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THE ASMALLWORLD GROUP

——

Centred around the ASMALLWORLD social network, we operate a"dTgitévI_'

TRAVEL & LIFESTYLE ECOSYSTEM which inspires and enables our members to

MAKE NEW CONNECTIONS, TRAVEL BETTER, AND EXPERIENCE MORE.




THE ASW TRAVEL & LIFESTYLE ECOSYSTEM

CENTRED AROUND THE ASW SOCIAL NETWORK, OUR GROUP OFFERS A WEALTH OF TRAVEL & LIFESTYLE SERVICES

ﬁ THE WORLD'S
& FINEST CLUBS

Get VIP access to the world’s

) o P A
FIRST CLASS & MORE best nightlife venues ASMALLWORLD
ALEXANDER KOENIG EVENTS
Receive the best luxury travel Share exciting experiences
deals at affordable prices with other members y
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¢€) ASMALLWORLD
Connect with people who share
~N a travel & lifestyle interest ~
7z, RY
€) ASMALLWORLD .
HOSPITALITY \Q —
Stay at iconic ASW Hotel Book the world’s best
Collection hotels J\f . ) luxury hotels online y
€) ASMALLWORLD
PRIVATE

Enjoy a high-end travel service
for tailored travel arrangements
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OPERATIONAL HIGHLIGHTS H1

WE CONTINUED TO EXPAND THE ASMALLWORLD TRAVEL & LIFESTYLE ECOSYSTEM

* Introduced a brand new ASMALLWORLD iOS APP to increase user engagement
and member retention

* Launched FIRST CLASS & MORE INTERNATIONAL to bring the smart luxury travel
service to an English-speaking audience

« Acquired LUXURYBARED, a travel agency focused on luxury travel on 15t
February, to provide online hotel booking to our members (in development)

* Took over the management of the iconic NORTH ISLAND resort in the
Seychelles with the newly created subsidiary ASW HOSPITALITY AG
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FINANCIAL RESULTS H1

STRONG REVENUE GROWTH ACCOMPANIED BY SIGNIFICANT PROFITABILITY IMPROVEMENT

* STRONG REVENUE GROWTH OF 45% for first half of the year, from CHF 3.9M in
H1 2018 to CHF 5.7M in H1 2019

« EBITDA MARGIN TURNED POSITIVE: +9% vs. -36% in previous year despite
ongoing investments into the business (app, LuxuryBARED, FCAM Intl. etc.)

* NET INCOME ALSO TURNED POSITIVE, coming in at CHF 0.3M vs. CHF -1.9M
* MEMBER GROWTH from 47’800 to 54’900 during the first 6 months of the year

« CASH position of CHF 6.3M per end of June
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SUBSCRIPTIONS BUSINESS

STRONG GROWTH AND PROFITABLE SEGMENT FOR FIRST TIME SINCE LISTING

2018 H1 2019 H1 CHANGE

REVENUE 2.M 3.9M +80%

EBITDA -1.0M 0.9M N/A

EBITDA
MARGIN

-46% 22% +68%-pt.

e Segment turned PROFITABLE

GREW MEMBERSHIP from 47’800 to
54’900 since beginning of the year

Sold more PREMIUM MEMBERSHIPS

FIRST CLASS & MORE subscription
growth contributed to result

Introduced brand new ASW IOS
APP to drive engagement

Launched English-speaking FIRST
CLASS & MORE INTERNATIONAL
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NEW ASW iOS APP TO DRIVE ENGAGEMENT

AFTER 12 MONTHS OF DESIGN AND DEVELOPMENT, WE INTRODUCED A NEW iOS APP IN JUNE

A BRAND NEW
I0S APP!
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https://www.youtube.com/watch?v=QN-P84ChoK8

MODERN DESIGN AND EXTENSIVE FUNCTIONALITY

WE COMPLETELY REDESIGNED THE LOOK AND FEEL OF THE APP AND EXPANDED ITS FUNCTIONALITY

MEET MEMBERS FROM GET ACCESS TO ENGAGE IN TRAVEL & TRAVEL BETTER WITH ENJOY TRAVEL &
AROUND THE WORLD EXCLUSIVE EVENTS LIFESTYLE DISCUSSIONS ASW CITY GUIDES LIFESTYLE PRIVILEGES

Make new connections for social, Attend 1000+ exclusive events Get insider advice from a Get recommendations for the Enjoy upgrades, discounts and
romantic or business purposes each year with fellow members discerning global community world’s top destinations more from international partners

DISCUSSIONS PRIVILEGES

MONACO GRAND PRIX FORMULA 1

Adam Fernandez
is looking for help

Anyone have an experience being out in Monaco for
17 | have booked flights, torn between a villa in Nice
or a hotel room. Also, what are best places to go ...

MANDARIN ORFENTAL
THE HOTEL GROUP.

MANDARIN ORIENTAL

UPDATED 3 HOURS AQ

Take refuge at Mandarin Oriental and discover some

of the most exquisite hotels and resorts in the world

B 79
37Q

& BUSINESS
AVIATION EXPERT OR CONSULTANT

E‘ Rickie Baroch
»

Hello all, 'm looking for an expert on aviation and
airline services who can help, support and guide in
forming a new airline company.

.

(11

Fashion designer and avid traveller.
Curious about different cultures and
lifestyles. Love art, music, and laughter!

A »

:

SIXT - RENT A CAR

SIXT is one of the worl # 3 mobility service
{
providers with more thaXgg g stations in over 100

countries,

P
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INITIAL FEEDBACK ON NEW APP VERY POSITIVE!

MEMBERS APPRECIATE THE NEW DESIGN AND FUNCTIONALITY

Laurent
Just downloaded—Nice one ASW! | see you've taken many user comments seriously. Looking forward to exploring further and provide feedback.
Thanks!

25 JUN 2019, 10:46 AM UNLIKE REPLY REPORT

Asher
Congratulations ASW! The new app looks very nice! Fresh and the UX is much better! Much mare interactive! Well done!

25 JUN 2019, 11:24 AM UNLIKE REPLY REPORT

Fred
Great job. Much better user experience.

25 JUN 2019, 11:32 AM UNLIKE REPLY REPORT

Naomé

Awesome! | love it already, so much better to use! Great work!
25 JUN 2019, 11:43 AM  UNLIKE REPLY REPORT

Source: ASW discussion forums p
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LAUNCHED FIRST CLASS & MORE INTERNATIONAL

BRINING A GREAT SERVICE TO A MUCH LARGER AUDIENCE

i FlRST CL/\SS & MORE ABOUTUS BLOG INSIDERNEWS CONTACT US

-t ALEXANDER KOENIG

e Launched ENGLISH LANGUAGE
website of FCAM on 5th June

@) * Access to a LARGER AUDIENCE

ke T s Ll e N\ leading to member growth
The Art of Smart Luxury Travel 2\ B~ g ] 4

W ) e 20, A A
SAVE UP TO 70% AND GET YOUR DESIRED Al

 Allows for INTEGRATION AND
RLINE STATUS CROSS-SELLING with ASW

For more than 10 years, First Class & More has been the leading

* Introduction of PAID
tal for SMART LUXURY TRAVEL and the best f loyalt
E(r)c:garar:sofairlinesand hotels. o SomeReeEY MEMBERSHIPS p|anned fOI‘

"You don't need to be rich to travel in Business or First Class and get a top airline/hotel

status and stay in the best hotels world wide with VIP treatment. However, if you don't S e p ‘t e m b e r
have the money you need to be SMART." (Alexander Koenig, Founder)

Happy customers Social media followers Readers of #1 blog post

https://www.first-class-and-more.com/
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https://www.first-class-and-more.com/
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SERVICES BUSINESS

INVESTMENT PERIOD: EXPANDING AND IMPROVING TRAVEL SETUP WITH INTEGRATION OF LUXURYBARED

« Segment GREW as budgeted

2018 H1 2019 H1 CHANGE

PROFITABILITY INCREASED by 5%-pt.

* Focus on building a more
comprehensive TRAVEL SETUP,
with online and offline services

REVENUE 1.8M 1.8M +2%

EBITDA -0.4M -0.4M N/A  Acquisition and integration of
LUXURYBARED required change of
team structure and investment

EBITDA
MARGIN

_ o) _ (¢} O/ _
25% 20% +5%-pt. « New travel setup will allow ASW to

offer ONLINE HOTEL BOOKINGS
directly in app and website
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LUXURYBARED BRINGS ONLINE HOTEL BOOKING TO ASW

ONLINE TRAVEL OFFERING TO COMPLEMENT BESPOKE TRAVEL ARRANGEMENTS OF ASW PRIVATE

Iz, ° i -
ASMALLWORLD Acquired LuxuryBARED, a UK-based TRAVEL
TRAVEL AGENCY, in February

Nz

 LuxuryBARED owns an ONLINE HOTEL
BOOKING PLATFORM, specialising in the
world’s best luxury hotels

* ASW is INTEGRATING THIS PLATFORM into the
ASW app and website, currently investing

\E@% Bl oot ] ry AR heavily into technology and team

Sce Ml Lo + Members will have the ability to BOOK LUXURY
HOTELS directly from ASW, starting late 2019

rates

* Further increases service revenue potential
and COMPLEMENTS ASW PRIVATE with its
bespoke travel arrangement offering
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TARGETING ASW MEMBERS’ TRAVEL SPEND

WE WANT TO CAPTURE A PORTION OF OUR MEMBERS’ CHF 680M ANNUAL LEISURE SPEND

ANNUAL HOTEL SPEND OF CHF 1.1B « ASW community with a LEISURE HOTEL SPEND
OF CHF ~680M per year

« ASW to CAPTURE A MEANINGFUL PORTION of

680M ADDRESSABLE its members leisure hotel spend:

LEISURE SPEND

INTEGRATION OF LUXURYBARED BOOKING
PLATFORM into ASW app and website for
convenient, end-to-end hotel booking with
tailored privileges (upgrade, late check-
out, etc.)

Weekend

trips Business

trips

* Positioning of ASW PRIVATE as high-end
travel agency for bespoke luxury travel

e ASW EDITORIALS AND EVENTS to feature hotels
to create travel demand within ASW

Longer trips /
vacation

Source: ASW Travel Survey, April 2019 ASMALLWORLD ACE 1¢



NORTH ISLAND NOW UNDER ASW MANAGEMENT

ASW HOSPITALITY TOOK OVER MANAGEMENT OF ICONIC NORTH ISLAND RESORT

OF
':‘OSSTIQIL'II;\YVORLD ® north IS!E(PHCEILLES * Founded ASW HOSPITALITY in February as

hotel management company, running the
hotel operations for the owner

* lconic NORTH ISLAND resort in the
Seychelles (www.north-island.com) became
first hotel UNDER ASW MANAGEMENT

* DARIO BERTUCCI, seasoned hospitality
expert, hired as Managing Director

* North Island expected to join Marriott’s ‘THE
LUXURY COLLECTION' portfolio in Oct 2019

* Goal to EXPAND THE COLLECTION by adding
other extraordinary hotels in the future
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http://www.north-island.com/

AGENDA

* OVERVIEW OF H1 PERFORMANCE
 SUBSCRIPTIONS SEGMENT

* SERVICES SEGMENT

* CONSOLIDATED FINANCIALS

* OUTLOOK

¢) ASMALLWORLD



INCOME STATEMENT H1 2019

STRONG GROWTH AND SIGNIFICANTLY IMPROVED PROFITABILITY

In CHF ‘000 H1 2018 H1 2019 CHANGE
NET SALES 3,904.0 5,651.4 45%
2,4121 7811 26% - SALES INCREASED BY 45% due to
Al674 6475 1% - o
— — 339 robust growth in Subscriptions segment
14960 45569 2% |
EBITDA 14195 e~ e . PER§QNNEL EXPENSES. increased due
36% 9% +45%-pt. additional staff, primarily for
LuxuryBARED and First Class & More
47 236 1%
-4021 355.9 12%  OTHER OPERATING EXPENSES impacted
OPERATING RESULT -1,836.3 121.0 N/A by acquisition costs related to
LuxuryBARED
353 3603 920%
FINANCIAL EXPENSES 34.0 84.6 149% - EBITDA MARGIN improved by 45%-pt.
ORDINARY RESULT -1,834.9 396.7 N/A
331 59.4 79% * NET RESULT improved by CHF 2.2M to
NET RESULT -1,868.0 337.3 N/A CH 0.3M
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BALANCE SHEET H1 2019 — PART 1

NO MAJOR CHANGES IN THE COMPANY’S BALANCE SHEET

In CHF ‘000 H1 2018 H1 2019

- — « CASH POSITION increased slightly to
 SIZE OF BALANCE SHEET MAINTAINED
787 388 Despite acquisition of LuxuryBARED
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BALANCE SHEET H1 2019 — PART 2

NO MAJOR CHANGES IN THE COMPANY’S BALANCE SHEET

i CHE 000 . OTHER SHORT-TERM LIABILITIES

SHORT-TERM FINANCIAL LIABILITIES 551 496 obligations from FC&M acquisition

PAYABLES FROM GOODS AND SERVICES 725.0 721.2
OTHER SHORT-TERM LIABILITIES 4274.8 43153 « ACCRUED LIABILITIES decreased slightly

SHORT-TERM PROVISIONS M8 80.3 due to reduced travel activity during

ACCRUED LIABILITIES AND DEFERRED INCOME 3.605.5 3,020.9 transition period

TOTAL CURRENT LIABILITIES 8,702.2 8195.4
LONG-TERM FINANCIAL LIABILITIES 1181.4 2,259.5 * LONG TERM FINANCIAL LIABILITIES

LONG-TERM PROVISIONS 7,888.3 7,765.0 financing provided by ASW Capital
TOTAL NON-CURRENT LIABILITIES 9,069.7 10,024.4
TOTAL LIABILITIES 17,771.8 18,219.8

* LONG TERM PROVISIONS for
performance-related earn-outs from
FCAM and LuxuryBARED acquisition

SHARE CAPITAL 11,367.2 11,367.2

CAPITAL RESERVES 16,785.0 16,785.0 « NEGATIVE EQUITY due to direct write-off

RETAINED EARNINGS -36,697.4 -36,879.7 of FCAM and LuxuryBARED goodwill
TOTAL EQUITY / NET ASSETS -8,545.2 -8,727.5

« Write off of LuxuryBARED acquisition led
TOTAL LIABILITIES AND EQUITY 9,226.6 9,492.3 to DECREASE IN EQUITY despite profit
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CASH FLOW STATEMENT H1 2019 — PART 1

IMPROVED OPERATING CASH FLOW

In CHF ‘000 H1 2018 H1 2019

1868 337
15 23
402 356
AFFECT THE FUND
THAT DO NOT AFFECT THE FUND * OPERATING CASH FLOVW improved to
= IEE CHF -0.1M, vs. -11M in previous year
AND ACCRUED INCOME
608 129
ACCRUED LIABILITIES AND DEFERRED INCOME e Cash flow from INVESTING ACTIVITIES
am0s 762 with little activity/changes
TANGIBLE FIXED ASSETS
ASSETS
0 72
INTANGIBLE ASSETS
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CASH FLOW STATEMENT H1 2019 - PART 2

STRONG FINANCING ACTIVITIES IN 2018 DUE TO CAPITAL INCREASES

In CHF ‘000 H1 2018 H1 2019

INFLOWS FROM CAPITAL INCREASE
(INCLUDING AGIO, DEDUCTING CAPITAL 9,409 0]
TRANSACTION COST)

ISSUANCE/REPAYMENT OF SHORT-TERM

FINANCIAL LIABILITIES 1104 -6 e Cash flow from FINANCING ACTIVITY

with little activity during H1
ISSUANCE/REPAYMENT OF LONG-TERM = 605
FINANCIAL LIABILITIES

CASH INFLOW FROM FINANCING ACTIV. 9,055 603
* NET CASH increased by CHF 0.3M due

CURRENCY TRANSLATION EFFECTS 0 Ry to positive net result
NET CHANGE IN NET CASH 7,662 259
OPENING BALANCE OF NET CASH 1 JANUARY 1,606 6,056

CLOSING BALANCE OF NET CASH AS OF 31
DECEMBER 9,268 6,315

NET CHANGE IN NET CASH 7,662 259
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OPERATIONAL PRIORITIES FOR H2

WE WILL EXPAND OUR TRAVEL & LIFESTYLE OFFERING AND IMPROVE OUR TECH SETUP TO DRIVE GROWTH

 Develop and integrate ONLINE HOTEL BOOKING into ASW environment to offer
online hotel bookings to member and non-members before the end of the year

 Launch paid memberships for FIRST CLASS & MORE INTERNATIONAL to capitalise on
new English language website

* Develop ASW ANDROID APP to offer consistent user experience across platforms
(development ongoing)

* Introduce EDITORIAL CONTENT to ASW platform to create original travel content for
members and non-members (acquisition too)
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WE REITERATE OUR 2019 FULL YEAR GUIDANCE

WE MAINTAIN OUR PREVIOUS GUIDANCE FOR REVENUE AND MEMBERS

REVENUE MEMBERS

35 40% 18-22%

* MEMBERS stood at 54’900 by
12 0-12.5M 56-58k end of June; on track to reach

year-end target of 56-58°000
47.8k

28.5k

 SALES grew by 45% to CHF 5.7M
for first half of year; on track to
reach 12.0-12.5M for the full year

20177 2018 2019E 20177 2018 2019E
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ASMALLWORLD

ASMALLWORLD AG
Bellerivestrasse 241
8008 Zurich, Switzerland

info@asmallworldag.com

www.asmallworldag.com | www.asw.com



mailto:info@asmallworldag.com
http://www.asmallworldag.com/
http://www.asw.com/

