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Safe Harbor Statement  

Certain statements in this presentation are forward looking statements within the 

meaning of the Private Securities Litigation Reform Act of 1995. Actual results could 

differ materially from such statements expressed or implied herein as a result of a 

variety of factors, including, but not limited to the Company's sales and services; the 

success of the Company's commercialization strategy, the acceptance by the market of 

the Company's products; competition and timing of projects and trends in the future 

operating performance, as well as other factors expressed from time to time in the 

Companyôs periodic filings with the Securities and Exchange Commission (the "SEC"). As 

a result, this presentation should be read in conjunction with the Company's periodic 

filings with the SEC. The forward looking statements contained herein are made only as 

of the date of this presentation, and the Company undertakes no obligation to publicly 

update such forward looking statements to reflect subsequent events or circumstances. 



Company Overview  

Å Founded in 1998, headquarter in 

Shenzhen 

Å Leading travel services provider in 

China  

Å Focused on the domestic and 

international leisure travel markets 

Å Main businesses: 

ï Packaged Tour 

ï Air Ticketing 

ï Hotel Reservation 

 

 



Equity Snapshot  

Symbol  NYSE: UTA 

Price (April 11, 2011)  $3.96  

Shares Outstanding (April 11, 2011)  19.9M  

Market Cap (April 11, 2011)  N/A  

Revenue (12 months ended September 30, 2011)*  $152.6M  

Net Income (12 months ended September 30, 2011)*  $19.4M  

Diluted EPS (12 months ended September 30, 2011)*  $0.94  

P/S ( ttm )  N/A  

P/E ( ttm )  N/A  

* unaudited 



Financial Track Record  

USD (million)  2011Q3  2010Q3  2011Q2  3Q / 2Q  3Q / 3Q  

Revenues  $41.8  $45.5  $32.9  27.2%  -8.1%  

  Air ticketing, net  $5.5  $5.7  $5.0  9.1%  -4.5%  

  Hotel reservation, net  $2.9  $4.4  $2.7  9.1%  -33.2%  

  Packaged tours, gross  $33.4  $35.4  $25.1  32.8%  -5.6%  

Gross margin  
24.2%  25.2%  26.6%  -2.4%*  -1.0%*  

Operating margin  
18.8%  20.9%  18.8%  -0.1%*  -2.1%*  

Net income  
$5.9  $7.3  $4.4  32.8%  -18.9%  

Diluted EPS  
$0.30  $0.36  $0.22  36.4%  -16.7%  

Cash Balance   
$53.0  $56.5  $41.8  26.8%  -6.2%  

Debt Balance  
$0  $0  $0  N/A  N/A  

Cash inflow from 
operations  

$20.6  $16.0  $17.8  15.8%  28.6%  

* Percentage points 



Investment Highlights  

V Strong underlying consumer demand for domestic and international 
leisure travel services as Chinese disposable incomes continue to 
rise 

V Government support as PRC encourages shift in development 
model to increase domestic consumption 

V Leading position in Pearl River Delta with UTAôs first base of 
operations in Shenzhen  

V Geographic expansion in underpenetrated travel markets in Central 
and Western Chinaðopened 2nd base of operations in Chongqing  

V Compelling opportunities for growth and consolidation in fast 
growing, yet fragmented China travel service market, especially 
with UTAôs International Travel License  



Fast Growing Travel Market  

Å Chinaôs $113 billion travel & tourism industry has grown at a 12.2% CAGR 
since 2005  

Source: World Travel & Tourism Council: Travel & Tourism Economic Impact, China 2010.  



Rapid Growth to Continue  

Å Over the next 10 years, China is expected to have the fastest growing travel & 
tourism industry in the world with and an expected annualized growth rate of 
10.4% 

Å By 2020, Chinaôs travel & tourism industry is projected to rank second in the 
world at $500 billion  

Source: World Travel & Tourism Council: Travel & Tourism Economic Impact, China 2010.  



Attractive Growth Driver  

V Strong China economy boosts local and international travel economy 

Å 2010 GDP per capita reached $7,600(1), a key driver of Chinaôs tourism industry 

Å Domestic tourists made 2.1 billion trips in 2010, a rise of 10.6% (2) 

Å Chinese tourists spent approximately $48 billion worldwide outside of China(3) 

V PRC government has aggressive plan to stimulate domestic travel 

Å Increased public holiday time with the emergence of three -day weekends 

Å Increased investments in infrastructure (147 new airports by 2020)  

V Long-term drivers:  

Å Sustained positive impact from Beijing Olympic Games, Shanghai World Expo, and 
Guangzhou Asian Games and Shenzhen Universiade. 

Å The recent opening-up of direct flights between Taiwan and the mainland will bring the 
Company opportunities in the long run 

Å As regulations on international travel agencies become more relaxed, inbound tourists are 
expected to increase. The implementation of e-ticketing in China is systematically reducing 
the overall cost structure.  

1 CIA ï The World Factbook; (2) National Tourism Administration; (3) World Tourism Organization 

  



Multi -Channel Sales  

Sales Channels: 

Å 24-hour call centers in Shenzhen 

and Chongqing 

Å Website: www.cnutg.com 

Å Owned & franchised sales offices 

Å Wholesaler relationships 

 

 

 


