@ Ambassadors

Investor Presentation

July 2011

NASDAQ: EPAX

Ambassadors Group, Inc.
Dwight D. Eisenhower Building
1956 Ambassador Way
Spokane, WA 99224-4001
www.ambassadorsgroup.com

Student Travel

Cultural Exchange and Education
Fun, Adventure and Safety




Safe Harbor Statement Under
the Private Securities Litigation Reform Act of 1995

Thispresentationand related statementsmade by Ambassadorssroup, Inc. managementinclude referencesto information which are
not historical in nature. They are forward-looking statements within the meaning of the Private SecuritiesLitigation Reform Act of
1995 Section27A of the SecuritiesAct of 1933 as amended (the & ! O ané Section21E of the SecuritiesExchangeAct of 1934 as
amended(the & 9 E O K I §/(i3¢S0

Theseforward-looking statementsinclude, without limitation, statementsthat relate to expectationsconcerningmatters that are not
historical facts. Wordssuchasd LINR 286081 fa MBS EA G4 LI HagSal 8O\ yaizSaydRimiBgwords and expressionsare
intended to identify forward-looking statements Theseforward-looking statements reflect our beliefs or current expectationswith
respectto, amongother things, trendsin the travel and educationindustry, our businessand growth strategies,our useof technology,
our ability to integrate acquiredbusinessesand fluctuations in our results of operations

Forwardlooking statementsinvolve certain risksand uncertaintiesthat could causeactual resultsto differ materially from anticipated
results. Theserisksand uncertaintiesinclude factors generallyaffecting the travel and educationindustry, competition, dependenceon
key personneland vendor relationships,our ability to successfullyintegrate the operations of existing or acquired companies,and a
variety of other factors such as periods of international unrest, the outbreak of disease,changesin the direct-mail environment,
protection of intellectual rights, unidentified taxation exposure,recessionweather conditions and concernsfor passengeisafety that
could causea declinein travel demand,aswell asthe risk factors set forth in Item 1A of our Annual Reportfor 2010asfiled with the
Securitiesand ExchangegCommissiono & { %n féerm 10-K and availableat their website www.secgov. Theserisks,alongwith other
factors as may be identified from time to time in our filings with the SEQr in our pressreleases All forward-looking statementsare
expresslygualified in their entirety by thesefactorsand all related cautionarystatements

Any forward-looking statement speaksonly asof the date on which suchstatementis made,and we undertake no obligation to update

any forward-looking statement to reflect events or circumstancesafter the date on which that statement is made or to reflect the

occurrenceof unanticipated events New factors emergefrom time to time, and it is not possiblefor managementto predict all of

these factors, nor can it assesghe impact of each of these factors on the company'sbusinessor the extent to which any factor, or

combination of factors, may causeactual resultsto differ materially from those containedin any forward-looking statement Readers
are urgedto carefully review and considerthe variousdisclosuresmade by usin our reports filed with the SEGhat attempt to advise
interested parties of the factorsthat may affect our business



@) Ambessadors Investment Summary

Differentiated, Premium Product with Life Changing Experiend
Large Growing and Accessible Market
Poisedto Benefitfrom Improving Economy

RobustBalance Sheefind TrackRecord of Returningapitalto
Shareholders

Development Potential andtrategic Opportunities




@ Ambassadors

Leading Student Travel Company

Primary Business FocusOrganize and Promote Travel Programs JaniorHigh
and High School Students

Core Business: Education and Cultural Exchange

Business Delivery: Personal Growth Cultural I1Q
Emotionand Connection Funand Adventure

ddiscovery

/;/} ‘l\\ Other

. o] Businesses
BookRa g%*%@

Primary
Brand

Video Link
https://www.peopletopeople.com/Pages/default.aspx




Program Type

Program Focus

Target Market
Primary Pricing Range
Length

Annual Historical % of
Individuals Traveled

Primary Destinations

Primary Programs

Student
Ambassadors

Overseas
Student Education and

Cultural Exchange,
Primary Profit Driver

Age 10¢ 18

$5,000- $7,000

14 ¢ 21 Days

60%- 75%

South Pacific
Europe
Asia

Student
L eadership

Domestic

Student Education and
Leadership Development,
Lower Margin but Feeder
to Overseas Program
Age 1(c 18

$1,700- $3,000

5¢ 10 Days

15%- 30%

Washington D.C.
New York
California
Boston

—_

Citizens
Overseas
Professional Exchange
and Cultural Exchange,
Natural Extension of

Existing Business Model

Age 45 80

$5,000- $6,500

8¢ 12 Days

5%-10%

China
South Africa
Russia

These Three
Programs
Generated 96%
L 2T [ 2YLJ Yy
Gross Revenue
Receipts in 2010

India




Travel Destinations

7 Continents, 34 Foreign Countries and 10 Domestic Locations

Domestic$
Locations

Central and '
South Americg

‘ Student Destinations (All Brands)
[ 4 Adult Professional Destinations ‘ Antarctica

Travel Presence In Over 100 Countries
(Origin Destination or Visited)




Relationship with People to People Internations

PEOPLE TO PEOPLE

International

Mary Eisenhower, Executive Director

Poace throu
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Operate Primary Student Travel Program Under
Gt S2LIX S G2 tS2L) S¢€ . NI

PTPI is a Nefior-Profit 501(c)3 Organization
Based out of Kansas City, MO

Inspired and Founded by Dwight D. Eisenhower
in 1956 After the End of His Presidency

Legacy of Promoting International
Understanding

AGI owns the Right to Develop and Conduct PTF
Travel Programs for PTPI (KL2 Students
Exclusive; Norexclusive for Professionals,
Adults, College Students, and Athletes)

License and Royalty Agreement Expires 2020, |
existence since 1967 and anticipate to continue

Strong Relationship with PTPI and Congruent
Missions



http://www.ptpi.org/

Clear Business Model

[ Direct Marketing {
Historical Names Lists / Invites and Meetings/ Data Management

&@ga@v Brand Marketing
Alternative Channel Marketing

Affiliations / Licensing

Emotional and Fun
Connection

Education and
Exchange

Product
Delivery

Program Content and Learning
Retention and Delegate Care
Pre Travel Preparation Prog_ram
Travel Experience EXxperience
Teacher Leaders
Alumni Programs

Travel

Upscale
Premium
Product

Safety

Logistics

Air Transportation

Ground Transportation

Hotels and Meals

Safety and Response

Event Planning and Execution




Compelling Results

. Decline Since 2007 Driven
Company Averag@er Personfraveled: T gy

Demand for Student Travel

_l 2006 2007 2008 2009 2010

Total Travelers 43,165 52,659 41,928 34,248 26,657 Student Ambassador
= Programs Seeing

Modest Growth in 2011;
Gross Revenue $5,084 $5,267  $5,420 $5,851 $5,962 Other Programs Being

Travel Programs Retooled to Prepare for

Growth
COGS (3.289) (3.443) (3.580) (3.489) (3.581)

Travel Programs

Stronger Margins

Direct Margin 1,795 1,824 1,841 2,362 2,380 Driven by Leverage in a
) ) Generally Weak Travel
Direct Margin% 35.3% 34.6% 34.0% 40.4% 39.9% Industry; Partially
Offset by Fx Impact
All Operating Costs (894) (950) (1.161) (1.372) (1.870)
and Otherltems, Net Cost Below Margin
(Including OtheBmall Primarily Related to
Operations and Corporate Costs Marketing, Sales and
Other Costs to Acquire
PreTax Netincome 901 874 680 990 510 e
(BeforeTaxes and Special ltems
IncomeTaxes (282) (284) (225) (345) (153) Fixed Costs of Mail,
Print, and Sales Efforts
Special ltems - - (13) (51) (53) Drives Lower Eamings

per Traveler; Leverage
Potential as Trends

Net Income $618 $590 $442 $594 $304 Reverse




29 Million

Primary Direct Marketing Model

Driven by Analytics

US Population of Households With
10¢ 17 Year Olds

Names List and Database

Invite List sSummer
. Supplement with Data
Respond to Invite Appends, Statistical

Fall
Winter

Modeling and Social
Attend Meeting Media/Web Leads

W Starting to Feed Social
§ Media and Web Leads
S\/ Pre Travel Direct to Enroll
Experience \

Travel on Enhancing Retention

Efforts, Pre Travel
FregE / Experience and Post Travel
Engagement with Social
Media and Web

Travel, Family Invite




Broad, National Recruiting Effort

Seattle/Portland

Area Southern

California
Phoenix

Florida

hdSNI nmE: 2F 2dz2NJ SYNRtftYSydga Oz
Strong, Broad Geographic Draw, Over 1,B06rmationMeetings Annually




Differentiated Product Offering

People to People International Affiliation

Mission Based
Historical Legacy of PTPI

Ambassadors Group
Own Important Legacy

Direct to Consumer Model

Education and Exchange

Participant Connection

Affiliation

Program Content
Upscale, Premium Offering

Commitment to Safety

People to People Moments

Bridging Cultures and Fostering Understanding

1956, Eisenhower, Honorary Chairman , 50+ Years of Action

TEACHEROF THE Y EAHR
= PROGRAN

1967, Exclusive Travel Partner of PTPI Through License,
Own History of Firsts, 2002 Spin Off From Ambassadors Internation

\iy Washington

M¥ WORLD STUDIES

Exclusive Offering, Location Grouping, Participant Driven,
vs. Teacher Recruited Model

Commitment to Education, Accreditation and Developing Cultural 1Q

Commitment to Bringing Emotional Connection to Participants, and o

Commitment to Learning While Having Fun, Service Focus SRk

Fully Planned, Costs Inclusive, Deep Content, High Customer Satisfaction

National Teacher of the Year, Washington School of World Studies,
Society for Global Citizens, FOIh, Other World Wide Partners and
Global Relationships

Stateof-the-Art, Outside Review, Contingency Planning and Emergency
Response, Excellent Safety Record on More than 500,000 People Traveled

Pre Travel Experience, Home Stays, Cultural Exchange, Well Designed
Meaningful Offerings, More than Just a Vacation, Behind the Scenes, Active Program




Competitive Landscape

Primary Pricing vs. Primary Destinations In Student Travel

Foreign
. ASA Putney '. .
Passports
P NETC @ Where
. . ATA There Be

Dragons

Discovery AGI Holds the
@ Dominate Position in
PTP/AGI the Direct Recruited,
Premium Product
Foreign Educational
Bremium Travel Space

.ACIS
EF

Explorica

Moderate

Basic/Inexpensive

.Dutward Bound

Presidential ET-OR Envision
Classroom . . ET-IL .
. . KeyCompetitors
NOLS Lead America e
Eavcoeer .

S SO
f.u@u.- WS
e 22

WORLDSTRIDES

World
Strides

Gerber

Domestic

Teacher Recruited Model
Direct Recruiting Model
Size Denotes Estimated Traveler Base




Do o Do Do

To I

Key Marketindstrategy

Travel is Consistently ifop 3 DesiresBoys and Girls, Each Age Breakdown
(812, 1317, and 184)

t F NBY i Qa VeelbRodnNdshndEglthidlly AwareChild Continues
Grow, for Individual Growth and College Preparation

Large and Growing Accessible Market: 29+ Million in Target Age Range,
9-11 Million in Target Demographic

Investment in FutureBrand Positioned as Education Based, Culturally
Relevant, and Safe Experience That Prepares for College and Individual
Development

ExistingStrong Brand Recognitioand Credibility

Multiple Touch Pointand Options Including Leadership and Overseas
Programs

Direct Marketing Still #IRevenue Channel, but Beginning to See Impact of
Social Media and Webn Revenue Sourcing to Enhance Direct Marketing




Marketing Strategy Brand Advocates

A Net Promoter- "How likely is it that you would recommend our company to a friend or
colleague?"

A Promoters vs. Detractors : 10 = Promoter; 8 = Passive; -6 = Detractor

o

Net promoter = % of Promoters less % of Detractors

A G22NIR /fladaé¢ bSG tNRY2GSNI hNBFIYATFGAZ2Y A
USAA have Net Promoter Scores above 60

A Ambassador Programs: 2009 =62.1 2010 =65.1

A Our Programs are Consistently Viewed as High Quality in Content and Service

Note: NetPromoter is a customer loyalty metric developed by (and a registered trademark of) Fred Reichheld,
Bain & Company, and Satmetrix. It was introduceadl 2003 through the Harvard@usinesfReview.




Marketing Strategyc Making a Connection
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MEDICAL DELEGATIONS: EXPLORE, LEARN, HEAL.

Video Link:
https://www.peopletopeople.com/Pages/default.aspx




Poised for Potential Growth

Traveler Counts vs. Coincident Economic Index Scalable Model Ready to
Respond to Travel Market

Rebound- $140 Billion
Travelers Market World Wide

35,000

Core International Student Product
Systems, Names, Data

Management, and Team
in Place for International

30,000

25,000 i Program

20,000 Demand for International
Travel Appears to be

15,000 Strengthening

10,000 | Opportunity for

Expansion in Leadership,
Citizens, Discovery and
Other Programs

All Other AGI Travel Programs

5,000

Social Media and Web
Augment Existing
Revenue Streams

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

CEIl Proved by the Conference Board




Organic Growth Initiatives

Inbound Travelers

Opportunity for Travel
Programs for youth from
Foreign Destination to the US.

Low Barrier to Entry and
Existing Travel Program
Infrastructure

Demand Appears High for
Countries Like China, India,
Mexico for Access to US
Culture, Introduction to US
Education/Colleges,
Leadership and Immersion ESL

Pilot Programs Under Way




