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o CLIMATE ACTION OVERVIEW

The 'Paris Agreement' calls for limiting global average temperature increase
to below 2°C - This requires fundamental change

The 'Paris Agreement'

?\
[ GiCO,e/year 55 Current policy
projections would lead
to significant increase in

global warming
The 'Paris Agreement' aims
38 at limiting the increase of
global average temperature

to well below 2.0°C
compared to pre-industrial

countries!) signed
the agreement

USA recently re- 26 levels
ICAO2 Member States have joined the 'Paris
adopted a Long term global Agreement’

The vision calls for a

limit in the increase to
1.5°C

aspirational goal (LTAG) fo align
with Paris agreement on
net zero objective

Oct-2022

2000 2005 2010 2015 2020 2025 2030

1) As of January 2021, 194 states and the European Union (EU) signed the agreement, of which 189 states and the EU eitherratified oracceded to the agreement
2) International Civil Av iation organization

Source: Climate ActionTracker, UN, Roland Berger ‘ 4



O CLIMATE ACTION OVERVIEW

Across all sectors, companies declare sustainability is a top priority, driven
by both internal and external factors

Drivers for sustainability focused strategies

Regulatory
compliance

Fulfilling legal requirements and
pro-actively anticipating
upcoming regulations (avoid
penalty fees)

CO, and GHG
emission regulation
becomes tighter
year by year in
almost any country

All major European
regulations
regarding fravel-

reduces cruising
speed, and new
norms

Investor &
risk mitigation

B 2

outlawing short-haul,

Investors, bankers & insurers are
less eager to be exposed to
fossil-based assets

BlackRock
announced
disinvestments in
companies with
sustainability -
related risks

European
investment bank is
tostop funding all,
gas and coal
projects at the
end of 2021

Large clients want toreduce
value chain carbon footprint,
customers want sustainable low
carbon products/ services

71% of travelers are
ready fo make more
efforts in favor of
sustainability for their
next vacations

Leading corporates
QCross various
industries drive
sustainability and
raise thebar-e.g..
Lufthansa green
compensation

— Consumers' & large dazed Conviction
Qﬁ 3 clients' expectations 5:" Q

Preserving environment,
developing society and being
aresponsible corporate citizen

I\
w

Following the World
Tourism
Organization
commitment in
favor of "clean,
sustainable tourism"

Purpose: "to achieve
a more sustainable
and inclusive world
for all*

Sustainable
Hospit ality Alliance

Source: WEF, Der Spiegel, Bloomberg, Tagesspiegel, Twitter, New York Times, Los Angeles Times, MSCI, AQR, BlackRock, JPMorgan, European central bank, Debevoise & Plimpton Latham & W atkins Global ELR, Company information \ 5



o CLIMATE ACTION OVERVIEW

Climate action pays off - Companies that lead in combating climate

change already have better market performance

Indexes trend (base 100) of companies leading on climate change vs overall

350
Value gap
expected
300 to increase
along the
years
250 .
+120%
(00
150
STOXX®
Global 1800"
100 =—— I
2015 2016 2017 2018 2019 2020 2021 2030

@ % change 2015-2021

1) Representation of the world's most dev eloped markets with a fixed number of 1,800 components, 2) Based on the CDP “Alist” database (also Climate Performance
Leadership list), includes carbon leaders who are publicly committed to reducing their carbon footprint

Source: Stoxx,CDP, Roland Berger

e Global Climate Change
Leaders performances
have seen +120%
market v aluation ov er
last 6 years

» Performance is currently
almost double those not
dedicated foclmate
action

* Value gap shows
constantly increasing
trend in the future



0 CLIMATE ACTION OVERVIEW

Countries struggle to reach net-zero pathway and politicians are planning to
enforce emission reductions, bringing risk to businesses and profits

Carbon price per ton CO, emissions and profits at risk [USD; %]

Carbon price per ton CO,e [USD]

[%] Profits at risk

280 0
-5% 250 o
240 \\ 6
205
200 49
160 -20%
= -25%
120 el o
-30%
s 35%
80 e
V
-40%
40 -E()7
YU /0| 45%
0] -50%
2020 2025 2030 2035 2040 2045 2050
== Carbon prices (forecast for dev eloped markets) == Profits at risk

Source: |IEA World Energy Outlook 2021, desk research, Roland Berger




o CLIMATE ACTION OVERVIEW

Investors' expectations rise towards companies' sustainability — Public
reporting is precondition to tap into equity/debt capital

Politics & finance are pushing towards a sustainable future

Saving our planet, lifting people out of poverty, advancing
economic growth...these are one and the same fight. We must
connect the dots bet ween climate change, waterscarcity,
energy shortages, global health, food securityand women''s Assets under management (AUM)
empowerment. Solutions to one problem must be solutions for all. in the U.S [USD bn]

Ban Ki-Moon, Eighth Secretary-General of the United Nations

lintendtoput forward a strategy for green financing and a
Sustainable Europe Investment Plan. [...] The Sustainable
Europe Invest ment Plan will support €1 trillion of invest ment
over the next decadein every corner of the EU.

Ursula von der Leyen, President of the European Commission

The commitments we are making todayreflect our
conviction that allinvestors [...] must seriously consider
sustainability in t heirinvestments.

Larry Fink, CEO BlackRock 1995 2010 2018

1) Thisincludes assets whose managers apply various ESG criteria in theirinv estment analysis and portfolio selection
aswell as assets held by institutionalinvestors ormoney managers that filed or co-filed shareholderresolutions on ESG issues

Source: BlackRock, European Union, United Nations, US SIF Foundation ‘ 8



° CLIMATE ACTION OVERVIEW

Against current ambitions, travel CO, emissions — accounting for ~5% of global CO,
emissions— are expectedto increase by +25% between 2016 and 2030

Travel CO, global footprint (2005-2030)

Travel CO, emissions breakdown
[2016 estimate; %; GtCO,)]

Other tourism activities

Accommodation

21%
(0.34)
Airtransport
A ~7% of global CO,
Othertransport (0.05) emissions
incl. Cruise
(38 m tons
of CO,in
2015) 32%
(0.51)
Car

Source: UNWTO & ITF 'Transport Related CO2 Emissions of the Tourism Sector' (2019), ICCT 'Greenhouse gas emissions from global shipping' 2013-2015 (2017)

Travel-related transport emissions
[GtCO,; % of all man-made emissions]

Total man-
made emissions 26.4 32.1 37.8
2.0
(5.3%)
1.6

(5.0%)

2005 2016 2030



o CLIMATE ACTION OVERVIEW

Indeed, fravel's overall impact on the environment, mainly due to aviation,

remains high

Key facts on travel i mpact (latest available datq)

4

Aviation
fravel

~2.6% Share of global CO, Share of global CO,
g emissions emissions

~92 y  Ailine contrails' Number of passengers
conftribution to global pre-Covid-19

warming multiple,

compared to CO, (hon-

CO, effects: nitrogen _ NS
oxides, water v apor, soot Number of cruise ships in
and black carbon) the world

Source: Desk research, Sustainable Hospitality Alliance, Roland Berger

Hospitality

= .4% Share of global CO,

18%

8 x

emissions

Share of food bought by
hospitality and food
service wasted annually

More water used by
tourism than local
population in some
locations
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Q OUR FIVE COMMITMENTS TO ACTION

Five urgent actions for
multiple stakeholders
have been identified

OUR
S5 COMMIT-
MENTS
TO ACTION

1

Collaborate
within
industries,
ACross
industries and
between
public &
private entities

g

Offer and commitio carbon
reduction and compensation
plans for every sector

Increase people's engagement
towards limiting their individual
negative environmental impact

Prioritize investment to develop
sustainable travel

Improve social impact &
leverage humanresources
adequately



0 G COLLABORATION

Accelerating collaboration — especially across sectors — has become an
imperative for the travel indusiry o do more on sustainability

Commitment #1: Collaboration as a transversal pillar to all other commitments

Collaboration Collaboration
within industries across industries collaboration
Cooperation <
status

« Createa /create an

» Furtherdevelop » Define
norms, labels & certifications

new sustainable

takinginto travelinitiatives
account OTA, transportation, « Furtherdevelop
stay, efc.
& innov ation tools e Create new

0 —> eec Cooperationstatuslevel appreciation



0 g CARBON REDUCTION AND COMPENSATION PLANS

Actionable levers

Every sector can do much more to reduce and compensate for carbon

emissions

Commitment #2: Offer and commit to carbon reduction and compensation plans for every sector

Governments & regulatory bodies

Monitor

Compel

Regulate

Define common standards to measure and report CO,
emissions in each industry

Define the data to be consolidated to monitor
decarbonation & offsetfing

Promote a restricted number of labels to avoid
consumer confusion due to overload

Convert Net Zerorecommendations into legal
obligations for companies (e.g. carbon tax)

Impose specific standards in the construction of new
buildings

Accelerate replacement of highly polluting travel
modes (e.g. short-haul air routes; heavy fuel-powered
cruise ships) through regulation

Fund the development of sustainable networks (e.g.
installation of electric charging stations on the road)

Companies

Improve
operations

Use
alternative
energy

Improve
existing
infrastructure

Develop new
technologies

Develop carbon compensation plans
Infroduce energy management systems (automatic LED lighting,
self-adjusting thermostat, etc.)
Use water management systems (regulators, low-flow dispensers)
Implement sustainable sourcing (e.g. food, sheets'cotton, efc.)
Measure & reduce waste (e.g. food, toiletry)

Eliminate plastics & reduce packaging

Use routing .
optimization tools
Implement piloting

Opftimize ifinerary
planning

Infroduce
transport
alternatives (e.g.

assistance shared mobility

services) )
Deploy SAF + Deploy LNG * Produce own O-
(sustainable (liquefied emission energy
aviation fuel) biomethane)

Decarbonise
airport energy
supply

* Transitionto battery

systems/fuel cells

+ Develop hybridity

(e.g. photovoltaic)
Purchase 0-
emission energy

Maintain & .
optimize fleet

Install shore-side
power infrastructure
in all ports

Improv e building
thermal
performance
Enhance building
control (leaks, etc.)

Develop more .
sustainable aircraft
Develop electric &«
hydrogen
propulsion

Designships for
greater efficiency
Develop Shore
PowerTechnology

Design sustainable
buildings



0 g CARBON REDUCTION AND COMPENSATION PLANS

Of late, many concrete actions have been undertaken by private travel
companies towards sustainability and curbing carbon dioxide emissions

Examples of carbon compensation and reduction corporate actions

Hospitality

Energy renovation

M RADISSON

HOTEL GROQUP

e 56+ Radisson properties running 100%
onrenewable electricity in 2021

» 500+ electric cars charging stations
installed in 2021

* Move forenewable energy in 2022 in
South Africa (14 buildings): rooftop solar
panels, energy-saving minibars, etc.

Ecodesign

»-
ACCORHOTELS

* Reflection on the entire life
cycle of a building

» Joe&Joe Paris opening in 2019: first
building to receive BBCA label certifying
an exemplary carbon footprint: wooden
recyclable structure, geothermal
heating, rainwater collection, energy
regeneration elevator technology, etfc.

Source: Desk research, Roland Berger

AIRFRANCE 4

¢ Announcement of a new partnership with
fuel efficiency solutions provider
SkyBreathe®, which uses Big Data, Al &
Machine Learning to analyze flights data

e |t provides provides a series of
recommended actions that can reduce
the total fuel consumption by up to 5%

easyJet

¢ Implementation of Airbus new systems -
the "Descent Profile Optimization" (DPO)
and the "Continuous Descent
Approach" (CDA) - which allow the
aircraft to descend from cruising altitude
using idle engine speed, thusreducing
CO,, NOx and noise emissions

INTERNATIONAL
AIRLINES
GROUP

e Compensation of IAG's top 60
executives linked to certain
sustainability metrics

e Created by a newly-created board
sub-committee that focuses on
sustainability goals

& Lufthansa

* When booking, Lufthansa offers its
customers the opportunity to offset the
flight's CO, emissions by contributing to
climate protection projects or using
sustainable aviation fuel

e Lufthansa aims to be CO,
neutral by 2050

A

SAAAAS

G
LNG-fueled ships

1)) PONANT

¢ Launch of the first high-polar exploration
vessel powered by LNG (liquefied natural
gas), Le Commandant Charcot, in 2021

* Ponant is now developing an eco-
designed cruise ship concept that will
have no impact on the environment
when sailing

Cruise

Shore power

CS%a

* 31% of the fleet equipped with shore
power connection, ships being
connected in port fo onshore power
supplies that provide electricity for on-
board services, allowing diesel
generators to be switched off.

¢ Addition to +5 more ships
in progress



0 g CARBON REDUCTION AND COMPENSATION PLANS

Policy makers have implemented a wide variety of support mechanisms to
help fravel sector become more sustainable

Examples of state-initiated carbon compensation and reduction policies

Carbon compensation
—
—/—\ plan in Costa Rica

« Launch of a first-of-its-kind carbon
footprint calculator that
encourages tourists to offset their
emissions from air and land travel

+ Developed by the National Forestry
Financing Fund (Fonafifo) with
support from the Costa Rican
Institute of Tourism (ICT)

N

e 1.3 million hectares of forest recovered
* 8 million frees planted

* Only counfry in Central America whose forests have increased
over this century

Source: Guide Pratique Grands Sites de France 2016, Taz.de, Roland Berger

Deutsche-Bahn EUR 9
illimited ticket, 2022

 State initiative —in collaboration
with Deutsche Bahn —to offer
summer 2022 tickets at EUR 9/month
totravelthroughout Germany

N

Real success with 52+ million fickets sold

20% increase of fravel in Germany compared to previous
period

2x fravel volume in rural areas within first 2-months, compared
to 2019

1.8+ miCO, saved



Q e ENGAGEMENT TOWARDS INDIVIDUAL IMPACT

Millennials and Gen Zers are the most important upcoming target groups -
They define sustainability as an important purchasing criterion

Social pressure reflected in changing consumer behavior

Activism & social pressure Consumer behavior M Prefertobuy from Ml Wilingto pay more for

sustainable brands [%] sustainable products [%]

'‘Our house is on fire' 73

Greta Thunberg, 16, urges
leaders to act on climate at
World Economic Forum, 2019

L — |

Generation Z Millenials Generation X Baby Boomers  Silent Generation
(born after 1997) (1981-1996) (1965-1980) (1945-1964) (born before 1945)

* Social pressure also reflected in a generational shift in v alue of
sustainability in consumer behav ior

Protesters march to demand action against global

T e e e * Young generations are willing to pay more for sustainable products

Source: The Guardian, SBS New s, Pew Research Center, First Insight, W orld Resources Institute, Roland Berger \ 17



Q e ENGAGEMENT TOWARDS INDIVIDUAL IMPACT

Travelers say they are more committed than ever to sustainability with ~71%
ready to make more effort, but easy access to information must be improved

Travelers opinions and declarafions

Did not know Do not know how

Determinedto Look for Have already sustainable to find
make more information stayedina accommodation sustainable
sustainable about sustainable existed - among accommodation

fravel choices sustainable property fhose who -among those
than what travel overthe did not stay who did not

they did before past year in one stayin one
before they book last year last year
40% | ‘
38% 46% 31 % 29% ‘
Il IE)
Readyto Confirmed Intend to Would feel Would
make more they have stayina betterin a review the
effort seena sustainable sustainable sustainability
iNn the next sustainable property property effort of a
yearin favor touristic at least once than property they
of more place in the coming anywhere else want to book
sustainable year if it's easily
v acations accessible

Source: Booking.com, Roland Berger



o e ENGAGEMENT TOWARDS INDIVIDUAL IMPACT

Regulatory bodies & companies have a critical role to play in shifting and
increasing engagement towards limiting individual environmental impact

Actionable levers

Commitment #3: Increase people’s engagement towards limiting their individual negative environmental impact

Governments & regulatory bodies

Inform

Protect

Promote

Communicate on & factualize carbon impact (e.g..
launch a carbon footprint calculator for tourists)

Leverage social media to promote travel best practices
(e.g.. Tiktok, Instagram)

Develop applications to deliver a Code of Conduct to
protect biodiversity in an educative way

Protect overexposed areas & limit capacity for
vulnerable destinations

Encourage conservation practices (e.g.. organize large-
scale plastic collection campaigns)

Promote lesser known/ emerging destinations to avoid
overtourism (e.g..publicly highlight sustainable
destinations with competitions, guides, labels)

Reference slow-travel service providers based on
acknowledged labels

Encourage people to use alternatives to airplanes/car
travel (e.g.. offer discounts on railway services, grand
bonuses on electrical car purchases)

Set dissuasive regulation (e.g.. tax on flight bookings
increasing with the number of flights taken per year)

Companies

communi- * Provide tourists with individual carbon consumption
cate & be metrics
fransparent * Highlight sustainable initiatives taken by the company

* Encourage travellers to offset their carbon emissions (e.g..
Encourage set carbon offsetting option as an opt-out rather than an
acfion opt-in on websites)

* Encourage individual best practices (sparing water,

turning off lights, reducing food waste, etc.)

 Offer multimodal solutions to travellers, highlighting best
Adjust alternative in terms of carbon impact
offering « Adjustlength of proposed trips to limit overtourism (e.g..

competitive prices on longer stays, bundles)

* Reduce high carbon footprint elements in the offer (e.g..
eliminate meat in menus)



0 e ENGAGEMENT TOWARDS INDIVIDUAL IMPACT

As a new sense of responsibility emerges among consumers, many
sustainable habit examples appear

Responsible travelers' habits examples

Swedish flygskam —
flight shame

+ Anfi-flying movementborn in Sweden
& gathering pace in Europe

+ Ambition toinfluence future policies,
raise awareness at an individual level
& reduce unsustainable actfivities
regarding traveland leisure

- High-lev el academics supporting a
flight reduction campaign

The German way to
responsibility

+ Initiatives to fulfill tourists’ desire for
responsibility at local and nafional
level, publicly highlighting sustainable
destinafions (competitions, guides,
labels) & adapting offers to most
committed tourists ("green city cards”,
transport offers, development of eco-
travel at local level)

Internationalreductionrate of aviation
fransport when a high-speed train line open
on the sameroute

N N

80%

» 23% Swedes' air travelreduction * 42% increase in >30 km train fravelsin the country in 2022
* Movement spread in many different countries — UK's flight- vs. 2019
free campaign, short-haulflights ban in France, eco-taxes, * 104% increase of travel volume in rural areas in 2022 vs.
etc. 2019

Source: Desk research, WW FSw eden, Roland Berger | 20



0 O SUSTAINABLE TRAVEL INVESTMENTS

Actionable levers

Stakeholders play an important role both by investing directly in sustainable
solutions and by guiding external investments

Commitment #4: Prioritize investment to develop sustainable travel

Governments & regulatory bodies

@ Invest
Incentivize &
regulate

Create a budget/ a fund dedicated to fravel

Invest in sustainable fravel segments (e.g..
high-speed railway routes, multimodality,
etc.)

Implementfiscal measures to encourage R&D
(e.g.. Research tax credit)

Create new favorable accounting norms for
ESG investments (e.g.. green energy
surcharge reduction)

Invest to createlabels, norms for the travel
industry to get an holistic view on innovation

Companies

Invest

Develop new
standards &
business models

Incentivize
management &
shareholders

Invest in lower carbon energy (e.g.. SAF for
aviation, LNG for cruise, renewable energies
for hospitality)

Invest in current infrasiructure improvements
(e.g.. improve buildings' energy efficiency)

Accelerate research into new technologies
(e.g.. hydrogen propulsion)

Create new financialtools (e.g.. fransition
bonds)

Adapt business models (e.g.. create new
sustainable hospit ality offers and services)

Have processes cerlified by independent
third parties to give confidence to all actors
including customers

Include concrete and quantified ESG
objectivesin managementbonus
calculafion

Use Long-Term Incentive (LTI) programs to
incentivize investors

| 21



0 0 SUSTAINABLE TRAVEL INVESTMENTS

Sustainable fravel is fueled by green investments - e.g.. Transition Bonds for
airlines, LNG cruising vessels fleets, topography-led hospitality development

Green investments initiatives around the world

JAL Transition Bonds Carnival shift to LNG1) The Emirati initiative

e World's firstissuance of
Transition Bonds in the whole
aviation industry by Japan
Airlines (“JAL") in 2022 in order
to align with Paris
Agreement's goals

* Heavy investments in LNG by
Costa Group, an ltalian-
based subsidiary of Carnival
Corporation, as the whole
industry is changing

* Ambition to align the industry
with the needs of sustainability
& release the pressure on the
industry's players
(demonstrations, bans, etc.)

¢ Announcement of a sustainable
development initiative in 2021
by Ras al Khaimah, an emirate
of the United Arab Emirates

e Ambifion to create a new visual
identity for regional travel — with
focus on natural topography
and diversity rather than on
luxury services — & develop an
eco-principled hospitality

industry
* JPY 10 bnissued - 1sttime in the « 25%in CO,reduction for a v essel with - USD 136 m invested in the sustainable
industry LNG compared with diesel tourism plan
e Innovation on CO, reduction and SAF » EUR 20 bninvested at industry-levelfor « 20 sustainable initiatives considered
» Development of a fuel-efficient cleaner ships across the emirate

aircraftsfleet

1) Liquefied Natural Gas

Source: Desk research, Roland Berger

| 22



0 e SOCIAL IMPACT & HUMAN RESOURCES

Travel industry faces huge social challenges, going from employee
dissatisfaction to negative impact on local communities

Social challenges in travel

Challenges start with employees...

Poor working conditions
» Issues of misireatments

+ Worsening working conditions
(e.g.. 2022 airport crisis putting
strain on remaining staff)

* Increasing number of strikes
reflecting workers dissatisfaction
(e.qg..railstrike actionin the UK &
France, call for strikes in airports in
the US, Belgium & Spain in 2022)

Loss of sense of
purpose at work

* Unexplained or

Lo S opmeT i Unattractive pay &
opRorUgites @ i\e) job vulnerability

Fggffflﬁgbj'gg * Less advantageous
offers, working employmentterms and
fromhome, efc.) confracts (e.g.. with
- low-cost airline business
model)

Asa result, industry currently suffers from heavy staff shortages (in 2020, 62 m
traveljobs were lost globally, representing a drop of 18.5%)

Source: World travel & Tourism Council, desk research, Roland Berger

* Poor waste management
(e.g.. ~3000kg found
e each yearin Mt Everest)

R * Pollution of fragile areas
‘\
(42

* Disappearing of

cultures, poor
understanding of
local customs
(e.g.. UNESCO
case study on
the impact of
tourismon
Viethamese
culture)

* Damaging activities (€.g.. Vince big
cruising ships in Venice damaging
the city’s heritage because of
erosion, though crusing industry only
represents~4% local GDP)

| 23



o 6 SOCIAL IMPACT & HUMAN RESOURCES

Actionable levers

Improving social impact and leveraging Human Resources can be done in
multiple ways - Management is sustainable first and deploys 360° education

Commitment #5: Improve social impact & leverage Human Resources adequately

Governments & local authorities

* Launch industry-wide educational programs (e.g..
online MOOC, free programs across schools)

e Communicate adequately to change travel industry
jobs'image (e.g.. fund TED talksin Universities)

* Promote adult education (career changes,
reeducation with focus on digital tools, etc.)

e Focus on professional insertion (e.g.. immersion training
programs for refugees, reinsertion workers)

Educate

* Adjust minimum wages

e Subsidize travel companiesin need in order to ensure
job maintfenance & payment of wages

e Develop a regulatory framework for new ways of work
(remote work, digital nomads, etc.)

Regulate

* Recruitlocal communities (e.g.. as four guides for
culture transmission)

* Engage local communities in the planning process &
co-design sustainability goals (e.g.. a committee
composed of delegates on a voluntary basis)

¢ Promote cultural heritage (e.g.. school programs to
learn local dialects)

Companies

Afract

Retain

Train/Educate

Change travel industry jobs' image through
communication (e.g.. University classes, social medial)

Offer attractive compensation

Adapt contracts to new generation's needs (part-time
& remote work, flexibilityin working hours, digital
nomads, etc.)

Think about recruiting from local communities

Build trust by creating a pleasant, respectiful working
environment & provide employees with all necessary
tools

Communicate about career pathing & create
attractive promotions

Give a sense of purpose to employees' work by
engaging them in sustainability plans, actions &
decisions

Create adequate training programs, including on
sustainability

e Providelong-term tfraining, straight after graduation, fo

attract, retain and engage young people (e.g..
Graduate Programs)

| 24



0 e SOCIAL IMPACT & HUMAN RESOURCES

As new social & environmental challenges arise, new social impact initiatives

are being taken

Social impact initiatives around the world

access to hospitality jobs

* Plafform Hospitality Unite launchedin
Oct-22, aiming at supporting refugees
and their families getting accessto
hospitality job opportunities, backed by
Sustainable Hospitality Alliance

* Platformproviding a centralized space

and a simple online system for refugees
to apply and interview for roles while in
transit

N

* |nitiated as a pilot for Ukrainianrefugees

» Jobs from leading brandsincluding Radisson Hotels Group,
Accor and IHG Hotels & Resorts hav e already been posted
on the platform

Source: Roland Berger desk research, Sustainable Hospitality Alliance

Platform helpingrefugees get

for hotel brands to post job opportunities,

Ecotourism projectincluding
local communities in Mexico

» Mexican Civil Council for Sustainable
Forestry launched an ecotourism
experimentin the Amanalco-Valle de
Bravoregion

+ Ambifion to preserve 35000 hectares of
forest preserved with activities focusing on
the wildlife; ambition to involve indigenous
communities as tour guides and keepers of
traditional cultures, as well as create jobs

N

« 60 permanent jobs created
« 40 days per tourism worker dedicated to forest
preservationin a year

| 25



Finally, the tfrend towards action is appearing

Journey to ESG success

b e
A =%
Frii?oaci Awareness Pilots Rollout o
+ 360° awareness: + Multiple localinitiatives » Global cooperation within
» Tourist and locals * Successes & failures industries, across industries,

» Private operators First quantitative criteria n public &
« Public / regulatory First regulation private
authorities » EstabfShed regulation
+ Wofldwide & efficient
initiatives
* Investments at scale

\ 4

2020 Time



Let's stop talking — Just Do il

<

Clear and

fze ﬁgﬂ coordinated
X A\ communication

Raise awareness
Educate, maximize

Strong States /
UN / regulatory

Cross-sector

CO"CIbOI’Cﬂ'.Ion body Support use of Techno|ogy
Break the §|Ios UNDRR, UNWTO., WTIC, among shareholders,
— associations, ICAO, IMO, staff, clients,
governments, |IATA, Sustainable media
= PO Hospitality

Alliance,
etfc.

- Management
mindshift

____________

------------ Investments
made at scale

Create global
financing vehicles

Systematic

measure & reporting
Reach a consensus

(e.g.. funds), Measuring tools &
Expand the meTrjcs, data
definifion of fravel collection, KPIs for | N
n partnership with

progress
ifeleigle

iNnvestment

“ Roland bl Trorenl & Fourkssm
Resillence
/A m:;ﬁ;d BEFQEF . 6’



LET'S
CREATE
IMPACT

Your Climate Action Team

In partnership with

Roland ok Trizsl & Tommrbarn
/A WORLD BEFQEF ' 6‘ Resilience
Fon Trsaed ’ Council
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DIDIER BRECHEMIER .;,

Senior Partner - Global Head of Tl\ans:Zortation & Logistics

Roland Berger
didier.brechemier@rolandberger.com
+33 6785171 32

SEBASTIEN MANCEAU
Senior Partner - Tourism & Retail

Roland Berger 3
sebastien.manceau@rolandberger. com
+336752201 76

LOUIS GENDRY ¢
Principal - Consumer Goods & Retail

Roland Berger
louis.gendry@rolandberger.com
+336719909 71
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CHRISTIAN DELOM
Secretary General

AWorld For Travel =l
christian@aworldfortravel.org '
+33 6173170 30

LAURIE MYERS
Global Strategic Development

Resilience Council/Jacobs Media ‘ :

laurie.myers@jacobsmediagroup.com
+1949742-9648




