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The only metric that matters?

International tourism, World
International Tourist Arrivals, million
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Why insight on our wider business footprint is imperative

@

Global Company — domiciled in m 77,000 colleagues
Germany in 130 countries

@ More than 30 million customers from
31 source markets travelling
to 180 destinations

o Revenues of
gg‘ €18.7 billion*

. Over 300 hotels
Hg Underlying EBITA with 210,000 beds
@ €869 million*

around 140 aircraft

b § i

13 cruise ships

B A FTSE 100
business

Y ag

©

Market capitalisation AN About 1,800 retail shops in

€10 billion** D
Europe

*Based on numbers from FY 2013/14
** As of 13 May 2015
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What is TIMM... and what has that got to do with TUI?

A holistic view of social,
environmental, fiscal and economic
dimensions — the big picture

Impact

Look beyond inputs and outputs to
outcomes and impacts — understand
your footprint

Measurement

Quantify and monetise the
impacts — value in a language business
understands

Management
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Evaluate options and optimise
trade-offs — make better decisions




Assessing our impact across the value chain

e |
with...

OO0 & Q0 O O

Financial ~ Fueluse Supplier Airport Ground Hotels Government and Economic Emission
data data spenddata handlers  handlers municipalities models factors
Electricity Employee TUl Travel  Hoteland  Customers tVaLugtlon
and water  wellbeing TUI staff echniques

use data data

To calculate impacts, across the value
chain
0
@ £)

Economic Tax Social Environmental .
impacts impacts impacts impacts Direct
impacts
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The scope of the project

Flying Fu ‘s most Supporting our hotels to

hieve best practice
carbon-efficient SCTIEVE Bes
aircraf sustainability standards
i Promoting i
~u cngd;uﬁc:ng FIEEE I % = Enabling sustainable
i [ i Il tobe Excursions
_ ourshops  fairerholidays Operating our Greening our 11 colleagues o be T
cruise I coach
= ; ol more efﬁl!]i:nﬂy flest il i sustainable e

tourism

Creating more
sustainable
holidays

Engaging Investing in
customers with tourism skills

sustainable and education

tourism ‘Working with destinations on the
sustainable management of tourism
Protecting biodiversity
and championing
animal welfare

* Detailed analysis of 60,000 customers staying at eight Cypriot hotels

* Measured the impact of every activity - from the moment customers landed in
Cyprus until their departure
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What we learned

Payroll f =~
€16.8m

Profits, intangibles
and investments
€15.5m

Profit taxes

Production taxes
€6.6m

People taxes
€4.3m

Cultural heritage
€100-€17k

Public infrastructure
and services
€111k—€115k

-
Livelihoods @
€976k—€1.9m

Human capital
€696k—€3.6m

€44k

o (@
) €608k
Water pollution
€44k

Water use Land use
€6k €171k

Key

W Negative impact direct M Positive impact direct # Negative impact minimum % Positive impact minimum
Positive impact maximum

M Negative impact indirect [ Positive impact indirect ~ § Negative impact maximum

Negative impact induced Positive impact induced
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Key Findings

Positive economic/tax benefits
have the greatest impact - €84
per guest night.

Greenhouse gases are the most
significant environmental cost.

Most significant social benefit is
associated with ‘on the job’
experience.

Work placements yield the
highest social impact per person.
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Four clear focus areas if TUl is to maximise its positive impacts

1. Increase local sourcing of food and beverages in our hotels and facilitate
greater access to our customers for local businesses and service providers

2. Support skills development and training for those working in our hotels,
particularly through work placements for tourism and hospitality students.

3. Influence destination governments to develop effective sustainable tourism
strategies to protect biodiversity, their local environment, communities and
culture.

4. Reduce greenhouse gas emissions and waste from hotel operations
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1. Developing “greener and fairer” excursions
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2. Supporting skills development and training for hotel workers

o
1 TUI GROUP | lan Corbett V Tu l



3. Drive an increase in local sourcing
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4. Facilitate greater access to our customers for local businesses
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5. Sharing customer insights
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betterholidays

Sustainability at TUI Group betterworld

Reducing the environmental

impact of holidays through

our own operations

Creating positive change for
people and communities

Pioneering sustainable tourism
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