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Webjet Limited
ABN 68 002 013 612

WebBeds is the world’s #2 and  
fastest growing accommodation 
supplier to the wholesale travel 
industry. 
Global coverage – through three regions: 
■ Europe
■ Americas, Middle East & Africa (AMEA)
■ Asia Pacific

Webjet Limited is a digital travel business  
spanning both wholesale markets (through B2B) 
and consumer (through B2C).

Webjet is the #1 Online 
Travel Agency (OTA) in Australia 
and New Zealand.

Online Republic is a market 
leading specialist in the 
provision of rental car and 
motorhome bookings. 

B2CB2B

2 Chair’s Message
4 Managing Director’s Review
6 Operating Review
8 Travel Overview

10  Strategies 
12  WebBeds
16 Rezchain
18 Webjet Online Travel Agent
20 Online Republic
22 Our Culture and Values
23 Sustainability
24 Our People

Contents



Powered for
travel recovery

Like many people around the world, 
most of us at Webjet can’t wait to travel. 
While we wait for global markets to open 
again, many of us took the opportunity 
this year to travel close to home. 
We asked our staff to share their photos 
and throughout the Annual Report you will 
see images of our team members doing 
just that. We hope you enjoy them.

Sydney Airport Domestic Terminal
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Chair’s Message

Roger Sharp
Chair  
Webjet Limited

Dear Shareholder
The carnage wreaked by COVID-19 has been 
well documented. At Webjet, throughout 
the pandemic we have continued to operate, 
looking after our customers and our people 
as best as we can, sometimes in extremely 
difficult conditions. We have chosen a path 
that sees us streamlining and improving 
operations and targeting improved financial 
metrics and market share as conditions 
normalise. We are well prepared for the 
recovery, whenever it comes. 

Our financial performance during FY21 
reflected this state of affairs. Total Transaction 
Value (TTV) was $453 million, Revenue was 
$38.5 million and underlying operations 
reported an EBITDA(1) loss of $56.3 million. 
These are not numbers that we enjoy 
reporting to our shareholders. 

FY21 marks the first reporting cycle of our new 
31 March year-end, and shows results for the 
9 months from 1 July 2020 to 31 March 2021. 
As FY20 results are for the 12 months to 30 June 
2020, it is not useful to provide a comparative 
discussion between the reporting periods.

The Australian and New Zealand domestic 
markets are starting to rebound, however the 
episodic lockdowns during outbreaks continue 
to dent traveller confidence. With Europe and 
other markets at various low stages of recovery, 
our largest business (WebBeds) remains 
subdued. 

We are hopeful that the vaccination programs 
underway globally will allow travel markets to 
progressively reopen. We note however that 
the recovery has been pushed out in a number 
of markets by third and fourth outbreaks and 
mutations. 

While we wait for global markets to reopen, 
we continue to focus on the matters we can 
control to ensure we can lead the way when 
the recovery comes. We are embracing the 
opportunity to reinvent our businesses across 
the board, whether through introducing carbon 
offsets and Afterpay in our OTA business, 
migrating to a new “8/3/5”(2) profitability target 
for WebBeds, or investing in leading edge 
blockchain based solutions like LockTrip. The 
Webjet OTA continues to take market share, 
Online Republic continues to improve its 
underlying performance, and WebBeds is 
transforming itself with the express goal of 
becoming the #1 global B2B hotels provider. 

Proactive capital management 
Since COVID-19 struck, we have significantly 
reduced cash burn, mitigated B2B debtor 
risk and extended term debt maturity. As 
we anticipate the recovery phase, we are 
proactively managing our balance sheet 
so as to be able to capture the significant 
opportunities we believe will emerge when 
travel markets recover. To that end we recently 
issued a new low coupon $250 million 
Convertible Note, converted the existing 
€100 million Convertible Note to equity, 
paid down a large portion of term debt, and 
extended all remaining term debt maturity 
to November 2023. 

As a result of these initiatives, our balance 
sheet is in a much stronger position with 
significant cash balances. Webjet’s strong 
financial position makes it a stable and valued 
counterparty in an industry facing highly 
uncertain times. Not all of our competitors 
enjoy such financial strength. 

Despite our financial position, because the travel 
environment remains inherently uncertain, we 
have not declared a dividend for FY21 and will 
revisit payment of the deferred interim FY20 
dividend following 1H22 results later this year. 

Change of year-end
Prior to COVID-19, WebBeds was the Company’s 
largest business unit, delivering a significant 
proportion of its EBITDA contribution during the 
northern hemisphere summer months. Moving 
the year-end to 31 March will allow the new 1H 
period to capture the strongest contribution of 
WebBeds to overall Group results and provide 
greater certainty of year-end performance at 
the time of reporting 1H results. This reporting 
window also brings Webjet in line with our 
northern hemisphere travel peers.

1.  EBITDA excludes Share Based Payment Expense .
2.   8/3/5 – at scale: 8% Revenue/TTV and 3% Costs/TTV will deliver 5% EBITDA/TTV.
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Governance
Long-term risk management and sustainability 
are central to Webjet’s governance. Our primary 
focus during the year was necessarily short 
term in nature, in order to survive the pandemic 
and ensure the safety and well-being of our 
staff so we can again thrive when a sense 
of normality returns. We understand the 
importance of delivering environmental and 
social value to our stakeholders and conducting 
our business with good ethics and corporate 
governance. We continue to expand our 
reporting in these areas and this year released 
both our inaugural Modern Slavery Statement 
and Sustainability Report. 

Shareholders approved an equity incentive plan 
for the leadership team and Managing Director 
after balance date last year. We recognise that 
not all shareholders supported the terms of 
the issue to the Managing Director, but having 
reflected carefully we stand by our statement at 
the time that these are highly uncertain times 
and that the relationship between the strike 
price of a long-dated option and its exercise 
price, in pandemic conditions, is not necessarily 
either linear or predictable. 

Thanks
I would again like to thank my fellow directors, 
senior management and the entire Webjet team 
as we navigate our way through the pandemic. 
I am proud to work with such a skilled and 
resilient team, who have not only maintained 
their composure in the face of very difficult 
circumstances, but have collectively decided to 
embrace the crisis and emerge much stronger. 

Finally, on behalf of the Board of Directors I would 
like to acknowledge our shareholders. It is your 
support during our recapitalisation that has 
placed Webjet in a unique position to emerge 
stronger from the pandemic. Thank you. 

Yours sincerely

Roger Sharp 
Chair, Webjet Limited

* Reflects net proceeds of $250 million Convertible Notes offering completed April 2021.

Strong Capital  
Position 
as at 31 March 2021

Cash
$261 million

Pro Forma Cash*
$431 million  

Term Debt
Due November 2023
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Managing Director’s Review

FY21 continued to reflect the impact of the 
COVID-19 pandemic on the global travel 
industry. All businesses reported significant 
declines in TTV and bookings although we 
saw a return to profitability for the Webjet 
OTA driven by the Australian domestic leisure 
market. We continued to maintain a strong 
focus on managing costs and cash burn, and 
proactively strengthened our balance sheet 
with the $250 million Convertible Note offering 
just after balance date. 

We know there is significant pent up demand 
for travel, in particular leisure travel, and as we 
enter the recovery phase of the pandemic with 
vaccine rollouts underway in many parts of the 
world, we continue to ensure Webjet is well 
placed to capture the significant global B2B 
market opportunity and accelerate bookings 
growth in our B2C businesses.

WebBeds is committed to emerging 
as the #1 global B2B provider 
WebBeds saw improved TTV towards the end 
of FY21 as some domestic markets reopened, 
however large-scale restrictions remained 
in place in most regions. We are committed 
to emerging from COVID-19 as the global 
B2B leader and are taking advantage of 
new opportunities to target $10 billion TTV. 
We are increasing our market penetration 
in the large North American B2B market, a 
region where WebBeds has traditionally been 
under-represented. Given the growing demand 
for domestic leisure travel, online travel agents 
(OTAs) need greater access to hotel inventory 
and we are increasing our OTA customer base 
in all regions. B2C channels like OTAs are now 
the fastest growing B2B customer channel and 
we therefore expect the global B2B market 
opportunity will be considerably higher than 
$70 billion TTV once COVID-19 passes. The 
various transformation initiatives underway are 
aimed at delivering at least 20% cost efficiency 
improvements when at scale, which will 
further cement WebBeds as the clear lowest 
cost global B2B provider. With a track record 
of improving EBITDA margins over time, we 
have now increased our profitability target to 
“8/3/5”* once the business is back at scale.

Webjet OTA returns to profitability, 
underscoring the strength of 
the brand and scalability of our 
business model
We were delighted to see the Webjet OTA 
return to profitability during FY21. We saw 
bookings spike as domestic borders opened, 
demonstrating the significant demand for 
travel, and our brand strength as the #1 OTA 
helped drive market share growth. Webjet 
OTA has always had a strength in servicing 
the domestic leisure travel market and during 
the year introduced a range of new features 
to better service our customers – including 
Afterpay payments, carbon offset programs 
and new “pay later” hotel booking options. 
The highly scalable cost base allowed us 
to significantly reduce costs while borders 
were closed, but then scale them up in line 
with demand as borders reopened. As a 
result, despite several disruptive State border 
closures and the lack of international travel 
opportunities, EBITDA margin returned to 
over 30% in 2H21. 

John Guscic
Managing Director  
Webjet Limited

* 8/3/5 – at scale: 8% Revenue/TTV and 3% Costs/TTV will deliver 5% EBITDA/TTV.
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Online Republic continues to 
focus on improving underlying 
performance
Bookings and TTV improved in 2H21 driven by 
Australian and New Zealand domestic markets 
reopening, however key markets including the 
USA and Europe remained largely closed and 
the loss of inbound tourism into New Zealand 
continued to impact Motorhomes. Prior to 
COVID-19, a strategy to improve underlying 
performance was already underway and this 
continued during the year with a focus on 
expanding domestic offerings across both 
Cars and Motorhomes, technology platform 
enhancements and improving customer 
engagement. 

Opportunity to expand  
blockchain technology across 
the whole company
We have always been strong advocates for 
blockchain technology having developed 
Rezchain, the first workable blockchain for 
the travel industry in 2016. Rezchain has 
already played a key role in reducing costs 
across the WebBeds platform and provided 
significant value through COVID-19 helping 
insure against costly errors in the processing 
of mass cancellations. In a rapidly digitising 
economy, we want to be able to provide 
trust in travel transactions and our recent 
investment in LockTrip provides opportunity 
to expand blockchain technology across the 
whole company

Webjet is focused on travel recovery
We believe people will want to travel as soon 
as they are able to and we are focused on 
ensuring Webjet is there to capture demand 
when it happens. All our businesses play 
a critical role in travel recovery and we are 
determined to emerge with greater market 
share and profitability. Our strong capital 
position places us in a strategically advantaged 
position in the context of a highly fragmented 
B2B wholesale bedbank industry, which we 
believe will change significantly as a result of 
the pandemic. WebBeds’ global infrastructure 
and footprint remains at full strength and we 
are transforming the business to be more 
efficient in procuring and selling inventory, and 
servicing our customers. The Webjet OTA has 
already seen meaningful market share growth 
as Australian domestic travel markets start 
to return, and we have capability to further 
capture demand as bookings continue to shift 
online. The various transformation initiatives 
underway are expected to lower Group costs 
by at least 20% when back at scale.

Vaccine rollouts are underway around the world, 
although timing for recovery is still uncertain. 
However, I am confident that as soon as travel is 
possible, our business can rebound quickly and 
I am excited for the opportunities that await us 
as we emerge from the pandemic.

Our people remain our greatest asset
I continue to be incredibly proud of the Webjet 
team as we navigate our way through the impact 
of COVID-19 on our business, customers, supply 
partners and the travel industry globally. Time 
and again they have shown resilience, dedication 
and commitment, on both a personal and a 
professional level. Despite the many border 
closures and ongoing need to work from home, 
we never saw a dip in their passion to keep the 
business moving forward and serving others. 
Adaptability has always been a key attribute of 
our people and they remain open-minded in an 
evolving world economy – finding creative ways 
to deal with changing competitive landscapes, 
consumer behaviours and supply dynamics. 
Many of our staff and their families have been 
personally affected by COVID-19, and I have been 
touched by the compassion we have shown 
each other. 

Since March 2020 we have sadly had to say 
goodbye to almost 750 staff as we manage our 
way through the crisis. To those who have left, 
I thank you for your contribution and wish you 
the best for the future. I would also again like 
to thank all our customers and supply partners 
who continue to show immense resilience, 
collaboration and partnership during these 
ongoing challenging times.

John Guscic 
Managing Director, Webjet Limited
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FY21 results reflect the impact of COVID-19 
and the new 31 March year-end
The FY21 results show the 9 month period from 1 July 
2020 to 31 March 2021, reflecting the new 31 March year-
end. As FY20 results are for the 12 months to 30 June 
2020, it is therefore not useful to provide a comparative 
discussion of overall Group performance between the 
reporting periods. More detailed discussion on the 
performance of the various business units is set out on 
the next page.

FY21 TTV and Revenue fell significantly, reflecting the 
ongoing impact of COVID-19 on the global travel industry. 
Underlying FY21 Expenses reflect the various cost saving 
initiatives implemented during the year including salary 
reductions (Company-wide 4 day working weeks, 20% 
reduction in salaries for the Executive and Board, and 
60% by the Managing Director), reduction in overheads, 
renegotiation of contracts and additional headcount 
reductions, mainly in the WebBeds business. Statutory 
FY21 Expenses include various non-operating expenses 
totalling $69.0 million of which $55.5 million relate to the 
€100 million Convertible Note. 

Strengthened capital position
Throughout FY21, Webjet continued to have a strong 
focus on managing cash burn. Average cash burn for 
the nine months to 31 March 2021 was $5.5 million per 
month. The various cost initiatives instigated during the 
year helped reduce cash burn while allowing staff to 
return to 100% from October 2020, and the Board and 

Managing Director from January 2021. To mitigate B2B 
debtor risk, during the year all remaining debtors over 
180 days were written off, reflecting the last of the debtor 
exposure adversely impacted by COVID-19. 

The Company remains committed to maintaining a 
prudent capital structure that also maximises financial 
flexibility. As at 31 March 2021, cash was $261 million. This 
was increased just after balance date to $431 million 
on a proforma basis, following the completion in April 
2021 of a $250 million Convertible Notes (Notes) offering 
with a 0.75% coupon. Proceeds were used to repay 
existing term debt ($43.3 million), and pay an incentive 
fee to convert the €100 million Convertible Note into 
equity ($33 million), with the balance being available 
to fund potential acquisitions, as well as for capital 
management and general corporate purposes. As well 
as allowing Webjet to proactively derisk the refinancing 
of existing term debt, the Notes have a materially lower 
cash interest cost than previous financial arrangements. 
Following the Notes offering, Webjet’s lenders agreed 
to extend the maturity of the remaining term debt to 
November 2023, providing significant headroom to 
manage the recovery. 

Dividend
Given the uncertainties inherent in the current travel 
environment, Webjet did not declare a dividend for 
FY21. The Company also deferred payment of the FY20 
interim dividend that was due to be paid in April 2021. 
This will be reviewed following 1H22 results.

The Statutory Results include various non-operating 
expenses. Underlying Operations exclude these expenses 
in order to demonstrate the performance of the 
underlying business

Statutory Result Underlying Operations(1)

FY21
(9 months)

FY20
(12 months)

FY21
(9 months)

FY20
(12 months)

TTV $453m $3,021m $453m $3,021m

Revenue $38.5m $266.1m $38.5m $266.1m

Expenses $163.8m $356.2m $94.8m $238.5m

EBITDA(2) ($125.3m) ($90.1m) ($56.3m) $27.6m

EBITDA Margin n/a n/a n/a 10.4%

Tax (Benefit)/Expense ($21.0m) ($15.3m) ($19.8m) $1.1m

NPAT (before AA)(3) ($141.5m) ($119.0m) ($73.7m) ($17.7m)

NPAT ($156.6m) ($143.6m) ($88.8m) ($42.3m)

EPS (before AA) (41.8 cents) (68.1 cents) (21.7 cents) (10.1 cents)

EPS (46.2 cents) (82.1 cents) (26.2 cents) (24.2 cents)

Effective Tax Rate (excluding AA) 12.9% 11.4% 21.2% (6.6%)

 All financial results are for Underlying Operations.

1. Underlying Operations – excludes $69.0 million non-operating expenses of which $55.5 million relates to the fair value 
change in the €100million Convertible Notes (comprising $22.3 million intrinsic value change due to share price movement 
and $33.2 million incentive fee to convert the Notes to equity). 

2. EBITDA – excludes Share Based Payment (SBP) Expense .
3. Acquisition Amortisation – includes charges relating to amortisation of intangibles acquired through acquisition.

Operating Review
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1.  B2C is Webjet OTA and Online Republic.
2. FY20 EBITDA restated to exclude Share Based Payment (SBP) Expense.

9 months ending 31 March 12 months ending

WebBeds
1H21 

(6 mths)
2H21

(3 mths)
FY21

(9 mths)
31 March

2020
31 March

2021

Bookings (’000s) 442 252 694 4,210 749 

TTV $132m $66m $198m $2,507m $207m 

Revenue $8.0m $4.8m $12.8m $223.2m $6.0m 

Expenses $40.4m $19.3m $59.7m $130.0m $96.0m 

EBITDA ($32.4m) ($14.5m) ($46.9m) $93.2m ($90.0m)

TTV/Revenue Margin 6.1% 7.3% 6.5% 8.9% 2.9%

EBITDA Margin n/a n/a n/a 41.8% n/a

All regions saw ongoing travel restrictions and lockdowns impact bookings and TTV. While some domestic markets 
reopened, large-scale restrictions remained in place in most regions, particularly throughout Europe, our largest region by 
TTV pre-COVID-19. Costs were down 42% compared to the prior corresponding period for the 9 months to 31 March 2021, 
reflecting headcount and overhead reductions. FY21 TTV margins reflect the higher portion of bookings coming through in 
lower margin regions, as well as the impact of cancellations due to the ongoing uncertainty. TTV margins are expected to 
return to pre-COVID-19 levels once border restrictions ease and cancellations normalise.

9 months ending 31 March 12 months ending

Webjet OTA
1H21 

(6 mths)
2H21

(3 mths)
FY21

(9 mths)
31 March

2020
31 March

2021

Bookings (’000s) 183 164 347 1,483 370 

TTV $119m $99m $218m $1,307m $230m 

Revenue $11.4m $9.6m $21.0m $136.4m $15.5m 

Expenses $10.3m $6.6m $16.9m $84.3m $21.9m 

EBITDA $1.1m $3.0m $4.1m $52.1m ($6.3m)

TTV/Revenue Margin 9.6% 9.6% 9.6% 10.4% 6.8%

EBITDA Margin 9.7% 30.9% 19.3% 38.2% n/a

Webjet OTA saw improved profitability during the period, driven by domestic border openings. Bookings increased as 
borders opened and, combined with the lower cost base, resulted in improved EBITDA in 2H21. Costs were down 74% over 
the prior corresponding period for the 9 months to 31 March 2021. Significant cost savings came through reduction in costs 
tied to TTV (such as marketing) which were then able to be scaled in line with demand. FY21 TTV margins reflect the loss of 
overrides and commission typically earned on international bookings.

9 months ending 31 March 12 months ending

Online Republic
1H21 

(6 mths)
2H21

(3 mths)
FY21

(9 mths)
31 March

2020
31 March

2021

Bookings (’000s) 51 41 92 457 94 

TTV $16m $21m $37m $272m $16m 

Revenue $3.2m $1.5m $4.7m $28.2m $2.9m 

Expenses $5.3m $2.5m $7.8m $18.2m $11.4m 

EBITDA ($2.1m) ($1.0m) ($3.1m) $10.0m ($8.4m)

TTV/Revenue Margin 19.5% 7.0% 12.5% 10.3% 17.8%

EBITDA Margin n/a n/a n/a 35.5% n/a

Bookings and TTV improved in 2H21 as Australian and New Zealand domestic markets reopened, however ongoing 
lockdowns in a number of international markets impacted Cars, and Motorhomes continued to be impacted by the loss of 
inbound tourism into New Zealand, its largest market. Costs were down 43% compared to the prior corresponding period 
for the 9 months to 31 March 2021, coming primarily from headcount reductions, contract renegotiations and reduced 
marketing spend. FY21 TTV margins reflect the ongoing impact of refunds, with refunds starting to wind back during 2H21.

9 months ending 31 March 12 months ending

Corporate
1H21 

(6 mths)
2H21

(3 mths)
FY21

(9 mths)
31 March

2020
31 March

2021

B2B EBITDA ($32.4m) ($14.5m) ($46.9m) $93.2m ($90.0m)

B2C EBITDA(1) ($1.0m) $1.9m $0.9m $62.0m ($14.8m)

Corporate costs(2) ($6.7m) ($3.6m) ($10.3m) ($13.7m) ($13.4m)

Total EBITDA ($40.1m) ($16.2m) ($56.3m) $141.6m ($118.2m)

Corporate costs include Key Management Personnel (KMP), Board costs, group functions and overheads (such as Directors 
and Officers insurance, audit, tax, ASX, share registry etc). Savings from Board, Managing Director and Executive salary 
reductions during FY21 were largely offset by continued material increase in Directors and Officers insurance premiums. As 
a result, for the 9 months to 31 March 2021 FY21 corporate costs increased 15% compared to the prior corresponding period.
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Webjet OTA bookings growth 
as State borders reopen
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Powered for travel recovery
Travel Overview

COVID-19 continued to have a devastating impact on the global travel 
industry during FY21, with ongoing lockdowns and travel restrictions 
in many parts of the world. We are hopeful the global rollout of vaccines 
will enable travel to return to historical levels and Webjet is well placed 
to capture demand when travel markets return.

WebBeds
WebBeds is currently the 2nd largest 
B2B provider in the world – providing 
access to more than 365,000 hotels 
around the world, selling around 
200 destination countries through 
customers in more than 145 markets. 
Travel activity around the world is 
expected to normalise in different 
regions and at different points in 
time. WebBeds has retained its global 
footprint, and its diverse customer 
base allows it to capture demand 
when and where the borders reopen. 
75% of all WebBeds bookings are 
intra-regional and its customer 
portfolio of more than 44,000 
travel providers worldwide provides 
strong exposure to leisure markets 
– particularly through Wholesalers, 
Retail Travel Agent and OTAs.

Webjet OTA
As the #1 OTA in Australia and 
New Zealand, Webjet OTA is uniquely 
placed to benefit from domestic led 
tourism – 85% of Webjet OTA flight 
bookings are domestic and Webjet 
OTA predominantly services the 
leisure market.

Webjet has always focused on 
providing convenience and choice 
for its customers. Our ability to allow 
customers to “mix and match” their 
flights has never been more important 
given the constantly changing and 
reduced frequency airline schedules, 
as well as new domestic airline 
offerings. Since May 2020, Webjet 
OTA has continued to gain market 
share. Strong international demand is 
expected once borders reopen.

Online Republic
As a market leading specialist in the 
provision of rental car and motorhome 
bookings, Online Republic has strong 
exposure to global domestic leisure 
markets in its key markets of Australia, 
New Zealand, the US and Europe.

Online Republic is primarily a leisure 
business – 100% of Motorhomes 
and more than 80% of Cars are 
booked for leisure purposes – and 
both businesses also offer strong 
domestic market opportunities. 
Pre-COVID-19, 75% of Cars bookings 
were for domestic travel. Cars 
bookings are typically short lead 
time bookings, making them well-
aligned with domestic travel booking 
patterns. Pre-COVID-19, Motorhomes 
bookings were 80% for international 
travel. The business is now targeting 
global travellers looking for domestic 
holiday alternatives.

The outlook for travel 
recovery is strong
We believe there is substantial 
pent-up demand for travel – and 
in particular leisure travel. Globally, 
bookings have surged as travel 
restrictions are eased and we saw 
this in Australia where Webjet OTA 
bookings jumped significantly as soon 
as domestic borders reopened.

We believe people will want to travel 
as soon as they are able to. All our 
businesses – WebBeds, Webjet OTA 
and Online Republic – are critical 
distribution channels supporting 
travel industry recovery, and we 
are ready to deliver on those travel 
aspirations when markets open.

Webjet is a global travel business and is well placed to benefit as domestic leisure markets 
open up. Leisure and domestic travel are expected to lead the recovery and all our businesses 
are highly leveraged to domestic and international leisure markets.

* All data as at 31 December 2019.
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The structural shift from 
offline to online continues 
to accelerate, with all 
businesses positioned to 
capture demand
Globally we continue to see a 
structural shift to online as consumers 
get more comfortable transacting 
online. As travel markets start to 
reopen, all our businesses are well 
positioned to capture demand.

 ■ Webjet OTA has significant brand 
strength as the #1 OTA and offers 
customers a superior technology 
offering. Since May 2020, Webjet 
OTA’s market share has increased 
significantly as domestic leisure 
markets reopen and the number 
of physical travel agency stores 
declines.
 ■ Online Republic has global 
presence, broad content across 
Car and Motorhome rental offerings 
and strong online marketing 
capabilities. It is well positioned to 
capture demand as domestic leisure 
markets reopen around the world.

 ■ WebBeds is a valued part of the 
global hotel supply chain. As global 
domestic leisure markets start 
to reopen, OTAs are the fastest 
growing customer segment for the 
B2B industry as they seek increased 
access to hotel inventory. WebBeds 
currently sells hotel inventory to the 
top five online travel companies 
globally and sees significant growth 
potential due to the expansion of 
the B2C channel.

Our strong capital position 
provides financial and 
strategic flexibility
We continue to focus on ensuring we 
are well placed to compete as travel 
markets reopen. Cost savings initiated 
across all businesses helped reduce 
cash burn and we continue to focus 
on managing costs, with initiatives 
underway aimed at reducing Group 
costs by 20% when back at scale. 
We also worked proactively with our 
banks to manage debt maturity with 
all remaining term debt now due to 
mature in November 2023. 

Just after balance date, Webjet 
completed a $250 million Convertible 
Notes offering. Proceeds were partly 
used to repay existing term debt, 
with the balance available to fund 
potential acquisitions as well as for 
capital management and general 
corporate purposes. 

Our significant cash reserves provide 
considerable flexibility including 
the ability to consider attractive 
acquisition opportunities that might 
present themselves. The severe 
financial pressure on smaller players 
and the industry will likely see a 
significant change in the competitive 
landscape once COVID-19 passes 
and consolidation and rationalising 
within the industry is already starting 
to occur. 

Strategies are in place to pursue leadership 
in all our businesses
Our focus is on ensuring we are best placed to compete once 
travel markets reopen and each business has strategies in place 
to pursue leadership.

 ■  WebBeds – become the global #1 B2B provider  
 ■  Webjet OTA – increase market share leadership
 ■  Online Republic – improve underlying performance
 ■  Delivering efficiencies – transformational programs currently underway 
are expected to reduce Group costs by at least 20% when at scale
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Transformation Strategy –  
to become the #1 global B2B 
provider.

Strategies to pursue leadership  
in all our businesses

Key Strategic Initiatives to emerge as the #1 global B2B provider

Rethinking How We Do Business Looking at what we sell and how we sell it. 
Differentiating through innovation.

Streamlining Technology Delivering the most robust, efficient and 
flexible offering

Increased Leverage of Data Analytics A.I., robotics and data-driven decision-making
Sharpened Focus on Cost Reduction Simplifying processes across the business
Refinement of Risk Management 
Processes

Tightening risk and credit processes

8/4/4 – at scale: 8% Revenue/TTV and 4% Costs/TTV will deliver 4% EBITDA/TTV.
8/3/5 – at scale: 8% Revenue/TTV and 3% Costs/TTV will deliver 5% EBITDA/TTV.

Strategies

8/4/4 8/3/5
TARGET TARGET

Pre-COVID
Post-COVID

Streamlining technology
Our pre-COVID-19 technology offering 
was largely a reflection of our acquisition 
strategy. Already in the process of 
reducing platform complexity and 
consolidating connectivity, COVID-19 
provided the opportunity to accelerate 
the move to a seamless global distribution 
platform. For 2022 and beyond our goal is 
to build a scalable, efficient and dynamic 
technology ecosystem to support the 
evolving and diverse demands of the 
global marketplace.

Leveraging data analytics
As a leading global wholesaler, WebBeds 
has a wealth of raw data ready to be 
mined to support our various hotel 
supply partners and customers. We are 
leveraging our access to this data to target 
new opportunities. Artificial Intelligence, 
robotics and data-driven decision-making 
will become increasingly important as 
we seek to improve customer service, 
competitiveness and profitability.

Cost reduction opportunities
WebBeds is already the lowest cost 
global B2B provider. By further 
streamlining and simplifying processes 
across the business, we expect to emerge 
from COVID-19 with a step change in 
our cost structure. The ERP unification 
program underway will deliver scalability 
and drive efficiency across the business. 
Other initiatives include new robotics 
workstreams and streamlining the 
customer service work process.

Some of the initiatives currently 
underway include:

Rethinking how we do 
business to take advantage 
of new opportunities

 ■ Expanding into new regions – 
North America is a large wholesale 
market that has historically been 
underrepresented by WebBeds. 
We are focused on increasing our 
market penetration and bolstering 
our presence in this market, and in 
December 2020 we appointed a 
new Chief Operating Officer, North 
America. A range of attractive 
expansion opportunities also exist 
in our European, Asia Pacific and 
Middle East & African markets. 
 ■ Enhancing service to important 
customer segments – As domestic 
leisure travel markets reopen, 
combined with the ongoing shift 
to online services, B2C channels 
will need increasing access to 
hotel inventory. Bedbanks like 
WebBeds will play an important 
role in servicing demand and this 
B2C channel expansion is expected 
to materially increase the global 
B2B market opportunity. We are 
leveraging our strong relationships 
with the leading global OTAs 
and SuperApps, as well as key 
wholesalers, to better penetrate 
this increasingly important 
customer segment.

While we wait for global travel 
markets to reopen, we are taking the 
opportunity to materially transform 
the WebBeds business so as to be 
optimally positioned to capture 
demand when the rebound begins. 
The WebBeds Transformation 
Strategy is designed to leverage 
our significant industry expertise, 
history of innovation and leaner 
structure to emerge from COVID-19 
as the #1 global B2B provider in the 
global travel industry. 

The various initiatives currently 
underway are expected to deliver 
20% greater cost efficiencies at 
scale. As a result, we have increased 
our profitability target from “8/4/4” 
to “8/3/5” – meaning at scale, 
8% Revenue/TTV and 3% Costs/TTV 
will deliver 5% EBITDA/TTV.
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Webjet OTA is leveraging its brand 
strength as the #1 OTA, scalability 
and superior technology offering to 
increase market share as domestic 
markets reopen. 

Brand strength as the  
#1 OTA
As domestic markets reopened, 
significant pent-up demand for 
travel during the year saw a surge 
in bookings. Webjet OTA’s brand 
strength resulted in strong organic 
traffic coming to the Webjet OTA site 
with only targeted marketing spend. 
Webjet OTA’s strength in servicing 
the domestic leisure market has 
helped it outperform the market by 
1.7 times since May 2020. 

Scalability
Webjet OTA has always been low cost 
however our highly variable cost base 
provided considerable flexibility to 
mitigate the impact of COVID-19 by 
allowing us to significantly reduce 
operating costs when required. 
As borders reopened, a number 
of key costs (such as marketing) 
were able to be scaled in line with 
demand. This allowed Webjet OTA 
to return to profitability during FY21, 
notwithstanding the numerous State 
border closures during the period 
and no access to international travel.

Superior technology 
offering 
Webjet OTA has always been 
committed to offering its customers 
the greatest convenience and 
choice. COVID-19 has introduced 
greater complexity with travel 
credits, increased need for flexibility 
around travel dates, and real time 
notification of changes to travel 
schedules now becoming standard 
when booking travel. By increasing 
automation across the business, we 
are making it easier for customers to 
transact at Webjet. Our strong focus 
on delivering product innovations 
is also helping drive market share 
growth as we better service the 
changing needs of our customers. 
During the year we introduced more 
flexible hotel payment options, 
COVID-19 travel insurance coverage, 
carbon offsets and Afterpay 
payment options. 

Online Republic operates the 
#1 global Motorhomes rental 
booking site and the #2 Australia/
New Zealand car rental booking site. 
Prior to COVID-19, the business was 
focused on improving TTV margins 
and lowering acquisition costs. As 
domestic leisure markets start to 
reopen, it continues to focus on 
improving underlying performance. 

 ■ Reviewing product offering to drive 
growth – domestic offerings have 
been enhanced to drive growth 
particularly in the key markets of 
Australia, New Zealand, the USA 
and Europe.
 ■ Streamlining processes – a range 
of initiatives and technological 
improvements are underway 
including re-platforming underlying 
booking technology to improve 
automation and removing manual 
processes.
 ■ Improving customer engagement 
– A new Customer Relationship 
Management system was 
introduced during FY21 to better 
engage customers.

Webjet OTA –  
increasing market share 
leadership.

Online Republic –  
improving underlying 
performance.

20.1%

34.4%
Webjet OTA 
bookings 
growth 1.7x 
the market

 Total Market1

 Webjet OTA

Domestic bookings  
performance
(% of 2019 levels)
11 Month average (May-20 to Mar-21)

1.   Total market shows IATA total  
Australian domestic RPKs.
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WebBeds is a B2B travel intermediary or “bedbank”, providing 
accommodation services to the travel industry. We source room 
inventory from hotels, aggregate that content and then distribute it  
to our clients, travel sellers, who then sell to the travelling public.

How can I offer  
enough relevant products  

to my customers?

How do I  
maximise potential 
customers reach?

WebBeds

Booking Enablers

Travellers

Bedbank customers are businesses that 
offers their customers the ability to make 
accommodation bookings. Booking enabler 
customers need cost effective access to 
global inventory delivered through reliable 
technology and strong customer service 
and support.

WebBeds Value Add
 ■ Quick, easy access to a full range of global 
inventory through a single pipe

 ■ Highly competitive inventory pricing
 ■ Market leading technology
 ■ Award winning customer service
 ■ Opportunity to access more attractive pricing 
than B2C pricing

WebBeds offers its customers  
access to more than 365,000 hotels  

around the world.

Hotels need multiple sources of distribution 
to ensure minimal vacancy. 80% of the 

global accommodation market is made up of 
independent hotels. These are likely to have 

limited direct booking capabilities and are less able 
or willing to invest in a global sales and distribution 
team. Bedbanks, like WebBeds, help hotels extend 

their distribution channels by complementing 
B2C and direct booking channels.

WebBeds Value Add
 ■ Aggregate multiple and diverse channels  

through a single contract
 ■ Help hotels sell rooms around the world

 ■ Help hotels manage their occupancy rates
 ■ Help hotels diversify sources of demand

 ■  In general, longer lead time, longer length of stay  
and lower cancellation rates than B2C bookings

WebBeds offers its hotel partners 
an important and differentiated 

distribution channel – helping extend 
their distribution to new channels 

in more markets.

Traditional  
Channels

Retail Travel Agents, 
Corporate Travel Agents, 

OTAs, Wholesalers,  
Tour Operators
New Channels

Airlines, Super-Apps, 
Travel Lifestyle Apps 

and Sites, Loyalty

W
eb

B
ed

s 
Su

p
p

lie
rs

W
eb

B
ed

s C
lien

ts

Accommodation

Global hotel chains,  
Regional hotel chains,  

Boutique hotels,  
Small independent hotels, 

Resorts, Other  
accommodation  

providersSuppliers of the W
orld

The Bedbank market

Bedbank
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B2B
The B2B market provides a critical distribution 
channel for the travel industry.

The B2B market
The global accommodation 
market is estimated to be 
c A$800 billion in TTV.  
Of this, the B2B market is 
estimated to be more than 
A$70 billion in TTV.
Post-COVID, the B2B market 
opportunity is expected to be 
even larger.

Independent hotels account for 80% 
of the global accommodation market. 
These are highly suited to the bedbank 
distribution market.

Along with direct and B2C 
channels, the B2B market 
is an important distribution 
channel for both hotel 
accommodation suppliers 
and booking enablers. 
The B2B market is highly fragmented. 
Each region has different 
characteristics and the majority of 
participants are specialised local 
offerings with relatively small market 
shares. Prior to COVID-19, WebBeds 
was the #2 global provider and yet 
only had around 4% market share. 
WebBeds is one of very few genuine 
global providers – offering hotels 
the opportunity to extend their 
distribution into new channels and 
markets and providing customers 
access to a full range of global 
hotel inventory.

Post-COVID-19 
opportunity
Severe financial pressure on smaller 
providers and the industry is likely to 
significantly change the competitive 
landscape post-COVID-19. This 
presents an opportunity for WebBeds 
to gain share as competitors come 
under financial strain.

As domestic leisure markets start to 
reopen, B2C channels like OTAs and 
Super Apps are relying more on the 
B2B market to provide them access to 
hotel inventory. As a result of this B2B 
expansion into the B2C market, we 
believe post-COVID-19 the B2B market 
opportunity will be even larger than 
A$70 billion TTV.

20% Chain

80
% are Independent HotelsB2B TTV

A$70Bn+(1)

Market Value

Expanded opportunities  
post-COVID-19
OTAs and Super Apps

 ■ Opportunity for WebBeds 
to leverage the shift to online as 
OTAs and Super Apps seek greater 
access to inventory
 ■ WebBeds already sells to the  
Top 5 OTAs globally

Wholesalers
 ■ Provide access to all newer B2C 
distribution models

WebBeds customer mix  
(pre-COVID-19)

OTAs  
17%
Super Apps  
3%
Wholesalers  
20%

Tour operators  
8% 
Corporate  
travel agents 
20% 
Retail  
travel agents  
32% 

* Management estimates.
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Our supply partners 
WebBeds offers more than 365,000 hotels around the world. Our supply 
partners include 30,000 directly contracted properties, 65 hotel chain 
partnerships and 77 integrated 3rd party wholesalers. WebBeds also offers 
a wide range of ground and transfer services.

The WebBeds model 
Our multi-supply aggregation strategy enables WebBeds to offer customers the  
greatest breadth and depth of hotel inventory at highly competitive prices.

Our global customer 
network and reach
We distribute our products through 
a global network of more than 44,000 
booking enabler customers

The WebBeds multi-supply 
aggregation strategy allows us to 
offer a full suite of global inventory 
as we are able to draw on a wide 
range of supply sources to fulfil a 
customer’s accommodation request. 
We often have multiples sources 
supplying a room price for the same 
hotel. We aggregate prices from all 
sources and only display the lowest 
price to our customers, ensuring 
highly competitive prices.

By only directly contracting key 
strategic hotels and supplementing 
remaining inventory with 3rd party 
providers, we are able to maintain a 
low cost structure while providing 
a full global inventory offering.

Customers by region
44,000+ 
travel companies 

145+
source markets

Generating

9.6 million
room nights/year 

4 million+ 
bookings/year

10,000+ 
bookings/day (av) 

1,770  
North America

1,965  
Latin America

20,208  
Europe

15,110  
Middle East & Africa

5,840  
Asia Pacific

15,500+ 
global 
ground 
services

1 booking  
every 
8 seconds 
(average)

3,820 
direct 
contract 
destinations

12,000+ 
worldwide 
transfers 
destinations

5,700+ 
transfer 
services 
offered

365,000+ 
hotels 

14,000+
destinations

200+
countries 

65 
hotel chain partnerships 

30,000+ 
directly contracted 
properties 

77 
integrated 3rd-party 
wholesalers

Hotels by region

As one of the few truly global B2B providers, WebBeds offers 
extensive global reach for both its hotel supply partners (looking 
to sell their hotel rooms) and its customer network (looking to 
access hotel room inventory).

Global reach
WebBeds

Customer

3rd Party Providers 
Integration with 77 global and 
specialist wholesalers 

Directly Contracted Hotels 
30,000+ key hotels across 
strategic destinations

Global Hotel Chains 
Direct connectivity to 65 leading 
chain inventory

32

2

2

1

* All data as at 31 December 2019.

14 Webjet Limited Annual Report 2021

WebBeds



 Asia Pacific
Regional Rank #2

WebBeds Asia Pacific has customers 
and hotel contracts in 20 markets in 
the region.

Pre-COVID-19, Asia Pacific was on 
track to be the largest WebBeds 
region by booking volume. The region 
is expected to have significant growth 
potential post-COVID-19 driven by 
growth in domestic travel markets, 
particularly in China, India, Japan 
and South Korea. Due to increased 
customer need to access greater 
volumes of domestic inventory, 
WebBeds Asia Pacific is focused on 
contracting and delivering inventory 
into a range of new domestic 
opportunities. In FY21, Asia Pacific 
saw increased domestic penetration 
in South Korea, China, Indonesia and 
Thailand markets. During the year 
Asia Pacific also increased its reach 
into alternative distribution channels, 
going live with Everfun Travel and 
AirAsia.com, as well as increasing 
distribution through the OTA channel 
including Staynmore (South Korea), 
Wego.com (Singapore) and Hotel 
Murah (Indonesia).

WebBeds Destination Index 
Due to the massive disruption to 
travel caused by the COVID-19 
pandemic, WebBeds has suspended 
the WebBeds Destination Index 
until there is stability of border 
openings for major destinations 
and source markets globally. In the 
meantime, the team is providing 
clients and suppliers with collated 
and aggregated information on 
COVID-19 (such as infection rates, 
vaccination rates, border and 
movement restrictions etc), providing 
our partners with a one-stop source 
for critical information, so they can 
focus on working out how best to 
implement their business strategies.

 AMEA
Regional Rank – MEA #1

WebBeds AMEA has customers in 
37 markets in the Middle East & Africa 
(MEA) and in 18 markets across the 
Americas. WebBeds MEA has contracts 
in 34 markets in the region (Americas is 
contracted through WebBeds Europe).

Middle East & Africa 
During the year WebBeds MEA 
retained its market leading position in 
MEA through an improved focus on 
product optimisation and domestic 
inventory.

Umrah Holidays International (UHI) 
Religious tourism continues to be a 
significant growth opportunity for the 
region and UHI is expected to benefit 
once travel restrictions are lifted in 
Saudi Arabia. In FY21, we continued 
to build out capabilities to further 
enhance the UHI platform, negotiating 
new supply contracts, appointing 
distributor partners globally and 
developing appropriate marketing 
materials for post COVID-19 travel. 

The Americas
During FY21, WebBeds continued to 
grow its footprint and share in the 
Americas. WebBeds has historically 
been underrepresented in North 
America compared to other regions 
and a new Chief Operating Officer, 
North America was appointed during 
the year to target the large North 
American B2B market opportunity. 
North America remains the largest 
destination within the WebBeds 
network and during the year we 
expanded directly contracted inventory 
in key destination markets including 
Las Vegas and Orlando. As domestic 
leisure markets start to reopen, North 
American OTAs are looking to partner 
more with bedbanks like WebBeds to 
gain access to hotel inventory.

 Europe
Regional Rank #2

WebBeds Europe has customers in 
41 markets across Europe and hotel 
contracts in around 100 markets 
across Europe and the Americas.

WebBeds Europe is expected to 
continue to be an important region 
post-COVID-19 given the significant 
number of independent hotels. During 
the year, Europe improved its domestic 
inventory offerings and negotiated 
more attractive domestic deals. It also 
expanded its footprint into Eastern 
Europe, which is expected to become 
increasingly attractive to leisure 
tourists following the opening of new 
routes operated by low-cost carriers. 
Europe also saw above average TTV 
growth from Russian source markets 
to Dubai/Indian Ocean corridors. 

 Customer Service

During FY21, WebBeds implemented a 
new Customer Service Transformation 
Program, reorganising the business 
to ensure a streamlined service using 
localised teams to meet customer 
needs, while managing centrally 
for best practice optimisation. The 
Transformation Program helped 
achieve above target performance 
throughout the year – maintaining 
average resolution service levels above 
80% within 24 hours and above 85% 
within 48 hours. 

The WebBeds Customer Service 
team was a finalist in the prestigious 
ECCCSA Awards for the following 
categories: 

 ■ Best Pan-European Contact Centre 
 ■ Contact Centre of the Year (Small) 
 ■ Responding in a Crisis – Supporting 
our Colleagues

Brendan Sawyers 
Australia

Pavlina Vaverkova  
Jebel Jais mountain

Alannah Messett 
Venice
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In March 2021, Webjet made a 
US$4.1 million investment in LockTrip 
UK Holdings Ltd, securing a 25% stake, 
with a further option to increase its 
shareholding to 51%. LockTrip UK 
Holdings Ld owns 100% of LockTrip 
LLC (“LockTrip”).

Based in Bulgaria, LockTrip 
provides a B2C hotels marketplace, 
underpinned by a blockchain 
platform which is powered by a utility 
token, the LOC. Consumers can pay 
for hotel stays in multiple currencies 
or in LOC. LockTrip also provides its 
own decentralised public blockchain, 
the Hydra chain, powered by the 
HYDRA coin, that enables genuine 
commercial applications at scale.

Webjet’s interest in LockTrip 
is threefold:

 ■ Accelerated development of its 
own blockchain expertise
 ■ Integration of LockTrip into the 
Webjet OTA hotel offering
 ■ Potential to migrate Webjet’s 
Rezchain application onto the 
Hydra chain (as Hydra solves many 
of the issues that prevent the 
wholesale adoption of blockchain 
as a commercial platform). 

In 2016, Webjet launched Rezchain 
via a private Ethereum blockchain 
platform as a means of overcoming 
the unpredictable transaction costs 
of a public Ethereum blockchain. 
With Rezchain operating within the 
WebBeds business for some time, 

Webjet now believes the time is 
right to offer Rezchain to the travel 
industry as a data reconciliation tool, 
with migration to the Hydra chain 
further strengthening Rezchain’s 
security, speed and efficiency.

Webjet also intends integrating the 
LockTrip B2C hotel marketplace into 
its Webjet OTA websites to deliver 
its B2C hotel offering. 

Rezchain is the first workable 
blockchain in the travel industry. It was 
built to address a significant industry 
problem given around 5% of all hotel 
bookings are disputed in some 
way due to data mismatches which 
increase costs and cause friction 
between parties. Approximately 90% 
of these go unnoticed until after travel 
has occurred, making it too late to fix 
the problem. 

Rezchain allows for a faster and 
simpler solution by notifying 
reconciliation issues as they occur, 
allowing them to be resolved before 
travel date and resulting in a seamless 
experience for both the customer 
and end hotel. Effectively Rezchain 
provides insurance against future 
problems. 

Rezchain has already played a key role 
in reducing WebBeds operating costs 
and has delivered significant value 
during COVID-19. 

 ■ Rezchain insured WebBeds against 
costly errors in the processing of 
mass cancellations
 ■ WebBeds was quickly alerted to 
any integration issues as platform 
enhancements were rolled out
 ■ A greater focus on actioning 
Rezchain alerts has seen 
intercompany reconciliation issues 
become almost non-existent
 ■ A range of enhanced user-driven 
reporting features were released 
enabling users to manage their 
processes more effectively
 ■ Rezchain delivered real savings – 
saving both labour costs (required 
to reconcile bookings) and hard 
financial losses. 

Rezchain is currently used for the 
15% of WebBeds bookings made on 
intercompany platforms. There is now 
opportunity to target the remaining 
85% of bookings not currently 
processed using Rezchain, as well as 
offering Rezchain to the broader travel 
industry as a data reconciliation tool. 

Differentiation through  
innovation

Rezchain

The hotel distribution industry’s first cross-platform 
booking verification solution allowing companies to share 
booking data to address mismatched information.

Investment in LockTrip UK Holdings Ltd provides opportunity  
to expand blockchain across the company.
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B2B
Balea Lake 

Atop the Carpathian  
Mountains. In the  
Fagaras range, Sibiu  
County, Romania.

Annamaria Man  
Romania
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Webjet offers a 
full range of flight 
options 

Webjet OTA also offers  
a broad range of ancillary 
products

allowing customers to  
select the right option for  
each leg of their journey

Holiday packages –  
that let customers create 
their own packages

Travel insurance –  
backed by Cover-More

Over 500,000 Hotels  
worldwide

Cars – 180 global car rental 
partnerships with pick-ups in 
over 50,000 locations globally

Motorhomes – 450+ 
individual motorhome rental 
companies in 38 countries

Gift cards – Webjet eGift 
cards can be purchased 
online and Gift Cards are 
available from more than 
1,000 retailers around 
Australia

Things to do –  
in-destination travel 
experiences

30 minute  
price  

guarantee

Highly  
trusted  
brand

Interest  
free 

holidays

Comprehensive 
product features

Webjet is the # 1 OTA in Australia and New Zealand 
offering customers the greatest convenience and choice 
when selecting their online travel needs.

Webjet Online Travel Agent

Mobile  
Apps

Multiple 
customer 
contact 
options

Award  
winning  

OTA

Proudly 
Australian

24/7  
customer 
support

Safe and  
secure 

transactions

Choice  
in payment 

options

Unparalleled 
travel  
choice
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B2C
We are focused on ensuring our 
offering remains relevant for our 
customers and constantly seek to 
meet the changing needs of our 
customers. During the year we 
introduced a range of new features 
across the Webjet OTA platform: 

 ■ The introduction of “Pay Later” 
hotel booking options allowing 
customers to pay on check-in in 
order to meet demand for more 
flexible payment options 
 ■ Targeting the youth market through 
the addition of Afterpay as a 
new payment option – allowing 
customers to split travel costs over 
four equal fortnightly payments
 ■ Launched Sustainable Traveller 
Program allowing customers to 
purchase carbon offsets for all flights 
booked through Webjet OTA 
 ■ Partnered with Cover-More to offer 
enhanced travel insurance coverage 
including COVID-19 specific coverage 
to provide greater certainty when 
booking domestic travel
 ■ Capturing passenger information for 
COVID-19 tracing – implemented 
new systems to capture rich 
information to assist with contact 
tracing if required
 ■ Things to Do – launched partnership 
with Viator offering in-destination 
travel experiences
 ■ Upsell flight bundles – opportunity 
to bundle flight bookings with 
various add-ons

Customer Service
We have always taken pride in 
delivering exceptional customer 
service. Our team worked tirelessly 
throughout the year to assist our 
many customers whose travel plans 
had been impacted by COVID-19. 
FY21 highlights included:

 ■ Managing nearly 385,000 customer 
interactions across all channels – 
almost 5 times normal volumes 
 ■ Over 120,000 involuntary flights 
schedule changes were initiated 
by airlines – 77% were handled 
via robotics and the remaining 
processed manually by the 
operational teams 
 ■ Processing refunds on behalf of 
customers for more than 58,000 
tickets worth more than $56 million 
 ■ Awarded the bronze medal for  
“Most Valuable Response by a 
Customer Service Team” at The 
Stevie® Awards. The Stevie® Awards 
for Sales and Customer Service are 
the world’s top honours for customer 
service, contact centre, business 
development and sales professionals. 
More than 2,300 nominations, across 
51 nations were considered in this 
year’s competition.
 ■ Continued investment in enhancing 
processes and workflows to improve 
the customer service experience – 
finding ways to better manage the 
significant increase in interactions 
with both our customers and our 
airline and other partners due to 
COVID-19. 

Since COVID-19, Webjet OTA has continued  
to outperform the market, with bookings growth 
1.7 times that of the market. 

11%
of all Global 
Distribution 
System (GDS) 
bookings 
in Australia

50%+

of the entire 
OTA flights 
market in 
Australia and 
New Zealand

As at FY21, Webjet bookings  
accounted for:

Webjet share across all Australian 
GDS bookings – Travel Agency 
Offline and Online1

5% average market share

1. GDS bookings do not include Low Cost 
Carriers.

11.0% average market share
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Online Republic operates the #1 global  
motorhome rental site and the #2 car rental 
site in Australia and New Zealand.

Online Republic

In looking to improve underlying 
performance, during FY21 Online 
Republic focused on reviewing its 
product offering to drive growth, 
streamlining technology platforms 
and processes, and improving 
customer engagement.

Enhanced domestic offerings
 ■ Focused on maximising domestic 
Australia and New Zealand inventory 
and launched targeted campaigns 
to drive demand for domestic travel
 ■ Implemented more flexible 
cancellation policies for COVID-19 
impacted bookings
 ■ Introduced more proactive 
and flexible customer-focused 
communications and change 
initiatives post-lockdown 
announcements 

Technology and platform 
enhancements

 ■ Re-platformed and consolidated 
contact centre and telephony 
systems to reduce costs, prepare for 
future growth and deliver superior 
customer service performance
 ■ Aligned workplace and technology 
platforms with the Webjet Group to 
centralise and consolidate costs

Customer engagement
 ■ Undertaking a comprehensive 
review of the service delivery model 
– external benchmarking underway; 
Quality Assurance program rolled 
out in 2H21; and implementation of 
ITIL oriented escalation process
 ■ Increasing consistency, quality 
and scalability of service through 
investment in a new Omnichannel 
solution and A.I. Chatbot

Online Motorhomes
Global Rank #1

Motorhome Republic is the #1 
global motorhome rental site 
offering consumers the ability to 
book a motorhome from any of over 
200 suppliers across 45 countries. 
Operating in eight languages and a 
vast array of currencies, the business 
targets the global “independent 
traveller” segment. 

Pre-COVID-19, New Zealand was the 
#1 destination with other key markets 
being Australia, the USA and the UK. 
During FY21, the business continued 
to be impacted by the loss of inbound 
tourism into New Zealand. New 
transactional-based revenue streams 
were introduced during the year.

Online Car Rentals
Australia and New Zealand #2

AirportRentals.com is the #2 car rental 
site in Australia and New Zealand. It 
also provides the car hire white label 
website for the Webjet OTA.

Airport Rentals has contracts with all 
major global suppliers with pick-ups in 
over 60,000 locations in more than 200 
countries. The Airport Rentals website 
is supported in nine languages.

Pre-COVID-19, key markets included 
Australia, UK and Germany. During 
FY21, the business continued to be 
impacted by lockdowns in a number 
of markets such as the UK, Germany, 
the USA, Australia and New Zealand.
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B2C
Rainforest

Gold Coast Hinterland 
(Curtis Falls Track) Mount 
Tamborine, Australia.

Nancy White 
Melbourne
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Our Culture and Values

Our focus on offering customers the 
greatest convenience and choice 
in online travel has enabled Webjet 
to be the #1 OTA in the Australian 
and New Zealand market since 
2010, driven by a culture based on 
agility, innovation and creativity. This 
spirit has continued into WebBeds. 
Beginning as a small start-up in 2013, 
our willingness to challenge and 
disrupt the industry norms enabled 
WebBeds to become the #2 global 
B2B provider in just over six years.

We have done this through a culture 
underpinned by key values.

Respect
Our people are our greatest asset. 
They bring passion, commitment, 
dedication and pride in what they 
do. We respect each other, we value 
collaboration, we are prepared to 
have robust debate and we have 
fun in what we do.

Integrity
We are focused on delivering superior 
outcomes. We always seek to do 
the right thing and value integrity, 
accountability and delivering quality 
in everything we do.

Delivering value
We are focused on delivering 
high quality products, excellence 
in customer service, maintaining 
strong relationships with our supply 
partners, providing an engaging and 
supportive work environment for our 
employees, and delivering value for 
our shareholders and the broader 
community. 

Agility
Unafraid to disrupt traditional norms, 
we constantly challenge ourselves to 
look for new ways to win and deliver 
value. Our people are agile and nimble 
and we empower them to effect 
change.

Hunger to win
As we grow, we remember our 
humble roots and always strive 
to retain the spirit that comes 
with being the challenger brand. 
We constantly seek to challenge 
ourselves to find new growth 
opportunities, innovations and 
creative ways to deliver value across 
all aspects of our business. We value 
curiosity, being brave and having 
confidence to try new things.

In 1998, Webjet began as a small start-up  
seeking to disrupt traditional norms in the 
highly competitive travel industry. 

Our values

22 Webjet Limited Annual Report 2021



 ■ Responsible travel
 ■ Carbon neutrality
 ■ Waste reduction
 ■ Water efficiency
 ■ Energy efficiency

 ■ Data privacy and  
security

 ■ Business ethics
 ■ Product governance

 ■ Supporting  
communities

 ■ Modern slavery  
and human rights

 ■ Workforce

Our approach to  
sustainability.

FY21 Sustainability Highlights

The three pillars underpinning our approach to sustainability are: 
(i) a commitment to reduce our operational impact on the environment 

(ii) ensuring we have an equitable value chain 
(iii) maintaining ethical corporate governance processes.

Webjet understands the importance 
of delivering environmental and 
social value to our stakeholders and 
conducting our business with good 
ethics and corporate governance 
principles.

We have begun a process to 
formalise a sustainability framework 
that considers the expectations 
of all of our stakeholders. Our first 
sustainability framework will include 
the key risks that our business units 
face, articulate our unique value 
proposition, and communicate to 
stakeholders an understanding of our 
commitment to be a trusted partner 
for years to come. This process will 
enable us to focus on delivering 
sustainability initiatives across all 
aspects of our operations and focus 
on the initiatives that matter most.

We realise we are well placed to 
support an equitable and diverse 
value chain, encourage the 
wellbeing of our employees and 
the communities that we work 
alongside, and to help reduce the 
environmental impact of our industry. 
Over the coming year we aim to set 
meaningful short- and medium-term 
targets that will enable us to enhance 
our sustainability initiatives. 

More information about our 
approach to sustainability and the 
initiatives implemented during the 
year are set out in our Sustainability 
Report. We are in the early stages 
of our sustainability journey and 
are committed to advancing this 
over the coming years as the 
pandemic subsides.

 Governance
 ■ Zero incidents of non-
compliance with laws 
and regulations
 ■ Released first Modern 
Slavery Statement 
 ■ No reportable data 
security breaches 
in any of the 
Webjet businesses

 Environment
 ■ Carbon offsets offered 
for all customers 
booking flights through 
the Webjet OTA
 ■ WebBeds Europe 
working towards 
carbon neutrality 
 ■ Improving the 
efficiency of our offices 
by implementing 
efficient appliances 
to reduce our water, 
waste and electricity 
consumption

 Social 
 ■ Zero work-related 
injuries 
 ■ 55% female workforce
 ■ Increased female 
representation 
across all 
management levels

Sustainability

value chain

governance

Equitable

ResponsibleEn
vironment
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Nearly all our staff worked from 
home for most of the year and have 
needed to adapt to the challenges 
that come with a new working 
environment. But our people have 
continued to be resilient, dedicated 
and committed and COVID-19 
has not dampened their agility, 
innovation or creativity.

As a company, we have always 
focused on the health and well-
being of our staff and have 
been even more conscious of 
this during COVID-19 and the 
significant challenges it places 
on our people. We have provided 
free access to counselling in all 
businesses, undertaken surveys to 
gauge engagement and increased 
one-to-one calls to support and 
motivate the team. The WebBeds 
Europe business also introduced a 
Talking Champions Program to give 
support to staff during the pandemic. 

We always strive to deliver excellence 
in customer service. While the 
initial onset of COVID-19 brought 
challenges that impacted service 
delivery standards, our teams have 
worked tirelessly throughout the 
year to assist our many customers 
whose travel plans had been 
impacted. Our Customer Service 
teams were recognised for their 
efforts during the year – the Webjet 
OTA was awarded the bronze medal 
in the recent Stevie Awards for 
the “Most valuable Response by a 
Customer Service”, and the WebBeds 
Customer Services team was a 
finalist in the prestigious ECCCSA 
Awards, including for “Responding 
in a Crisis – Supporting our 
Colleagues” reflecting the incredible 
achievements of our team.

Bringing to life some of the ways 
our people have adapted to the 
challenges of COVID-19:

 What’s been amazing is the level of 
resilience and dedication shown by our 
team. From the moment the borders 
closed, so many things changed – 
from where and how our team worked, 
to how and when our customers and 
partners needed support. And all of 
these changes at work occurred in 
parallel to personal changes they were 
experiencing – with stay-at-home 
orders implemented, milestone events 
being cancelled, home schooling, 
families separated around the globe, 
and illness just to name a few. And 
yet, the team adapted and grew. They 
found ways to collaborate virtually, 
support each other and support 
our partners. Even when offices do 
reopen in due course, many of these 
activities will remain, as they are now 
being done smarter, more efficiently 
and more collaboratively than before.” 
Shelley Beasley, Chief Commercial 
Officer, Webjet Limited 

 We continued to see real pick-up 
in terms of teamwork and creativity, 
with people looking for new 
and better ways of doing things. 
Sometimes that’s been because 
they’ve had more time to think, 
and sometimes it’s been because 
they just needed to do so to be 
able to move forward. Another key 
attribute we have seen is flexibility. 
For example – where there was extra 
headcount in our sales teams, due 
to the lack of selling opportunities 
available, the teams immediately 
pivoted to contracting domestic 
product, which was a needed focus 
to support the recovery”  
Daryl Lee, CEO, WebBeds APAC 

 COVID has been an incredibly 
trying time for our customer service 
team. Customer interactions were 
almost five times higher than normal 
volumes – not unexpected given the 
numerous border closures, often 
with very little warning. While we 
weren’t always able to provide the 
level of service and speed that we 
normally pride ourselves on being 
able to deliver as a result of the 
massive changes that occurred in 
the industry, we’ve received many 
supportive messages from grateful 
customers and we’re thrilled to have 
been awarded the bronze medal in 
the recent Stevie Awards”.  
Dave Galt, CEO, Webjet OTA 

Our People

Like all travel companies around the world, 
our team has been hard hit by COVID-19. 

Adapting to the challenges  
of COVID-19
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 A People Innovation program saw 
our team driving connection through 
self-made virtual societies and clubs 
that we called “Freshers Weeks”. 
Every day, staff connected via virtual 
meetings to share activities such as 
Yoga, Zumba, Cooking Classes, Book 
Club, Photography Class and many 
more – led by volunteers from the 
Customer Service team. We launched 
this program as a way to build and 
maintain our social connection with 
some time out to do something fun 
and keep our spirits high as we dealt 
with the unknowns of the pandemic. 
Alongside this, we also delivered 
a qualitative learning intervention 
enabling our team to be coached 
and have the skills to coach others 
successfully under the “Coaching 
and My Performance Management” 
program. We did this so as to equip 
all our people to help each other 
at a time of unknown certainty in 
the pandemic. This program has 
been a great success – we increased 
Employee Net Promoter Score by 
3% despite challenging trading 
conditions and increased our Agent 
Productivity by 7%.”  
Alaa Saleh, COO, WebBeds 
Customer Service

As a global digital travel business, 
the Company relies heavily on 
its technical platforms and IT 
teams, Webjet’s Chief Information 
Officer brings to life some of the 
achievements of the Webjet IT 
teams during the year:

 Our approach to IT has always 
focused on reaching for the stars: 
embracing new technologies, 
improving how we approach 
delivering solutions for our customers 
and increasing our velocity to 
deliver great products, platforms 
and services. Looking back at this 
year, with so many external factors 
affecting our personal as well as 
professional lives, it is heartening to 
see how we have remained true to 
our approach. 

Through the year, we adapted to 
remote working and streamlined our 
infrastructure backbone to ensure 
employees have the tools they 
need to work day-to-day. We have 
underpinned the backbone with 
a true 24 x7 IT global service layer 
keeping our service interruptions, 
unplanned outages and issues to a 
minimum across all our businesses. 
We also needed to pivot on our 
security journey, adapting to remote 
working and getting “back to basics” 
with ensuring our employees are 
trained and embedding a more lateral 
awareness of the threats and risks that 
are becoming more prevalent in the 
homeworking environment.

Across our IT teams we invested in 
training and supporting the growth 
of the employees. Our inaugural IT 
conference, which we managed to 
run virtually, was a great opportunity 
to demonstrate the depth of talent in 
the team, have some fun sharing the 
cool technology we are working with, 
and building new global working 
relationships along the way. We are 
truly fortunate to have a fabulous 
technical team and a business that 
embraces technology at the heart of 
it to support and enable success.” 
Graham Anderson, Chief Information 
Officer, Webjet Limited

Hasan Dirik 
Stockholm

Feona Mae Rivera 
Manila

Edwardo 
Dubai

Mikki Miguel 
Manila

25



Amelia Prise 
Gisborne, New Zealand

Daryl Lee  
Singapore

April Seo 
Jeju island, South Korea
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Dad & daughter catching 
mud crabs on the mudflats 
of Anderson Inlet, a shallow 
and dynamic estuary in 
South Gippsland, Victoria

Andrew Bell 
Inverloch, Australia

Christophe Van Damme 
Bourgogne, France

Geoff Ballard  
Victoria, Australia
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Nguyen Thi Minh Thu 
Hue, Vietnam

Martin Liepmann 
New Zealand

L McKerrow 
Canberra

Mahmoud Ashraf 
Hatshepsut Temple, Luxor, Egypt
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My son Olivier and myself  
boating on the Markermeer  
in the Netherlands

Johan Janssens,  
Netherlands

Karen Robertson 
Ben Nevis Summit, Scotland

Yun Liu  
China

Adriana Kirila 
Targu Mures, Romania
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Consumer Wholesale

www.webjetlimited.com




