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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 Companyôsperiodic 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.
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Equity Snapshot
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Symbol NYSE: UTA

Price (4/28/10) $9.49

Shares Outstanding (3/2/10) 16.7M

Market Cap (4/28/10) $158 M

Revenue (FY 2009) $97.9 M

Adj. Net Income (FY 2009)* $19.3 M

Adj. Diluted EPS (FY 2009)* $1.26

P/S (FY 2009) 1.6x

Adj. P/E (FY 2009)* 7.5x

Guidance for 2010: 

Revenue and Adj. Net Income

increase of 45% to 55%

*See the table following this presentation for a reconciliation operating income, net 

income and EPS to exclude non-cash charges related to the change in fair value of         

derivative liabilities and stock-based compensation.



Investment Highlights

¸ Leading integrated online and offline travel services provider in China

¸ Large and experienced customer service representative teams

¸ Strategic home base in Shenzhen and Chongqing for geographic coverage

¸ Strong underlying consumer demand with government support

¸ Acquisitive and proven success in past acquisition integration

¸ Solid relationships with local travel agencies and hotel and ticket agents

¸ Revolutionary TRIPEASY Kiosks to drive awareness and coverage
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Corporate History

1998 ð Founded Shenzhen Yu Zhi Lu Aviation Services

2006 ð Jul. listed on OTCBB

2007 ð Acquired Shenzhen Speedy Dragon (air cargo), XiĽan Golden Net (Domestic travel),

Shanghai LanBao (hotel reservation) ,Foshan Overseas (International travel)

2008 ð Implemented on-line strategy to integrate diversified business lines

2008 ð Oct. Roll out first revolutionary TRIPEASY Kiosks

2009 ð Mar. 30, 3 for 1 reverse split effective

2009 ð May 28, upgraded to NYSE Amex (new ticker: UTA)

2009 ð Jun, Set up Chongqing Second Home Base

2009 ð Oct 27, upgraded to NYSE (same ticker: UTA)

2009 ð Oct. Roll out second generation TRIPEASY Kiosks with 3G connection

2009 ð Dec 10, Completed $20 Million Registered Direct Offering

2010 ð Mar. Completed acquisitions of Huangshan Holiday, Hebei Tianyuan International and    

Zhengzhou Yulongkang Travel service, increased geographic coverage

2010 ð Mar. Updated 2010 guidance after consolidation of the 3 acquisitions in Q1.  Project 45-55%

growth in both Revenue and Net income
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Attractive Industry Dynamics

Resilient China Economy as a solid support for the travel industry

¸ Chinaôs 2009 GDP per capita(1) reached $6,600, a key driver of Chinaôs tourism industry 

¸ Domestic tourists made 1.9 billion trips in 2009, a rise of 11%, which generated RMB 1 

trillion in revenue for the industry, up 15% from a year ago(2)

¸ Tourism industry generated $1.85 billion in revenue in full year 2009, up 9% YoY 

China has aggressive plan to stimulate domestic travel

¸ Travel vouchers for Chinese citizens from the government

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

¸ Increased investments in infrastructure (e.g. 147 new airports by 2020)

Long-term drivers:

¸ Positive Beijing Olympic Games impact should last for 3-5 years

¸ 2010 Shanghai World Expo and Guangzhou Asian Games

¸ China claims worldôs largest domestic tourism market, and No.1 destination by 2020(3)

¸ Highly fragmented travel services industry; industry leader has 8% market share

1 CIA ïThe World Factbook (2) National Tourism Administration (3) Source: World Tourism Organization
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Strong Industry Demand
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Unique Business Model

High Competitiveness

& Stable Growth

¸ IATA* tier-one agent -- international air ticket/cargo licenses 

¸ Diversified travel services with focus on packaged tours

¸ Fast growing online booking model, with mature franchise model to capture market share

and increase customersô satisfaction

Wholesale
Å Air ticket

Å Hotel Room

Direct sale

Å Air ticket

Å Hotel Room

Å Packaged Tours

Franchisees

Individual Customers & 

Corporate Clients

via: - Website

- 24hr Call Center

- TRIPEASY Kiosks

IATA: International Air Transport Association 
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Key Business Segments

Packaged Tours

¸ Focus on the domestic tourism market for leisure 

and corporate travel;

¸ People served: 210,000 in 2007, 540,000 in 2008, 

810,000 in 2009

Air Ticketing / Hotel Bookings

¸ Commissions from all domestic airlines and 34

international airlines;

¸ 9,000 hotels directly and 200,000 hotels indirectly;

¸ 32 company owned offices, 1000 franchise agencies;

¸ Ticketing: 1.7 mil tickets in 2008, 2.4 mil tickets in

2009

¸ Hotel: 1.5 mil room nights in 2008, 2.3 mil room 

nights in 2009
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Segment Financials Analysis
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Segment Revenue Recognition

* Company contracts with traffic service providers, accommodation providers and leisure service providers to purchase 

air tickets, train and coach tickets, accommodation and leisure or entertainment packages in bulk and then resell them to 

its customers with a mark-up.

The difference in gross profit margin is mainly due to the difference in revenue 

recognition for each of  these segments:

1)   Air-ticketing: commissions rendered are recognized on a net basis, a certain percentage

of the value of the tickets sold, after sharing the commissions to franchisees

2)   Hotel reservations: commissions rendered are recognized on a net basis, a certain       

percentage of the value of the rents, after sharing the commissions to certain franchisees

3)   Packaged tours*: fees generated are recognized on a gross basis. The Company generally 

undertakes the majority of the business risk. We recognize the revenues when the packaged

tour services are rendered or when tour is completed and collections are reasonably assured.
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TRIPEASYKiosks

ÅFeatures:
Å Rich and detailed travel information 

Å Easy payment functions and credit card capabilities

Å A toll-free telephone directly connecting our call 

center

Å Located in high traffic areas and high-end residential 

areas

ÅAdvantages:
Å A cost effective way for fast expansion, especially in 

the second and third tier cities.

Å Complementary to core business segments

Å Customer handles entire transaction

Å High visual appeal

Å Scalable, lower variable costs

Å Media platform raises marketing efficiency,

creating potential new revenue stream

A good alternative in attracting potential clients and 
advertisement to increase brand awareness
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TRIPEASYKiosks ïNew!!

Second Generation TripEasy Kiosks

ÅNew Features:
Å Improved customer interface

Å Enriched daily convenience functions

Å Toll-free telephone connection to call centers

ÅNew Advantages:
Å Half the cost of previous generation

Å Complementary to core business segments

Å More scalable with lower variable costs

Å 3G connection for faster internet access and 

wider reach of online information

Å More adaptable to different placement 

venues
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Competitive Landscape

cnUTG.com

Diversified travel services,

online and call centers, plus
offline branches:

ï Focus on Leisure travelers 
(60%)

ï Cost effective TRIPEASY
Kiosks sales channel ready 
for fast expansion and has 
branch offices operating and 
marketing in city areas

ï Dual call centers (Shenzhen 
& Chongqing) for more stable
customer service

&

Ctrip.com & eLong.com

Hotel and air-ticketing, online 

and call center: 

ïTarget corporate travelers

(80%)

ïMarketing focused at airports

and train stations

ïOperate via centralized call 

center
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Competitive Landscape

% of Revenues Universal Travel 
Group**

cTrip.com*** eLong.com****

Packaged Tours 68.8% 9.4% -

Air-ticketing Services 17.9% 41.3% 25.0%

Hotel Reservation 13.3% 44.9% 68.2%

Other - 4.4% 6.8%

Financial Metrics

Market Cap (Apr 28, 2010) $158 M $5,090 M $267 M

Diluted EPS (ttm) $1.26(*) $0.68 $0.12

P/E (ttm) 7.5x(*) 55.8x 93.3x

** UTA SEC 10K March 5, 2010

*** CTRP SEC 6K Feb 2, 2010

****LONG SEC 6K March 3, 2010                            

(*) Adj. Diluted EPS and Adj. P/E.  See the table following this presentation for a reconciliation operating income, 
net income and EPS to exclude non-cash charges related to the change in fair value of derivative liabilities and 
stock-based compensation.
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Attractive Valuation

Company Name Ticker Share Price Market EPS P/E

Apr. 28, 2010 Cap (ttm) (ttm)

Universal Travel Group UTA $9.49 $158 M $1.26(*) 7.5x(*)

Priceline.com Inc. PCLN $270.99 $12,350 M $9.88 27.4x

Ctrip Company Intl Ltd. CTRP $37.92 $5,090 M $0.68 58.0x

Elong Inc. LONG $11.20 $267 M $0.12 93.7x

Orbitz Worldwide Inc. OWW $6.87 $711 M ($4.01) N/A

Expedia Inc. EXPE $23.50 $7,110 M $1.02 24.0x

Mean     (ex UTA) 50.8x
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operating income, net income and EPS to exclude non-cash charges related to the change in fair 
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Expansion Strategy

¸ Partnership

ï Leverage local travel agenciesô platforms to offer UTA superior services, such as air 

ticketing, hotel reservations, etc.

ï Placement of Kiosks at attractive locations to increase brand awareness

ï Expand travel options and increase customer satisfaction

¸ Acquisitions

ï Targeting tier-two cities to penetrate Mid- and Western 

China, which have higher economic growth and less 

competition

ï Cost advantage and new customer base

ï Proven success with past acquisition integrations

¸ Kiosks

ï Total number of 623 at the end of 2009

ï Installed: Shenzhen and major cities in Guangdong 

Province, Chongqing, Xiôan

ï Planned: Chengdu, Zhengzhou, Shijiazhuang, Kunming, 

Huangshan, Hong Kong

ï Potential: Shanghai, Beijing, Guiling, Changsha, Wuhan

Chongqing

Shenzhen
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Merger & Acquisition Strategy

M&A Targets:

Å Increase synergies for overall operating efficiency

Å Geographic expansion 

Å Strengthen UTAôs core business: air ticketing, hotel reservation and packaged tours

Å Target companies may be packaged tour services providers, online booking 

agencies, and/or managers of tourist attractions

Å Annual sales of between $5 million and $20 million

Å P/Es of between 5x and 7x

In December 2009, we completed a $20 Million Registered Direct Offering. In addition to 

working capital, the net proceeds are mostly being used to finance our acquisition activity.

In March 2010, we completed the acquisitions of Huangshan Holiday Travel Service Co., 

Ltd., Hebei Tianyuan International Travel Agency Co., Ltd., and Zhengzhou Yulongkang 

Travel Agency Co., Ltd. and updated guidance to an annual growth rate range of between 

45% and 55% in both revenues and net income, excluding the effect of non-cash charges 

related to the change in fair value of derivative liabilities and stock-based compensation. 
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Rapid Growth in Financials
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CAGR = 143%

CAGR = 88%

19

(*) See the table following this presentation for a reconciliation operating income, net income and EPS to exclude 
non-cash charges related to the change in fair value of derivative liabilities and stock-based compensation.



Income Statement Highlights

($ millions) 2005 2006 2007 2008 2009

Revenues 2.8 10.0 44.3 76.8 97.9

Cost of Services 0.1 4.6 29.5 51.6 65.5

Gross Profit 2.7 5.4 14.8 22.5 32.4

Operating Income 1.6 3.1 10.6 18.1* 25.3*

Net Income 1.4 2.6 8.7 14.0* 19.3*

Outstanding shares-Diluted - 10.2 m 11.3 m 12.9 m 15.3 m

Diluted EPS ($) - 0.21 0.78 1.09* 1.26*
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Income Statement Highlights

($ millions) 2009Q1 2010Q1

Revenues 15.5 26.1

Cost of Services 9.7 17.6

Gross Profit 5.8 8.5

Operating Income 4.4 5.8

Net Income 3.4 4.1

Outstanding shares-Diluted 13.9 18.0

Diluted EPS ($) 0.23 0.23



Strong Balance Sheet

($ millions)
March 31

2009

March 31

2010

Cash and cash equivalents 36.7 37.8

Current assets 70.5 69.8

Total assets 85.7 96.9

Current liabilities 6.3 11.0

Total liabilities 8.1 12.8

Stockholdersô equity 77.6 84.1

Current ratio 11.2 6.3
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Experienced Management Team

Ms. Jiangping JIANG, Chairperson of the Board and Chief Executive Officer

¸ Started Career in Chengdu Airport from 1979 to 1982, tranferred to Chongqing Municipal Government 

Planning Committee as Planning General Officer from 1982 to 1991 and transferred to Shenzhen from 

Chongqing for the aviation service support to the construction of Shenzhen International Airport; 

Manager of Shenzhen International Airlines Sales Agency from 1991 to 1998.

¸ Founder of Shenzhen Yu Zhi Lu Aviation Service Company Ltd in March 1998. Under her leadership, 

YZL has grown rapidly since its establishment and received numerous awards from CAAC* and Airlines. 

YZL was ranked the largest Air-ticket Agency in Southern China since 2004, and completed Reverse 

TakeOver to list on OTCBB as Universal Travel Group (UTVG) on July 13th 2006.

¸ Leading the company to grow, completed 4 acquisitions in 2007, achieved fast growth in the past 

decade and upgraded the company to NYSE on Oct 27, 2009. 

Mr. Yizhao ZHANG, Chief Financial Officer

¸ Joined the company as the companyôs independent director and audit chairman in June 2008, and was 

appointed as CFO from August 2009

¸ Consecutively served as CFO for a few Chinese companies listed oversea

¸ MBA, SUNY Buffalo;  Bachelor of Economic, Fudan Univ. Shanghai

¸ CPA, Member of AICPA

* CAAC for Civil Aviation Administration of China
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Experienced Management Team

Mr. Jing XIE, Secretary of the Board & Vice President

¸ Joined the Company in 2005 and appointed Deputy General Manager in July 2005 and Secretary of the Board 

and Vice President in December 2006; Chief Financial Officer from Feb 2009 to August 2009; remains as 

Secretary of the Board & Vice President.

¸ Doctor of BA from People's University of China; Bachelor of Commerce from University of Sydney, Australia, 

and member of Association of Credited Chartered Accountants (ACCA).

Mr. Lawrence LEE, Independent Director and Audit Committee Chairperson

¸ Joined the Company in 2009 and served as Chief Financial Officer of Synutra International, Inc. 

¸ Has CFO experiences in Warburg Pincus investments

¸ Mr. Lee is an associate member of the Association of Chartered Certified Accountants (ACCA).

Mr. Jian WANG, General Manager of Shanghai Lanbao 

¸ In July 2007, Mr. Wang joined UTG, and was appointed as Vice President of UTG, the President of Eastern 

China Region, and General Manager of Shanghai Lanbao, in charge of the hotel booking business and relevant. 

¸ Founder of Chinese GDS and a strong team builder and leader. 

Mr. Bo GENG, General Manager of Xi'an Golden Net 

¸ In July 2007, Mr. Geng joined UTG, and was appointed as Vice President of UTG, the President of 

Northwestern China Region, and General Manager of Xi'an Golden Net, in charge of the travel services 

Founded Xi'an Golden Net Travel Service Co., Ltd. in 2002. 

¸ Holds both a Qualification Certificate of Ciceroni in China and a Travel Agency Manager Qualification Certificate. 
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Investment Highlights

¸ Leading integrated online and offline travel services provider in China

¸ Large and experienced customer service representative teams

¸ Strategic home base in Shenzhen and Chongqing for geographic coverage

¸ Strong underlying consumer demand with government support

¸ Acquisitive and proven success in past acquisition integration

¸ Solid relationships with local travel agencies and hotel and ticket agents

¸ Revolutionary TRIPEASY Kiosks to drive awareness and coverage
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Contact Information

CCG Investor Relations 

Crocker Coulson, President

1325 Avenue of the Americas,

Suite 2800 

New York, NY 10019 

Phone: (212) 245-1010

crocker.coulson@ccgir.com

www.ccgirasia.com

Universal Travel Group

Jing Xie, DBA, ACCA,

Secretary of Board and VP

Add: 5/F South Tower, Building No. 11, 

Shenzhen Software Park, 2nd Zhongke Rd, 

Nanshan, Shenzhen, 518057, China 

Phone: +86-755-83668559

06@cnutg.cn

us.cnutg.com 

Legal Counsel: Sichenzia Ross Friedman Ference LLP.

Auditor: Acqavella, Chiarelli, Shuster, Berkower & Co., LLP 
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