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Disclaimers
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This presentation, and any ancillary documents relating to it, any oral 
presentation and any question or answer session (together, the "Presentation") 
is being supplied to you solely for information purposes in connection with the 
capital markets day to be hosted by Hostelworld Group plc (the "Company") on 
November 23rd, 2022. By attending the event at which the Presentation is made, 
dialling into or joining the web or video conference during which the 
Presentation is made or reading or watching the Presentation, you will be 
deemed to have agreed to all of the restrictions that apply with regard to the 
Presentation and acknowledged that you understand the legal and regulatory 
sanctions attached to the misuse, disclosure or improper circulation of the 
Presentation.

This Presentation does not constitute or form part of any offer or invitation to 
purchase, sell or subscribe for, or any solicitation of any such offer to purchase, 
sell or subscribe for, any securities in the Company nor shall this Presentation or 
any part of it, or the fact of its distribution, form the basis of, or be relied on in 
connection with, any contract, commitment or investment decision whatsoever. 
The distribution of this Presentation or any information contained in it may be 
restricted by law in certain jurisdictions, and any person into whose possession 
any document containing this Presentation or any part of it comes should 
inform themselves about, and observe, any such restrictions.

This Presentation should not be considered a recommendation by the 
Company or any other party in relation to any purchase of or subscription for 
securities of the Company. No representation or warranty, express or implied, is 
given by or on behalf of the Company or any of its directors, partners, officers, 
employees, advisers or any other persons as to the accuracy, fairness, correct 
extraction or sufficiency of the information or opinions contained in this 
Presentation and none of the information contained in this Presentation has 
been independently verified by any person. Save in the case of fraud, no liability 
is accepted for any errors, omissions or inaccuracies in such information or 
opinions. Information in this Presentation relating to the price at which relevant 
investments have been bought or sold in the past or the yield on such 
investments cannot be relied upon as a guide to the future performance of 
such investments.

Where this Presentation contains industry, market or competitive position data 
it may have come from third party sources. Third party publications, studies 
and surveys generally state that the data contained therein have been 
obtained from sources believed to be reliable, but that there is no guarantee of 
the accuracy or completeness of such data. In addition, certain such data may 
have come from the Company’s own internal research and estimates based on 
the knowledge and experience of the Company’s management in the industries 
and markets in which the Company operates. No industry, market or 

competitive position data contained in the presentation has been verified by 
any independent source for accuracy or completeness and such data is 
subject to change without notice. Accordingly, caution should be exercised 
when considering such data.   

Nothing in this Presentation is intended to constitute a profit forecast or profit 
estimate. Certain figures used in the Presentation may be unaudited. In 
addition, certain figures in this Presentation, including financial information, 
may have been subject to rounding adjustments. Accordingly, in certain 
instances, the sum or percentage change of the numbers contained in the 
Presentation may not conform exactly to the total figure given. 

The Company is under no obligation to update or keep current the information 
contained in this Presentation or to correct any inaccuracies which may 
become apparent, and any opinions expressed in it are subject to change 
without notice. Neither the Company nor any of its directors, officers, partners, 
employees or advisers accept any liability whatsoever for any loss howsoever 
arising from any use of this Presentation or its contents or otherwise arising in 
connection therewith.

The future performance of the Company will depend on numerous factors 
which are subject to uncertainty.  The Presentation may contain forward-
looking statements. These statements relate to the future prospects, 
developments and business strategies of the Company. Forward-looking 
statements are identified by the use of such terms as “believe”, “could”, 
“envisage”, “estimate”, “potential”, “intend”, “may”, “plan”, “will” or variations or 
similar expressions, or the negative thereof. Any forward-looking statements 
contained in the Presentation are based on current expectations and are 
subject to risks and uncertainties that could cause actual results to differ 
materially from those expressed or implied by those statements. If one or more 
of these risks or uncertainties materialise, or if underlying assumptions prove 
incorrect, the Company’s actual results may vary materially from those 
expected, estimated or projected. Any forward-looking statements speak only 
as at the date of the Presentation. Past performance of the Company is not 
indicative of future performance. Except as required by law, the Company 
undertakes no obligation to publicly release any update or revisions to any 
forward-looking statements contained in the Presentation to reflect any change 
in events, conditions or circumstances on which any such statements are 
based after the time they are made. All subsequent written and oral forward-
looking statements attributable to the Company or any person acting on its 
behalf are expressly qualified in their entirety by the cautionary statements 
referenced above.
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Overview



€70M
2022E
Net Revenue2

HWG by the numbers

€470M
2022E
Net GMV1

4.8M
2022E
Net Bookings

1.9M
2022E
Unique Customers

7.8M
2022E
Total Travellers (PAX)

17M
2022E
Net Bednights

170
Countries
with Properties

14.1M
Property reviews

250
Employees in
11 countries

CAPITAL MARKETS DAY NOV 2022 |  5
1. Net GMV is gross transaction value less cancellations.
2. Net Revenue is gross revenue less cancellations, deferred revenue, rebates and accounting adjustments



The hostelling category is unique in the travel landscape
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SupplyDemand

🏨

60% solo travellers
80% 18-35 years old

Multi Destination Trips, 
with new customers making 

~1.7 bookings in the first 28 days

Many customers making 
multiple trips/year, 
across many years

Dorm and private rooms
with large communal areas

66% have 50 or less beds 
80% are independent owner 
operated businesses

Most sustainable option:
25% tCO2e of Hotels
per bednight

Lowest cost/night:
~ 25% of 2 star hotels

Use Hosteling as a means 
to meet other people



Our Mission

Help travellers find
people to hangout with



X

-

Revenue Growth

Margin Growth

Operating Model

Our pioneering social network is the cornerstone of our strategy

Unique customer need
led growth strategy

● New customer growth

● Strong retention rates

App centric 
delivery model

● Reduces CAC

● Lower marketing cost as a % 
of net revenue

● Increased operating leverage

● Effective cashflow conversion

Increased 
EBITDA growth

Increased 
FCF growth

EBITDA/FCF

Scalable, 
Asset light platform
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Key operational metrics trends already validating our approach

CAPITAL MARKETS DAY NOV 2022 |  91. November data based on Management forecasts.
2. Generated revenue is gross revenue less cancellations.
3. OPEX are operating costs, excluding paid marketing and below EBITDA cost line items. Rent & rates have been excluded from the above to allow for a ‘like for like’ comparison.

OPEX3 as a 
percentage of 2019

88% 86%
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Positioned to win in our category
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Customers are looking to 
meet people in real life…

Customers are
looking for convenient

places to stay

Customers are
looking to meet and share

experiences online

We can bring them together as 
we know where they are going



Opportunity



Booking volumes recovering across key geographies

Monthly net bookings by destination (as a % of 2019)

Jan Feb Mar Apr May Jun Jul Aug Sep Oct
0%

20%

40%

60%

80%

100%

120%

140%

160%

180% Africa

Asia

Central America

Europe (Ex UK)

Oceania

South America

UK

US & CA

Bookings as 
% of 2019
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Many countries already surpassing 2019 levels

MTD1 November Net 
Bookings 2022 vs. 2019

Chile 
+4%

Mexico 
+55%

Costa Rica +51%
Colombia +6%

Spain +2%

Laos +33%

Indonesia +3%

Italy +4%

Portugal +19% Greece +14%

Egypt +106%

CAPITAL MARKETS DAY NOV 2022 |  13

Thailand +16%

Guatemala 
+87%

Ecuador +10%

Turkey +67%

Vietnam +16%

1. MTD is month-to-date bookings data as of 20th November, 2022.



Strong customer growth expected over the coming years
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Millennial / Gen Z 
will drive global 
travel growth

Strong appetite for Solo Travel 
among Millennial / Gen Z cohort

@wildroverhostels

@tilly_heal

4.9bn
Millennial and Gen Z people 
– largest population cohorts 
in the world (53% of total)1

35
days a year spent travelling 
by US millennials2

1 in 4
U.S Millennial and Gen Z 

planning to travel solo in 
next 6 months4

+7%
Searches for “Solo Travel” 

2022 vs 20193

1. World Economic Forum and Bloomberg analysis of UN World Population Prospects, August 2018
2. Expedia Media Solutions, Skift – ‘U.S. Millennials Travel Most but Gen Z is on the Rise’, October 2017
3. Google Trends
4. MMGY Travel Intelligence – ‘Evolving Mindset of Today’s Traveler’, March 2022 



Category perfectly aligned to GenZ/Millennial travel needs
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Experiential Travel 
demand growing

+34%
Increased spending on
experiential travel in
2022 vs. 20192

@ashleyiswell

@lospatioshostel

Hostels are the most 
sustainable travel option

35M
digital nomads worldwide3

8 in 10
Millennial and Gen Z
travellers want a unique
experience in next trip1

60%+
Gen Z and Millennials say 
they are likely to consider 

sustainable travel options5

25%
Hostel vs. hotel emissions tCO2e 

on a bed per bed basis4

1. Contiki – ‘Voice of a Generation’ survey, February 2022
2. Mastercard Economic Institute – ‘Travel 2022: Trends and Transitions’, May 2022
3. Two Tickets Anywhere – ‘Digital Nomad Statistics – How big is the nomad movement now?’, November 2022
4. Bureau Veritas – ‘Understanding the Carbon Impact of Hostels vs. Hotels’, 2022
5. Expedia Group – ‘Gen Z: The Key to Recovery and Rebuilding’, August 2021



Category well positioned to continue to attract investment

CAPITAL MARKETS DAY NOV 2022 |  16

The category is an 
attractive asset class

Hostels continuing to invest in 
technology

@dgobershostel

@homelisbonhostel

<7%
Sector continues to represent 
an under-supplied asset 
class of European 
accommodation capacity1

1.4x
Hostel v hotel 
accommodation investment 
returns2

+7% 
Increase in % of hostels  

using 3rd party connectivity 
in 2022 vs. 20193

+3%
Increase in % of bednight
sales distributed via OTAs 

in 2025 vs. 20194

1. CBRE – ‘What makes hostels and attractive investment class within the wider hotel sector?’, September 2022
2. Christie & Co. Research – ‘The Hostel Market, Iberian Peninsula’, February 2020
3. Hostelworld internal data
4. Phocuswright – ‘The Global Hostel Marketplace 2016 – 2020’, March 2018, internal management estimates
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The Global Hostel Marketplace 2016 – 2020 Second Edition - March 2018 – Phocuswright
The Business Research Company - Hostels Global Market Report 2022
Future Market Insights - Hostel Market Outlook (2022-2032)
Research and Markets - Global Hostel Market Forecast up to 2027
Global Hostel Market: Analysis By Booking Channel, By Region Size and Trends with Impact of COVID-19 and Forecast up to 2027
Internal management estimates

Total stayed bednights (M) Total market GMV (€Bn)

Overall: strong category growth expected into 2025

~ 10-12%
CAGR 2022-25

~ 10-13%
CAGR 2022-25

Upper range of 
market research 

forecasts1

Upper range of 
market research 

forecasts1

1.



Growth Me…



Customer signs up to 
our Social Network

We connect travellers into highly relevant social networks

OTA only customer

Customer leaves
City and Hostel Chat 

Groups

Customer invited
into City and Hostel 

Chat Groups

Return bookings on 
iOS + Android apps

14 days before 
check-in

Books on any platform
(web, iOS, or Android) 3 days after 

check-out
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Percentage of total bookings made by 
Social Network Members1

Percentage of Members who use 
Social features2

The network is expanding rapidly

13%

25%

32%

37%
40%

43%
46%

48%
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33%

42%
47%

61%
65%

70%
73%

76%
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1. Customers who opt-in to the Social Network
2. Social Features are defined as a chat view, chat post or profile view action
3. November data based on Management forecasts



CAPITAL MARKETS DAY NOV 2022 |  21

43%
34%

57% 66%
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53%
57%

33% 31%

14% 12%
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All Customers Social Members

New vs. Existing Customer Mix1 PAX Mix2

Due to its broad appeal to all customer types

█ New Customer
█ Existing Customer

█ Group
█ Couple
█ Solo

1. Customer cohorts based on data from April 2022 – October 2022
2. Customer cohorts defined based on attributes of acquisition booking from April 2022 – October 2022 



11%

44%

Non Members Social Network Members

1.6

3.0

Non Members Social Network Members

29%

56%

Non Members Social Network Members
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The network attracts and retains high value customers

Social Members are 4x more likely to 
be recruited via the App…

…and almost twice as likely to make 
those bookings via App

4x 1.9x
1.9x

…and make 1.9x the bookings over the 
first 6 weeks than non members…

New Customers acquired
April – Sept 2022



Social Network Members become powerful brand advocates
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Expanding functionality to (further) deliver on our Mission
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Local
Getaways

Hostel
Events

Roamies
Group 
Tours



Richer user profiles

Broader messaging 
capabilities

New ways to connect 
with other travellers

Suggest places travellers
might want to go to

Connect like-minded travellers

Suggest things travellers
might want to do 

And continuing to invest to deliver exceptional customer value
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Extend network capabilities AI Personalisation engine



Strategy also underpins our long term competitive 
position with our hostel partners
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● Market leading rate / 
availability competitiveness

● Exclusive inventory

What HW receives…

● Higher value 
”hosteller” customers

● Lower cost distribution

What HW provides…



Expanding our hostel supply coverage

USA & Canada 
3%

92%
Market

6M

Western Europe 
40%

78%
Market

78M

Eastern Europe 
10%

56%
Market

20M

Central America
5%

86%
Market

10M

MEA 
4%

78%Market
8M

LatAm
9%

76%
Market

18M

North Asia
8%

64%
Market

16M

South Asia
15%

82%
Market

29M

Australia 
N. Zealand
6%

94%
Market

12M

Global 
100%

77%
Market

197M
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Estimated hostel bednights
sold FY 2022E, Millions1

1. FY 2022 estimate based on available hostels online (HW and non-HW) and estimated occupancy levels using HW internal availability data



Growing importance of sustainability in travel

“Sustainability plays 
a role in where I stay”

Growing recognition 
of “Over Tourism” as 
a global issue

Emergence of 
sustainable travel 
standards bodies 
(GSTC, Travalyst)

Emergence of 
sustainability related 
disclosure filings (TCFD, 
Scope 1 & 2 emissions)

More than half of our 
hostel partners are 
actively working on 
sustainability initiatives

More than half of our 
customers report that
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Staircase to Sustainability 
program
● Partnered with the GSTC to adapt 

their standards criteria for the 
Hostel industry

● Developing a bespoke sustainability 
measurement / management system 
with Bureau Veritas using these 
adapted standards

● Sustainability system will replace the 
current Covid compliance labelling 
system during 2023

Marketing Category 
Credentials
● Commissioning research proving 

Hostels are the most sustainable 
travel option

● Adding new Sustainability category to 
our annual HOSCARs awards

● First OTA signatory of the Global 
Tourism Plastics Initiative, addressing 
root causes of plastic pollution

Making sustainability a competitive advantage over time

Reducing our 
own emissions
● Disclosed corporate scope 1, 2 and 3 

GHG footprint, 615 tCO2e in 2022
● Offset 100% of our emissions in 

partnership with the South Pole
● Complying with requirements of the 

Science Based Targets initiative, 
reducing scope 1 and 2 by 42% by 
2030
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“Online booking platforms such as Hostelworld
are key to scaling up of tourism industry action 
on circular economy of plastics…..we hope 
other industry stakeholders will follow the example 
of Hostelworld’s frontrunner action.”

Global Tourism Plastics Initiative



Integral part of our ESG strategy
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Environmental

● Achieved South Pole’s Climate 
Neutral Company label

● Commitment to further reduce 
scope 1 & 2 emissions

● Staircase to Sustainability 
program for Hostels

● Sharing sustainability journey 
with customers via blog, social 
media and dedicated page on 
our website

Social

● Employee policies promoting 
flexibility and agile working 

● Focus on employee wellbeing 
with dedicated mental health 
champions

● Achieved DE&I accreditation 
with ‘Investors in Diversity’ 

● ‘30% Club Ireland’ supporters

● Volunteering days, giving back 
to local communities

Governance

● Cross-functional ESG Steering 
Committee led by CFO 

● On-going board oversight

● Adoption of TCFD framework

● Tailormade supply chain 
sustainability assessments

● Completion of annual CDP 
questionnaire



17
23

28

2022E Category growth Hostelworld growth 2025E
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Clear path to ~28m bednights equating to ~1.6x growth by FY25

~ 17% CAGR = 
1.6x

~ 10% CAGR 
2022-25

~ 7% CAGR 
2022-25

● 2023 v 2022 = + 20%

● 2023-2025 CAGR = ~ 5%

Upper range of market 
research forecasts1

Total bednights2 sold 2022-2025 forecast, millions

● Market share growth

● Coverage growth

The Global Hostel Marketplace 2016 – 2020 Second Edition - March 2018 – Phocuswright
The Business Research Company - Hostels Global Market Report 2022
Future Market Insights - Hostel Market Outlook (2022-2032)
Research and Markets - Global Hostel Market Forecast up to 2027
Global Hostel Market: Analysis By Booking Channel, By Region Size and Trends with Impact of COVID-19 and Forecast up to 2027
Internal management estimates
Bednights includes c.1m non-hostel bednights sold on our platform

1.

2.



Outlook



FY 2022
Guidance

FY 2023
Trends

~ 25%

Near Term Guidance
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Net Bookings

Net GMV

Net Revenue

Marketing % of Revenue

Adj. EBITDA

4.8m

€470m

c. €70m

55% - 60%

c. €1m

~ 20%

~ 20%

50% - 55%

Mid to high-teens margin %
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Proven model delivering valuable repeat revenue

€0

€20

€40

€60

€80

€100

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022E 2023E

2023E
2022
2021
2020
2019
2018
2017
2016
2015
2014
2013
Pre-2013

FY Net Generated Revenue, millions, segmented by customer by year of acquisition

New customer revenue

Return customer revenue



FY 2025 Key 
Drivers

15% CAGR vs. FY’22 Market growth and increased market share

Medium Term Drivers
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Net GMV

Net Revenue

Marketing % of 
Revenue

Adj. EBITDA Margin

Adj. FCF Conversion

15% CAGR vs. FY’22

45% - 55%

~ 20%

~ 75 % 

Commission rates unchanged

Powered by social & repeat customers

Top-line growth and margin improvement

Asset light business model 



Capital allocation priorities focussed 
on maximising shareholder returns
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Principle objective is to deliver growth that 
drives long-term sustainable value creation

● Asset light business model generating 
substantial cash flow

● Remain within a leverage range < Net Debt: 
Adj. EBITDA 1.0x

● Adjusted free cash flow conversion ~75% prior 
to potential from re-financing benefit

Re-finance existing €30m term loan to reduce 
leverage and interest costs

Agree repayment plan of €9m warehoused 
payroll tax liability to Irish Revenue

Continued investment in the business to achieve 
our stated growth goals



Summary



Significant value creation potential for customers, 
hostel partners and shareholders over the next 3 years
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● Delivers on the core need of the category: helping travellers find people to hangout with

● Increasing value over time: Social network becomes more useful as more customers join the network

● Delivers high value customers who understand and desire the Hostel experience vs. competitor OTAs

● Attractive commercial terms vs. competitor OTAs

● Compound Revenue / margin / EBITDA growth

● Strong cash conversion

For Customers…

For Hostel Partners…

For Shareholders…



Well positioned, well financed and on track
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● Growth strategy is already working as anticipated

● Uniquely positioned to win in this category vs. other OTAs

● Expect to end the year with a closing cash position of €19m

● Refinancing discussions already underway, which will significantly reduce interest costs

● Trading performance continues to improve throughout 2022…

● Increasing value over time: Social network becomes more useful as more customers join the network

Well positioned…

Well financed…

On Track…



Q&A


