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Our strategy

Sustainability strategy

Our sustainability strategy, which covers
economic, environmental and social issues, is
integral to the way we do business at Thomas
Cook Group. We focus on the responsible
management of those issues over which we
have most influence and about which our
stakeholders are most concerned:

Customers: We aim to be number one for customer delivery:
building trust, encouraging loyalty and protecting the health
and safety of everyone who travels with us.

Employees: We aim to recruit and retain people who are
proud to work for the company and deliver the best possible
service. We provide a safe working environment, competitive
reward packages and supportive training and development
programmes.

Environment: As a priority among our environmental impacts,
we aim to reduce our contribution to climate change,
improving our data reporting systems and complying with all
applicable climate legislation.

Home communities: We aim to play an active part in the
communities in which most of our people live and work. We
contribute financially, as well as with in-kind donations and our
time, thus enhancing Thomas Cook Group’s reputation.

Destination communities: We support the communities in
which our customers holiday, with the aim of making our
products more sustainable. Alongside our use of the Travelife
system, we take action on specific issues including the sexual
exploitation of children and animal welfare.

Brand: Through all our sustainability activity, we aim to protect
the Thomas Cook Group brands, enhance our reputation and
work in ways that support our values.

The prioritisation of these six issues forms the basis of our
action plans for the coming year, the targets we have set
ourselves and the content of this report.

Stakeholder dialogue

Our stakeholders help us to determine which sustainability
issues are key to our business. Although we have not yet
established a formal materiality process, we engage with
a range of stakeholders and aim to be responsive to their
concerns. This dialogue takes many forms, including:

* Internal meetings and committees

* Discussions with investors, including the socially
responsible investment (SRI) community

 Dialogue with external organisations, such as The Travel
Foundation, Forum for the Future and Futouris. Following
dialogue with the Born Free Foundation, we have developed
an animal welfare policy

« Customer and employee surveys

» Submission of data on our sustainability impacts to
organisations including the Carbon Disclosure Project
(CDP). The request for data from CDP raised awareness
within Thomas Cook Group of the need to measure our
carbon footprint

* Engagement with local communities, both at home and in
holiday destinations

* Liaison with trade associations and suppliers

» Consultation on national and international policy
developments.

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Risk management

All companies within Thomas Cook Group have a common
process for ensuring risks are identified, assessed and
reviewed regularly. These include social and environmental
risks. Each business segment has a Risk Management
Committee, chaired by the segment’'s Chief Financial Officer,
which meets at least quarterly. These committees assess
financial impacts and establish mitigation strategies for the
risks they identify and monitor the effectiveness of those
strategies once implemented. Any significant issues are
escalated to the Group Risk Management Committee.

The Group Risk Management Committee is responsible for:

 Supervising a thorough and regular evaluation of the nature
and extent of the risks to which the company is exposed

* Reviewing the corporate risk profile and recommending risk
management strategies

 Supervising and assessing the overall effectiveness of the
risk management process.

Each of our six priority areas listed on page 6 has risks
attached to it. For example:

 The risks of a fall in customer demand for traditional
package tours and competition from internet distributors
and low-cost airlines clearly threatens our future profitability

Loss of, or difficulty in replacing, employees, especially
senior talent, may lead to inability to drive strategic
initiatives, as well as discontinuity in management

and leadership

Due to our impact on the environment, we face risks

both from climate change, which could threaten some of
our holiday destinations, and the legislation that is being
introduced to combat climate change, as this will likely incur
significant costs for the Thomas Cook Group

The risks associated with a poor reputation as a result
of reduced involvement in home communities include
difficulty attracting new recruits and poor staff retention

In relation to destination communities, there are risks
from unsustainable practices threatening the future of the
destinations and customers choosing not to holiday with
us because they do not like the unsustainable practices
they see

* A major health and safety incident or activities inconsistent
with our brand values could have a significant impact on
our reputation as a trusted brand, leading to a reduction
in bookings.

Policies and procedures

We have also developed an overarching Group Sustainability
Policy (http://sustainability2009.thomascookgroup.com/
downloads.aspx) as well as a number of Group policies on
individual sustainability and corporate responsibility issues.
These include our:

* Environmental Policy

« Sustainable Tourism Policy

» UK Child Protection Policy

* Health and Safety Policy

* UK Animal Welfare Policy

» Code of Ethics

* Fraud and Theft Reporting Policy
» Whistleblower Policy.

We are in the early stages of establishing Group-wide
systems for monitoring and managing our sustainability
performance. We have excellence/best practice in many
areas across our business segments, but our priorities going
forward include developing a Group-wide approach, coherent
reporting and consistent sustainability standards across all
our businesses.

To read more, please go to the following section:
* Managing sustainability (page 8)
 Our impacts (page 11)

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Managing sustainability

Sustainability at Thomas Cook Group is
managed by a team of six, led by the Director
of Government and External Affairs, Andrew
Cooper. He reports to the Group Executive
Board. This close link with the Executive
Board ensures that our sustainability strategy
receives high-level support and that social and
environmental issues are held in mind when Health, Safety and Erens SeEn R

deciding broader business strategy. S e Board
Committee

Thomas Cook
Group Board

The responsibilities of the sustainability team include:

» Monitoring and reporting Thomas Cook Group’s
sustainability performance, including measuring progress
against targets

* Reviewing our performance twice a year, addressing Director of
obstacles and proposing new targets Government and

» Working with external sustainability organisations to further External Affairs

our knowledge and support best practice

* Integrating sustainability processes into the day-to-day
operations of our businesses

* Liaising with suppliers to improve the environmental and
social performance of our supply chain Head of

« Briefing, and reporting to, the Health, Safety and Sustainability
Environmental Committee (see below).

Sustainability issues are also addressed by the Board-
level Health, Safety and Environmental Committee. Chaired
by Non-Executive Director Roger Burnell, this committee
monitors how our Group manages health, safety and
environmental issues, ensures we are compliant with
legislation and oversees the implementation of our Group
Health and Safety Policy (http://sustainability2009.
thomascookgroup.com/downloads.aspx).

Sustainability
Team

To read more, please go to the following section:

« Sustainability strategy (page 6)

« External engagements (page 9)

« Sustainability team (page 72)

e Annual Report and Accounts 2009 (www.thomascookgroup.com/ara2009)

9'; Read more at http://sustainability2009.thomascookgroup.com/ 8
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External engagements

Sustainability issues cannot be tackled by
individual companies acting alone, so we
collaborate with various external organisations.
In doing so, we benefit from their expertise,
share best practice and contribute resources
that can go further under these organisations’
management. The main bodies with which we
work are listed below. In addition, we support
the United Nations Universal Declaration of
Human Rights and the core standards of the
International Labour Organization.

Sustainability initiatives

Tourism 2023: Thomas Cook Group is one of a number of
travel companies co-funding Forum for the Future’s Tourism
2023 initiative. The project aims to help the UK outbound
travel and tourism industry understand the challenges it
faces and plan for a sustainable future. Future scenarios have
been generated, through which we can explore the impacts
that issues such as climate change and population growth
will have on how people travel. We were among the first
companies to sign up to the Tourism 2023 Vision, by which we
pledge to collaboratively create a sustainable UK outbound
tourism industry by the year 2023.

United Nations: Thomas Cook Group supports the United
Nations’ Nairobi work programme on climate change. Its
objective is to assist all parties, in particular developing
countries, to improve their understanding of climate change
and their vulnerability to it, and to assess practical actions
that can be taken to reduce emissions and adapt to the
changing climate.

Tourism industry organisations

ABTA: ABTA is the UK’s largest travel association, which
merged with the Federation of Tour Operators (see below)

in 2008. Thomas Cook Group is an active member and
Andrew Cooper, our Director of Governmental and External
Affairs, sits on ABTAs Board. As members of ABTA, our

UK subsidiaries trade in accordance with the ABTA Code

of Conduct and, via ABTA, provide financial protection for
package holidays not covered by the Civil Aviation Authority’s
ATOL scheme.

The Federation of Tour Operators (FTO): Thomas Cook
Group is an active member of the FTO’s Responsible
Tourism Committee. Since 2003, this committee has been

“PABTA

The Travel Association

G,
thelravel
Foundation

Futouris

Die Nachhaltigkeitsinitiathe

Travelifeg; %

developing initiatives to help tour operators to integrate
responsible tourism practices into their business. Our
particular focus has been on developing a supply chain
management system, and we encourage our hotels to allow
independent auditing of their sustainability performance.

Futouris: Thomas Cook in Germany is a member of
Futouris, a travel industry organisation dedicated to
environmental protection and social responsibility, as well
as raising awareness of sustainability issues. Futouris is
organised under the auspices of Deutscher ReiseVerband
(DRV). Thomas Cook sponsored three Futouris projects in
2009, relating to socio-cultural responsibility, environmental
protection and diversity.

Sustainable Aviation: Thomas Cook Airlines UK is a signatory
to the Sustainable Aviation strategy, an initiative bringing
together the leading players in the UK'’s aviation industry.
Signatories commit to reducing carbon dioxide emissions,
nitrogen oxide emissions and aircraft noise by 2020.

The Travel Foundation: Thomas Cook Group is proud to

be a founder member of, and major fundraiser for, the Travel
Foundation. This UK charity raises awareness of sustainable
tourism issues and encourages the travel industry to take
action to support destination communities. Andrew Cooper
(our Director of Government and External Affairs) is a trustee
of the Travel Foundation and Ruth Holroyd (our Head of
Sustainability) sits on its Activities Committee.

Travelife: Travelife is an initiative of the European Union

and the FTO to integrate sustainability principles into

the operations of the tour operator sector. It promotes a
common approach across travel companies, which includes
a sustainability management system, training and supplier
auditing. We encourage our hotels to sign up to the Travelife
approach and many have been recognised for embracing
these practices with Gold, Silver and Bronze Travelife Awards.

9’/{ Read more at http://sustainability2009.thomascookgroup.com/
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Organisations addressing climate change and other
environmental issues

The Carbon Disclosure Project (CDP): CDP is an
independent investor-driven organisation that gathers data
on carbon emissions from businesses around the world. This
data is then used to inform investment and policy decisions.
We submitted Thomas Cook Group’s data in 2009 and were
included in CDP’s Leadership Index, which highlights the top
10% of FTSE 350 companies in relation to carbon disclosure.

The Carbon Trust: The Carbon Trust is an independent
company funded by the UK Government to support the
transition to a low carbon economy. Thomas Cook UK has
been working with the Carbon Trust to identify opportunities
to effectively manage our energy consumption, carbon
emissions and operating costs.

The Prince’s May Day Network: In 2007, the Prince of Wales
called for businesses to take action on climate change and
Thomas Cook Group signed up to become part of the May
Day Network. In 2009, the Prince renewed his May Day call
and Thomas Cook Group pledged to monitor and reduce our
carbon emissions, and to encourage employees to reduce
their emissions at home as well as at work.

World Economic Forum: The World Economic Forum is
an impartial, international organisation that brings together
leaders to improve the state of the world. We sat on its travel
and tourism industry working group on climate change and
have contributed to the report, ‘Towards a Low Carbon Travel
and Tourism Sector’.

In 2009, the Carbon Disclosure Project recognised Thomas
Cook Group as a leading company in the disclosure of
carbon emissions.

Organisations addressing social issues

ECPAT: Standing for ‘End Child Prostitution, Child
Pornography and Trafficking of Children for Sexual Purposes’,
ECPAT is a global network of organisations and individuals.
Thomas Cook Northern Europe supports ECPAT, having
signed up to its Code of Conductin 1999, and Thomas Cook
UK is currently working with them to develop training for the
tourism industry on how to reduce child sex tourism.

Sail4Cancer: As a provider of sailing holidays, Neilson
Active Holidays supports the Sail4Cancer charity in a number
of ways. Neilson employees raise donations that enable

Sail4Cancer to fund cancer treatment and research, as well
as providing cancer patients with the opportunity to enjoy
sailing. The company also helps arrange and fund Beachplus
holidays for patients and their families, and has worked with
Sail4Cancer to help raise awareness of skin cancer across
the sailing community. In 2009, Nielson'’s resort staff raised
£22,800 for Sail4Cancer. In addition, the company contributed
£20,028 worth of holidays for 59 people. Since 2005, 368
people whose lives are affected by cancer have been on
Neilson holidays through the charity.

Animal welfare organisations

The Born Free Foundation: Dedicated to preventing

animal suffering and protecting endangered species, the
Born Free Foundation rescues vulnerable animals and
campaigns around the world to raise awareness and change
cruel practices. Thomas Cook UK supports the Foundation’s
Travellers’ Animal Alert initiative and raises awareness of it
among customers by featuring it on our website. Through
Animal Alert, holidaymakers can report any cases they see of
animals being treated poorly. Reports are followed up by Born
Free with investigation and positive action.

Government

We make no political donations. We do, however, engage with
government departments on issues that affect the tourism
industry, including social and environmental policy. In 2009,
this engagement included:

« Lobbying for the reform of the UK’s Air Passenger Duty
(APD). While we support the overall objective of reducing
travel-related carbon emissions, we argue that the APD is
flawed in that it does not reward the use of higher-efficiency
aircraft nor encourage airlines to maximise the number
of passengers per flight. It is our opinion that it should
be reformed as a per aircraft, rather than per passenger,
duty. We also contend that the industry more than covers
its environmental costs already, and that APD should be
withdrawn when legislation to extend the EU Emissions
Trading Scheme (ETS) to aviation is implemented

Consulting with legislators at both national and EU levels
on the ETS and other environmental legislation. Various
economic measures have been proposed to reduce
emissions and noise from aircraft. Our engagement
focuses on finding fair and effective ways to incentivise
environmental improvements without creating economic
barriers to travel. We believe this would be very damaging
on a social level as it would make travel the preserve of the
rich and deny income to the world’s poorest countries that
depend on tourism.

To read more, please go to the following section:
« Sustainability strategy (page 6)

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Our impacts

In these pages, we look at the impacts we have on our key stakeholders — our customers,
employees and suppliers — as well as the communities and environments in which we operate.
We also set out our policies and performance across the Group.

Read more about our impact areas:
» Customers (page 12)

* Employees (page 17)

» Suppliers (page 23)

» Environment (page 26)

» Communities (page 35).

See also the In focus section (page 39), which takes specific
issues from across these impact areas and discusses our
response to them in more depth.

To read more, please go to the following section:
« Sustainability strategy (page 6)

« In focus (page 39)

« Priorities and progress (page 52)

Q']( Read more at http://sustainability2009.thomascookgroup.com/ 1
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Customers

We aim to ensure that each one of our
customers is satisfied and safe at every stage of
their journey, from when they first pick up our
brochures or browse our websites to when they
arrive home after their holiday.

Before the holiday (page 13)
Fair sales and marketing, privacy and consumer protection.

Health and safety (page 13)
Protecting health and safety in our destinations.

Accessibility (page 15)
Serving customers with disabilities or impaired mobility.

Exceptional events (page 15)
Supporting customers affected by disasters.

Throughout the journey (page 16)
Ensuring we meet customers’ expectations.

Over 20 million customers travelled with us in 2009.

To read more, please go to the following section:
« Priorities and progress (page 52)

\.j( Read more at http://sustainability2009.thomascookgroup.com/ 12
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Before the holiday

We aim to price our holidays simply and
transparently, with no hidden costs. Any legal
liabilities are clearly explained. Customer
privacy is protected in line with local legislation
and we take additional measures to avoid
inappropriate access to customer data. For
example, at Thomas Cook India, the data is
held by a single department and any activities
that require use of the data, such as sending
out promotional material, is routed through
this department.

Once a holiday is booked, our customers’ investments

are protected under various voluntary and statutory
arrangements, depending on the country in which the
booking is made. For example, in the UK, our obligations
under the EU Package Travel Directive and the UK Package
Travel Regulations are met through our membership of the
Civil Aviation Authority’s Air Travel Organisers’ Licensing
scheme (ATOL) and the Association of British Travel Agents
(ABTA). These provide refunds should a tour operator go out
of business before a holiday was taken or, should that happen
while the customer is already abroad, arrange for the holiday
to be completed and provide travel back home.

To read more, please go to the following section:
« In focus: Quality (page 47)

On holiday: health and safety

The health and safety of our customers is
paramount — whether travelling to and from
holiday destinations, in hotels, apartments
and villas or out and about enjoying the local
attractions. By developing Group-wide safety
standards, drawing on best practice from across
the business, we are raising the safety bar. In
2009, we agreed a Group health and safety
strategy to develop a set of preferred practices
for our companies. The strategy reflects

best practice within the organisation while
also recognising that operations in different
locations are subject to varying

local legislation.

To reach their holiday destinations, most of our customers fly
with either one of our own airlines or a chartered third-party
airline, and then are transported to their accommodation by
third-party coach and minibus operators. All our own airlines
are highly regulated and represent minimal safety risk. Those
in the UK, Germany and Belgium are also accredited to the
International Air Transport Association’s Operational Safety
Audit. This requires the airlines to undergo an in-depth,
independent safety audit. The safety departments of the
Group’s various airlines are working together to adopt best
practice in safety procedures and reporting. We also draw
on their expertise to review and audit the safety of any third-
party airlines on which our customers travel.

Increasingly, all our companies are using the same coach and
minibus operators in each resort. This enables us to support
the consistent take-up of preferred safety practices for our
suppliers, many of which are based on the Federation of Tour
Operators’ (FTO) Codes of Practice. Additionally, Thomas
Cook UK & Ireland’s ‘CoachSafe’ procedures ensure that
coaches meet specific safety standards including ongoing
maintenance and roadworthiness.

9'; Read more at http://sustainability2009.thomascookgroup.com/

13



Thomas Cook Group plc
Sustainability Report 2009: Making a world of difference

In hotels, apartments and villas, key concerns include food,
fire, legionella and safety around pools, balconies and lifts.
Our own hotels use independent consultancies to monitor
their health and safety performance or are audited by the
Thomas Cook Group health and safety team. Our SENTIDO
and Hi! Hotels chains also follow the FTO’s Codes of Practice.
Our accommodation suppliers are expected to meet national
safety legislation and to work towards best practice standards
such as the EU Fire Safety Recommendations and the FTO’s
Codes of Practice.

Under our new health and safety strategy, we are working
towards consistent practices for checking charter holiday
accommodation across the Group. Where hazards are
identified, we either impose measures to mitigate the

risks or withdraw the property. While we endeavour to
inspect properties personally wherever feasible, we do
sometimes rely on self-assessments by the accommodation’s
management. If properties are affected by disasters such as
hurricanes or earthquakes, their safety is always rechecked
and we wait until government restrictions have been lifted
before we offer them to our customers again. Looking
forward, we plan to develop a Group-wide health and safety
database of all our properties, enabling us to monitor,
investigate and report on incidents at a Group level. This
work is coordinated by Donna Jackson, Group Health and
Safety Manager.

When it comes to excursions and activities, we ask that
the operators have the necessary licences and insurance.
Thomas Cook UK & Ireland has developed audit protocols,
together with other FTO members, to assess the safety

of various excursion types. As we increasingly use the
same excursion providers across the Group, our strategy
is to introduce preferred practices for all Group

excursion providers.

Many health and safety risks can be reduced through
communication with our customers. So we remind them
regularly of the precautions that they can take: information is
provided in brochures, with customers’ tickets, on flights and
in resorts. We also monitor public health issues, working with
international bodies such as the World Health Organization,
and advise customers on the appropriate action for them

to take. The communication is not just one way though:
customers also let us know about their safety concerns

and incidents, and these are always followed up to

prevent reoccurrence.

To read more, please go to the following section:
« Accessibility (page 15)

« Employee health and safety (page 21)

« In focus: Protecting children (page 44)

« Priorities and progress (page 52)

Thorough, up-to-date staff training is critical to our effective
management of health and safety issues, and we work

with specialists to ensure our people maintain high levels

of knowledge in this area. Nowhere is this more important
than in the area of child safety. Employees who work with
children must have childcare qualifications and have passed
the relevant assessments, for example the Criminal Records
Bureau check in the UK. Our UK Child Protection Policy
(http://sustainability2009.thomascookgroup.com/downloads.
aspx) guides staff in the event of an incident involving a
child overseas, while our KidsWORLD hotels are working to
implement Ofsted childcare guidelines. The standards set by
Ofsted (for childcare in the UK) surpass those required by
law in many of our destinations. In 2009, through our newly
developed National Vocational Qualification (NVQ) Level 3

in play work, our team is working towards the accreditation
required to meet changes in UK legislation that come into
force in 2011.

9'; Read more at http://sustainability2009.thomascookgroup.com/
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On holiday: accessibility

Some of our customers require assistance or
particular facilities when they go on holiday,
as a result of disabilities, reduced mobility or
medical conditions. We offer assistance to any
customers requiring it when travelling with
Thomas Cook Airlines, wherever feasible.

We also adopt best practice for requesting assistance for
customers at airports and on board non-Thomas Cook
aircraft. It is our aim to comply at all times with legislation
covering rights for the disabled and passengers with reduced
mobility. We have recently updated training material for
customer-facing staff at our airline and this training will also
be delivered to customer-facing retail and tour operating staff
in 2010.

At Thomas Cook in the UK, we have a dedicated Special
Assistance department, specifically trained to deal with
requests from customers who have special needs. This
includes providing assistance at airports and on planes
to supplying information on the accessibility of overseas
accommodation and facilities.

To read more, please go to the following section:
« Health and safety (page 13)
« Priorities and progress (page 52)

On holiday: exceptional events

In recent years, we have seen an increase in
exceptional events affecting people’s holidays.
While the proportion of our customers
impacted by, for example, hurricanes,
tsunamis or swine flu remains small, we aim to
support those people as best we can. We have
established a communication and escalation
procedure across the Group to ensure our
effective management of significant incidents
that affect our customers.

Individual businesses have their own special assistance
teams with tested and practised procedures to respond

to emergencies. For example, our UK Airline and UK tour
operations both have around 80 employees who have been
trained by external experts to support our customers and
employees during crises. Condor’s Special Assistance Team
also numbers 80. The assistance these employees provide

is both practical and psychological and extends not only to
customers but also to their family and friends. For instance,
when a holiday destination is hit by a hurricane, the team
arranges flights home, medical assistance and food, but most
importantly also listens to people and brings in psychological
specialists, should they be needed.

In 2008, a Thomas Cook India tour of Thailand was affected
by an unexpected political uprising. As Bangkok Airport
was closed, the 220 passengers, all Indian nationals, were
unable to return home. For four days, our tour manager went
to the airport daily to prevail on the military there to send
our passengers home. When flights became available after
those four days, we subsidised tickets to Mumbai for all the
passengers, having also subsidised their accommodation in
local hotels in the meantime.

80 Condor employees have received specialist training to
assist customers in crisis situations.

To read more, please go to the following section:
* In focus: Quality (page 47)

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Throughout the journey: meeting
customers’ expectations

Our customer-facing employees are given
training in customer service and creating the
best possible holidays for our guests. Holidays
are times of relaxation, and the last thing we
want is for our customers’ experiences to be
marred by problems with our service or our
products. So we monitor our performance
and endeavour to eliminate incidents as far as
possible. For example, the UK’s Civil Aviation
Authority named Thomas Cook Airlines

as the most punctual charter airline for
winter 2008/09.

We value feedback from our customers on any aspect of
their experience with Thomas Cook Group, and we actively
solicit their views in various ways. Many of our companies
use customer questionnaires, as well as regular surveys and

online forums to gather opinions on our products and service.

For example Sunwing asked guests if their holidays met
their expectations and 85% answered they were “Extremely
satisfied”, while 95% said they would recommend Sunwing’s
hotels. Among surveyed customers of Thomas Cook in the
UK, 95% rated their holiday “good” or “excellent”.

While we aim to give our customers the best possible
experiences, there will be times when we fall short. Customer
complaints are taken very seriously and we have systems in
place to ensure they are responded to promptly and fairly,
and that actions are taken to prevent reoccurrence. The In
focus section on Quality (page 47) highlights the excellent
complaints management work that has been carried out at
Thomas Cook in Germany.

Thomas Cook Northern Europe has been implementing a new

customer relations management system that will enable the
company to tailor its communications with, and service to,
customers, according to their personal preferences. In North

America, all employees take a course on how to create dream

holiday experiences for their customers through caring and
respectful service. And in Belgium, a new customer website
has been created that allows children to select their holiday
preferences, helping parents find hotels that will keep their

little ones happy!

o

These are just a few examples of how our companies are
innovating to achieve their goal of being number one for
customer delivery. The progress we made in 2009 was
recognised with a number of awards, for instance:

* Thomas Cook Group was ranked 26th of 500 UK companies
named as ‘superbrands’ based on independent consumer
research into quality, reliability and distinction

» Our North American business, Holiday House, was named
‘Tour Operator of the Year by Connect BGI

» Cruise Thomas Cook won ‘Best Customer Service’ and ‘Best
Overall Tour Operator/Partner’ at the Co-operative Travel
Star Awards

» Sunworld Holidays was named the ‘Best Sun Tour Operator’
for a record-breaking sixth consecutive year at the Irish
Travel Trade News Awards

» Thomas Cook Travel Shop Gent in Belgium was named Best
Travel Agent by Travel Magazine

* Gold Medal was awarded ‘Travel Company of the Year’ at
the Advantage Travel Conference

 Cresta was named ‘Favourite Tour Operator for a Short
Break’ and Elegant Resorts was crowned ‘Favourite Tour
Operator for the Trip of a Lifetime’, both by Sunday Times
Travel Magazine

* Thomas Cook India was named Best Tour Operator
and Best Forex Company by the television channel,
CNBC Awaaz.

Cruise Thomas Cook won ‘Best Customer Service’ at the
Co-operative Travel Star Awards.

To read more, please go to the following section:
* In focus: Quality (page 47)
* Priorities and progress (page 52)

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Employees

The sustainability of our business depends on
our employees: they are the people who turn
a trip into a dream holiday for our customers.

Therefore we aim to recruit the best and to
keep them with us.

Company culture (page 18)
A supportive culture with clear, shared values.

Rewarding performance (page 18)
Pay and benefits to attract and retain talented staff.

Training and career development (page 19)
Meeting employees’ career development needs.

Diversity (page 20)
Supporting a diverse workforce.

Health and safety (page 21)
Working environments help staff stay healthy.

Engaging with our employees (page 22)
A responsive management team which listens to staff.

To read more, please go to the following section:
« Priorities and progress (page 52)

\.j( Read more at http://sustainability2009.thomascookgroup.com/
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Company culture

The travel industry is an exciting place to work
and Thomas Cook Group is regarded as one of
the best travel companies to work for, if not
the best. That is one of the reasons our staff
turnover is well below the average for our
industry. This reputation results partly from our
standing as a quality brand and partly from our
company culture.

Central to the company culture are our vision, ‘We go further
to make dreams come true’, and the PROUD values. The
PROUD values provide all employees across the Group with
clear and consistent direction on what is expected of them
and how we can support each other. They are:

Pioneering our Future

Results Orientated

Obsessed with Customer Service
United as One Team

Driving Robust Decisions

We are deeply committed to these values and since the
merger in 2007, we have invested in rolling them out to the
whole company and embedding them into our business
practices. For example, in the UK, employees who have
demonstrated exceptional commitment to one of the values
are recognised with a highly regarded PROUD Award. And
Thomas Cook India has developed new tools to monitor
business performance based on the PROUD values — for
more detail see the In focus section on Vision and values
(page 49).

To read more, please go to the following section:
 Engaging with our employees (page 22)
« In focus: Vision and values (page 49)

Rewarding performance

To attract and retain the best employees, we
offer competitive pay and benefits packages
at all levels of our business. This includes
discounts on our holidays, our Company
Share Save scheme and, within some Group
companies, flexible benefits programmes.
These enable employees to choose between,
for example, medical insurance, shopping
discounts, childcare vouchers and additional
annual vacation, to create packages that meet
their individual needs.

In 2009, we continued to offer the Company Buy As You Earn
scheme to all eligible employees. Some 950 employees in
the UK now participate in the scheme while 1,990 are saving
to become shareholders in Thomas Cook Group through

our Save As You Earn scheme launched in 2008. As Paul
Wood, Group Human Resources Director, comments, “We
are proud that everyone has the opportunity to share in the
future potential of the company and be even more involved
in its development. Our share save scheme is a great way to
reward everyone for their ongoing hard work and loyalty to
the company.”

1,990 employees are now saving to become Thomas Cook
Group shareholders.

In some parts of the world, our full-time employees enjoy
additional benefits to those offered to part-time employees.
While this is not legally acceptable in some countries, in
others it is necessary to comply with the law. In Canada,
medical insurance, sick leave, travel dollars and paid vacation
are offered to full-time employees. Medical insurance is also
only available to full-time employees in India, along with
subsidised loans and reimbursement of telephone bills: this is
in accordance with Indian legislation.

Workforce by employment type

Part-time
8,338

Full-time

Employees 23,068

To read more, please go to the following section:
* Priorities and progress (page 52)

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Training and career development

By providing training and career development
opportunities for every employee, we ensure
our workforce is highly skilled and we retain
the best people within our business. In 2009
we invested £11,183,619 in training for

our employees around the world (based on
currency exchange rates as at 18/12/09).

Policies on personal development reviews vary between
Thomas Cook Group companies, but over 90% of our
employees have a review at least once a year. At this, they
discuss their aspirations and training needs, and then we

do our best to support them with appropriate learning and
development opportunities. And with such a diverse company,
in terms of job types as well as locations, there is plenty of
opportunity for our employees to develop their careers in a
number of directions.

A wide range of training and development programmes are
offered to meet the different needs of employees across
our various companies. These include apprenticeships and
work experience, training on specific job-related issues and
programmes to support employees’ progression within

the company.

Over 650 employees attended Thomas Cook Academy
events in 2009.

Examples of our apprenticeships and work experience
programmes include:

» An apprenticeship programme for school leavers in
Germany, which in 2009 won the Education Award from the
Willy Scharnow Foundation for its innovative Welcome Week
‘check-in’

» Our Modern Apprenticeship programme in the UK and
Ireland. This programme gives 16- to 18-year-old school
leavers the opportunity to train in jobs with Thomas Cook
Group while gaining national qualifications. Many past
apprentices have now progressed to senior roles in the
company. In 2009, we recruited 163 apprentices and a
record 83% gained their qualifications. In July 2009, our
apprenticeship programme was inspected by Ofsted (the
UK'’s Office for Standards in Education, Children’s Services

Thos

and Skills). Not only did Thomas Cook Group receive a
‘Good’ status, a rare accolade for a national employee

and unprecedented among national travel retailers, the
inspectors took away several of our processes as examples
of best practice, commenting that they have never before
seen such quality in these areas

* Thomas Cook India’s ‘On the Job’ scheme provides travel
and tourism students with training placements lasting three
to six months. In 2009, 200 students were given placements
covering various aspects of the business.

Examples of training on specific job-related issues include:

« Courses on animal welfare for our UK & Ireland
overseas managers

« Training for our KidsWORLD representatives that counts
towards a qualification in play work

» The Thomas Cook Academy’s programme, launched in May
2009. Tailored to our company’s needs, its courses include
Managing Time Effectively, Presenting with Impact and
Managing the Thomas Cook Way

 E-learning packages to support our employees in delivering
the best customer service. In North America our e-learning
programme includes a choice of 40 courses

« Training in our anti-corruption procedures which is backed
up by policies provided on our intranet.

Examples of programmes to support employees’ progression
within the company include:

« Talent Circle, a development programme for around 150
interns each year in Germany

« Fast-track, our initiative that prepares employees for their
next level of promotion

 Leadership development programmes for managers and
future leaders of the business. Having been accredited
by the Institute of Leadership and Management, we can
now deliver our exclusive Diploma in Leadership and
Management in-house.

In 2009, we also implemented a central recruitment system
for all UK & Ireland operations. This means that employees
can find out about career opportunities across the whole
of our UK & Ireland business, helping them to develop
rewarding careers and helping us to retain talented
individuals within the organisation.

To read more, please go to the following section:
* Priorities and progress (page 52)

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Diversity

At Thomas Cook Group, we are committed
to providing a workplace that is free of
discrimination and that SquortS dIVGI’SIty‘ Not As part of our endeavours to support diversity and prevent
only does every single one of our employees discrimination, we support home working. This enables

; : : some people, particularly working mothers and those with
des.erve thIS, but we also ,beneﬁt fr,om havmg disabilities, to take jobs with us where they might otherwise be
a diverse workforce: we live in a diverse unable to. In the UK, we now have 187 regular home workers
society and by reﬂecting this in our employee and our North American At-Home-Agent programme now has

over 100 agents at home.

base, we can better understand and serve our J

customers. Data on our employee profile and diversity are given below.

68% of our employees are female.

For th r ns, we will not tolerate any discrimination .
or these reasons, we ot tolerate any dis | a q Workforce by region
or harassment on the grounds of race, colour, nationality,

gender re-assignment status, being married or a civil partner, UK & Ireland 15.188
religion, belief, disability or age. No cases of discrimination , ’
were raised among our employees in 2009. Thomas Cook Europe excluding UK & Ireland li2:629
UK & Ireland has been implementing a range of initiatives India 2,207
to support our new diversity statement in 2009. These have Egypt 437
mcludeq updatmg varpus plo|.|0|es on working parents, North America 1274
developing new diversity training for all employees and
improving systems for gathering employee diversity data. In Total 31,735
Germany, Thomas Cook and Condor are both signatories to
Chancellor Angela Merkel's Diversity Charter. Employee profile by gender
Male Female
All employees 10,146 21,589
All employees (% of total) 32 68
Directors and Executive 17 1
Board
Directors and Executive 94 6
Board (% of total)

Employee profile by age

Up to 20 21-30
All employees 1,103 10,099 10,169 6,632 3,731
All employees (% of total) 3 32 32 21 12
Directors and Executive Board 0 0 2 6 10
Directors and Executive Board (% of total) 0 0 11 33 56

To read more, please go to the following section:
« Priorities and progress (page 52)
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Hea Ith a nd Safety We are pleased to be able to say that Thomas Cook UK

& Ireland had no fatalities among our staff, nor have we

. received any safety prosecutions, prohibition notices or
All our employees are entitled to a safe improvement notices in 2009. Although we had an increase in

working environment and the issue is taken minor accidents in 2009, the number of RIDDOR reportable

very Seriously within Thomas Cook Group' our accidents remained relatively consistent. That said, we still
’ aim to reduce the number of accidents and are proactively

Board of Directors has a Health, Safety and working to do so. For example:
Environmental Committee and we have * We have embarked on a driver risk management
a Group-wide Health and Safety PO“CY*. programme for all company car drivers, which includes

: i hecking and traini
As legal requirements vary from country to Cenee cnecring and raming

country, responsibility for employee safety is
held by the Human Resources teams in our

* A health surveillance programme has been introduced for
our aircraft engineers

» Our safety management system has been enhanced,

various business segments. They ensure enabling our retail stores to access test reports online,
legal requirements are met and training is making statutory compliance easier
provided on local standards, wherever our « We have completed a programme of removing asbestos

from retail stores prior to refurbishments
employees work.
* In 2010 we intend to introduce a more robust audit and

The locations that our staff work in, including aeroplanes and compliance system, as well as an employee awareness
holiday resorts, do include hazards and all employees receive ~ Programme and e-learning packages.

training on how to stay safe. Regrettably, some accidents

happen. A Group health and safety strategy is being

developed, which will include a central system for reporting

accidents. At this time, however, we are only able to report

data for Thomas Cook UK & Ireland:

Reported accidents

2008 2009

Total RIDDOR** reportable accidents 21 24
— Retail and corporate sites 17 14
— Airline 4 10
Total other accidents 348 630
— Retail and corporate sites 64 134
— Airline 284 496
UK & Ireland total accidents: 369 654

** RIDDOR stands for the Reporting of Injuries, Diseases and Dangerous
Occurrences Regulations, which require us to report work-related
deaths, work-related diseases, dangerous occurrences, major injuries
and injuries that result in three or more days being missed from work.

To read more, please go to the following section:

* To view our Health and Safety Policy please go to * Customer health and safety (page 13)
http://sustainability2009.thomascookgroup.com/downloads.aspx * Priorities and progress (page 52)
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Engaging with our employees

We understand how important it is for our
employees to be informed about what is
happening in our business and to know

that their views are valued. We therefore
communicate regularly with them through a
wide range of media. These include face-to-
face meetings and conferences, staff magazines
and intranets to share information about our
strategy and activities across the Group. They
also include various initiatives to enable our
employees’ voices to be heard so that we can
meet their needs and learn from their ideas.

Every year we have carried out employee surveys, called
echo, across all parts of the Thomas Cook Group. Standing
for ‘employees communicating honest opinions’, the name
echo was chosen to reflect the fact that the survey’s impact
echoes around the business as changes are made in
response to the feedback received. In 2008, for the first
time, all our businesses used the same set of questions. Not
only has this enabled us to produce our first Group-wide
engagement score, it also makes possible comparisons
across Group companies so that we can identify examples
of best practice and areas for improvement. Running the
survey with consistent questions in 2009 meant we were able
to assess changes in our performance year-on-year. We saw
increased engagement across Thomas Cook Group, with
significant improvements across all five segments.

Our echo response rate rose by an impressive 9% to 76%.

The value of echo is in the actions we take in response to the
results. During 2009, our companies have been implementing
numerous initiatives to address issues highlighted by our
2008 surveys. These include:

» The opening of the Thomas Cook Academy, making
development opportunities more accessible to UK &
Ireland employees

» The introduction of our talent management process within
individual business segments and across the Group

 The launch of a bi-weekly newsletter within
Continental Europe.

Thomas Cook Belgium encourages employees to contribute
ideas to the company’s development. It has a dedicated
team of six employees who meet regularly to generate
innovative ideas, with other employees also invited to submit
suggestions and possibly win €500. The ideas that have
been implemented so far include a website where children
can create their perfect holidays and a staff art exhibition.
And Thomas Cook India runs an employee award scheme to
reward innovative cost-saving ideas.

We believe it is important to involve employees in decisions
about how our companies are managed. At Thomas Cook
UK & Ireland, the segment that employs the largest number
of people, 75% of employees are represented by trade
unions or collective bargaining agreements. This includes
agreements with the Transport and Salaried Staff Association,
Unite and BALPA (the UK pilots’ and flight engineers’ union).
While we do not have data on the percentages of employees
represented by trade unions or collective bargaining
agreements in our other business segments, we do know that
the right to exercise such representation is respected in all
our operations.

Our internal employee forums provide further opportunity for
staff involvement in decision-making. Foremost among these
are the European Works Council and the UK VOICE forums.
The European Works Council consists of elected members
from each of the European markets in which we operate. It
meets once a year with members of the Group management
team to discuss issues affecting our business across Europe.
Recent issues under discussion have included:

» Development of the business
* Planned investments
» Relocations

* Mergers and acquisitions.

The VOICE forums are employee-led and consist of elected
Thomas Cook UK & Ireland employees who meet regularly
with senior management to consult on issues such as:

* Health and safety

» Generating ideas for business change
* Learning and development

* Trading performance

 Sharing best practice.

To read more, please go to the following section:
« External engagements (page 9)

e Company culture (page 18)

* Priorities and progress (page 52)

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Suppliers

To address the full impact of our holidays, it
is vital that we collaborate with hoteliers and
other suppliers to help them improve their
sustainability performance.

Travelife (page 24)
An industry-wide sustainability system.

Engaging on individual issues (page 25)
Direct work on issues of particular concern.

To read more, please go to the following section:
« In focus: Partnering with suppliers (page 46)
« Priorities and progress (page 52)

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Travelife

As many hotels and other suppliers also work
with other tour operators, we cooperate with
our peers in order to raise standards without
imposing inconsistent or costly requirements
on our supply chains. The Travelife
Sustainability System is an excellent example of
this cooperation. Developed by the Federation
of Tour Operators in conjunction with a range
of stakeholders including the Thomas Cook
Group, Travelife consists of an integrated set
of tools for managing sustainability. These

are available online to tourism suppliers
around the globe. Using these tools, hotels
and other companies can assess their current
sustainability performance and identify both
opportunities for improvement and sources of
support across four areas:

» Organisation, reporting and management: this includes
allocating clear responsibilities for sustainability issues and
engaging with stakeholders

* Minimising environmental impacts: such as the consumption
of energy and water and the conservation of nature

« Treating people fairly: this focuses on employees and
includes preventing forced labour and discrimination, as
well as ensuring employees have the right to belong to
trade unions

» Social and community issues: incorporating support
for local businesses and respecting the rights of
indigenous people.

Travelife is used by Thomas Cook in Northern Europe,
Belgium, the Netherlands and the UK & Ireland. We actively
encourage all our suppliers to adopt it. Bronze, silver and
gold awards are given to those suppliers whose performance
reaches specified levels, as assessed by our qualified
Travelife auditors. The system is flexible enough to meet the
different requirements of large and small suppliers. For a
small hotel, for example, going for a bronze award may be
feasible where a gold award might require prohibitive levels
of investment.

75 Thomas Cook UK & Ireland accommodation
properties have earned Travelife awards for their
sustainability performance.

Since 2007, our UK Travelife auditors have visited and actively
engaged with 369 properties. In 2009, alongside our ongoing
work with previously assessed properties, we audited 95

new suppliers. Seventy-five of the 369 have achieved award
status (11 gold, 14 silver and 50 bronze). In our brochures,
we include the Travelife award logos alongside the relevant
hotels, enabling customers to choose sustainability-conscious
accommodation and driving business to those hotels that take
sustainability seriously.

You can read more about how our business in Belgium has
implemented Travelife in the In focus section on Partnering
with suppliers (page 46).

To read more, please go to the following section:
* In focus: Partnering with suppliers (page 46)
* Priorities and progress (page 52)

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Engaging on individual issues

In addition to our work with Travelife,

we engage with suppliers on individual
sustainability issues of particular concern.

One of these is the sexual exploitation of
children, about which you can read more in
the In focus section (page 44). Our UK business
has also been active in the area of animal
welfare: again there is more to read on this in
the In focus section (page 48).

Another area of concern is the environmental impact of
hotels. Sentido, our new chain of luxury beach hotels and
cruise ships, works with suppliers to source natural materials
for its buildings and organic food for its restaurants. Thomas
Cook Northern Europe has also been active in this area.

For example, when new hotels are planned, environmental
criteria are taken into consideration. These include the use of
thermal insulation materials, procuring goods with Ecolabels
and choosing energy-efficient equipment. Existing hotels
are encouraged to join the European Union’s EU Ecolabel
scheme that gives them a 50-point plan for becoming more
sustainable, one step at a time. Thomas Cook Northern
Europe’s own hotel chain, Sunwing Resorts, was the first in
Europe to earn an EU Ecolabel for one of its hotels, and in
autumn 2008 its resort in Side, Turkey, became the first hotel
outside the EU to receive the award.

Our Sunwing Resorts company was the first hotel chain in
Europe to receive an EU Ecolabel for one of its hotels.

To read more, please go to the following section:
« Environmental management (page 27)

« In focus: Animal welfare (page 48)

« In focus: Protecting children (page 44)

« Priorities and progress (page 52)

9’/{ Read more at http://sustainability2009.thomascookgroup.com/
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Environment

Thomas Cook Group’s main environmental
impacts include emissions from aviation,
energy use, consumption of water and other

resources, waste production and noise. We aim

to manage all of these responsibly.

Environmental management (page 27)
Our overall management approach and how we partner
with our stakeholders.

Energy and climate change (page 29)
The most significant of our environmental impacts.

Waste (page 32)
Steps we are taking to reduce, reuse and recycle waste
in-flight and on the ground.

Resource use (page 33)
We are also tackling our use of paper and water.

Noise (page 34)
For those living near airports, aircraft noise can be a
major concern.

To read more, please go to the following section:
« Priorities and progress (page 52)

9’/{ Read more at http://sustainability2009.thomascookgroup.com/
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Environmental management

During 2009, we developed a new Thomas
Cook Group Environmental Policy*. This
recognises the importance of environmental
management to the long-term success of our
operations and commits us to minimising

our negative impacts. With a range of
environmental issues to address — both

direct impacts from our own operations and
indirect impacts arising in our supply chain
—a comprehensive approach is called for.
Some of our companies have adopted, or are
adopting, formal environmental management
systems. For example, our UK airline is
currently working towards accreditation to the
international standard, 1SO 14001. And we are
currently implementing systems to consolidate
the monitoring and reporting of environmental
impacts across the Group: in 2010 we intend
to establish an environmental database

to enable us to collate and compare
environmental impacts across the Group

and set reduction targets.

In our own hotels we aim to minimise impacts including
energy consumption and water use. In 2009, an
environmental consultant was hired to review the practices of
our Hi! Hotels chain. A list of opportunities to save resources
and reduce waste was identified and is currently being
implemented. These include a leak detection programme,
estimated to save over 5,000m? of water per year, and the
fitting of low-energy light bulbs, expected to cut annual
energy consumption by over 29MWh. In Thomas Cook
Northern Europe, the majority of our Sunwing hotels have
received the EU flower Ecolabel in recognition of their
environmental performance.

* To view our Group Environmental Policy please go to
http://sustainability2009.thomascookgroup.com/downloads.aspx

o

Working with suppliers

As most hotels in our brochures are not owned by Thomas
Cook Group, itis important for us to have ways of working
with our suppliers to encourage continual improvement in
their environmental performance. Central to this is our use
of the Travelife sustainability management system, which
includes the awarding of bronze, silver and gold Travelife
logos to higher-performing hotels. Travelife is discussed in
more detail in the Suppliers section (page 24).

In Germany, Thomas Cook requires suppliers building new
hotels to meet specific environmental standards, for example
in the use of solar energy and renewable raw materials. With
existing properties, the focus is more on reducing resource
consumption and using local produce to keep transport
impacts down. Our Northern Europe business segment

has developed its own environmental action programme for
hotels. The programme comprises 50 steps that hotels can
take to reduce negative impacts and improve environmental
management processes. With all 50 steps implemented,

a hotel can apply for the EU Ecolabel, but we reward
progress along the way: our own green leaf logo is used

in our brochures to show which hotels have adopted the
programme, with more leaves given as more steps

are implemented.

Raising awareness

Improving our environmental performance depends on

the involvement of our employees and customers: many
small actions, such as switching lights off or using less air
conditioning, add up to make a real difference. So a key part
of our approach is to raise awareness among our employees
and customers of the environmental impacts of our business
and the actions that can be taken to reduce them.

“Our customers are increasingly asking for holidays with
a more positive impact on destinations. Our customer-
facing employees therefore need to be knowledgeable
and proactive in providing information about sustainable
tourism.” Andrew Cooper, Director of Governmental and
External Affairs, Thomas Cook Group

For employees, there are two areas of focus: actions they can
take themselves and information they can give to customers.
To raise awareness of the former, our companies include
articles in staff newsletters and intranet sites and provide
training. For example, Thomas Cook Northern Europe has
developed environmental training material in three languages,
which is delivered to employees on an annual basis. Our

UK airline produces special ‘green’ editions of its employee
newsletter. In India, we invite members of Greenpeace to
make presentations to us on initiatives we could take.

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Workshops are held to discuss their suggestions and tips

are sent to employees at regular intervals. Both the UK

& Ireland and Northern Europe business segments held
events to promote United Nations World Environment Day

in 2009, including many beach-cleaning trips in resorts our
customers visit. It is our intention to extend the United Nations
World Environment Day events to at least two other business
segments in 2010.

The Travel Foundation’s Make Travel Greener quiz is a great
way to give employees the information they need to support
customers to protect the environment. The engaging, jargon-
free quiz takes just half an hour to complete online and so
far over 150 Thomas Cook Group employees have taken

it, following the launch in summer 2009. We aim for over
51% of our UK retail employees to complete the quiz in
2010. It includes modules on climate change and talking to
customers, as well as wider sustainable tourism issues.

Coinciding with the launch of Make Travel Greener across the
UK business in summer 2009, we arranged for selected sales
centre staff to join a sustainable tourism familiarisation trip

to Cyprus, which included tours of hotels that had won
Travelife awards.

In 2009, we also added FAQs on the environment to Ask
Thomas, part of our online resource for travel agents. Ask
Thomas is available to external travel agents as well as our
own stores, so this means our customers can get informed
answers to their questions about the environmental impacts
of our holidays, wherever they book. It is not just at the
booking stage that we aim to raise customers’ awareness,
however. Information on environmental issues is also included
in in-flight magazines, on our websites and through published
environmental and sustainability reports.

To read more, please go to the following section:
* Travelife (page 24)
« In focus: Partnering with suppliers (page 46)
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Energy and climate change

Climate change is a highly significant issue for
the tourism industry, as it is for the world. The
Intergovernmental Panel on Climate Change’s
Fourth Assessment Report demonstrates the
effects that climate change is having on the
environment, particularly in coastal regions.
Some tourist destinations are already being
impacted. Longer-term, we may see travel
patterns changing as individual destinations
become uncomfortably hot or prone to
extreme weather, drought, flooding, disease
or reduced snow cover.

With relatively few fixed location assets such as hotels,
Thomas Cook Group is well positioned to adapt to such
changes. However, an overall decrease in worldwide travel,
resulting either from shifting consumer attitudes or reduced
affordability, could have a significant adverse affect on our
business. Legislation and taxes introduced to combat climate
change also represent a risk to the Group, as does increased
volatility in fuel prices.

Climate change also creates opportunities, however. It has
highlighted the need for all of us to reduce our consumption
of fossil fuels. Initiatives that we take as a business to

cut energy or business travel also lower our fuel bills.
Opportunities may also arise to offer new destinations or
alternative types of holiday for climate-conscious consumers,
or to differentiate Thomas Cook Group through our
commitment to reducing our contribution to climate change.

Our Group airlines have achieved an average of 75.8g
of CO; emitted per passenger kilometres, well below
industry benchmarks.

o

Climate change legislation

In Europe, four pieces of climate-related legislation are
significantly impacting, or expected to impact, on Thomas
Cook Group. The first is the extension of the EU’s Emission
Trading Scheme (ETS) to cover the aviation industry: our
response to this is detailed in the In focus section on Aviation
and climate change (page 40). The UK’s Carbon Reduction
Commitment (CRC) Energy Efficiency Scheme is a trading
scheme aimed at less energy-intensive industries than the ETS,
and it will affect our UK corporate office and retail premises. A
similar scheme is being considered in the USA, which would
impact on our North American business segment.

Also in the UK, Air Passenger Duty is a per passenger levy
aimed at reducing emissions from air travel. We have been
campaigning for a fairer system, as discussed in External
engagements (page 9). And the introduction of Energy
Performance Certificates in the EU will require energy
efficiency measures to be included in the design, construction
and operation of our hotels. The Directive that introduces
Energy Performance Certificates also promotes the use of
renewable energy, but this is not easily available in some of
our destinations.

Our climate change strategy

Together with our wish to reduce our environmental impact,
these risks, opportunities and legislative requirements create
a strong case for a Thomas Cook Group climate change
strategy. This encompasses two areas: our involvement with
external organisations and our internal actions to reduce the
Group’s carbon emissions.

Externally, we are engaging with government (page 10)

to influence policy development and are also involved

with organisations such as the United Nations Framework
Convention on Climate Change private sector initiative. This
aims to increase understanding of climate change and the
actions needed to address it, as well as sharing practical
tools and best practice. Thomas Cook Airlines is also a
founder member of the Sustainable Aviation Initiative. This is
a UK collaboration of aviation industry members committed
to reducing their emissions by adhering to 34 commitments,
including improving fuel efficiency per seat kilometre by 50%
by 2020 compared to 2000 levels.

Internally, we have set up a working group to discuss actions
required to comply with the EU ETS, common strategy and
carbon reduction ideas. Across the Group, there are many
carbon reduction plans. All our airlines, for example, have
projects underway to reduce aviation fuel use. Over 95% of
our carbon emissions result from aviation, so we are paying
particular attention to savings we can make here, as discussed
in the Aviation and climate change section (page 40).

9'; Read more at http://sustainability2009.thomascookgroup.com/
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When making decisions about capital expenditure, we
increasingly take energy efficiency into account. For example
in Thomas Cook Northern Europe’s hotels, decisions have
been made to purchase solar panels, fit valves that stop the
air conditioning when windows are open and install key card
systems that turn off the lights and air conditioning when
guests leave their rooms.

Every part of our business is taking action to reduce
our contribution to climate change. Some examples are
given below:

» Our UK airline provided its employees with training on fuel-
efficient driving

The new head office of our North America business
segment has won an award from the Building Owners’ and
Managers’ Association of Canada for its best practice in
energy and environmental management

Our German tour operators have introduced an optional

carbon offset charge for customers on all-inclusive holidays.

The money raised is used to fund projects that reduce
carbon emissions. For example, a small hydroelectric
power plant has been built in a remote area of Honduras
that previously depended on diesel-based electricity. As
well as reducing CO2 emissions by 31,000 tonnes per year,
the project has provided employment for local people

and brought electricity to four villages that were

previously unconnected

Thomas Cook Belgium has coated its office windows to
improve insulation

Our Scandinavian airline has reduced its energy emissions
by 5% through the installation of solar panels at its head
office. It also couriers mail using DHL's GOGREEN carbon
neutral shipping service

Sunwing has collaborated with the Kapodistrian University
of Athens to assess the energy efficiency of our resort in
Kallithea. The outcome of the study was very impressive,
with our buildings being rated in category A for energy
efficiency and almost reaching the category of passive
buildings (those that require no heating or cooling systems)

At our hangar in Manchester, UK, the installation of
occupancy-sensing light switches and improvements to the
heating system have cut energy consumption

In our German office, air conditioning is carefully controlled
by area and time of day and the excess heat created by the
system is used to heat water. Lights are also switched off
automatically during the daytime in summer.

Thos

Performance data

Total direct energy consumption by primary energy source

Entries in tonnes 2009
Airline fuel 1,356,892
Diesel 680
Petrol 226
Other fuels 334
Total 1,358,132

Data exclude Thomas Cook India and Egypt.

Total indirect energy consumption by primary source

Entries in kWh

Electricity 75,704,805
Gas 25,441,978
Total 101,146,783

Data exclude Thomas Cook West/East (except Belgium), India and Egypt.
Data include Thomas Cook Northern Europe’s head office in Stockholm
which procured 100% renewable energy.

Indirect energy consumption in retail and office premises

Entries in kWh 2009 total per m? of

floor
Electricity 61,085,757 234
Gas 16,240,340 62
Total 77,326,097 296

Data exclude Thomas Cook West/East (except Belgium), India and Egypt.
Data include Thomas Cook Northern Europe’s head office in Stockholm,
which procured 100% renewable energy.

Indirect energy consumption in hotel premises

2009
17.24

kWh per guest night
Total energy

Data relate to Sunwing hotels only as reported in Sunwing Environmental
Report 2008/09.

9'; Read more at http://sustainability2009.thomascookgroup.com/

30



Thomas Cook Group plc
Sustainability Report 2009: Making a world of difference

Greenhouse gas emissions

Scope 1 in tonnes of CO» 2008 2009
Airline fuel 4,407,069 4,274,211
Petrol 586 724
Diesel 1,364 2,620
Other fuels 441 1,176
Total scope 1 emissions 4,409,460 4,278,631
Scope 2 in tonnes of CO7 2008 2009
Electricity 30,029 40,248
Gas 3,825 4,707
Total scope 2 emissions 33,854 44,955
Scope 3 in tonnes of CO» 2008 2009
Business travel not available  not available
Total emissions 4,443,314 4,323,585

2008 and 2009 data exclude Thomas Cook West/East (except Belgium),
India and Egypt. All data are calculated using DEFRAs greenhouse gas
conversion factors, version 2.0, updated September 2009. All airline fuel
data are calculated using the BATA emission factor (3.15 tonnes of CO2
per tonne of fuel). The 2008 CO» emission figures differ from the Thomas
Cook Carbon Disclosure Project 2009 submission due to update of
calculation methodology.

Our 2008 greenhouse gas figures have been recalculated
since we published last year’s report: we use the Department
for Environment, Food and Rural Affairs’ (DEFRA) conversion
factors which were updated in 2009. We have calculated both
years’ data using the latest factors. Scope 2 emissions have
increased primarily due to improved data capture from our
business segments.

Looking forward

While there is always more we want to do in terms of our
carbon reduction strategy, we are already seeing cuts in our
emissions. It is difficult to forecast our emissions from year
to year, as the travel industry, and therefore our aviation fuel
use, is affected by unpredictable events such as terrorism
and the recent outbreak of swine flu. That said, we do expect
our carbon emissions to fall over the next five years, relative
to company growth. Looking forward, our priorities include
reducing emissions from Group airlines and from our UK
premises, and capturing more complete data. For detail on
these, see our Priorities and progress table (page 52).

To read more, please go to the following section:
« External engagements (page 9)

« In focus: Aviation and climate change (page 40)
« Priorities and progress (page 52)
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Waste

Production of waste represents not only

poor use of precious resources, but also a
financial cost for us as a business. That is
why Thomas Cook Group has implemented
various initiatives to reduce, reuse and recycle
our waste. As the data below show, this has
enabled us to achieve an impressive recycling
rate of 78.6%, and we are looking to increase
this even further. On average, each of our
employees produces 222kg of waste per year,
of which 175kg is recycled and 48kg is sent

to landfill.

Waste

2009 tonnes

6,472

5,084 (78.6% of total)
1,388 (21.4% of total)

Entries in tonnes

Total waste produced
— Waste recycled
— Waste sent to landfill

Our airlines have implemented industry-leading recycling
schemes. For example, our Northern European airline set up
Europe’s first onboard recycling programme but found that
the airports to which it was travelling did not always have

the facilities to take its sorted waste. The company engaged
with the airports and has successfully influenced them to
change their disposal policies, so that the majority of waste is
now recycled or incinerated for energy recovery. In 2009, the
airline successfully reduced total waste by 5% per passenger
compared to 2008, and its overall recycling rate has risen
from 22% at the outset of the project in 2001 to 74% this year.

Our UK airline, meanwhile, trialled a recycling scheme

for aluminium in 2007 and produced a guide to onboard
recycling with the Travel Foundation to encourage other
airlines to take it up. The success of the project led the
company to expand recycling to all short- and medium-

haul inbound flights starting in 2009. All paper, plastic and
aluminium cans are now recycled. For all our airlines, projects
like these require a great deal of collaboration between
Thomas Cook cabin crew, cleaning companies and airport
management companies. As Frank Pullman, Managing
Director of Thomas Cook Airlines UK, says, “It was an
ambitious challenge so our cabin crew should feel extremely
proud of what they have achieved. No other UK charter airline
has rolled out a national programme like ours.”

Data exclude Thomas Cook West/East (except Belgium), India and Egypt.

78.6% of our waste is recycled.

Recycling schemes are not limited to our aircraft. Many of our
offices have recycling schemes and our retail stores recycle
their unwanted brochures. In our destinations, too, we are
encouraging customers to recycle where facilities are available.
At our Sunwing Resort properties, recycling stations are
provided to enable waste to be sorted into at least five different
categories. Sunwing has also introduced a biodegradable
shopping bag into its mini-markets. And our UK subsidiary
Style Villas has introduced a branded Bag for Life to replace
the plastic bags previously used in guests’ welcome packs.
Customers can use the bags again and again, thus preventing
thousands of plastic bags going to landfill each year and
helping to promote the Style Villas brand.

In 2010, we aim to expand our onboard recycling scheme to
all long-haul inbound flights, and to improve our monitoring
of waste data. We will establish a baseline figure for waste
produced in the UK, in order to set ourselves quantitative
targets for the coming years.

To read more, please go to the following section:
* Resource use (page 33)
* Priorities and progress (page 52)
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Resource use

Our companies use many natural resources —
for example, the water needed to take care of
the guests in our hotels and the paper used in
our offices and publishing business. Reducing
consumption of these resources can be
challenging, but we are committed to doing so.
Here we detail a few examples of the initiatives
that are being taken to lessen our resource use.

Across our business, holiday reservations are increasingly
being made online, introducing the potential to reduce the
amount of paper consumed in the production of brochures.
While we will continue to provide retail stores for those
customers that want them, through e-commerce we can
grow our business without increasing the scale of our retail
operations, thus minimising the use of energy and other
resources in-store.

In Northern Europe, Thomas Cook has introduced a
paperless reservation system. Previously all reservation
information was printed out — then printed again when minor
changes were made, such as the addition of ski hire. By
making some technological changes and spending a few
minutes more on each reservation, all that paper consumption
has been avoided.

We are also looking at paper use in our in-flight magazines
and brochures. Our Northern Europe business segment has
committed to printing all their service and marketing materials
on paper with the Nordic Swan ecolabel or similar criteria.

Paper consumption

2009 total

Entries in reams

per £m
turnover

185

Paper purchased 1,255,597

Data exclude Thomas Cook West/East (except Belgium), UK, Ireland,
India and Egypt.

Customers arriving on holiday with Style Villas now receive their
grocery packs in a Bag for Life, rather than the plastic bags
that were used previously. Style’s Gateway Manager in Corfu
had the idea, and it was picked up by the company’s Product
and Commercial Manager in the UK. Some research was
required to find a supplier that complied with labour standards
and could provide a competitive price. Once the bags were
sourced, they were used across all Style’s approximately 700
villas, cutting out the use of any plastic bags. As customers
can use them throughout their holiday and at home, the bags
also help to promote the Style Villas brand.

Thomas Cook Northern Europe’s reservations system is now
completely paperless.

Initiatives to reduce water consumption have included
changes to the procedures that our Northern European airline
uses to wash aircraft. At our UK airline’s hangar, the fitting of
sensor taps in the toilets means water now only flows from
these taps when it is needed. Similarly, the urinals have been
fitted with sensors so they only flush when they have been
used. Ninety per cent of the taps and showers in guest rooms
at Sunwing Resorts’ hotels are fitted with devices to reduce
water flow. In 2009, Sunwing’s hotels used 294,865,000 litres
of water. This equates to 232 litres per guest night.

Water consumption in office and retail premises

2009
34,293,831

Entries in litres
Water consumption

Data exclude Thomas Cook West/East, UK, Ireland, India and Egypt.

In 2010 we will be looking at additional ways to reduce our
water consumption. We will also gather data to establish an
accurate baseline for our water consumption in the UK, such
that we can set ourselves quantitative targets for future years.

To read more, please go to the following section:
* Energy and climate change (page 29)

* Priorities and progress (page 52)

» Waste (page 32)
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Noise

For any airline, noise is a significant
environmental impact. We appreciate that, for
those living near airports, noise from planes
can be a major concern. Reducing aircraft
noise is, however, a complex issue that requires
collaboration between the airlines, airport
operators, regulatory authorities, air traffic
control and pilots. Nonetheless, over the last 30
years, the industry has achieved a reduction in
the noise level from aircraft of 20 decibels, and
it is estimated to fall by a further 50% by 2020.

Part of this reduction has come through technological
developments, and by modernising our fleet, we have been
reducing the noise from our aircraft for many years. We have
also been working with industry partners to promote the
development of noise reduction measures. Our pilots are
required to use the lowest engine power setting wherever
possible, as this can cut noise significantly. And we have
been trialling the use of reduced thrust in the climb phase on
our long-haul aircraft.

Thomas Cook Airlines UK won awards in 2009 for its
commitment to noise reduction procedures.

Some airports monitor the path that each plane follows

during take-off, so as to check the noise impact on the local
community. We are committed to improving our take-off path
record each year. In March 2009, Thomas Cook Airlines in the
UK was one of 30 airlines to be recognised at the Manchester
Airport Skyliners” Awards for consistently observing the
preferred paths during take-off.

On the same night, we also received a Special Award for
our involvement in continuous descent approach (CDA).
This means maintaining a constant downward angle through
the approach to the airport, which enables engines to be
set to low power, thus reducing noise. While this is not
always possible, due to factors such as weather, we aim to
continually improve our CDA performance.
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Communities

Thomas Cook Group’s activities affect two types
of communities: those in which most of our
employees live and work, where our offices and
travel agencies are based, and those where our
customers take their holidays.

Home communities (page 36)
Focusing on helping children.

Destination communities (page 37)
Meeting diverse local needs.

To read more, please go to the following section:
« In focus: Supporting destination communities (page 42)
« Priorities and progress (page 52)
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Home communities

The Thomas Cook Children’s Charity.

We have chosen to focus our efforts in our
home communities on making dreams come
true for sick, disabled and disadvantaged
children. 2009 saw the launch of the Thomas
Cook Children’s Charity. Anyone can apply

for funding: customers, employees or other
children’s charities, although priority is

given to requests from our customers and
employees. Requests are reviewed by the Board
of Trustees, which includes our Group Chief
Executive Officer, five employees, a doctor
and a young person whose life was saved at
the Children’s Critical Care Centre (see below).
Donations are invited from customers in our
travel agencies and on board aircraft, while
employees in the UK and around the world
have undertaken various activities to generate
further funds.

In 2009, we exceeded our fundraising target of £750,000,
and supported a wide range of children, from birth to 18.
For example:

» We bought a specialist wheelchair for an employee’s niece.
Having been starved of oxygen at birth, she had lost all
motor control and could not leave her house without the
wheelchair

» Another employee’s child plays for a disabled cricket
team and had always dreamed of playing against another
disabled team. We have arranged for his team to go to a
Haven holiday camp, where they will play a disabled team

« With our funding, the Bishop Auckland Theatre Hooligans,
a group of disadvantaged youngsters, went to Montego
Bay in Jamaica. As part of a cultural exchange programme,
the trip included bringing back crafts made by Montego
Bay youngsters, which were sold to raise money for their
communities.

o

Since our overseas employees can request support for
local causes, the charity benefits destination communities
as well. For example, when our pilots stopover in Banjul in
the Gambia, some help out at a local school. The school
is missing a concrete floor and a roof, so we have recently
approved a grant to provide both. In 2009 we also gave
£10,000 to Save the Children for the East Asia

Earthquake Appeal.

Thomas Cook UK & Ireland donated Christmas flights for
disabled and disadvantaged children at a cost of £22,733
to the business.

The Children’s Critical Care Centre

Our decision to launch the charity was a result of seeing the
difference made by our focused fundraising for the Children’s
Critical Care Centre at King’s College Hospital in London.
Completed in 2008, the centre was built using £2.3 million
raised by Thomas Cook Group customers and employees. It
is unique in the UK, in that it houses both Paediatric Intensive
Care and Paediatric High Dependence Units. Each year

the 16-bed facility treats many of the UK’s sickest children
for conditions including liver failure, cystic fibrosis and
neurological problems. The completion of this centre is an
achievement we are incredibly proud of.

Supporting wider causes

Many of our businesses around the world are involved with
organisations that provide trips for sick or disadvantaged
children. This may involve the donation of flights or fuel costs,
as well as our employees volunteering to staff the flights,
which take place at Christmas. The pilots manoeuvre the
plane to simulate Santa landing his sleigh on the roof. Santa
then comes walking through the seats and hands out a
present to every child.

While our main focus is on making children’'s dreams come
true, many of our employees raise funds or volunteer their
time for other good causes too. These include Sail4Cancer,

a charity with which our Neilson business has been involved
since 2005. As a provider of active holidays, Neilson funded
59 places for cancer patients and their families to go on
sailing holidays with Sail4Cancer in 2009. Neilson’s overseas
staff also raised over £22,000 for the charity. Our UK airline
supports the Manchester Airport Community Network. In
2009, our involvement has included hosting visits from groups
of schoolchildren to our hangar as part of a project to raise
interest in science and technology, and organising activities
at a new school to raise awareness of local wildlife.

9'; Read more at http://sustainability2009.thomascookgroup.com/
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At Condor, a programme called ConTribute has been developed
to support community organisations, both in Germany and

in our destinations, through the donation of subsidised flight
tickets and cargo, as well as employee volunteering and
financial donations. Employees from Thomas Cook North
America climbed 1,776 steps to the top of the Toronto CN Tower
to raise funds for WWF Canada to use in its fight against climate
change. Thomas Cook India supports the Door Step School, a
‘school on wheels’ for homeless and underprivileged children.
Thomas Cook Northern Europe supports the MinStoraDag (My
Special Day) Foundation which makes the dreams of very sick
children in Sweden come true. And in Germany, our employees
supported a charity for the disabled by funding the redecoration
of their premises, as well as picking up the paint brushes and
getting stuck in themselves. These are just a few of the diverse
initiatives our employees undertake to help those in need in their
home communities.

To read more, please go to the following section:
« Destination communities (page 37)
« Priorities and progress (page 52)

Destination communities

By their nature, the communities where our
customers take their holidays have diverse
needs, so there is a wide range of issues on
which Thomas Cook Group companies could
support them. We are working with the
Travel Foundation to develop a consistent,
strategic approach to helping destination
communities. Our UK & Ireland business has
been spearheading this work, and you can
read more about it in the In focus section on
Supporting destination communities (page 42).

Here, we give you a flavour of the variety of projects our other
businesses around the world have implemented to support
our destination communities.

Educational projects:

» Thomas Cook France partners with Planete Urgence to
fund volunteering holidays. Our employees can spend
their vacations on projects such as teaching children
with learning difficulties in West Africa, with the cost split
between themselves and the company

 In Cancun, a kindergarten is being built at a school that
was damaged by Hurricane Wilma, thanks to the resort
team making a request for funds from the Thomas Cook
Children’s Charity

* Partnering with Futouris, Thomas Cook in Germany funds
the purchase of new educational and play equipment for a
primary school in Jorpati, Nepal.

Projects supporting orphaned children:

» Our resort team in Bulgaria engages in year-round
fundraising for a local orphanage. The £900 raised in 2009
was used to buy new beds. Thomas Cook employees also
arrange biannual days out for children from the orphanage
— the summer visit to a water park and the winter trip to the
ski slopes give the children a very welcome break from their
usual environment

* When guests in Hurghada, Luxor and Marsa Alam are
reminded of their departure details a couple of days
before leaving, they are also invited to donate clothes to the
Sunshine Orphanage in Luxor.
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Projects supporting disadvantaged children:

» Customers taking MegaTruck safari trips in the Dominican
Republic are encouraged to donate clothes and stationery
to local villages. They are asked not to take sweets as these
tempt the children away from school and create dental
problems that few families can afford to treat.

Also in the Dominican Republic, Thomas Cook staff hold
fortnightly charity evenings and an annual charity day to
raise money for the Ricardo Limardo Children’s Hospital

in Puerto Plata. The CAD 35,000 raised since 2007 has
funded vital refurbishment projects at the hospital, such as
providing running water to the toilet blocks and installing air
conditioning in the neo-natal unit.

In the Algarve, rather than carry toiletries home with them,
customers are encouraged to donate them to a children’s
home in Albufeira.

Thomas Cook Northern Europe has been collaborating with
ECPAT (End Child Prostitution, Child Pornography and the
Trafficking of Children) to try to bring an end to the sexual
exploitation of children around the tourism industry. Their
work is described in more detail in the In focus section on
Protecting children (page 44).

Projects supporting wider communities:

* In collaboration with Futouris, Thomas Cook in Germany is
helping with the modernising of a solar energy system for
a medical centre in Ramada, Kenya and supporting the
protection of orang-utans in Indonesian Borneo.

* In Belgium, Thomas Cook Airlines and the Neckermann
retail outlets help the communities around Luxor, through
Live is Beautiful. This organisation collects donations
of money, clothes and school materials and supports
educational, health, employment, sport and cultural
projects. They have even given Luxor a Belgian fire engine!

» The animals of Luxor are not forgotten either: horses and
donkeys, which can be poorly treated there, benefit from
guests’ donations to the Brooke Animal Hospital.

To read more, please go to the following section:

¢ Home communities (page 36)

« In focus: Supporting destination communities (page 42)
« In focus: Animal welfare (page 48)

« In focus: Protecting children (page 44)

« Priorities and progress (page 52)

Of course, this support is in addition to the economic benefits
brought to destination communities by our businesses. While
we do not deny that social and environmental problems can
arise from tourist development, it is important to remember
that many of these communities rely on the income from
holidaymakers for their survival. The United Nations World
Tourism Organization (UNWTO) has shown tourism to be

a primary source of foreign exchange earnings in 46 of

the world’s 50 least-developed countries. When tourism is
managed responsibly, it is a power for good: redistributing
wealth from richer to poorer countries, encouraging
investment in education, healthcare and infrastructure and
creating incentives for preserving cultural heritage and
natural resources.

We have funded vital refurbishment projects at the Ricardo
Limardo Children’s Hospital in Puerto Plata, including
providing running water to the toilet blocks and installing
air conditioning in the neo-natal unit.
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In focus

We focused on our Group-wide management
of broad impact areas in Our impacts (page 11).
But there are some specific issues that have
been particularly important this year and
others where our companies have had notable
achievements. In this section we recognise
those and discuss them in more depth.

Aviation and climate
change (page 40)

Our airlines are taking many
different actions to reduce
their CO2 emissions.

Supporting destination
communities (page 42)
Thomas Cook UK & Ireland
is actively promoting
sustainable tourism.

Protecting children
(page 44)

Tackling the sexual
exploitation of children is
a priority for our Northern
European business.

Partnering with suppliers
(page 46)

Through Travelife,

Thomas Cook Belgium

is supporting suppliers to
be more sustainable.

Quality (page 47)

Quality and customer
complaints are being closely
managed by Thomas Cook
in Germany.

Animal welfare (page 48)
Our UK & Ireland business
works to improve the
treatment of animals in our
destination communities.

Vision and values (page 49)
The rollout of the Thomas
Cook Group’s vision and
values is creating an impact
in India.
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Aviation and climate change

There is little dispute now that man-made
climate change is a reality and one that poses
a serious threat to populations around the

world. In the travel industry, we have particular

cause for concern: many holiday destinations
are already affected and we can expect further
instability. Rising sea levels, for example,
Jeopardise coastal resorts while severe weather
events, such as hurricanes, are predicted to
increase in frequency and spread to parts of
the world where they are currently uncommon.

The travel industry also contributes to climate change.
While aviation currently accounts for less than 3% of the
world’s carbon dioxide emissions (or CO», the principal

gas responsible for climate change), travel is a rapidly
growing industry and improvements in fuel efficiency will be
insufficient to offset this rise. Some customers have started
to avoid flying so as to reduce their carbon footprint. At the
same time, governments are regulating to reduce emissions
through taxes and carbon trading schemes, thus increasing
carbon-related costs for business and consumers. And
increased volatility in fuel prices represents a threat to our
airlines. This is clearly a pressing issue requiring sustained
and substantial action from the travel industry, and one it can
play a significant part in tackling.

What are Thomas Cook Group’s airlines doing?

Over 95% of our CO2 emissions come from flying planes, so
our airlines take carbon reduction very seriously. We are a
founding member of the UK’s Sustainable Aviation initiative.
This industry alliance is dedicated to reducing emissions, as
well as noise, by taking on eight goals and 34 commitments.
These include informing passengers of the climate impacts
of air travel and supporting dialogue with the international
aviation community on measures to address climate change.

A Group-wide working group has been set up to share best
practice, develop a common strategy for reducing CO»
emissions from aviation and ensure compliance with the EU’s
Emissions Trading Scheme (ETS). Additionally, each airline is
looking at the issue in detail and has its own working groups
establishing systems to accurately monitor and report CO2
data, as required under ETS.

Across the Group, many different actions are being taken to
reduce our emissions. These range from technical changes
to the aircraft to flight planning, and include alterations to

our procedures for loading, flying and maintaining planes.
Our planes already operate very efficiently, so only small
improvements are possible, but we are making many of these
small improvements and the emissions reductions are adding
up. In 2009, our Group airlines averaged 75.8g of CO2 per
passenger kilometre, well below industry benchmarks.

Reducing the weight of our planes minimises the amount of
fuel required to fly them and therefore the CO» emissions.
This is taken into consideration when planning how much
fuel to carry — but balanced against the safety requirement
to have an emergency reserve. Airlines Germany recently
decided against installing a new in-flight entertainment
system because its 1.5 tonnes would have dramatically
increased fuel use. And our engineers are constantly looking
for ways to achieve weight savings, for example through the
development of lightweight seating and catering equipment.

Planning flight routes efficiently can also reduce fuel
requirements. Our UK airline, for example, has a Flight
Support Team whose role is to generate a computerised flight
plan for every departure, choosing the most efficient route
available every time. Making this choice is far from simple.

As Steve Solomon, Director of Flights, explains, “The flight
planning system is programmed with a complex database

of preferred routes between each city pair. The system
investigates these routes, applying the latest upper-air wind
forecasts to each route option, and then calculates fuel
requirements and costs before offering the Flight Dispatcher
the cheapest and most environmentally sound route within the
block time available from each aircraft's schedule.” The team
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also influences developments in airspace by participating
in Eurocontrol’s airline route planning forum. By negotiating
short cuts and improved use of airspace at night, they have
been able to make significant fuel cuts. Together these
actions are estimated to have saved around 286 tonnes of
CO2 per month.

Fuel consumption is further affected by the way in which a
plane is loaded and operated. For example, we can improve
fuel efficiency on some of our planes by loading them so
that the centre of gravity is shifted towards the tail. We are
currently assessing under which circumstances using energy
sources on the ground to provide power to the plane during
turnarounds is more carbon efficient. And our Scandinavian
airline has developed Green Flights, a programme of
guidelines for pilots on ways to increase fuel efficiency when
parking, taxiing, taking off, flying and landing. The aim of
Green Flights is to reduce annual emissions by 0.5%.

As new aircraft are ever more aerodynamic, maintenance of
our existing fleet is important: our engineers can identify ways
to improve the aerodynamic efficiency of these planes. We
are also making technical changes to our planes, for example
installing winglets. These are devices fitted to the wing tips

of planes to minimise drag. They allow a plane to reach its
cruising height faster and lessen the thrust needed during
the approach to landing. This creates reductions in fuel use
and emissions (5%) as well as noise. Condor has been fitting
winglets to its fleet of Boeing 767 planes in 2009: seven of
the nine aircraft now have winglets, with the other two due to
have theirs fitted in 2010. Our UK airline has also started to fit
winglets on its Boeing fleet, and the first installation is due to
be complete in February 2010.

Thomas Cook Airlines Scandinavia received StandBy
magazine’s Environmental Travel Prize 2009.

Our airlines are tackling the issue of climate change from
many different angles. Importantly, they have not neglected
engagement with customers in their strategy. Ecolabels, similar
to those seen on electrical goods for sale in the EU, will be
shown on the boarding doors of our UK planes from 2010.
And in Scandinavia, customers are offered the opportunity to

offset the carbon emissions from their flight through GreenSeat.

While this does not reduce emissions from the plane, it funds
projects to either absorb carbon through reforestation or avoid
emissions through renewable energy.

To read more, please go to the following section:
« Energy and climate change (page 29)
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Supporting destination
communities

Some of the regions our customers visit for
their holidays are very poor or have social and
environmental challenges. As set out in our
Sustainable Tourism Policy*, we see it as our
responsibility to support these communities,
not only with the income that tourism provides
but also by helping them to address their social
and environmental concerns.

Sustainable tourism is about holidaying with respect for local
communities: preserving natural resources, buying local and
paying fair, honouring local cultures, protecting wildlife and
preserving destinations for the future enjoyment of others.
Thomas Cook UK & Ireland has been particularly active in this
area and is spearheading this work through our partnership
with the Travel Foundation.

The Travel Foundation

The Travel Foundation is a UK charity that works with the
travel industry to promote sustainable tourism and invests
in sustainability projects in destination communities. Since
2003, Thomas Cook Group has raised over £1.3 million in
customer donations to support the Foundation’s work and
collaborated on a number of tourism initiatives, including
those detailed below.

“If I hadn’t got the Thomas Cook scholarship, | wouldn’t
have been able to go to university.” Cigdem Gumussoy,
student at Mugla University, Turkey

Raising awareness

Central to any sustainable tourism work must be an increase
in the level of understanding of sustainability issues among
our employees and holidaymakers. We have trialled the
Travel Foundation’s online sustainable tourism training,
maketravelgreener.com (see Environmental management
on page 27 for more information). Sustainable tourism
issues are also covered in our staff magazines. And the
Travel Foundation’s ‘Insider Guide for Overseas Staff’ directs
employees working in our destinations as to how they can
make a difference in their day-to-day activities.

* To view our Sustainable Tourism Policy please go to
http://sustainability2009.thomascookgroup.com/downloads.aspx

Customers are also given sustainability information in resort
information books and in-flight magazines. In 2009, we
continued our focus on raising the awareness of our younger
guests. Working with the Travel Foundation, we produced
children’s activity books featuring Hatch the Hawksbill Turtle
and his friends. Our Hatch books were already a hit with

4- to 7-year-olds, and this year we trialled a version for 8- to
11-year-olds, with a view to rolling it out to all our KidsWORLD
hotels if successful.

The activity books are just one element in our programme to
raise awareness of sustainability issues among children. Our
KidsWORLD reps have developed a full range of activities
including games to teach youngsters about the effects

that litter in the sea has on wildlife, art projects focusing

on endangered species and trips to cafés to develop their
knowledge of local food.

Working with hotels

For our hoteliers Thomas Cook Group has collaborated
with the Travel Foundation and other stakeholders to
develop a Hotel Makeover Pack. Designed to help them
introduce sustainable practices, these packs include tips
for staff, posters and a DVD showing how to implement
the recommendations. They have been distributed to

all Thomas Cook UK & Ireland’s summer and winter
accommodation suppliers.

Again in partnership with the Travel Foundation, in 2009

we embarked on a project to further reduce energy and
water consumption in our Turkish hotels. Environmental
consultants Envo were brought in to assess the performance
of the 10 hotels selected for the project. They then identified
improvement opportunities and delivered training to 428
employees across the 10 properties. The training was split
into separate sessions relevant to different hotel functions
such as kitchens, guest rooms and management. The results

Q{ Read more at http://sustainability2009.thomascookgroup.com/
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are impressive: already we have seen a 5.3% reduction

in energy and water use across the group of hotels, even
though many of Envo’s recommendations could not be
implemented until the hotels closed for the winter. Having
seen the benefits, some of the hotels have retained Envo to
work with them next year and are looking at setting up a best
practice forum. We will be monitoring their progress and
expect to see even greater savings.

Sponsoring education in Turkey

In Turkey, it can be very difficult for young women to fund a
university education. In some rural communities it is not very
usual to see girls progress into higher education. Now, thanks
to a Thomas Cook scholarship at Mugla University near
Bodrum, five girls that wouldn’'t have had the opportunity for
further education are studying tourism management. As one
of the girls, Cigdem Gumussoy, points out, “If | hadn’'t got this
scholarship, | wouldn't have been able to go to university. |
can now concentrate on my classes and not worry about how
| can pay for them.” All five have now completed three years
of study as well as summer placements with Thomas Cook.

For their placements, they spent 20 days in our Kusadasi
office learning about all the different aspects of our business:
they accompanied staff on hotel health and safety audits,
worked in customer services, joined reps as they worked with
our guests, and much more. For the reps, too, it was a chance
to mix with Turkish citizens and learn more about the local
culture. The girls then spent nearly two months with our agent
Diana Travel, gaining experience in making reservations,
managing transfers, organising departures and arrivals,

and setting up excursions. All five thoroughly enjoyed the
experience and say, in their much-improved English, that they
want to become Thomas Cook reps.

To read more, please go to the following section:
« Destination communities (page 37)

« In focus: Protecting children (page 44)

« In focus: Partnering with suppliers (page 46)

« Priorities and progress (page 52)
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Protecting children

A distressing by-product of the tourism industry

Is that it creates opportunities for children

to be exploited sexually. Many sex offenders
take advantage of the anonymity offered by
travel and the lack of law enforcement in some
destinations: sadly, they are less likely to get
caught abusing children on holiday than they
are at home. What is more, these children

are often the most vulnerable in society: the
homeless, those with little education and those
who have already been abused. They end up in
tourist destinations either in search of work or
because they have been trafficked specifically
for this purpose.

The sexual exploitation of children in tourism includes the
production of child pornography and the buying and selling
of children for prostitution. Many tourist destinations do not
have the infrastructure to protect these children or offer them
a way out. And when the law is enforced in one destination,
the sex offenders move to the next. It is therefore vital that
the tourism industry gets involved and works to drive out the
exploiters who use hotels, bars and other tourist facilities to
do their trade.

What is Thomas Cook Group doing?

Thomas Cook Group is partnering with the international
organisation ECPAT (End Child Prostitution, Child
Pornography and the Trafficking of Children for Sexual
Purposes). Our Northern European business segment has
been particularly active on this issue, collaborating with
ECPAT and signing the Code of Conduct for the Protection of
Children from Sexual Exploitation in Travel and Tourism back
in 1999.

As a signatory, Thomas Cook Northern Europe has a policy
against the sexual exploitation of children, and engages with
staff, customers and business partners on the issue. The
company also reports annually to ECPAT on its progress.

All hotels used by the company outside Europe, and in
Bulgaria and Romania, are required to sign a contract
that includes a clause on protecting children. The clause
stipulates that all hotel staff should be aware of sexual
exploitation issues and must report any signs of children
being exploited that they become aware of. Any breach of
these requirements results in immediate termination of the
Thomas Cook contract.

For 10 years, Thomas Cook Northern Europe has been a
signatory to ECPAT’s Code of Conduct for the Protection of
Children from Sexual Exploitation in Travel and Tourism.

Thomas Cook’s own employees in relevant destinations

are given training on how to deal with instances, or the
suspicion, of sexual exploitation of children. An ECPAT
hotline is available for them to call with any related concerns,
information is provided on the staff intranet and they are
encouraged to further raise their understanding by reading
‘Rosario is Dead’, a harrowing account of childhood sexual
exploitation in the Philippines.

Customers are left in no uncertainty as to Thomas Cook’s
position on this issue: they are told through the company’s
website, in-flight magazines, notices at their destinations,
information in hotel folders and in person at their
welcome meetings.

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Marten Totterman, from Quality and Operations at Thomas
Cook Northern Europe, is unequivocal about the value of their
actions. “This is such an important issue, as the largest tour
operator in Sweden, we can't not get involved,” he argues. “It
can be really tough to change attitudes in different cultures,
and to monitor such a covert activity, but our involvement

is definitely paying dividends. Hotels are showing much
greater understanding, our staff are much more aware and
customers seem to really appreciate what we're doing. But
most importantly, we want to ensure fewer children are being
exploited in our destinations, and that's the bottom line.”

ECPAT, too, recognises the strength of Thomas Cook
Group’s approach: they have asked if they can use our

UK Child Protection Policy (http://sustainability2009.
thomascookgroup.com/downloads.aspx) as an example of
best practice. Furthermore, we are working with ECPAT to
develop a training tool for the tourism industry, which we will
pilot with one of our business segments in 2010.

To read more, please go to the following section:
* Destination communities (page 37)
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Partnering with suppliers

One of the challenges of tackling sustainability
issues is that responsibility for environmental
and social impacts is often shared. For example,
who is accountable for the energy used by a
Thomas Cook Group customer in one of our
supplier’s hotels? It would be easy for each

of us to look to the other to take action, but
these issues can only be successfully addressed
through partnership and cooperation.

That is why we have signed up to Travelife, the sustainability
management system for hoteliers and other suppliers in
the tourism industry (see Suppliers, page 23, for more
information). Travelife supports hoteliers to implement
sustainability measures and to help customers reduce their
impacts. By training our employees as Travelife auditors,
we can encourage the hotels to win Travelife awards. And
by including the award logos in our brochures, we enable
customers to make informed decisions and drive business
to the more sustainable hotels. This creates an incentive for
more hotels to adopt sustainable business practices.

Adopting Travelife in Belgium

For Thomas Cook Belgium, partnering with suppliers is one
of four sustainability priorities, and Travelife is core to that
work. Their sustainability strategy is driven from the very top,
with three Board directors sponsoring it. They have a vision to
embed sustainability to the point where it is a natural part of
the company culture.

Thomas Cook Belgium hotels with Travelife awards:
19 gold

7 silver

2 bronze.

Koen van den Bosch has day-to-day responsibility for
sustainability at Thomas Cook Belgium. He saw that Travelife
was a workable system for partnering with suppliers and the
company signed up in April 2009. Mr van den Bosch has now
trained as a Travelife auditor and the company is leading the
way among Belgian tour operators in implementing Travelife.
This includes attending regular Travelife meetings, actively
contributing to the development of the system.

Training auditors and working with hotels to implement
Travelife can take time, however. That is why, as Mr van den
Bosch says, “We wanted to start the ball rolling in terms of
customers’ awareness of Travelife and to incentivise our
hoteliers to sign up.” So, as Travelife is an industry-wide
programme, Thomas Cook Belgium checked whether any
of our hotels had already been audited. “We found that

28 already had awards, so we quickly created a page in
the price lists that go in our brochures, all about Travelife
and listing the award-winning hotels,” Mr van den Bosch
continues. “That’s the beauty of the partnership approach:
until we have more capacity to work with the hotels, we can
still help by building momentum and encouraging customers
to choose Travelife hotels.”

Looking forward, Thomas Cook Belgium will be encouraging its
suppliers to sign up to Travelife — first hotels then destination-
based transport and excursion providers — and auditing their
businesses. Already the company has commissioned some
external audits, including one of the Ocean View Hotel in El
Gouna, which achieved a gold award in 2008.

To read more, please go to the following section:
* Travelife (page 24)
* Priorities and progress (page 52)
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Quality

With our vision of ‘going further to make
dreams come true’, it is important to Thomas
Cook Group that our holidays offer the
highest-quality experiences to our customers.
Managing the quality of our products is also
good for business: only satisfied customers
will return to us year after year.

A key part of quality management is being open to
complaints and seeing how valuable they are to the company.
A complaint is someone telling us how we can make our
customers happier, and that is indispensable business
intelligence. What is more, by responding to a complaint
promptly, we can transform a customer’s dissatisfaction into
a view of Thomas Cook Group as a company that cares.

A focus on quality in Germany

In Germany, Thomas Cook therefore makes it as easy as
possible for customers or travel agents to submit complaints.
At any time, they can be made by email, fax, phone, letter or
in our retail stores. We also have a new online channel: every
one of our customer websites now includes a complaints form
that automatically feeds into a central management system.

While on holiday, customers can make complaints directly
to our reps. The destination-based ‘SUPER’ complaints
process is designed to enable the resolution of problems as
soon as they occur, without needing customers to seek out
anyone beyond the rep who is easily available to them. Our
destinations are covered by a network of Quality Managers
who oversee the process, ensure appropriate actions are
taken and report in to the central quality team.

Along with the information from our Quality Managers,

the central team collates customer complaints and uses

a complaint management system to identify areas for
improvement. Reports are sent to our network of Quality
Managers on a monthly basis, broken down by destination
and hotel. These are invaluable to back up our case when
it comes to encouraging suppliers to make improvements.
Ongoing customer satisfaction surveys and an annual
industry-wide benchmarking survey also feed into the
process. Once a season, a Quality Monitoring Report is
produced for senior management and a Quality Circle
meeting is held where improvement actions are identified.

To read more, please go to the following section:
e Meeting customers’ expectations (page 16)

The quality team does not wait for complaints before
improving the company’s processes, however. Its Operational
Excellence project takes a proactive approach, focusing on
individual areas of the business in turn. The next stage of the
project will focus on internal processes, asking employees to
make suggestions as to how they could be improved.

Through these initiatives, quality is becoming embedded at
the heart of the company’s culture. As Rudiger Koélsch, Head
of Quality and Process Management, comments, “We are
really proud that the name of our main project, Operational
Excellence, is now one of the values of Thomas Cook Central
Europe. This underlines the importance of our customers
and the need for quality management and a continuous
improvement process.”

“Regular Quality Circle meetings are held to identify areas
for improvement and actions to be taken.”
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Animal welfare

Tourism impacts on animals in and around destination
communities: both those in tourist attractions like dolphinariums,
and those whose habitats holidaymakers enter, such as turtles
that lay their eggs on beaches. Under the EU Amsterdam
Treaty, it was recognised that all vertebrate animals are
capable of feeling pain and distress. As such, as a minimum
they need the ‘five freedoms’:

* Food and water

A suitable living environment

» Good health

» An opportunity to exhibit natural behaviours
* Protection from fear and distress.

Examples of how these freedoms can be denied to animals
as a result of tourist activity include:

* Inappropriate use of animals, including being made to
perform in ways not natural to them or being used as
photographic props

* When whale watching, tourist boats can get between a
mother and her young, resulting in a separation that is
disastrous for the baby

» Large numbers of tourists getting too close can disrupt
hunting and feeding patterns for wild animals, and some
can become very ill if exposed to human conditions like
colds or diarrhoea.

Thomas Cook Group’s response

For the Thomas Cook Group, it is an issue not only of
ethical behaviour, but also of our reputation. We do not
want to be associated with practices that are cruel, illegal
or unacceptable to our customers, the media or pressure
groups. To that end, we have developed a UK Animal
Welfare Policy (http://sustainability2009.thomascookgroup.
com/downloads.aspx) and are working with partner
organisations to improve the treatment of animals in our
destination communities.

Drawing on the expertise of Travelife, the Federation of Tour
Operators (FTO) and the Born Free Foundation, we have
trained over 50 employees to audit animal attractions in our
destination communities. The auditing programme began in
the summer of 2009 and so far 16 excursions showcasing
animals (8% of our total) have been audited. Some results
have been good with others being disappointing, partly as
a result of our focusing on those that we expected to be
problematic as they had attracted media attention. We are
now working with those suppliers whose results were

“Many of our customers care deeply about animal welfare.
We’ve had guests thanking us for our involvement with
the Born Free Foundation — it makes a real difference

to them.” Nancy Brock, Sustainable Business Manager,
Thomas Cook Group

disappointing: we consider collaboration to be the best way to
improve the facilities and ensure a better future for the animals.
We aim to carry out a similar number of audits in 2010.

Working with industry organisations like the FTO is a vital
part of our animal welfare activity: as resorts and attractions
are served by many different tour operators, we have a far
greater impact when we work together. In 2008, the FTO sent
out two important letters. The first asked resort committees to
discourage the use of animals as photographic props. The
second was sent to our main suppliers of dolphin attractions,
advising them that from December 2008 we reserve the right
to request paperwork that proves any wild-caught dolphins
have been acquired legally.

Partnering with our customers, employees and suppliers is
also essential in tackling these issues. We provide information
for customers via our in-flight magazines, our sustainable
tourism microsite (www.thomascook.com/sustainable-
tourism/) and bespoke materials such as the Hatch the Turtle
booklets we give to children. For employees, articles on
animal welfare issues are included in our internal newsletters
and on our intranet, while presentations are also made to UK
and overseas staff. Our suppliers have all been sent e-leaflets
about animal welfare issues, including a questionnaire

to enable us to understand more about their practices.
Questionnaires will also be sent to our winter resorts in
2009/10, as some have attractions featuring husky dogs

and reindeer.

Looking forward

Animal welfare is a delicate issue and one on which different
cultures have different opinions. Our work to engage

with suppliers, employees and customers must therefore

be carried out with sensitivity. We will continue to raise
awareness of the issues and to gather information about
practices in our supply chain, through both audits

and questionnaires.

To read more, please go to the following section:
* Destination communities (page 37)
* Priorities and progress (page 52)
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Vision and values

Our Group vision and values

Working to a consistent vision and an agreed set of values
helps a company to set itself apart from its peers. Since
2003, Thomas Cook UK has been living the PROUD values
and in 2007 we decided to roll these out to the whole newly
merged Thomas Cook Group. Together with our vision, ‘We
go further to make dreams come true’, the PROUD values

ensure that all employees across the Group are united in their
approach to delivering the very best service to our customers.

The PROUD values are:

Pioneering our future: \We inspire energy and enthusiasm.
We seek constantly to be creative and innovative and
challenge constructively the status quo. We thrive in an ever-
changing and dynamic world.

Results orientated: \We take responsibility for achieving
results. We are reliable and always deliver what we promise.
We are committed and determined to challenge and
overcome barriers and solve problems. We always work to
improve our own and others’ performance and capabilities.

Obsessed with customer service: \We deliver the best-
possible experience for our customers at all times. We listen
and respond to their personal needs.

United as one team: \We support and respect each other
and work openly and collaboratively with our colleagues as
a single, worldwide team. We trust each other and always
demonstrate integrity and honesty.

Driving robust decisions: \\e strive for quality, speed and
clarity of decisions. We learn from the past. We ensure our
decisions are based on facts and are fair.

Implementation in India

When it came to implementing the vision and values at
Thomas Cook India, the first decision made was to tailor the
language of the values slightly so as to be as impactful as
possible for Indian employees, without losing the underlying
meanings. This meant changing PROUD to PRIDE:
Pioneering our Future

Respect for Individuals and United as a Team

Integrity

Delighting the Customer

Excellence.

\ 2=

78% of customers agree that Thomas Cook India goes
further to make dreams come true.

The vision and these tailored values were rolled out from
May 2009, with thorough planning and great attention given
to really embedding them in the organisation’s culture.
Managers from Thomas Cook India’s various divisions were
trained in the vision and values, then they cascaded the
training down to all employees. Importantly, this training
included discussion of the relationships between vision,
values, mission and business strategy. It also incorporated
time for employees to explore the practical steps they could
take to make the vision a reality.

An innovative step taken by the team in India was to consult
with employees on how they thought the company was
already performing in relation to the vision and values.
Everyone was asked to rate how well Thomas Cook goes
further to make dreams come true for different stakeholders,
with the results:

Customers 78%
Employees 69%
Shareholders 75%
Business partners 75%
Society 59%

Overall average 70%
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Employees were also asked how well they perceived the
company to be performing on each of the PRIDE values.
The results were:

Pioneering our Future 7%
Respect for Individuals and United as a Team 67%

Integrity 98%
Delighting the Customer 72%

Excellence 68%

Overall average 76%

Both these sets of measurements will be taken regularly,
through the employee survey, to measure progress and
identify areas for improvement. And that is not the only way
in which Thomas Cook India is embedding the vision and
values for the long term: employee appraisals now include
competencies structured around the PRIDE values; the
recruitment and induction processes for new employees
also include consideration of the values; and materials such
as cards and screensavers have been created to act as
continual reminders. Moreover, a cross-functional team is
now looking at further innovations, such as structuring the

management of customer feedback around the PRIDE values.

All'in all, this has been a comprehensive and very successful
implementation, and one that has won the support of Thomas
Cook India’s employees. As Prasanth Nair, the company’s
President and Head of Human Resources and Special
Projects, comments, “We didn’t want the vision and values to
be an add-on or easily forgotten — we wanted to make them
the very definition of the organisation’s culture. So we really
committed to doing this well and it has paid off. Employee
feedback has been very positive and I'm thrilled by the
progress that has already been demonstrated.”

To read more, please go to the following section:
e Company culture (page 18)

9’/{ Read more at http://sustainability2009.thomascookgroup.com/

50



Thomas Cook Group plc
Sustainability Report 2009: Making a world of difference

Our performance

Our performance

In this section, you can read about how we performed against our sustainability targets
for 2009, as well as our priorities for 2010. Our performance data are included in the relevant

Our impacts sections.

In producing this report, we referred to the Global Reporting
Initiative’s (GRI) G3 Sustainability Reporting Guidelines
(www.globalreporting.org/). This is an internationally
recognised standard for sustainability reporting that stipulates
indicators for organisations to include in their reports. Our GRI
index (page 57) provides links to the relevant information for
those indicators we are currently able to report against. This
report meets Level B requirements.

Reporting boundaries

Unless otherwise specified, data included in this report
relate to our financial years, which run from 1 October

to 30 September. Where we talk about 2009, therefore,

we mean 1 October 2008 to 30 September 2009.

We report annually and our last report was published in
January of 2009, covering the financial year 1 October 2007
to 30 September 2008. This report is not independently
assured, although the GRI has checked the application level.

We are in the process of establishing Group-wide
sustainability and data systems. This report therefore
covers those parts of the business for which we were able
to gather information: this varies for each data set, so we
have included notes with our data to explain which parts
of the business are excluded. Joint ventures (see pages

113-115 of our Annual Report and Accounts 2009, www.
thomascookgroup.com/ara2009 are not included in the data.
Thomas Cook UK & Ireland features more prominently than
other parts of the business partly because it employs over
half our staff and partly because the Thomas Cook Group is
a UK-listed company. We are aware that there is potential for
underreporting of our environmental performance data. This
is due to the recent merger, the complexity of our business
model, our worldwide activities and the fact that we are still in
the process of establishing a Group-wide data management
system for environmental reporting.

The following changes to our business structure have taken
place in 2009:

* In the UK, we acquired Med Hotels, an online hotel
booking site

« Airtrack, a sports travel business, was also acquired
in the UK

* In Continental Europe, we acquired the remaining 24.9%
stake in Condor, making it a wholly owned subsidiary

* In France, we acquired Wasteels, a distribution business

* We disposed of our 19.99% share in Cyprus-based Aqua
Sol Hotels.

To read more, please go to the following section:
* About us (page 5)
* Managing sustainability (page 8)
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Our performance

Priorities and progress

Below we list our priority objectives for 2009, summarise our progress against them and set

ourselves new priorities for 2010.

V/ Achieved = Partly achieved X Not achieved

Employees Suppliers

Environment Communities

2009 priorities and progress

Raise awareness of sustainable tourism throughout the
business (for example with purchasing, sales and retail staff),
through a training programme.

Partly achieved.

Continue reducing customer complaints through effective
complaint management.
Achieved.

Continue work to improve aircraft accessibility beyond
statutory requirements.
Achieved.

Next full IATA Operational Safety Audit (IOSA) due
February 2009.
The audit was successful.

Further work towards meeting UK Ofsted good practice
guidance in all in-house children’s club facilities.
Achieved.

Status

2010 priorities

Ensure 51% of retail employees complete the
maketravelgreener.com training package.

Further reduce customer complaints through
effective complaint management.

Re-design and update the sustainable tourism
microsite on the UK consumer website
(www.thomascook.com) in order to involve
our customers in our sustainability strategy.

9’/{ Read more at http://sustainability2009.thomascookgroup.com/

52



Thomas Cook Group plc
Sustainability Report 2009: Making a world of difference

Our performance

Customers

Employees Suppliers

Environment

Communities

2009 priorities and progress

Increase take-up of the Company Share Save scheme
in 2009.
Not achieved — decision to defer the scheme to 2010.

Maintain UK Investors in People accreditation in 2009.
Achieved.

Further review Group-wide HR policies.
Achieved.

Increase employee survey response rate and Engagement
Index score within each segment.
Achieved.

Review the UK & Ireland health and safety strategy as well as
occupational health provision across the region.
Ongoing.

Implement a corporate health care programme in Germany.
Ongoing.

Extend the leadership training and development programme
in Germany.
Ongoing.

Status
X

<

2010 priorities

Re-launch and increase take-up of the Company
Share Save scheme.

Further increase employee Engagement Index
score within each segment.

Further review existing policies and procedures,
both in the UK & Ireland and at a Group level.

Further develop and promote the German
corporate health care programme.

Continue to share best practice in health and
safety so as to create greater consistency across
the Group. Progress the Group strategy for
employee safety and introduce a Group-wide
health and safety system to enable consistent
reporting across all divisions.

Establish succession plans for the senior
leadership population.

Implement a leadership review system in
Germany, in which employees provide feedback
on their managers.

Open the Thomas Cook Kindergarten to support
working parents in Germany.
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Our performance

Customers Employees Suppliers Environment Communities

2009 priorities and progress Status 2010 priorities
Audit a further 130 properties against Travelife criteria. -_— 51% of UK mainstream customers to be staying
Partly achieved: 95 properties audited. in accommodation audited against Travelife

criteria by 31 October 2010.

25% of UK mainstream ski customers to be
staying in accommodation audited against
Travelife criteria by 31 October 2010.

Establish Travelife as the supply chain
management tool of choice for all Group
business segments; all source markets to
subscribe to Travelife.

Train a further 25 staff in animal attraction auditing. \/ 16% of excursions (or 30 suppliers) showcasing
Achieved: 27 staff trained and 8% of excursions showing animals to be audited.
animals (16 suppliers) were audited.

Incorporate sustainability criteria into UK and
Group purchasing process.

To read more, please go to the following section:
« Our strategy (page 3)

e Our impacts (page 11)

* GRI index (page 57)
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Our performance

Customers Employees Suppliers Communities
2009 priorities and progress Status 2010 priorities
Continue development of Group environmental policy -—

and finalise.

Partly achieved: policy published in January 2010.

Expand reporting to all Group airlines for the 2009 \/

sustainability report.

Achieved.

Develop environmental improvement programmes, specifically e UK Group and retail premises to reduce

concerning waste, electricity, gas and water. electricity and gas consumption by 3%, and to

Partly achieved. establish baseline figures for waste and water so
as to set targets for FY 2010/11.

Increase employees’ environmental awareness through a \/ Engage at least two other segments of the Group

communications campaign. in our activities to promote UN World Environment

Achieved: UN World Environment Day campaigns were held in Day (Thomas Cook World Environment Week).

the UK & Ireland and Northern Europe.

Reduce CO» emissions from Group airlines by
0.7% by the end of FY 2009/10, excluding the
impact of fleet replacement.

Expand the onboard recycling programme in the
UK to include all inbound long-haul flights.

Conduct a mapping exercise to identify which
Scope 3 CO» emissions (indirect emissions
other than those resulting from electricity
consumption) are relevant and measurable for
Thomas Cook Group.

Establish a Group environmental database

for assessing our impacts across the Group
and setting reduction targets; implement across
all segments.

Investigate options and establish external
verification of environmental data and our
sustainability report.

9’/{ Read more at http://sustainability2009.thomascookgroup.com/ 55



Thomas Cook Group plc

Sustainability Report 2009: Making a world of difference

Our performance

Customers Employees Suppliers

Environment Communities

2009 priorities and progress

Raise £250,000 for the work of the Travel Foundation.
Achieved.

Finalise the review of our sustainable tourism policy and
publish it in summer 2009.

Partly achieved. We also developed a UK animal
welfare policy.

Launch the Thomas Cook Children’s Charity.
Achieved. We raised £898,230.

Status

v

2010 priorities

Raise another £250,000 for the work of the
Travel Foundation.

Publish Sustainable Tourism Policy.

Raise £900,000 for the Thomas Cook
Children’s Charity.

Support and engage with ECPAT in developing
a training tool for the tourism industry; pilot the
training with one business segment within UK
& Ireland.
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Our performance

GRI index

GRI REPORT

@ rully reported q

Profile

Partially reported

1. Strategy and analysis

1.1 Statement from the most senior decision-maker of the
organisation about the relevance of sustainability to the
organisation and its strategy.

1.2 Description of key impacts, risks and opportunities.

2. Organisational profile

2.1 Name of the organisation.

We have aligned this report with the Global Reporting Initiative’s (GRI) G3

Sustainability Reporting Guidelines, achieving Level B. This Level has been
verified by the GRI. The table below lists the GRI indicators, shows which we have
been able to report against and provides links to the relevant information.

Section

Group Chief Executive Officer’s statement (page 4)

Sustainability strategy (page 6)

About us (page 5)

Reported

2.2 Primary brands, products and/or services.

About us (page 5)

2.3 Operational structure of the organisation, including
main divisions, operating companies, subsidiaries and
joint ventures.

About us (page 5)

2.4 Location of organisation’s headquarters.

About us (page 5)

2.5 Number of countries where the organisation operates,
and names of countries with either major operations or
that are specifically relevant to the sustainability issues
covered in the report.

About us (page 5)

2.6 Nature of ownership and legal form.

About us (page 5)

2.7 Markets served (including geographic breakdown,
sectors served, and types of customers/beneficiaries).

About us (page 5)

Annual Report and Accounts 2009: Our Group
overview (page 4)

Annual Report and Accounts 2009: Our marketplace

(page 10)

2.8 Scale of the reporting organisation.

About us (page 5)

2.9 Significant changes during the reporting period
regarding size, structure, or ownership.

Our performance (page 51)

2.10 Awards received in the reporting period.

Throughout the journey: meeting customers’
expectations (page 16)

Training and career development (page 19)
Energy and climate change (page 29)
Noise (page 34)

Q'}( Read more at http://sustainability2009.thomascookgroup.com/
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Our performance

Profile

3. Report parameters

REPORT PROFILE

3.1 Reporting period (eg fiscal/calendar year) for
information provided.

Section

Our performance (page 51)

Reported

3.2 Date of most recent previous report (if any).

Our performance (page 51)

3.3 Reporting cycle (annual, biennial, etc.).

Our performance (page 51)

3.4 Contact point for questions regarding the report or its
contents.

REPORT SCOPE AND BOUNDARY

Contact us (page 71)

3.5 Process for defining report content.

Sustainability strategy (page 6)

3.6 Boundary of the report (eg countries, divisions,
subsidiaries, leased facilities, joint ventures, suppliers).
See GRI boundary protocol for further guidance.

Our performance (page 51)

3.7 State any specific limitations on the scope or
boundary of the report.

Our performance (page 51)

3.8 Basis for reporting on joint ventures, subsidiaries,
leased facilities, outsourced operations, and other entities
that can significantly affect comparability from period to
period and/or between organisations.

Our performance (page 51)

3.9 Data measurement techniques and the bases of
calculations, including assumptions and techniques
underlying estimations applied to the compilation of the
Indicators and other information in the report.

Environment (page 26)
Employees (page 17)

3.10 Explanation of the effect of any re-statements of
information provided in earlier reports, and the reasons
for such re-statement (eg mergers/acquisitions, change
of base years/periods, nature of business, measurement
methods).

Our 2008 CO2 emissions have been restated
using the latest conversion factors, for consistency
with our 2009 data. Otherwise, there are no
restatements on information provided in earlier
reports.

3.11 Significant changes from previous reporting periods
in the scope, boundary, or measurement methods
applied in the report.

GRI CONTENT INDEX

Our performance (page 51)

3.12 Table identifying the location of the standard
disclosures in the report.

ASSURANCE

3.13 Policy and current practice with regard to seeking
external assurance for the report. If not included in the
assurance report accompanying the sustainability report,
explain the scope and basis of any external assurance
provided. Also explain the relationship between the
reporting organisation and the assurance provider(s).

GRI index (page 57)

Our performance (page 51)

Q'j' Read more at http://sustainability2009.thomascookgroup.com/
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Our performance

Profile

4. Governance, commitments and engagement

GOVERNANCE

Section

Reported

4.1 Governance structure of the organisation, including Annual Report and Accounts 2009: The Group .
committees under the highest governance body governance structure (page 47)

responsible for specific tasks, such as setting strategy

or organisational oversight.

4.2 Indicate whether the chair of the highest governance | Annual Report and Accounts 2009: Board .
body is also an executive officer (and, if so, their function | composition (page 45)

within the organisation’s management and the reasons for

this arrangement).

4.3 For organisations that have a unitary board structure, Annual Report and Accounts 2009: Board .
state the number of members of the highest governance composition (page 45)

body that are independent and/or non-executive members.

4.4 Mechanisms for shareholders and employees to Annual Report and Accounts 2009: Shareholder .

provide recommendations or direction to the highest
governance body.

communication (page 49)

4.5 Linkage between compensation for members of
the highest governance body, senior managers, and
executives (including departure arrangements), and
the organisation’s performance (including social and
environmental performance).

Annual Report and Accounts 2009:

policy (page 53)

Remuneration

4.6 Processes in place for the highest governance body
to ensure conflicts of interest are avoided.

Annual Report and Accounts 2009:

conflict of interest (page 46)

Directors’

4.7 Process for determining the qualifications and
expertise of the members of the highest governance
body for guiding the organisation's strategy on economic,
environmental and social topics.

Annual Report and Accounts 2009:

and induction (page 46)

Board training

4.8 Internally developed statements of mission or values,
codes of conduct, and principles relevant to economic,
environmental and social performance, and the status of
their implementation.

Sustainability strategy (page 6)

4.9 Procedures of the highest governance body

for overseeing the organisation’s identification and
management of economic, environmental and social
performance, including relevant risks and opportunities,
and adherence or compliance with internationally agreed
standards, codes of conduct and principles.

Sustainability strategy (page 6)

4.10 Processes for evaluating the highest governance
body’s own performance, particularly with respect to
economic, environmental and social performance.

Annual Report and Accounts 2009:

evaluation (page 46)

Board

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Our performance

Profile Section Reported

4. Governance, commitments and engagement

COMMITMENTS TO EXTERNAL INITIATIVES

4.11 Explanation of whether and how the precautionary Annual Report and Accounts 2009: Risk ‘
approach or principle is addressed by the organisation. management and internal control (page 49)
4.12 Externally developed economic, environmental and External engagements (page 9) .

social charters, principles, or other initiatives to which the | Diversity (page 20)
organisation subscribes or endorses.

4.13 Memberships in associations (such as industry External engagements (page 9) .
associations) and/or national/international advocacy
organisations in which the organisation: * Has positions
in governance bodies; * Participates in projects or
committees; * Provides substantive funding beyond
routine membership dues; or * Views membership

as strategic.

STAKEHOLDER ENGAGEMENT

4.14 List of stakeholder groups engaged by the Sustainability strategy (page 6)
organisation.

4.15 Basis for identification and selection of stakeholders | Sustainability strategy (page 6)
with whom to engage.

4.16 Approaches to stakeholder engagement, Sustainability strategy (page 6)
including frequency of engagement by type and by
stakeholder group.

4.17 Key topics and concerns that have been raised Sustainability strategy (page 6)
through stakeholder engagement, and how the
organisation has responded to those key topics and
concerns, including through its reporting.

9'; Read more at http://sustainability2009.thomascookgroup.com/ 60
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GRI Indicators Section Reported
Economic
DMA Economic Our approach to managing economic performance .
is covered in our Annual Report and Accounts
2009. A brief summary of financial performance
is also provided in the About us section (page
5) of this report. We cover the indirect impacts of
tourism on the communities where our customers
holiday in the Destination communities section
(page 37).
ASPECT: ECONOMIC PERFORMANCE
EC1 Direct economic value generated and distributed, Annual Report and Accounts 2009 .
including revenues, operating costs, employee
compensation, donations and other community
investments, retained earnings, and payments to capital
providers and governments.
EC2 Financial implications and other risks and Energy and climate change (page 29) .
opportunities for the organisation’s activities due to In focus: Aviation and climate change (page 40)
climate change.
EC3 Coverage of the organisation’s defined benefit Annual Report and Accounts 2009: Retirement .
plan obligations. benefit schemes (page 102)
EC4 Significant financial assistance received No financial assistance received from government. .
from government.

ASPECT: MARKET PRESENCE

EC5 Range of ratios of standard entry-level wage
compared to local minimum wage at significant locations
of operation.

ECG6 Policy, practices and proportion of spending
on locally based suppliers at significant locations of
operation.

EC7 Procedures for local hiring and proportion of senior
management hired from the local community at locations
of significant operation.

ASPECT: INDIRECT ECONOMIC IMPACTS

EC8 Development and impact of infrastructure Home communities (page 36) .
investments and services provided primarily for Destination communities (page 37)

public benefit through commercial, in-kind, or pro In focus: Supporting destination communities

bono engagement. (page 42)

EC9 Understanding and describing significant indirect
economic impacts, including the extent of impacts.

9'; Read more at http://sustainability2009.thomascookgroup.com/ 61
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GRI Indicators
Environment

DMA Environment

Section Reported

Our approach to environmental management is .
discussed in the Environment section (page
26). Our most significant environmental impact
is energy use and its contribution to climate
change. We also cover waste, resource use
and noise in the Environment section (page
26). Our environmental policy is available from
the Sustainability strategy section (page

6). Environmental goals and performance are
provided in the Priorities and progress section
(page 52).

ASPECT: MATERIALS

EN1 Materials used by weight or volume.

Resource use (page 33) .

EN2 Percentage of materials used that are recycled
input materials.

ASPECT: ENERGY

EN3 Direct energy consumption by primary energy
source.

Energy and climate change (page 29) ‘

EN4 Indirect energy consumption by primary source.

Energy and climate change (page 29) .

EN5 Energy saved due to conservation and efficiency
improvements.

ENG Initiatives to provide energy-efficient or renewable
energy-based products and services, and reductions in
energy requirements as a result of these initiatives.

ENY Initiatives to reduce indirect energy consumption
and reductions achieved.

Energy and climate change (page 29) .

ASPECT: WATER

ENS8 Total water withdrawal by source.

Resource use (page 33) .

EN9 Water sources significantly affected by withdrawal
of water.

EN10 Percentage and total volume of water recycled
and reused.

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Our performance

GRI Indicators Section Reported

Environment

ASPECT: BIODIVERSITY

EN11 Location and size of land owned, leased, managed
in, or adjacent to, protected areas and areas of high
biodiversity value outside protected areas.

EN12 Description of significant impacts of activities,
products and services on biodiversity in protected
areas and areas of high biodiversity value outside
protected areas.

EN13 Habitats protected or restored.

EN14 Strategies, current actions and future plans for
managing impacts on biodiversity.

EN15 Number of IUCN Red List species and national
conservation list species with habitats in areas affected
by operations, by level of extinction risk.

ASPECT: EMISSIONS, EFFLUENTS AND WASTE

EN16 Total direct and indirect GHG emissions by weight. | Energy and climate change (page 29) .
EN17 Other relevant indirect greenhouse gas emissions

by weight.

EN18 Initiatives to reduce GHG emissions and Energy and climate change (page 29) .
reductions achieved. In focus: Aviation and climate change (page 40)

EN19 Emissions of ozone-depleting substances
by weight.

EN20 NO, SO and other significant air emissions by type
and weight.

EN21 Total water discharge by quality and destination.

EN22 Total weight of waste by type and disposal method. | Waste (page 32) .

EN23 Total number and volume of significant spills. We had no spills. .

EN24 Weight of transported, imported, exported, or
treated waste deemed hazardous under the terms of the
Basel Convention Annex I, Il, I, and VIII, and percentage
of transported waste shipped internationally.

EN25 Identity, size, protected status and biodiversity
value of water bodies and related habitats significantly
affected by the reporting organisation’s discharges of
water and runoff.

9'; Read more at http://sustainability2009.thomascookgroup.com/ 63
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GRI Indicators Section Reported

Environment

ASPECT: PRODUCTS AND SERVICES

EN26 Initiatives to mitigate environmental impacts of Environment (page 26) ‘
products and services, and extent of impact mitigation.

EN27 Percentage of products sold and their packaging
materials that are reclaimed by category.

ASPECT: COMPLIANCE

EN28 Monetary value of significant fines and total
number of non-monetary sanctions for non-compliance
with environmental laws and regulations.

ASPECT: TRANSPORT

EN29 Significant environmental impacts of transporting
products and other goods and materials used for the
organisation’s operations.

ASPECT: OVERALL

EN30 Total environmental protection expenditures and
investments by type.

Q{ Read more at http://sustainability2009.thomascookgroup.com/ 64
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GRI Indicators

Labour practices and decent work

DMA Labour practices and decent work

ASPECT: EMPLOYMENT

Section

Our management approach to labour aspects is
discussed in the Employees section (page 17).
Our Health and Safety policy is available from the
Sustainability strategy section (page 6), as is our
Whistleblower policy.

Goals and performance related to our
management of employees are provided in the
Priorities and progress section (page 52).

Reported

LA1 Total workforce by employment type, employment
contract and region.

Rewarding performance (page 18)
Diversity (page 20)

LA2 Total number and rate of employee turnover by age
group, gender and region.

LA3 Benefits provided to FTE that are not provided to
temporary or PTE.

ASPECT: LABOUR/MANAGEMENT RELATIONS

Rewarding performance (page 18)

LA4 Percentage of employees covered by collective
bargaining agreements.

Energy and climate change (page 29)
UK and Ireland only

LA5 Minimum notice period(s) regarding
operational changes, including whether it is specified in
collective agreements.

ASPECT: OCCUPATIONAL HEALTH AND SAFETY

LAG Percentage of total workforce represented in formal
joint management-worker health and safety committees
that help monitor and advise on occupational health and
safety programmes.

LA7 Rates of injury, occupational diseases, lost days,
and absenteeism, and number of work-related fatalities
by region.

Health and safety (page 21)

LA8 Education, training, counselling, prevention, and
risk-control programmes in place to assist workforce
members, their families, or community members
regarding serious diseases.

LA9 Health and safety topics covered in formal
agreements with trade unions.

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Our performance

GRI Indicators Section Reported

Labour practices and decent work

ASPECT: TRAINING AND EDUCATION

LA10 Average hours of training per year per employee by | Training and career development (page 19) '
employee category.

LA11 Programmes for skills management and lifelong
learning that support the continued employability of
employees and assist them in managing career endings.

LA12 Percentage of employees receiving regular Training and career development (page 19) .
performance and career development reviews.

ASPECT: DIVERSITY AND EQUAL OPPORTUNITY

LA13 Composition of governance bodies and breakdown | Diversity (page 20) .
of employees per category according to gender, age
group, minority group membership, and other indicators
of diversity.

LA14 Ratio of basic salary of men to women by
employee category.
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GRI Indicators

Human rights

DMA Human rights

Section

Aspects of our approach to human rights within
our business and in relation to our supply chain
are discussed in the following sections:

External engagements (page 9), Engaging with
our employees (page 22), Diversity (page 20),
Suppliers (page 23) and Travelife (page 24).
Goals and performance are provided in the
Priorities and progress section (page 52).

ASPECT: INVESTMENT AND PROCUREMENT PRACTICES

HR1 Percentage and total number of significant
investment agreements that include human rights clauses
or that have undergone human rights screening.

Reported

HR2 Percentage of significant suppliers and contractors
that have undergone screening on human rights and
actions taken.

HR3 Total hours of employee training on policies and
procedures concerning aspects of human rights that
are relevant to operations, including the percentage of
employees trained.

ASPECT: NON-DISCRIMINATION

HR4 Total number of incidents of discrimination and
actions taken.

Diversity (page 20)

ASPECT: FREEDOM OF ASSOCIATION AND COLLECTI

HR5 Operations identified in which the right to exercise
freedom of association and collective bargaining may be at
significant risk, and actions taken to support these rights.

VE BARGAINING
Engaging with our employees (page 22)

ASPECT: CHILD LABOUR

HR6 Operations identified as having significant risk
for incidents of child labour, and measures taken to
contribute to the elimination of child labour.

ASPECT: FORCED AND COMPULSORY LABOUR

HR7 Operations identified as having significant risk for
incidents of forced or compulsory labour, and measures to
contribute to the elimination of forced or compulsory labour.

ASPECT: SECURITY PRACTICES

HR8 Percentage of security personnel trained in the
organisation’s policies or procedures concerning aspects
of human rights that are relevant to operations.

ASPECT: INDIGENOUS RIGHTS

HR9 Total number of incidents of violations involving rights
of indigenous people and actions taken.

&Y Read more at http://sustainability2009.thomascookgroup.com/
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GRI Indicators

Society
DMA Society

ASPECT: COMMUNITY

Section

Our management approach to society aspects are
covered in the following sections: Communities
(page 35), External engagements (page 9),
Training and career development (page 19) and
our Annual Report and Accounts 2009: Corporate
governance (page 40). Our Whistleblower policy
is available from the Sustainability strategy
section (page 6).

Community-related goals and performance are
provided in the Priorities and progress section
(page 52).

Reported

SO1 Nature, scope and effectiveness of any programmes
and practices that assess and manage the impacts of
operations on communities, including entering, operating
and exiting.

ASPECT: CORRUPTION

SO2 Percentage and total number of business units
analysed for risks related to corruption.

SO3 Percentage of employees trained in organisation's
anti-corruption policies and procedures.

Training and career development (page 19)

SO4 Actions taken in response to incidents of corruption.

ASPECT: PUBLIC POLICY

SO5 Public policy positions and participation in public
policy development and lobbying.

External engagements (page 9)

SO6 Total value of financial and in-kind contributions
to political parties, politicians and related institutions
by country.

ASPECT: ANTI-COMPETITIVE BEHAVIOUR

External engagements (page 9)

SO7 Total number of legal actions for anti-competitive
behaviour, anti-trust, and monopoly practices and
their outcomes.

ASPECT: COMPLIANCE

There were no cases on anti-competitive
behaviour, anti-trust or monopoly practices in the
reporting period.

SO8 Monetary value of significant fines and total number
of non-monetary sanctions for non-compliance with laws
and regulations.

There were no cases on non-compliance in the
reporting period.

&Y Read more at http://sustainability2009.thomascookgroup.com/
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GRI Indicators

Product responsibility

DMA Product responsibility

ASPECT: CUSTOMER HEALTH AND SAFETY

Section

Our management approach to product
responsibility aspects are covered in the following
sections: Before the holiday (page 13) and

On holiday: health and safety (page 13).
Customer-related goals and performance are
provided in the Priorities and progress section
(page 52).

Reported

PR1 Life cycle stages in which health and safety impacts
of products and services are assessed for improvement,
and percentage of significant products and services
categories subject to such procedures.

PR2 Total number of incidents of non-compliance with
regulations and voluntary codes concerning health and
safety impacts of products and services during their life
cycle, by type of outcomes.

ASPECT: PRODUCT AND SERVICE LABELLING

PR3 Type of product and service information required by
procedures, and percentage of significant products and
services subject to such information requirements.

PR4 Total number of incidents of non-compliance with
regulations and voluntary codes concerning product and
service information and labelling, by type of outcomes.

PR5 Practices related to customer satisfaction, including
results of surveys measuring customer satisfaction.

Throughout the journey: meeting customers’
expectations (page 16)
In focus: Quality (page 47)

ASPECT: MARKETING COMMUNICATIONS

PR6 Programmes for adherence to laws, standards and
voluntary codes related to marketing communications,
including advertising, promotion and sponsorship.

PR7 Total number of incidents of non-compliance with
regulations and voluntary codes concerning marketing
communications, including advertising, promotion and
sponsorship by type of outcomes.

ASPECT: CUSTOMER PRIVACY

PR8 Total number of substantiated complaints
regarding breaches of customer privacy and losses of
customer data.

ASPECT: COMPLIANCE

PR9 Monetary value of significant fines for non-
compliance with laws and regulations concerning the
provision and use of products and services.

There were no fines for non-compliance with laws
and regulations concerning the provision and use
of products and services in the reporting period.

&Y Read more at http://sustainability2009.thomascookgroup.com/
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Downloads

Downloads

Sustainability report 2009
You can view this report online at http://sustainability2009.
thomascookgroup.com/

Other sustainability reports
These are reports from our subsidiary companies and Group
reports from previous years.

Carbon Disclosure Project: Thomas Cook Group

submission 2009 (http://sustainability2009.thomascookgroup.

com/~/media/Files/T/Thomas-Cook-Csr-2010/pdf/tcg-cdp-
submission-2009.pdf)

Thomas Cook Northern Europe Environmental Report 2009
(http://sustainability2009.thomascookgroup.com/~/
media/Files/T/Thomas-Cook-Csr-2010/pdf/environmental_
report_2009.pdf)

Thomas Cook Group Sustainability Report 2008 (http://csr.
thomascookgroup.co.uk/tcg/csr/)

Thomas Cook Group Sustainability Report 2007 (http://
sustainability2009.thomascookgroup.com/downloads.aspx)

Policies
We have an overarching Sustainability Policy and several
policies on individual sustainability issues.

Sustainability Policy
Environmental Policy
Sustainable Tourism Policy

UK Child Protection Policy
Health and Safety Policy

UK Animal Welfare Policy

Code of Ethics

Fraud and Theft Reporting Policy
Whistleblower Policy

To view our policies please go to http://sustainability2009.
thomascookgroup.com/downloads.aspx

9'; Read more at http://sustainability2009.thomascookgroup.com/
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Contact us

We welcome feedback on this report and our sustainability
activity from all our stakeholders. If you have any comments or
questions, please email us at sustainability@thomascook.com

You can also contact us by post at:
Thomas Cook Group plc

6th Floor

Brettenham House

Lancaster Place

London

WC2E 7EN

Information on the team members that manage
sustainability issues within Thomas Cook can be
found on the Sustainability team page.

To read more, please go to the following section:
* Managing sustainability (page 8)
« Sustainability team (page 72)

6}( Read more at http://sustainability2009.thomascookgroup.com/ 71
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Sustainability team

Thomas Cook Group has a dedicated
sustainability team of six employees, led by our
Director of Government and External Affairs.

Andrew Cooper, Director of Government and External Affairs
Andrew is responsible for the company’s relationships with
external organisations, in particular governments and key
industry associations. Soon after taking the role in July 2009,
his remit was extended to include overall responsibility for our
sustainability strategy, as a key element of our external relations.

Before joining Thomas Cook Group in 2009, Andrew spent
six years as Director General of the UK Federation of Tour
Operators (FTO) and the International Federation of Tour
Operators. A lawyer by training, he had previously spent 14
years as the Head of Legal Services for MyTravel UK.

Ruth Holroyd, Head of Sustainability

Ruth leads the sustainability team, directing the development
and implementation of our strategy and managing
relationships with key stakeholders. Having taken maternity
leave during 2009, Ruth is now back at work, balancing her
management of the team with her role as a mother.

Since graduating in French and Management from

Leeds University, Ruth has held a series of increasingly
responsible roles in the travel industry and has completed

a postgraduate certificate in Sustainable Business at
Cambridge University. From a position in digital marketing

at MyTravel, she progressed to Web Operations Manager in
2004 then Responsible Tourism Manager the following year.
Following the merger in 2007, Ruth was appointed as Head of
Sustainability for the new Thomas Cook Group.

Soren Stober, Group Sustainability and Reporting Manager

Soren is responsible for the production of this report, as well
as coordinating our submissions of sustainability information
to external stakeholders such as the Carbon Disclosure
Project and socially responsible investment indexes. He
monitors developments in sustainability legislation and
coordinates the implementation of sustainability projects
among our business segments.

A philosophy and economics graduate from Bayreuth
University in Germany, Séren worked in France before joining
Arcandor AG in 2006. Arcandor was an international financial
holding company and a major shareholder in Thomas Cook

To read more, please go to the following section:
« Managing sustainability (page 8)
« Contact us (page 71)

Group. Soren gained experience in its Social Affairs and
Group Communications departments before joining Thomas
Cook Group in 2009.

Nancy Brock, Sustainable Business Manager

Nancy has a diverse role focusing on four main areas: animal
welfare, Neilson Active Holiday’s sustainability initiatives,
collaborating with the FTO and raising employee awareness
of sustainability issues.

On graduating from Leicester University in industrial design,
Nancy worked in the travel industry for 16 years before joining
Sunworld Sailing (later to become Neilson) in 1994. There she
handled customer service issues and developed the company’s
first environmental policy. In 2001, she was made Head of
Neilson’s customer service department, subsequently taking
responsibility for the company’s sustainability policies. When
Thomas Cook Group adopted the FTO’s responsible tourism
policy in 2004, she became Responsible Business Manager for
both Thomas Cook UK and Neilson, a role that was extended to
cover the whole Group after the merger in 2007.

Jo Baddeley, Sustainable Destination Manager

Jo’s role is to work with our destination communities,
overseas suppliers and other stakeholders to integrate
sustainable tourism practices into their operations. The
variety of cultures with which we work creates a challenge,
but Jo's years of experience overseas and her great
relationships with our overseas teams make her ideally
positioned to carry out the role.

Jo has worked in the travel industry since 1997, when she
became an overseas representative for Airtours. In 1999
she joined Sunworld, where she took a health and safety
role overseas in 2001. Her interest in sustainability was
sparked by a sustainable tourism training module offered to
Thomas Cook Group staff in 2004. Having taken up the new
role of Sustainable Tourism Manager in March 2008, Jo is
now studying for a master’'s degree in responsible tourism
with Leeds Metropolitan University’s International Centre for
Responsible Tourism.

Vicki Handforth, Environmental Manager

Vicki coordinates the management of the Group’s environmental
performance. This involves working with leadership teams to
implement policies and management systems, monitoring
activities and identifying opportunities for improvement.

Vicki graduated from the University of Leeds in 2001 with a
degree in Environmental Science. From there she went to work
for the regeneration charity Groundwork, as an Environmental
Business advisor to a wide range of companies. She is a
registered Environmental Auditor as well as an Associate
Member of the Institute of Environmental Management and
Assessment. Vicki joined Thomas Cook Group in October 2008.

9'; Read more at http://sustainability2009.thomascookgroup.com/
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