optlmlse
B . as Function of : Function of:
. ———— . Hostel competitiveness
featured ) [Sab BB stoyokey Amsterdams. Hostel competitiveness Search parameters
. N B cuovs
listings < Ll oty e €17 Elevate usage Customer parameters
Featured listing sales
Hans Brinker Hostel A... . s
o Hostel/non hostel availability
k > 1.7km from city centre €

m U HOSTEL

.4 ‘ . Via Amsterdam
r

- 0 l FABULOUS

" - !l _!"F& Ll m%G ?L

.' ? 6.61km from city centre €14
S | oS TEL

ClinkNOORD

SUPERB

6i267 @
¥
"\\ ? 1.38km from city centre €

—

Objective is to present the right hostels to the right customers at the right time

33 m






Growth roadmap 2019

2019 : Upgrade platform connectivity

website /
Booking
Property engine
management
system
Bookings . Channel
Availability manager

35 m



Growth roadmap 2019

2019 : Strengthen core platform

2018 2019

Rate plan Rate restrictions & promotional rate plans

portfolio Channel manager API connectivity

Provide greater
flexibility Online change/cancel

NEW
Expand hostel

content types

Unique hostel descriptions

Improved site & hostel contentocalisation

NEW
Build personalised

experiences

Sort order optimisation

Expand payment types & currencies

2019 Roadmap will bring our platform up to competitive parity

36 [ﬂ




C

2019 : Continue expanding Growth roadmap 2019

our ap p capability

“ )

&

1692
v 3 22
Hostel Van Gogt
{ Where do you want to go?
4 21 Jun - 24 Jun
ing to the free
|r this evening?
8 Guests — |+
looking Refence:
Sl |wanna go fora 63-42770669
Hello there! Looking forward 8
Your Recent Searches ENLLEGPEMEE ey @
2 L) ®
. ‘R TYU 1l OFP
— ~ D F G H J K L e
Valencia f &l | @
iR~ Jiiri 24 Urban Yout| ¢<CVBNM &
dnetedun Jun2a-Jun2d i |

}

Weekly Top Destinations
E -IIIIHI|I1 p—

»
N
—

(H] T 7 <

Search Book Experience Socialise Share

37 Tim Cook aHostelworldDublin office, June 2018 lII



2020 : Return to growth

.A -

- :\‘.
Socialise g

/ ,'; d \
A\ O

Leveragd 2 & 0 S { dath Nssdis@rid native app development strengths to
exploit our unique and focused position in the hostel ecosystem

38 m







