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Disclaimer

This presentation includes forward-looking statements. We have based these forward-looking statements largely on our current expectations and projections about
future events and financial trends affecting the financial condition of our business. Forward-looking statements should not be read as a guarantee of future
performance or results, and will not necessarily be accurate indications of the times at, or by, which such performance or results will be achieved. Forward-looking

statements are based on information available at the t i meewithhresmedtofuturaeventseamdt s a
are subject to significant risks and uncertainties that could cause actual performance or results to differ materially from those expressed in or suggested by the
forward-looking statements. Forward-l ooki ng st atements include, without | i mi hsahdexgpaciationstregdrdingithent s 1

delivery schedule of the aircraft on order and announced new service routes and customer savings programs. Important factors that could cause such differences
include, but are not limited to: the competitive environment in our industry; our ability to keep costs low; changes in our fuel cost; the impact of worldwide economic
conditions, including the impact of the economic recession on customer travel behavior; actual or threatened terrorist attacks, global instability and potential U.S.
military actions or activities; ability to generate non-ticket revenues; restriction on third-party membership programs; external conditions, including air traffic
congestion, weather and outbreak of disease; air travel substitutes; labor disputes, employee strikes and other labor-related disruptions including in connection with
our current negotiations with the union representing our flight attendants; ability to attract and retain qualified personnel; loss of key personnel; aircraft-related fixed
obligations; dependence on cash balances and operating cash flows; ability to hedge fuel requirements; our aircraft utilization rate; maintenance costs; our reliance
on automated systems and the risks associated with changes made to those systems; use of personal data; lack of marketing alliances; government regulation; our
ability to fulfill growth strategy; operational disruptions; our indebtedness and similar obligations; our liquidity; our reliance on third-party vendors and partners;
single fuel provider; an aircraft accident or incident; our aircraft and engine suppliers; changes in the U.S. Domestic, Caribbean and Latin American markets;
insurance costs; environment al regul ations; and ot her r ilGkkandother filiogs withithexc | uded
Securities and Exchange Commission.

I'n addition, in this presentation, the words fibelievdict pofifnpgt enfiealtdomane, i f
they relate to our company, our business and our management, are intended to identify forward-looking statements. In light of these risks and uncertainties, the
forward-looking events and circumstances discussed in this presentation may not occur and actual results could differ materially from those anticipated or implied in

the forward-looking statements.

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.
We assume no obligation to update forward-looking statements to reflect actual results, changes in assumptions or changes in other factors affecting forward-
looking information, except to the extent required by applicable law. If we update one or more forward-looking statements, no inference should be drawn that we will
make additional updates with respect to those or other forward-looking statements.
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Spirit is an Industry Innovator

p

Low total fares (base plus options) drives demand

>

Lowest cost producer in our markets

™

Highest margin performance among our primary competitors

A Disciplined growth strategy has resulted in positive net margin for over five consecutive
years, through volatile economic environments.

>

Many organic growth opportunities - targeting average annual capacity growth of 15% i 20%
over the next several years while delivering operating margins in line with our 3 year
historical range of 15% 1 17%

™

Debt free balance sheet and strong cash balance available to fund growth opportunities

Focused on shareholder returns: _
Pre-Tax Return on Invested Capital*

>

35.0% - 31.8%

30.0% - 28.5%  28.8%2
S

25.0% -
20.0% -
15.0% -

2010 2011 2012 2013

Notes
1. Excludes special items and mark-to-market on unrealized hedges; See Appendix for the reconciliation/calculation details.
2. Adjusted for estimated impact from Hurricane Sandy. See Appendix for reconciliation/calculation details.
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55 Aircraft Serving Over 125 Non-Stop Markets
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Spirit Snapshot

Our business model is different than most other airlines . ..

=
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Core Principle i Keep It Simple

Every decision is driven by its impact to the bottom line
A Treat all customers the same i no special treatment
A One class cabin i no additional training necessary
A One fleet type i crews can work any aircraft assigned

A No waivers & favors i lessens agent training time

Saves Money!
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Core Principle T Run Airline as a Business

Every decision is driven by its impact to the bottom line

A Deploy assets based on highest return potential
A No emotional attachment to any particular route

A Based on demand, serve markets less than daily or seasonally
to meet return objectives

A No value in market share

Increases Profitability!
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Price Above All

What are the most important factors when purchasing airline tickets?
(participants selected up to three factors)

Price

Schedule

Non-stop vs. connecting flight

Luggage charges and other fees

Frequent flier benefits

Extra legroom

Airports served [which area of airport selected]
Reputation of airline service

Business class availability

0 200 400 600 800

Source: elliott.org
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“Growing Acceptance of the Spirit Business Model
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2008 2009 2010 2011 2012
Average Revenue Per Passenger Segment
Non-Ticket $18.61 $25.91 $35.00 $44.79 $51.39
Ticket $94.24 $84.77 $77.39 $80.97 $75.11

Total $112.85 $110.68 $112.39 $125.76 $126.50

2013
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Low Cost, High Choice = Low Total Fare

Spirités a |l a carte revenue structure
pay only for what they value

A Checked bags @
A Carry-on bag \\
A Seat assignment
A $9 Fare Club l
A Big Front Seat ’

A Co-branded credi

A Hotel =
A Rental car m

A On-board drinks & snacks

A Other

11



spi it

airlines

Wor | dos Bleckdt ReMamue Production

Non-ticket innovations allow us to offer low base fares

9
5(()/8 _Ancillary Revenue as a Percentage of Total Revenue(® Non-Ticket/Ancillary Characteristics:
40.4 A Encourages demand stimulation
40.0 - A Customers choose what they value
33.3 A Less seasonal
300 - 7 A Less subject to price wars
/ . A <100% paid by customer
A Provides economic incentives to drive

T Customers bring fewer bags
I Less infrastructure needed
1 Burn less fuel

o
20.0 - 7 low cost behavior
A Example:
I Charge for bags
10.0 - J J
%

N

0.0 . . .
spirit allegiant’ RYANAIR ‘

airlines

Notes Saves Money!

1. Based on public company reports for the twelve months ended December 31, 2013; Definition of ancillary revenue may differ among carriers.. 12
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Low Cost by Design

A Keep it simple i one class cabin, treat all customers the same, no waivers & favors

A High asset utilization
A Maximize real estate on aircraft (seat density)
A High aircraft utilization
A Cost effective use of facilities

A Optimize the variable component of our cost structure
A Flexible outsourcing at stations, especially when first entering a market
A Lease gates on an as needed basis - avoid initial long-term commitments

A Keep a low cost mindset
A Continual pressure to eliminate and reduce costs or get someone else to pay for it
A Unit cost targets communicated company-wide
A Bonus program is directly linked to achieving unit cost targets

Spirit A320 7 19% more seats with

Average Daily Aircraft Utilization(®

. (Hours)
178 Seats Per Aircraft 13.0 12.7
EEEEEE 11.9
meoee
mEEEEE
11.0
<:::f Biefeteietefeiefefefefstefepsuietepauietets 100
. 9.0
jetBlue A320 - 150 Seats Per Aircraft == ietBlue o
Notes serzges’ t J AIRWAYS SOUTHWEST"

1. Spirit and JetBlue per company reports for full year 2013; Southwest derived
from Form 41 reports for the twelve months ended 6/30/13.

13
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Lowest Cost Producer in Our Primary Markets

Spiritdés unit cost advantage is one of

(¢) Adjusted CASM?
20.00 - +89%
Higher than Spirit

18.00 -
16.00 -
14.00 -
12.00 -

10.00 -

8.00

irirt IM- I AmericanAirlines's A DELTA UNITED &
SP. it SOUTHWEST JetBlue MErICaNATInES &

airlines =
Overlap With
Spirit Network (2 30% 17% 61% 21% 31%

Notes
1. Cost data based on public company reports for the twelve months ended December 31, 2013. Reflects mainline operations only. American assumes pro forma results including US Airways for entire

period. Stage length adjustedtoSpi ri t 6s ful |l year 20 1 3niles, foemulagathersitlire CASMIxX €other tirtine stdge 16n§tB / Spirit stage length).?> Stage length for American,

JetBlue, and Southwest from public company reports for twelve months ended December 31, 2013; Delta and United derived from Form 41 data for the twelve months ended September 30, 2013.

Excludes special items and unrealized mark-to-market gains and losses for all carriers shown. See Appendix for reconciliation detail for Spirit Adjusted CASM. 14
2. Based on publicly available data as of 1/31/14 for routes as of May 2014 (includes seasonal service markets). Airports within same metropolitan areas considered single market.
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Pricing Advantage > Cost Advantage Alone

Spirités | ow cost plus nancillary subsi

Average Breakeven Fare Per Passenger Flight Segment!?
($) +335%
250 Higher than Spirit

195

+1929%  T199%

140

+85%

85

56.07

30

T
- - S L \ =
spirit — jetBlue aneicnarines', ADELTA UNITED Q]
airlines SOUTHWEST

Notes
1. Based on public company reports for the twelve months ended December 31, 2013. American assumes pro forma results including US Airways for entire period. Reflects mainline operations only.

Excludes special items and unrealized mark-to-market gains and losses. Calculated as: (Average Stage Length * (Adjusted CASM - Ancillary Revenue per Available Seat Miles) / (Load Factor ). Stage

length for American, JetBlue, Spirit, and Southwest from public company reports for full year 2013; Delta and United derived from Form 41 data for the twelve months ended September 30, 2013. 15
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Spirit Snapshot

Many remaining opportunities for Spirit to grow
without compressing margins

16
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Large Untapped Market in the U.S.

Spirit currently accounts for a very small percentage of the total average
weekly seats for sale in the U.S.

Total Average Weekly Seats

20,000

15,000

10,000

5,000

/ 1.4%

USA! Spirit

Notes
1. As of last twelve months July 2013; USA includes all carriers serving markets within the US. 17
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Putting it in Perspective

The U.S. is comparable to Europe in terms of market size

Average Weekly Seats

20,000 - : . . s
B RyanAir (within Europe only) [ Spirit (within USA only)
15,000 -
10.7%
0
w/ ~300 1.4%
: w/ ~50
10,000 - Aircraft Aircraft
5,000 -
0 _

Europe USA

Notes
1. As of last twelve months July 2013; Europe includes all carriers serving markets within Europe; USA includes all carriers serving markets within the US. 18
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Growth Potential Far Beyond Current Aircraft Order

Many remaining opportunities for a ULCC in the US

Average Weekly Seats Average Weekly Seats
LTM July 2013 2021E?
20,000 -
B RyanAir (within Europe only) [ Spirit (within USA only)

15,000 - ~5.0%
10.7% w/~140
w/ ~300 v]\-//{(;/g Aircraft

10,000 - Aircraft Aircraft

5,000 -

0 .
Europe! USA!

USA?L?

Notes
1. Europe includes all carriers serving markets within Europe; USA includes all carriers serving markets within the US.
2. Assumes Spirit seat growth based on fleet order book as of August 2013 and 5% growth in total avg. weekly seats for all other c

19






