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Need of responsible corporate action

Responsible corporate action towards ... is considered to be particularly important

... employees
(e.g. appropriate salaries, equal treatment for men and
women, training ...)

... regional suppliers
(preference of regional products ...)

... future generations
(i.e. production with respect to climate and nature ...)

... international suppliers
(i.e. fair prices, no allowance of child labor ...)

... regional social projects
(e.g. support of , nursing homes, playgrounds, sport
clubs ...)

... people being in social need and distressed
(z.B. humanitarianaid, aid for disaster victims...)

Quelle: GfK Compact; Omnibusumfrage im Auftrag des GfK Vereins (August/September 2009, 2.004 Personen)
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The financial and economic crisis caused a lack of trust

Trustworthiness of providers is questioned more strongly

Learning: ,,Blind trust is wrong.“

Consequences:  Well-founded trust becomes more important. &

- Reliability

- Creditability

- Inteqrity

- Responsibility

(vearning to more social equality, fairness, moral)

Traditional brands, German and regional products as well as organic

products and fair trade increased sales further in 2009*

Source: Focus Groups conducted for the GfK Association (May 2009) *) GfK ConsumerScan
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The share of tourists with affinity to CSR among the traveling
German households increased further despite the crisis

2008* 2009*

Travelactive

i i - o)
households 22.5 mio. 21.9 mio. 2,4%

CSR

households

interested

* tourist year Nov-Oct m

Quelle: GfK TravelScope 20.000 Households
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Tourists with affinity to CSR stabilized the travel market in 2009 and
pushed the trend towards domestic tourism further ahead

Value Sales
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CSR-affine households showed an above average growth in
segments like city trips, cruises and travel agency booking

City trips ®

Hotel/Accommodation Travel agency booking @

I

Package holiday Cruises

4/5 Stars ®

® Beach holiday

® Online booking

® All inclusive

March 2009
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The Research Approach: Single Source Analysis on Travel Behavior
and CSR requests and images

(GfK TraveIScope\ m
Continuous Basic survey and
consumer tracking analysis on CSR in
on holiday cooperation with
behaviour at Roland Berger

\ 20,000 householdy KZO’OOO househoIdSJ

fTarget Group Survey \

1000 traveling households, each

Topics: Demands on CSR and
assessment of

=Tour operators

=Transport services

\-Tourist regions ) ﬂflj{
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Tour operators are primary expected to be committed to ecology as
well as secondarily to social issues

9|
: agreement in % of
What tour operators should be committed to traveling households *
Nature conservation and preservation of unspoiled 77
... Dbiotopes =
Save of energy, water, other resources 80
76

Support of education and training 43

Preservation of buildings, memorials and cultural
inheritance

50

Clarification as regards health and support of a healthy
lifestyle (e.g. against obesity, AIDS)

Local/regional economic development (fair trade...) 16 48
" Social standards, working conditions at providers and @
business partners 26

* Topboxes (4/5)
- = very strong

Source: ad-hoc study conducted among GfK TravelScope panelists, Dec. 2009
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Climate protection is chiefly what transport services are expected to
be committed to

_ : agreement in % of
What transport services should be committed to traveling households *

Nature conservation and preservation of unspoiled 70
e l____________biotopes £l
Save of energy, water, other resources 84
86

Preservation of buildings, memorials and cultural
inheritance

Clarification as regards health and support of a healthy e
oo __________lifestyle (e.g. against obesity, AIDS) J&
Local/regional economic development (fair trade...) 14 44
~ Social standards, working conditions at providers and 63
business partners 26

* Topboxes (4/5)
Source: ad-hoc study conducted among GfK TravelScope panelists, Dec. 2009 - = ey el
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Tourist regions uppermost score with commitment to nature
conservation but also to cultural promotion

agreement in % of
What tourist regions should be committed to traveling households *
Nature conservation and preservation of unspoiled S 90
e ie________biotopes &2,
Save of energy, water, other resources 86
82

Preservation of buildings, memorials and cultural
inheritance

Clarification as regards health and support of a healthy
lifestyle (e.g. against obesity, AIDS)

Local/regional economic development (fair trade...) 21 58
" Social standards, working conditions at providers and 59
business partners 25

* Topboxes (4/5)
Source: ad-hoc study conducted among GfK TravelScope panelists, Dec. 2009 - = ey el
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The greatest demands are placed on tourist regions in general

Top box 4/5

—&— Tour operators

—®Transport services

—— Tourist regions

Nature conservation and preservation of unspoiled
biotopes

R

[

Save of energy, water, other. resources

xe

Preservation of climate / avoidance of air pollution

EmEarey

Fight against poorness and hunger

=~

Support of education and training

Promotion/support of art and culture

—

Preservation of buildings, memorials and cultural
inheritance

epidemic control, aid in case of natural disasters

<
adl

Clarification as regards health and support of a healthy
lifestyle (e.g. against obesity, AIDS)

-

_—

Local/regional economic development (fair trade...)

Social standards, working conditions at providers and
business partners

20 3

Source: ad-hoc study conducted among GfK TrvelScope panelists, Dec. 2009

70 8

0

90
M= Lk
ﬁﬂk
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Corporate Social Responsibility is equal to ecology in terms of

tourism
Tour Transport Tourist

Total The most important issue operator services regions
- 30 |Naturschutz und Erhaltung urspruglicher Lebensraume 12 (15)
- 22 Klimaschutz / Vermeidung von Luftverschmutzung 15 10 (13)
- 18 Einsparung von Energie, Wasser und sonstigen Ressourcen 16 @ 15

10 Einsatz fir soziale Standarts und Arbeitsbedingungen -
. bei Zulieferern und Geschaftsparnern (22) 9 6 (8)
I 6 Bekampfung von Armut und Hunger 7 4 6
I 4 Erhaltung von Bauten, Denkméaker und kulturellem Erbe 5 1 5
I 4 Lokale und reginale Wirtschafsféderung in 4 3 3

unterentwickelten Gebieten (fair trade...)

I 3 Forderung von Bildung und Ausbildung 4 4 2
‘ 1 Unterstlitzung / Férderung von Kunst und Kultur 2 1 1

() = CSR-interested
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The big tour operators do not have any CSR related image, yet

Image of tour operators in terms of CSR ——TUI —© Alltours = ITS —A Neckermann - Studiosus
(“To what degree is ..... committed to the below mentioned issues”

Nature conservation and preservation of unspoiled /‘
biotopes

Save of energy, water, other. resources \. > o

Preservation of climate / avoidance of air pollution

[

Fight against poorness and hunger

Support of education and training

Preservation of buildings, memorials and cultural
inheritance

Promotion/support of art and culture /- A/ <
g

Approx. 75-80%b
\T haven’t been able to —

Social standards, working conditions at providers and

give any statement
business partners

L1 1 [ [ | |

7 8 9 10 11 12 13 14 15 16 17 18
H . o I _"- )
*Agreement (top box 4/5) in % r {_":: rFl LI <
et B

Local/regional economic development (fair trade...) \. A K//
3

Base: households that are familiar with the name of the corresponding tour operator, at least



GfK Consumer Panel CSR in the Tourism Sector Dr. Wolfgang Adlwarth March 2009

Except Studiosus, even among their clients tour operators lack a

CSR related image

Image of .... among clients in terms of CSR

——TUI

~©— Alltours & IST —4A Neckermann ™ Studiosus

Nature conservation and preservation of unspoiled j
biotopes ‘\ =

e
Save of energy, water, other. resources ) (
Preservation of climate / avoidance of air pollution / é;/ ////_

?/ ////
Fight against poorness and hunger « L=
T
|

Support of education and training Q\ \r \\I\\

- \
Promotion/support of art and culture /)I
Preservation of buildings, memorials and cultural 4 I/
inheritance T

///
Local/regional economic development (fair trade...) * L' Even most clients indifferent
Alltours /ITS 69%o,
. . .y - . O, (o)
Social standards, working conditions at providers and J Nl SEva7 Tl S,
. Studiosus 35%
business partners R

*Agreement (top box 4/5) in %

Base: households that already traveled with the corresponding tour operator

2 4 6 8 10 12 14 16 18 20 22 24 26 28 30 32 34 36 38 40 42 44 46 48 50

S~
”f{lj{ .
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The top tour operators are not able to make full use of the households
Interested in CSR

Tour operators that have been booked disproportionately little or
high by CSR-interested households *

Studiosus 25
Berge & Meer 21
1-2 Fly 14

Neckermann -12

ITS -14

TUI

FTI -27

Alltours -27

[

*market share of tour operators is among CSR-interested households ...% below/above their share within total market
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Deutsche Bahn is absolutely said to show ecological commitment, allthough
the main part of the respondents does not have any idea, here as well

.
Image of transport services in terms of CSR _¢_ajr gerlin @ Air France —# Lufthansa —A— Deutsche Bahn
(“To what degree is ..... committed to the below mentioned issues”

Nature conservation and preservation of unspoiled i ‘\ i\
biotopes

Save of energy, water, other. resources ® 7 7 A

Preservation of climate / avoidance of air pollution /. /J /./

———
///—/

Fight against poorness and hunger ’IE/

\
Support of education and training .

/
Promotion/support of art and culture 0/ f/)s(
Preservation of buildings, memorials and cultural ®
inheritance
Local/regional economic development (fair trade...) 0\ \%
Social standards, working conditions at providers and \ L
business partners
2 4 6 8 10 12 14 16 18 20 22

24 26 28
*Agreement (top box 4/5) in % 'F§ﬂ1<
e BB

Base: households that are familiar with the name of the corresponding transport service, at least
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Even among their clients, airlines have a limited CSR related image

- :
Image of ... interms of CSR among clients  _g ajrgerlin @ Air France —® Lufthansa A Deutsche Bahn
(“To what degree is ..... committed to the below mentioned issues”
Nature conservation and preservation of unspoiled x\ L\
biotopes .\{\
\
Save of energy, water, other. resources \‘
4 ™ [ ha
Preservation of climate / avoidance of air pollution I [ ey
///////
| —1 é//
Fight against poorness and hunger
ght against p g léi'i\
B WA )
Support of education and training >0 j —A
|
/
Promotion/support of art and culture d
Preservation of buildings, memorials and cultural
inheritance #
Local/regional economic development (fair trade...) \
Social standards, working conditions at providers and L
business partners

2 4 6 8 10 12 14 16 18 20 22 24 26 28
*Agreement (top box 4/5) in % ( _;’l_\<

Base: households that already traveled with the corresponding transport service
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The North Frisian islands enjoy a distinctive ecological image

Image of tourist regions in terms of CSR ~© Adriakiiste " Mallorca —& Rotes Meer —#—Nordfr. Inselr
(“To what degree is ..... committed to the below mentioned issues”

Nature conservation and preservation of unspoiled
biotopes

= -

Save of energy, water, other. resources

Y
\
\

Preservation of climate / avoidance of air pollution

AED.NREES

Fight against poorness and hunger |
Support of education and training & \l\
I~
Promotion/support of art and culture }\O:l \l\
Preservation of buildings, memorials and cultural » ) >.
inheritance A |
1 //

Local/regional economic development (fair trade...) ﬁ /l )/

Social standards, working conditions at providers and y n
business partners

2 5 8 11 14 17 20 23 26 29 32 35 38 41 44 47 50 53 56
- - _'.- )
* ino [y s N
Agreement (top box 4/5) in % .|‘ J rE| i‘i .

Base: households that are familiar with the corresponding tourist region, at least
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North Frisian Islands achieved to convince their visitors by their eco-
logical activities - other regions mainly focused on cultural inheritance

Image of... in terms of CSR among clients Adriakiuste " Mallorca —#A Rotes Meer —B— Nordfr. Inselr

(“To what degree is ..... committed to the below mentioned issues”

Nature conservation and preservation of unspoiled L /‘
biotopes

Save of energy, water, other. resources / 1/
Preservation of climate / avoidance of air pollution »/ ///L

Fight against poorness and hunger

FIN
\
\
\

Support of education and training

Promotion/support of art and culture ‘\\A\
| —]

Preservation of buildings, memorials and cultural
inheritance

e

/
—— | _—
Local/regional economic development (fair trade...) f 7/ |
Social standards, working conditions at providers and 1.
business partners

*Agreement (top box 4/5) in %

Base: households that already visited with the corresponding tourist region
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Internet as a source of information is still underrepresented among CSR-
interested travellers, although showing an upward trend

Used by ...% of all journeys Change vs. last year
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Good approach to CSR-sensible households via websites of
hotel-booking platforms

CSR-interested

Index Reach Index Duration/Person

hotelreservierung.de 144

bahn.de 124
lufthansa.com 263
expedia.de
airberlin.com
its.de

holidaycheck.de

opodo.de

Source: GfK Web efficiency panel ,
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Fazit

e CSR- affine Touristen gewinnen an Bedeutung — auch oder gerade in der Krise.
e CSR-Sensible stabilisieren den Reisemarkt und stiitzen den Trend zum Binnentourismus.

» Social Responsibility im Tourismus ist stark durch dkologische Aspekte gepragt,
bei Veranstaltern und Carriern auch durch Sozialstandards im Erstellungsprozess.

e FUr Ferienregionen werden zudem kulturerhaltende Malinahmen erwartet.

e Reiseveranstalter sind bislang hinsichtlich CSR tberhaupt nicht profiliert —
Ausnahme: Studiosus.

» Gleiches qilt fur Airlines, nur die DB hat schon ein positives CSR-Image bei Umwelt.

e Feriengebiete wie die Nordfriesische Inseln sind heute schon sehr profiliert — auch in der
breiten Bevdlkerung.

e Ansonsten gewinnen Feriengebiete wohl erst durch eigene Anschauung: Die CSR-Profiles
sind bei den eigenen Kunden deutlich positiver

e Dabei punkten Feriengebiete haufig durch Pflege ihrer kulturellen Eigenheiten.

 Alles in allem: GroRRe Potentiale, durch - ernstgemeinte - CSR-MalRBhahmen eine
wachsende kaufkraftige Zielgruppe zu erreichen.

*) inkl. Mobel und DIY
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Thank you very much for your
attention

GfK Panel Services Deutschland
Nordwestring 101
| 90319 Nirnberg
CERREuLE_OREN] '

= e e ey | B0 L1 IDr.;wolfgang Adlwarth
B CF RSN EEmEl - JHl o 8 b I

" Tel.: 0911 / 395 — 3664

. Fax: 0911 / 395 -14092

Aaily wolfgang adlwarth@g.fk com
*']i # gfkps .com_

"-J!' s
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