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MAIN BUSINESS

@D HanaTour
Global No.1 Culture & Tourism Retail Group

OUTBOUND INBOUND GLOBAL BlIZ ENTERTAINMENT
- LAND OPERATOR HOTEL DFS
HanaPack Global Network
@D HanaTour ITC 2 CENTERMARK 71 SM DUTYFREE
. . Incheon Airport L

Hana ﬁ Ce ‘(ELRJ%VEL] i TmarligﬂtxHOtel P SM DUTYEREE Global Hotels @ HanaTicket

A - ﬁ Tmark Hotel Seoul Downtown
- | Jawal > S M wreoncaons ,‘
711 ?HWUT” ! ¥ €6 T Tm%;}jgfand o SM Déﬂ?;l;REE VISA CENTER
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HISTORY

Q@ HanaTour

#1 Outbound Travel Agent for
21 Consecutive Years Clobal NOI

NEs Culture
Centermark Hotel Opened & Tourism
Changed to Industry First [PO DR Listing in FIT Brand HANAFREE Launched
HanaTour Service Inc. | (KOSDAQ) London Stock Exchange A Dec.
ug. Hanatour Japan IPO
T-Mark Hotel Opened (Tokyo Stock Exchange)
1993 1996 1999 2000 2004 2006 2011 2012 -2013 2015 2016 2017 2018
o—@ - - - - ®*o—0—0—0 - - -
Nov. Jul. Jun. Nov.
Establishment of - First Overseas Office ‘Hanatour.com”’ Launched - = Transfer to. KOSPI Jan Jan
- i Established in Bangkok . :
Kook-Jin Travel g SM DFS Seoul City Opened | SM DFS Airport T2 Opened
Jul.
Jun. ; i
T-Mark Grand Hotel Opened iol\lf;(;koﬂtgrih%tgéned
Sep.
China Visa Center Opened
Nov.
SM DFS Airport T1 Opened 5
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HANATOUR COMPETITIVENESS

Q@ HanaTour

“"Diverse Global & Domestic
Networks and Channels”

HanaTour Customers : 19.9million g . * 12 Overseas Subsidiaries

Global Network

HanaTour Members : 6.8million _— 49 Global Networks in Total

Loyalty

4Q 2018 Updated

Authorlzed
M &P Affl t < "DRA DD
s T System
pdate
g8
WWW.HANATOUR.COM S !\@'/s Global BIZ SYSTEM
Line/Mobil & - e
On-Line/Mobile @ @ scececom Lo & | IT Service 2 's® Agency Support SYSTEM
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OUTBOUND

BUSINESS
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BUSINESS MODEL & CORE COMPETITIVENESS

“Travel Wholesale Business”

SUPPLIERS DISTRIBUTORS
[ AIRLINES \ Purchase in PRODUCT ( \ S
HOTELS _Large Quantity PLANNING —Reservation PRANCHISEE Furchasing/Reservation
MOM & POPS
TOURIST SPOTS - & CLIENTS
A  GROUND [ alaieiuts ———— PARTNERS >
TRANSPORTATION Lowest GRP rate GROUND Commission Provide Offline Service
Largest Inventory HANDLING -Reservation
L All . ONLINE/MOBILE " .
\_ ETC. Y, argest Allocation \_ ) Counseling/Managing
-Travel Information

COMPETITIVE ADVANTAGE
» SCALE

Largest Outbound Volume for 21 Consecutive Years
Market Share of 22% (2018 TTL)

p DISTRIBUTION
On/Off Sales Channels

s 'Hanatour.com’ and Mobile Apps in Operation

|@‘ "Everyday Departure” Guarantee

8,000 Offline Agents all over the country

@ Economy of Scale for better margin
8
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- MARKET ENVIRONMENT & GROWTH

Increase of Air Supply Overseas Travel Offering Higher Value

- Increasing number of LCC(Domestic/Global)

- Diversified air routes

- Open skies with China(limited), Japan,
Southeast Asia

- Chinese travel liberalization leading air seat

- Rising of domestic travel cost due to Chinese
inbound travelers

- Relatively cheaper short-haul destination travel cost

- LCCs covering short-haul destinations would allow
FSCs to develop long-haul destinations

Changing in Consumption Trends

- External Factors : Increasing income, Increasing Holidays
- Value based consumption trends

- Retirement of the Baby Boomers

- Incheon International Airport preparing its 3 Terminal
- China’s C919 aircraft launching

increase - Possibility of Full Open sky agreement with China
‘ 0 /
| 1.65 times per year in 203
Expecting to travel =
rseas
a0% of OV
X eCt.\“g r-‘ence n 03
Travel E
116,235 Target MS
87,564 104,787 102,889 122,420 40.1%
81,910 P 4
74,403 .* e
. .
55,884 o= 4'/ ]
, P
45,641 42741 46,746 24.2% R AN
38,559 23.7% 22.7% 22.5% Lo e
35768_=— 1829 19.4% 20.2% 20.9% -
o 15.7% 16.8% o 24,837 26928 i
12.3% 13;\7% 13.5% 14.0% 20,844 ’
o= 14,726 188
10671 12,295 10,973 11,419 11,560 12474 13,525 ’
: 8,498 ’—‘
06 07 08 ‘09 10 11 12 13 14 15 16 17 18(E)  19(T) *30(T)
8?{??2%%% \F/)(;L;J;]; m=Ome== Hanatour MS =—= (ﬁglfgﬁgx) [Source: HanaTour Internal Data based on data of Statistical Offices, Tourism Bureaus of Korea, KAC, Traveltiems, Ministry of Justice]

QP HanaTlour

“Korea Outbound Market "

* Population : 52 Million

+ Expecting over 55% departure
rate in 2019

+ Expecting 24% of the total MS
gain in 2019

G

“Hanatour’s Vision 2030”
+ Expecting 95% departure rate in
2030
« Targeting over 40% of the total
Market Share in 2030

A

“Increasing Air Supply "
* Air Supply : Over 1 Million flight
+ 2015-2020 Estimated CAGR : 5.3%

9
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OUTBOUND STRATEGY

Travel Agency Airline Company Global OTAs Movie, TV Show Camping, Leisure Sports, Games
@ @ >
Market Share Time Share
Competition Competition
» Emphasis on Profitability and Economy of Scale « Emphasis on Higher Value
* Price Competition within Industry « Profitability through Distinctive Services
* Surpassing Industry Boundaries for Competition
L= SeaE
) < ¥
Price Oriented Inventory Economy of Scale Value Oriented Contents Differentiation
Hanatour’s Current Ability Hanatour’s Target Ability
WV, ol
x S 72 N - © @ &
Air Ticket  Hotel Guide ToustSpot ~ Meal  Tiangportation Unique Contents Spedalty HumanTouch  Community
10

Q@ HanaTlour www.HanaTour.com




OUTBOUND STRATEGY

GRAND TOUR

Why Grand Tour?

« The original “Grand Tour” refers to tours to Europe in 17~19% century taken by upper class English young men
accompanied by their personal tutors for both leisure and academic purposes

« Hanatour’s Grand Tour is a thematic package tour which hires leading/celebrity figures as curators

« Grand Tour is designed resolve modern era’s increasing need for knowledge of the interested area

8]%+&+@0€

Activities Special Lecture  Sharing
Customers sharing same interest Experts related to or common
g P one’s interest Explanation interest

<@ % 9

Higher Price Acceptability Higher Satisfaction & Revisit Rate Specialty & Differentiation
Secure long-haul Increase revisit rate by Block other competitors
profitability from forming community copy our products by adding 11
short-haul destinations with similar interest special and distinctive values

Q@ HanaTlour www.HanaTour.com




OUTBOUND STRATEGY
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OUTBOUND STRATEGY

HANATOUR
PLATFORM

HANATOUR.COM

\& A\ =/ \& =/

Unification of product Sourcing and

sales process through Platform

Increase customer inflow and sales by developing
platform which connects HNT's various product
inventories with tour communities

Opening Hanatour's product inventory platform local
residents, local guides and communities to feed new
inventories

Communities with various contents and interests,

experts in various fields and Hanatour’s employees can
participate as suppliers to the platform

13
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OUTBOUND STRATEGY

Human Touch Service Using BIG DATA

» Collect customer’s personal preferences data(appetite, seat preference, personality, etc) through every step of their trip

« Tour guides and conductors, and anyone with point of contact with customers collect data

* Process the collected data to provide better service and personal care for customers, improve products, etc.

« The Big Data assists sales agents to improve face to face services and increase overall Before-During-After-Traveling experience
« The Big Data enables more and better B2C capability of Hanatour

Call-center, Airport Guide, Tour Conductor Customer Satisfaction Survey

After Traveling

- Favorite Destination, Hotel, Airline - Interest, Hobby - Service satisfaction rate
- Vacation period, Holiday plan - Customer’s Taste (Food, Sightseeing) - Improvements needed for revisit

- N o)
i1 2, €
. Enhance service for Improve Customer
Enhance B2C Service . Enhance Product R&D :
franchises Service

14
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INBOUND
BUSINESS
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BUSINESS MODEL & CORE COMPETITIVENESS

“Creating Synerqgy Using Existing Infra Structure”

TOUR
LOCAL AGENTS {
Purchasing / ( )
— Reservation Reservation
CLIENT GLOBAL NETWORK ' &P HanaTlour

< GLOBAL PARTNERS | ®========== N ) Q\/
Providing Offline Service Land Service & &

- counseling & managing IT Service O O

- Provide travel information \ ) Product 6 t

LAND SERVICE HOTEL SHOPPING

Provide High-Quality Land Service Operating 1,114 Rooms in downtown Seoul area Two Airport DFSs creating synergy with the outbound
Provide Diverse Shuttle Bus Tour Services Enhance competitiveness for inbound business business and one City DFS creating synergy with inbound
by working with local governments Preferred by local business trip and foreign FIT tourists using various tour and activity programs

(HNT) HanaTourITC

I—
aaﬂzx:ﬂ

il T mark

16
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HANATOUR ITC

Q@ HanaTourITC

« HANATOUR ITC Inc. is a 100% owned inbound subsidiary of Hanatour
« 29 overseas offices are sales agents of HANATOUR ITC

Business Category
£

UJ

FIT Business Tour Desk Medical Tour Package Tour Korean Waves Tour
Provide City tour, Concert, Operating tour desk Experience Korea's High Quality package Experience popular
Ticket, Shuttle tour service for foreign tourists high quality medical services tour designed to satisfy entertainer's performance

to FIT customers (Seoul station, Hongik univ, Dongdaemun)  (body check up, petit care , plastic surgeon) various customer’s needs Visit movie, drama sets

F) e ‘e’
‘ ]
«y e
y m

The Third Nation Tour Discover Korea MICE Retirement & Korea Homeland Tour
Provide global-bound services to High quality Korea International conference, SChQOI Field T”P Tour for overseas
foreigner and overseas Korean Discovery Products exhibition and incentive Incentive tours designed Koreans to experience

using 29 global branch for foreigners tour related service for retired or student their homeland

17
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HOTEL BUSINESS

i3 CENTERMARK

Midscale Business Hotel
» Opened in 2012 / Insa-dong
« Operating 250 Rooms

m Tmark Hotel

MYEONGDONG

Midscale Business Hotel
e Opened in 2013 / Myeongdong
» Operating 288 Rooms

T Tmark Grand

HOTEL / SEOUL

Upscale Business Hotel

« Opened in 2016 / Hoehyeon Stn.

» Operating 576 Rooms, Pool, F&B

i

Tmark City Hotel

SAPPORDO
TOKYO OMORI

i

Tmark Grand

HOTEL / ZHANGIJIAJIE

Active marketing and sales
using global networks

Q@ HanaTlour www.HanaTour.com

Maintain asset light structure
by Master lease

Operating 1,114 Rooms

in downtown Seoul area

Enhance competitiveness
for inbound business

Expand T-Mark's Hotel
Management Business in both
Korea and overseas

18



DFS BUSINESS

Korea’s New Paradigm of DFS with Hanatour Culture-Tourism Meets Shopping, Global Nol. Culture-Tourism DFS

SEOUL CITY

ICN AIRPORT T1

ICN AIRPORT T2

—_ ~— e |
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Jan. 2018 Grand Opening

* Global No.1 Revenue Generating Incheon
airport DF9 Area

* Located at Asiana Gates

« 5 stores 160 brands, 5,000 products

e 24hr operating pick-up desk

« Commercial Floor Space of 918m’

e Located at DF4 area in T2

« Available to sell all kinds of goods

 Korean Air, Delta, Air France, KLM are
located

« Great synergy opportunity with Hanatour
customers who use Korean Air

« Commercial Floor space of 825m’

QP HanaTlour

29th Apr. 2016 Grand Opening

* Located at the tourists’ hot spot Insa-dong
¢ Hanatour Main Building 1F — 3F

* Online DFS(www.smdutyfree.com)

* Related to HNT website & Mobile App

« Commercial Floor Space of 4,088m’

19
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http://www.smdutyfree.com/

CULTURE BUSINESS INVESTMENT

< S . & /;
' i il x
o = “mark ||

= 100,000

Hotél

e FL>
U

RA1 20 + 5% 18
(221 Gf[2FAT )

201 348,000~

ME{0I= 147 |X| oiletst |
E[0f= 17 |X] ofi2tst7|

> Expansion of HNT Performance Contents Investment

* Synergy with Existing Tour Business

+ Expansion of Business through Exploring new Culture Contents

Business

+ Performance Ticket Retail through Hanafree Ticket Brand

> Stabilization of Investment Structure

+ Capital Guarantee & Loss CAP method investment to Minimize Risk

* Investment Ceiling

(Decide total Investment Scale after looking over Yearly Line-up)

« Diversification of Investment to Secure Distribution
(Exclusive Sales and Secure of On-Site Sales)

* Co-Investment(Sourcing) through Strategic Partnership

20

QP HanaTlour www.HanaTour.com




GLOBAL
BUSINESS
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OVERSEAS NETWORKS

O 12 Overseas Subsidiaries in 9 Countries

01
02
03
04
05
06

O4

. HANATOUR USA INC
. HANATOUR CHINA

. HANATOUR HONGKONG CO.,, LTD.
. HANATOUR TAIWAN SERVICE INC.

. HANATOUR JAPAN Co., LTD

07. HANATOUR PTE. LTD _ Singapore

08. HANATOUR EUROPE LTD _ London

09. HANATOUR PTY LTD _ Australia

10. BEDING HANA INFORMATION TECHNOLOGY CO. LTD
11. BEDING YITU INTERNATIONAL TRAVEL SERVICE CO. LTD

. HANATOUR SERVICE (M)SDN.BHD _ Malaysia 12. HANATOUR EU GmbH _ Germany

9 Global Networks in Total

01. USA

Los Angeles, Las Vegas, Hawaii,
New York

02. China

Beijing, Shanghai, Qingdao,
Xian, Zhangjiajie

03. Asia

- Taiwan, Hong Kong, Bangkok, Phuket,

Manila, Cebu, Bail, Hochiminh
Hanoi, Kota Kinabalu, Singapore

® Las Vegas

Hawaii LA
04. Japan )
- Tokyo, Hokkaido, Kyushu, Osaka,
Okinawa

05. South Pacific
- Guam, Saipan, Auckland, Sydney, Palau

06. Europe
- London

® London

Seoul
HanaTour

_Qingdao
Beijing .
e /
./ .

Xian ®
Zhangjiajie —w,,s,h?ﬂg‘ha' C
Hongkong @ ® Taiwan
Bangkok @ @ Hanoi ¢ Manila

° @ Cebu
Phuket ¢ Hochiminh

Singapore @ e Kota Kinabalu

o Bali

22
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HANATOUR JAPAN

T Mark City(Sapporo)

246 Rooms, Apr. 2015 Opened
ooms

T Mark City Hotel(Sapporo) ~ Japanese 50%, Korean 18%, Taiwanese 15%, Others 17%

UI BUS

STARSHOP & LINE

g ¥
. o o

AL Direct Investment on Land & Building

Method

B3 T Fukuoka / May. 2014 Opened

Osaka / Apr. 2016 Opened

LR .T' Bl Sapporo / Apr. 2017 Opened

DELESIC 288 Rooms, Jul. 2018 Opened

HANATOUR JAPAN (Tokyo) Rooms

UI BUS
T Mark City Hotel(Tokyo Omori)

Investment

Method Master Lease

STARSHOP & LINE (Osaka)(J

STARSHOP & LINE (Fukuoka)
KuruKuru BUS (Kyushu)
UI BUS

146 Vehicles
Buses (Osaka 41, Tokyo 26, Sapporo 22, Kyushu 26, Okinawa 15, Haiya Taxi 16)

Japanese 20%, Korean 80%

Kuru Kuru BUS(Kyushu)

m 7 tour courses operating in Fukuoka connecting 6 perfectures
FIT Travelers

Rental Car Service for FIT Travelers in Okinawa
ervice 23
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HANATOUR CHINA

QP HanaTlour

HANATOUR CHINA

Beijing, Shanghai, Qingdao, Xian, Hongkong

Main
Business

Global-bound business

| F—)

Provide inbound services

m About 500 rooms in operation

F&B Business in Zhangjiajie
otk (Mar. 2017 Opened)

HANATOUR CHINA(Beijing)

VISA CENTER(Qingdao)
Qingdao Branch Office

Xi‘an Branch Office

® Shanghai Branch Office

T Mark Grand(Zhangjiajie)
F&B

VISA CENTER (Guangzhou)O/ : ; -
T LOUNGE(Hongkong) T
Hongkong Branch Office

T LOUNGE(Hongkong)

BT Qingdao / Sep. 2015 Opened

TOMWig,
_?-’."2‘“;13.-‘

AN Guangzhou / Sep. 2015 Opened

** Chengdu / Wuhan / Shanghai center will be opened in May. 2019

- Inside of the Star Ferry Terminal
Daily population of 55,000
Selling air ticket, hotel, day tour for FIT customers
Provide resting area, free Wi-Fi

24
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OVERVIEW

COMPANY PROFILE SHAREHOLDERS BREAKDOWN

Date of establishment November, 1993 Er??zlggﬁes'
CEO, Chairman Sang Hwan, Park
" Domestic
CEO, President Jin Kook, Kim IS eiE]
Investors,

32.67%

Total number of Others,

2,748 (Dec. 2018) 34.34%
employees
Paid-in capital KRW 5.8 bn (Dec. 2017) Management,
14.84%
Outstanding Shares 11,616,185 (Dec. 2017) - Treasury,
4.73%
Networks Domestic : 24 Based on

Overseas : 18
December 31th, 2018

26
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VALUE MANAGEMENT

35% Payout Ratio

High
profitability Greatest
Transparency Profit
High Sharing

future value

Dividend Per
Share(Won) ) 800 800 800 700 000 >0
Interim Dividend 700 700 700 700 600 500 500
(Won)
Total Dividend
(B Won) - 166 166 166 145 125 111
Dividend . 128.0% 206.6% 52.2% 43.3% 36.8% 32.0%

Payout Ratio(%)

X From 2011 K-IFRS Based 27
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BUSINESS PERFOMANCE

(KRW bn, %)

Description FY0O9  FY10  FY1l  FY12  FY13 FY17 1§P~3)Q }CB ~3(?
Sales Income 124 218 226 259 297.6 385.5 459.4 595.5 682.3 422.1 634.5

Growth
Growth(%) -28 76 3.8 14.5 14.8 9.3 19.2 29.6 14.6 10.7 9.3
Operating Income 0.4 27.2 22.1 34.7 36.5 40.4 44.7 20.9 40.8 24.9 22.0

Income Before
Income Taxes -3.0 32.7 24.8 39.6 43.0 46.2 46.9 23.9 38.0 26.8 26.6
Profitability

Net Income -4.8 24.1 19.5 30.0 32.7 35.4 34.1 7.5 12.7 19.9 15.6
ROE(%) -5.4 23.9 18.6 22.7 19.9 18.8 15.7 3.5 5.3 10.6 6.3
Current Ratio(%) 147.6 143.0 125.0 133.4 139.5 130.2 123.5 120.6 125.4 93.9 123.2

Stability
Debt Ratio(%) 0 0 0 0 0 0 0 0 0 0 0

X K-IFRS Based From 2011
X Applied K-IFRS 1115 from 2018

28
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PRO-FORMA INCOME STATEMENT

(KRW bn)
ArAeEE FY12 FY13 FY14 FY15 FY16 ~ ~ FY18
DeSC rl ptl On (consolidated) (consolidated) (consolidated) (consolidated) (consolidated) FY17 18 3Q 18 3Q 5
(Consolidated) (Parent) (Consolidated) Guidance
(Package) 1,267.0 1,452.9 1,864.9
Gross
Sales
(Air-Ticket) 377.9 462.5 896.5
Sales Income 218.1 226.0 307.9 352.7 385.5 459.4 595.5 682.3 422.1 634.5 821.3
Operating Expense 190.9 204.8 268.3 312.3 345.0 414.6 574.6 641.5 397.1 612.5 745.5
Operating Income 27.2 22.1 39.6 40.4 40.4 447 20.9 40.8 24.9 22.0 75.8
OPM(%) 12.5 9.8 12.9 11.4 10.5 9.7 35 6.0 5.9 35 9.2
Income Before 32.7 24.8 49.9 48.8 46.2 46.9 23.9 38.0 26.8 26.6 -
Income Taxes
Net Income 24.1 19.5 37.4 36.1 35.4 34.1 7.5 12.7 19.9 15.6 -

X K-IFRS Based From 2011
X Applied K-IFRS 1115 from 2018 29
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PRO-FORMA BALANCE STATEMENT

| :

(KRW bn)
Description Fyos FY09 FY10 Fyil (C(l):nli](fted) (C(!:nLi]i:’ted) (Cili:lt;ied) (CtiLi](-igted) (CtiLiiSted) :»ZDIelm?) (ColisYolithed)
Current Assets 90.8 105.2 156.3 164.6 281.4 278.5 316.4 340.2 345.7 275.2 430.3
Non-Current Assets 63.4 57.1 64.0 83.0 71.0 98.0 121.0 164.1 174.6 184.5 174.5
Total Assets 154.2 162.3 220.3 247.6 352.4 376.5 437.4 504.3 520.2 459.6 604.7
Current Liabilities 63.8 71.2 109.3 136.2 169.5 180.8 243.0 2754 286.7 274.1 343.1
Non-Current Liabilities 1.0 0.1 0.2 - 3.1 3.1 6.4 11.6 21.5 4.1 20.2
Total Liabilities 64.8 71.3 109.5 136.2 172.6 183.9 249.4 287.0 308.2 278.2 363.3
Capital Stock 5.8 5.8 5.8 5.8 5.8 58 5.8 5.8 5.8 5.8 5.8
Retained Earnings 44.9 20.5 38.1 46.0 76.0 98.8 118.6 134.9 126.4 117.7 122.8
Other Capital 36.8 62.5 64.7 79.6 97.9 -0.8 -1.5 -1.1 -0.8 -0.8 -4.4
Total Stockholders’ Equity 89.4 90.9 110.8 1115 179.8 192.6 188.0 217.2 212.1 181.4 2415
;:Zgia””i”“ Al 1542 1623 2203 2476 3524 3765 4374 5043  5202| 4506 6047

X K-IFRS Based From 2011
X Applied K-IFRS 1115 from 2018 31
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PRO-FORMA CASH FLOW

(KRW bn)
e —ie FY12 FY13 FY14 FY15 FY16 FY17 FY17
(Consolidated) (Consolidated) (Consolidated) (Consolidated) (Consolidated) (Parent) (Consolidated)
1. Cash Flows from 8.6 11.4 63.1 47.7 39.2 45.9 103.7 34.9 275 51.0 66.2
Operating Activities
el ki 6.3 13.4 2282 273 441 413 -39.5 -0.9 6.7 .06 218
Investing Activities
3. Cash Fows from -30.7 6.1 77 -18.9 7.6 -15.0 317 23 25.5 -16.6 32.9
Financing Activities
4. Increase (Decrease) in Cash -28.4 18.8 27.2 15 26 105 32.4 31.6 8.7 33.8 77.3
(1+2+3)
5. Cash at the Beginning of the 471 18.7 375 64.7 91.2 93.0 81.9 113.9 1465 100.8 156.0
Fiscal Period
6. Cash at the End of the 18.7 375 64.7 66.2 93.0 81.9 113.9 146.4 156.0 134.3 228.4
Fiscal Period

X K-IFRS Based From 2011
X Applied K-IFRS 1115 from 2018

32
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GROWTH

Sales Income 49.5 19.8 -13.3 -28.3 76
Income Before Income Taxes 46.1 17.8 -79.5 -136.6 N/A
Net Income 40.3 15.3 -81.3 -196.2 N/A
Growth
(%) .
Income Before Income Taxes Margin 20.4 20.0 4.7 N/A 15.0
ROA 17.2 14.6 3.0 -3.1 11.1
ROE 34.6 28.0 53 -5.4 23.9
EPS (Won) 2,160 2,352 445 -416 2,193
BPS (Won) 8,009 8,557 7,698 7,828 9,537
Investment
Pay-Out Ratio(%) 35.3 38.9 166.7 N/A 38.8
Net-Cash (KRW bn) 72.0 47.0 18.7 375 64.7

X K-GAAP Based

33
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GROWTH

FY11 FY12 FY13 FY14 FY15
Parent Consolidated Parent Consolidated Parent Consolidated Parent Consolidated Parent Consolidated Parent Consolidated Parent Consolidated
Sales Income 4.0 4.0 14.5 14.8 14.8 14.6 6.0 9.3 14.1 19.2 7.2 29.6 15.3 14.6
Income Before 191 | -21.3 59.9 85.0 8.5 22| -155 5.4 27 16| -51.7 | -490 | 1497 | 588
Income Taxes
Growth Net Income -11.6 -14.1 535 74.3 9.2 -3.6 -14.1 -1.9 2.1 -3.5 -66.9 -78.0 173.9 68.9
%,
(%) f"“""’e Before 11.2 10.2 15.3 16.6 14.6 13.9 11.7 11.9 10.4 10.3 8.7 4.1 11.2 5.8
Income Taxes Margin
ROA 7.9 7.2 10.0 10.6 9.6 9.9 1.7 8.1 7.2 6.8 2.3 1.4 57 2.1
ROE 17.5 16.3 19.6 20.8 18.6 18.7 17.1 18.8 16.1 15.7 55 35 14.3 5.3
EPS (KRW) 1,789 1,930 2,714 3,198 2,881 2,989 2,504 2,978 2,602 | 2,877 859 727 2,351 1,172
BPS (KRW) 10,249 | 12,095 | 13,524 | 15,907 | 15,495 | 16,985 | 14,933 | 17,069 | 16,194 | 19,682 | 15,527 | 19,163 || 16,391 | 21,819
Investment
Pay-Out Ratio(%) 50.1 46.0 37.1 32.0 38.2 36.8 515 43.3 57.7 52.2 93.2 110.2 63.8 128.0
Net-Cash (KRW bn) 66.2 91.2 67.6 93.0 525 81.9 73.6 113.9 49.2 146.5 174.8 206.6 134.3 228.4

X K-IFRS Based From 2011
X Applied K-IFRS 1115 from 2018 34

www.hanatour.com



AWARDS LIST

o\ — 2018, Ranked 17th in the 2018 Top 100 Korean Brands
/_c; SYArL ++2018, Recertified for one of the Best Companies for Work-Life Balance by the Ministry of Culture, Sports,
. Quality Certification and Tourism of Korea (2015-)

eIy 2018, Ranked 1st in the Korean Customer Satisfaction Index (travel industry category) for ten years in a row
2°'4‘7‘2°‘5~‘/ 2018, Ranked 1st in National Customer Satisfaction Index(NCSI) in Tourism Service Division for five
[P consecutive years
2018, Certified for Customer-centered Management (CCM) for four consecutive years (2012-)
++2018, Ranked 1st in the Korean Brand Power Index (K-BPI) for fourteen consecutive years
2018, Took first place in the Brand Star travel company category for fourteen consecutive years
#2018, Ranked 1st among the Most Respected Companies (travel company category) for eleven years in a row
+«» 2017, Ranked 1st among the Most Respected Companies (travel company category) for ten years in a row
«» 2017, Ranked 1st in the Brand Star travel company category for thirteen consecutive years
«» 2017, Ranked 1st in the Korean Brand Power Index (K-BPI) for thirteen consecutive years
«» 2017, Selected as the "Brand of the Year" in the travel category by the Customers Council for ten years in a row
«+ 2017, For four consecutive years, the number-one travel company in the National Customer Satisfaction
«» 2017, Index (NCSI) of the Korea Productivity Center Ranked 10th in the 2017 Top 100 Korean Brands
«+ 2017, Ranked No.1 in the women consumers' choice of good companies by
The Women's News for twelve consecutive years
«» 2016, 1t place for 8 consecutive years in Korean Customer Satisfaction Index(KCSI)
+» 2016, Receive a Presidential Citation for Job Creation
«» 2016, 1%t place for 3 consecutive years in National Customer Satisfaction Index(NCSI)
% 2016, 1%t Place for 9 consecutive years
in the tourism field in “Brand of the Year 2016” selected by Customers Council

S % 2015, ‘Leisure Friendly Company’ Authorized by Ministry of Culture, Sport and Tourism
M «+ 2015, 15 Place for 8 consecutive years
L/ in the tourism field in “Brand of the Year 2015 selected by Customers Council
m «» 2015, 1%t Place for 11 consecutive years
?_I".J_l A AHEATH A T .
N P A w IDFéi.l ;{;‘;‘Kmrds in the tour company field in “Korea’s Brand Star” selected by Brand Stock

NATIONAL PRODUCTIVITY AWARD
—y

2014, Acquired a recertification for Customer-Centered Management (CCM)
2014, Awarded ‘Malaysia Tourism Awards 2012/2013’
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