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Disclaimer
Forward-Looking Statements in this presentation and certain oral statements made from time to time by representatives of the Company contain various forward-looking statements within the 
meaning of Section 27A of the Securities Act of 1933, as amended (the Securities Act), and Section 21E of the Securities Exchange Act of 1934, as amended (the Exchange Act) which are subject to the 
“safe harbor” created by those sections. Forward-looking statements are based on our management’s beliefs and assumptions and on information currently available to our management. All 
statements other than statements of historical facts are “forward-looking statements” for purposes of these provisions. In some cases, you can identify forward-looking statements by terms such as 
“may,” “will,” “should,” “could,” “would,” “expect,” “plan,” “anticipate,” “believe,” “estimate,” “target,” “forecast,” “guidance,” “project,” “predict,” “potential,” and similar expressions intended to 
identify forward-looking statements. Forward-looking statements include, without limitation, statements regarding the Company's intentions and expectations regarding the delivery schedule of 
aircraft on order, revenues, capacity and passenger demand, additional financing, capital spending, operating costs, hiring, and stakeholders, vendors and government support. Such forward-looking 
statements are subject to risks, uncertainties and other important factors that could cause actual results and the timing of certain events to differ materially from future results expressed or implied by 
such forward-looking statements. Furthermore, such forward-looking statements speak only as of the date of this release. Except as required by law, we undertake no obligation to update any forward-
looking statements to reflect events or circumstances after the date of such statements. Risks or uncertainties (i) that are not currently known to us, (ii) that we currently deem to be immaterial, or (iii) 
that could apply to any company, could also materially adversely affect our business, financial condition, or future results. Forward-looking statements are subject to a number of factors that could 
cause the Company’s actual results to differ materially from the Company’s expectations, including the extent of the impact of the COVID-19 pandemic on the Company’s business, results of operations 
and financial condition, and the extent of the COVID-19 pandemic on overall demand for air travel; restrictions on the Company’s business by accepting financing under the Coronavirus Aid, Relief and 
Economic Security Act; competitive environment in the airline industry; the Company’s ability to keep costs low; changes in fuel costs; the impact of worldwide economic or other conditions on 
customer travel behavior, including COVID-19; and the Company’s ability to generate non-ticket revenues; and government regulation. Additional information concerning these and other factors is 
contained in the Company’s Securities and Exchange Commission (“SEC”) filings, including but not limited to the Company’s Annual Report on Form 10-K, Quarterly Reports on Form 10- Q, and Current 
Reports on Form 8-K. 

All forward-looking statements attributable to us or persons acting on our behalf are expressly qualified in their entirety by the cautionary statements set forth or referred to above. Forward-looking 
statements speak only as of the date of this presentation. You should not put undue reliance on any forward-looking statements. 

Company has used non-GAAP financial measures in this presentation, including Adjusted Operating Margin, Adjusted EBITDA Margin, CASM, and CASM ex Fuel. Adjusted financial measures refer to 
financial information adjusted to exclude from financial measures prepared in accordance with accounting principles generally accepted in the United States ("GAAP") items identified in this 
presentation. The Company believes that the presentation of adjusted financial results provides additional information on comparisons between periods including underlying trends of its business by 
excluding certain items that affect overall comparability.  The non-GAAP financial measures contained herein have limitations as analytical tools and should not be considered in isolation or in lieu of an 
analysis of our results as reported under U.S. GAAP. These non-GAAP measures should be evaluated only on a supplementary basis in connection with our U.S. GAAP results, including those reported in 
our consolidated financial statements and related notes thereto contained in our Annual Report on Form 10-K for the year ended December 31, 2020. Reconciliations of the non-GAAP financial measures 
to GAAP financial measures used in this presentation are available in the appendix to this presentation.
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Better Than Ever

Enhancing Our Value Proposition

Key Highlights
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Better Than Ever
Ted Christie, President & Chief Executive Officer
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In 1990, Spirit had 2 aircraft 
and was primarily operating 
charter flights to/from Atlantic 
City
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From 2 Aircraft to 173 by year-end 2021
1990

2002

2012

2021

6



Spirit is the Largest ULCC in the Americas

• 80 destinations

• Diversified network; primarily low frequency, 
point-to-point

• Heavily weighted towards younger VFR 
demographic 

• Large domestic network; serve 24 of the Top 25 
U.S. metros, and many large U.S. leisure markets

• Domestic network enhanced with service to 
destinations in Latin America and the Caribbean

1. Based on scheduled capacity for First quarter 2021.
2. Map as of March 2021. Includes destinations not currently serving due to COVID-19 restrictions, announced new destinations where service has not yet begun, and seasonal destinations.

~80%
Domestic Capacity (1)

(100% in the Americas)
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Improving the Airport Experience for our Guests
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• Kiosks enabled with self-bag tagging

• Launched first self bag drop machine –
will roll out further in 2021 

• Launched biometric facial recognition 
• Improve Guest throughput
• Reduce wait times
• Increase connectivity



…And the Inflight Guest Experience Too
Brand New Fleet & Seats

Standard SeatBig Front Seat™

• Ergonomic headrest with plush memory 
foam

• Sleek Spirit-branded aesthetic with 
yellow and black stitching

• Memory foam also in the seat cushion for 
comfort and thigh support

• More usable legroom

• Padded with ultra-light weight foam that 
adds comfort without increasing weight, 
maintaining high fuel efficiency 

• Ergonomically-designed lumbar support

• Middle seats provide an extra inch of 
width
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Wi-Fi is coming soon to a 
Spirit aircraft near you 



Completion Factor(1)

71.3%

82.1%

82.3%

83.8%

83.9%

86.0%

86.3%

86.6%

87.2%

87.5%

Achieving Strong Operational Performance

1. Percentage of domestic scheduled flights (as defined by the DOT) completed.
2. Arrivals  within 14 minutes of scheduled arrival time as reported by the Department of Transportation.

Able to achieve among the best operational performance while minimizing Guest impact during the 
current challenging times

85.5%

91.9%

93.8%

94.0%

94.5%

94.5%

94.9%

95.8%

96.3%

97.8%

YTD 12/31/20
DOT On-Time %(2)
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Gaining Recognition for a Strong Reputation
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Spirit is one of only eight airlines worldwide, 
one of three airlines in the U.S., and the only 
ULCC to be included on FORTUNE's 2021 list of 
World's Most Admired Companies®, which 
serves as one of the definitive benchmarks of 
corporate reputation.

The airline's Invest in the Guest initiative 
continues to reimagine every aspect of the 
carrier’s Guest experience and operations with a 
focus on maximizing passenger comfort and 
convenience, but without compromising the 
airline's trademark low fares.



Enhancing 
Spirit’s Value 
Proposition
Matt Klein, EVP & Chief Commercial Officer

12



Bringing 
More 

Value to 
More 

Guests

Recent destinations added to our 
network: 

• Louisville, Kentucky

• Milwaukee, Wisconsin

• Pensacola, Florida

• St. Louis, Missouri

• Expanding operations in New York, 
the largest US leisure destination

• In April 2021, Spirit will begin flights 
from Terminal A at LaGuardia 
airport (in addition to flights 
already operated from Terminal C)
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Large Set of Growth Opportunities

Plus, hundreds of additional markets smaller than 200 PDEW which 
are viable for less than daily or even daily service

51 46 53 53

84

127

220

>1000 >750 >600 >500 >400 >300 >200

Market size (PDEW)

Potential continental US markets unserved by Spirit Given our large 
opportunity 
set, we are 
targeting a 
capacity CAGR 
of 13% to 17% 
over the next 5 
years

600+ large/mid-size domestic market opportunities remain as well as many near-field 
international opportunities 
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Sentiment is Improving

• Sun destinations showing strength for 
Spring Break period

• Survey data indicates sentiment is at its 
highest level since Spring of 2020

• Search volumes for the peak summer 
period continue to build
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• Based on survey and internal booking data, Spirit’s key brand strength KPIs are at all-time highs
• Guest satisfaction and repeat rate is higher than it has ever been

• Spirit has the highest brand recognition of all ULCCs in the United States

• Consumers recognize that Spirit delivers the best value in the sky, our brand promise to them, 
and choose us at a higher rate than other airlines 

68%
59%

49% 49% 48% 45% 43% 41%
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3Q20 Load Factors(1)

1. Consolidated load factor & capacity for all carriers

72% 64%
58% 56% 54% 52%

45% 42%
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80%

4Q20 Load Factors(1)

The Spirit Brand Is Getting Stronger
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• Our redesigned loyalty programs are 
designed to drive higher revenue and 
additional value for our Guests

• Free Spirit is the fastest way to earn 
rewards and status

• Points, not miles
• Earn on ancillary purchases
• Value-based redemptions 

(flights start at 2,500 points)
• Points Pooling and Points + Cash

Building Even More Loyalty
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Key Highlights
Ted Christie, President & Chief Executive Officer
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Spirit’s Relative Cost Advantage has Grown

16%

31%

75%

107%

74%

50%

67%
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123% 126%
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Spirit’s Relative Cost Advantage Has Grown
S-L Adjusted CASM – Ex Fuel  % Higher than Spirit(1)

1. Cost data based on public company reports for the twelve months ended 12/31/12 and 12/31/2019.  Excludes special items and non-airline expenses for all carriers. Seat weighted stage length 
adjusted to 1000 miles.  Formula = CASM multiplied by (airline stage length/1000)^0.5.  Stage length based on published schedules for twelve months ended 12/31/2012 and 12/31/2019, respectively.  

• Our relative cost advantage allows 
us to offer a price point below the 
current average selling fare, 
stimulate demand, and earn our 
target margins

• Competitors may match our price 
point on a minority of their seats to 
fill their excess capacity, but to do 
so on a majority of their seats is 
acutely dilutive to their results



Ramping Up for Success in 2022

• Sentiment toward air travel is improving
• Case counts declining rapidly
• Vaccination rollouts progressing
• Jurisdictional restrictions easing

• Over the next 12 to 15 months, we will be ramping the operation for recovery

• Expect to reach full utilization of the fleet and CASM ex-fuel <6 cents by mid-2022

• Ancillary revenue per passenger segment remains robust

• With our industry-leading cost structure and improved value proposition, we are 
well-positioned to be among the first carriers back to profitability 
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Improved Brand Image

Continued Strong Liquidity Position
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Key Strengths

Lowest Unit Cost Base in the U.S. Airline Sector

Well Positioned to Manage the Downturn and Lead the Recovery

Proven Ancillary Revenue Model

Focus on Resilient VFR / Leisure Customers

Consistently Among the Best Performing Airlines in the U.S.1
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