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 The delicate balance of helping people
_ travel the world, and yet preserve it
for the people who live there
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has become of increasing importance.: - .



1. General Introduction

We are pleased to present our second lastminute.com Group Sustainability Report, which complies with the appli-
cable Swiss Code of Obligations on transparency in non-financial matters, ensuring the accuracy and integrity of
the information presented. This report marks a significant milestone in our sustainability journey and embodies
our continued commitment to drive positive change.

Throughout this report you will find many different enhancements and innovations that underline our ongoing
commitment with continuous improvement. To begin with, we have enhanced our materiality analysis by adopt-
ing a dual perspective, carefully identifying and prioritising critical sustainability issues that are material to both
our business and our stakeholders.

In response to evolving global challenges, we are proud to introduce a new dedicated chapter outlining our
Sustainability Strategy. This chapter serves as a roadmap, outlining our strategic priorities and initiatives to drive
sustainable growth and create long-term value for all stakeholders.

We have also introduced a dedicated section on risk management, providing insights into the re-

sults of our project aimed at updating our Enterprise Risk Management (ERM) system to include ©)
ESG-related risks. We have included descriptions of key risks in various chapters across the report, //@\
providing a comprehensive overview of our risk landscape (please refer to the dedicated icon on the

right for easy navigation through these sections).

We are also pleased to announce the inclusion of our Planet Heart initiative in our Customers section, which is
dedicated to promoting sustainable travel practices and fostering a deeper connection between travellers, the
environment and the local communities.

In line with our commitment to tackle climate change, we have included emissions reduction targets for the first
time, in line with the Paris Agreement. These targets underline our proactive approach to reducing our carbon
footprint and mitigating the effects of climate change.

We encourage you to delve into this report, which illustrates our efforts to embed sustainability in every aspect
of our business. The progress made compared to 2022 are outlined in the Annex | - Key Sustainability Indicators.

Let’s continue to work together towards a future where sustainability is an essential principle embraced by all.



2. Letter to Stakeholders

Dear all,

| am delighted to share with you the significant strides we have taken
in our Sustainability journey and our ambitious targets for the year
ahead.lassumed the post of Chairman of the Ethics and Sustainability
Committee in May 2023, having succeeded Maria Teresa Rangheri,
who played a pivotal role alongside the Sustainability team in
delivering our inaugural Sustainability Report.

| share the Group's belief that sustainability is our ability to create
long-term value and profitability for all its stakeholders and society,
and it is imperative to adopt responsible practices that can enhance
the long-term resilience of the business and ensure continued
success in a changing global landscape.

In 2022, we laid the groundwork for our commit-
ment to transparent reporting on environmen-
tal, social, and governance performance. Subse-
quently, in 2023, we set forth a comprehensive
three-year strategy and plan, underscored by a
steadfast commitment to governance, employ-
ee welfare, and environmental stewardship.

Governance remains the cornerstone of
our sustainability efforts. In 2023, we
established a robust three-year sus-
tainability strategy and enhanced our
materiality analysis, introducing a
double perspective that enriches
our understanding of the issues
most critical to our stakehold-
ers and business. This dual
approach ensures that our



sustainability initiatives are not only aligned with the
needs of our stakeholders but also rooted in our organ-
isational priorities.

Our dedication to our employees is foremost. In 2023,
we released a new code of conduct, reaffirming our
commitmenttoupholding the highest ethical standards
across all our operations. Furthermore, we extended
our flexibility measures for employees, recognising the
importance of fostering a work environment that pro-
motes work-life balance and personal well-being.

Additionally, we outlined a comprehensive plan to
enhance diversity in our management and board, ac-
knowledging the invaluable contributions of a diverse
workforce to our success.

Environmental leadership remains a focal point of
our sustainability agenda. In 2023, we embarked on a
path to create awareness regarding sustainable tour-
ism through the launch of Planet Heart. This platform
catalyses promoting responsible travel practices and
supporting environmental consciousness among our
customers. Furthermore, we set partial emissions re-
duction targets, signalling our commitment to miti-
gating our environmental footprint and advancing to-
wards a greener future.

Looking ahead to 2024, we have identified key areas to
advance our sustainability agenda. Our first objective
is to improve our employees’ engagement and well-

being because a motivated and fulfilled workforce is
essential to achieving our sustainability goals.

Our dedicated in-house team has grown, and we ap-
pointed a new Head of Sustainability and Public Affairs,
Fabio Salvatore, who has made great strides in building
relationships within the canton of Ticino, Switzerland
where our Headquarters is based. We aim to enhance
and extend our Public Affairs endeavours, strength-
ening our relationships with stakeholders and driving
positive societal impact.

The delicate balance of helping people travel the world
and preserving it for those who live there has become
increasingly important. We believe that we have the
foundations and structure in place to provide a launch-
pad for our three-year plan to succeed in contributing
to keeping that balance.

Thank you for your unwavering commitment to our
sustainability journey.

O \Eangue

Cyril Ranque
Chairperson of the Ethics & Sustainability Committee



3. Methodological Note

About this Sustainability Report

Through the publication of our second Sustainability Report, we aim to transparently communicate our
sustainability performance and impact, demonstrate our commitment to responsible business practices and
provide stakeholders with meaningful insights into our sustainability efforts.

Thisreport meets the requirements of Article 964 of the Swiss Code of Obligations on transparencyin non-financial
matters and has been developed with reference to the internationally recognised Global Reporting Initiative
(GRI) Standards (2021), which ensure that our disclosures meet rigorous criteria for accuracy, completeness
and comparability. Annex |l provides a breakdown of the information reported according to the performance
indicators defined by the GRI.

The content also responds to the material issues identified in the first materiality analysis, conducted in 2022 and
further updated in 2023 with a dual perspective, ensuring that our reporting reflects the issues most relevant to
our stakeholders and our business (refer to chapter 6 for more details).

Our data collection methodology involves a comprehensive approach that integrates input from multiple sources
across the organisation. These include internal reporting mechanisms, such as departmental submissions and
operational metrics, as well as external data sources, including industry benchmarks and third-party assessments.
The process is overseen by our dedicated Sustainability team, which ensures data integrity and consistency
throughout the reporting period.

Before delving into the details of our Sustainability Report, it's important to note that although the report has
not been externally audited, our commitment to responsible and transparent reporting remains unwavering. We
are committed to continually strengthening the integrity of our sustainability reporting, which is carefully aligned
with both regulatory requirements and industry benchmarks.



Document preparation and approval process
The governing body and management team has been fully involved in the process of preparing the
Sustainability Report, and more specifically in the following activities:

* |dentification of the scope of reporting and the relevant stakeholders;

*  Preparation of the double materiality analysis;

* Outline and development of the Group's Sustainability Strategy based on the material topics
identified:

» Definition of the non-financial indicators to be reported and the timing of the information
reporting process;

e Identification of the referents to be involved;

e Collection and consolidation of qualitative and quantitative data to be included in the
document;

e Preparation of the Sustainability Report document to be submitted to the Board of Directors
for validation.

The Board of Directors of lastminute.com N.V. approved the report on 3rd April 2024. The
publication date was 4th April 2024 and the document is available on our corporate website in
the media section.

Scope of reporting
The scope of this report includes data and insights from fiscal year 2023 (from 1 January to 31
December) for the parent company, lastminute.com N.V., and all the subsidiaries included in its
consolidated financial statements (please refer to Annex VI for more details).

To facilitate stakeholders in evaluating the progression of our sustainability performance over
time, we have also included historical data from previous years (please refer to Annex | for
more details). In addition, we provide some forward-looking information on our sustainability
goals and initiatives to demonstrate our ongoing commitment to improving sustainability

practices in our operations.

We have taken a rigorous approach to minimising the use of estimates in our reporting in order
to maintain accuracy and to ensure the validity of the data presented. Where estimates are used,
they are clearly identified as such and we provide a transparent rationale for their use.

To ensure full understanding of the document, a “Glossary” has been included as an appendix:
this contains definitions of the terms most frequently used by lastminute.com.

For any information on the Sustainability Report, please email sustainability@lastminute.com.



https://corporate.lastminute.com/

4. Our Group

lastminute.com, as the European Travel Tech Leader in Dynamic Holiday Packages, is committed to revolutionising the
travel industry through technology. Our mission is to simplify, personalise, and enhance our customers’ travel experi-
ences, positioning ourselves at the forefront of innovation.

Headquartered in Switzerland, the lastminute.com Group has embarked on a journey of consistent growth, driven by
both organic expansion and strategic acquisitions, paired with profit generation.

Our parent company, lastminute.com N.V., based in Amsterdam and listed on the SIX Swiss Stock Exchange in Zurich
since 2014, provides a solid foundation for our ongoing success.

Our story
The acquisition of lastminute.com - one of the first OTAs (Online Travel Agencies) in the world - took place in December 2014
by the former Bravofly Rumbo Group, adopting the name lastminute.com N.V. over the course of 2015.

This move had been part of a long-standing Mergers and Acquisitions strategy which has also combined transforma-
tive deals like the disruptive purchase of the OTAs (Online Travel Agencies) Rumbo and weg.de. These steps enabled
us to scale our business in new markets with “bolt-on” acquisitions plugging gaps in our technology or expertise.

The Group today

We are present in 58 countries and in over 20 different languages. Our well-established international and local brands
- such as lastminute.com, weg.de, Bravofly, Rumbo, Volagratis, Jetcost, Crocerissime and Hotelscan - are still present
across the largest European travel markets, including the United Kingdom, France, Germany, Italy, and Spain.

The Group employs over 1,700 individuals, all dedicated to powering every step of the traveller’s journey.

Our business

We operate in the resilient travel and leisure market, but as a technology company, our business is significantly
powered by our digital-first business model. Put simply, we enable people to travel the world, whether that's for
holidays, visiting friends and family, or business.



How it works

Our main business is as an OTA, a business model that came to prominence alongside the internet. Along with
low-cost airlines, OTAs made package holidays (flight + hotel + ancillary services) more affordable and introduced
more flexibility and choice. It enabled anyone with access to the internet the ability to create their own holiday
arrangements. The flexibility to customise trips by combining preferred accommodation and modes of transpor-
tation has been made possible through our proprietary Dynamic Holiday Packages technology, providing access
to millions of real-time travel combinations.

As a company we don’t own any aeroplanes or hotels, but offer consumers, through our website and App, the
ability to compare and mix travel options from different providers - something individual airline and hotel com-
panies can't do.

The wide range of travel options includes flights, hotels, train tickets, car rentals, transfers, and entertainment
activities, which you can book separately or in combination.

Offline support

While we try to allow our customers to manage their trips autonomously, we also have sales teams and customer
services teams, based at hubs in Europe and India, who can offer customers further support, whether that’s book-
ing a trip or dealing with a cancellation.

Suppliers
Suppliers view lastminute.com as a distribution channel, not a competitor, with an increasing number of OTAs and
hotel chains keen to use our services to manage their inventory effectively.

Customers
For customers, it's even simpler. They have access to a virtually unlimited inventory of travel solutions at their fingertips.

Licensed to operate

We're fully licensed and bonded to sell holiday packages with proper customer protection in the five main EU
countries, and in nine other markets. In terms of Dynamic Packages, we have Financial Protection Schemes for
package holidays in the UK, under ABTA and ATOL for example.

Diversified business model

Ourhighlydistinctive approachencompasses OTA (Online TravelAgency), META, Media, and long-term partnerships
including affiliations, white-label, gift cards, and corporate rewards. This versatility enables us to effectively
operate across various segments, mitigating risks in both the B2C and B2B sectors and ensuring resilience in our
business operations.



META business
The Group has evolved from a flight-first business to a dynamic
packaging business however flights remain a good source of
revenue. Our META brands, namely Jetcost and Hotelscan,
guide users through a vast range of offers from other OTAs
and providers, to help them find the most convenient flight,
hotel, car rental based on their travel plans.

Media

Our Media arm, represented by our B2B brand Forward,
offersdigitallyintegrated marketing campaigns to thousands
of travel brands and Tourist Boards across the world to help
them activate content-rich digital marketing campaigns that

drive measurable impact.



5. Stakeholders

At lastminute.com, we prioritise stakeholder engagement to meet expectations, balance business objectives, and en-
sure sustainable growth. Our commitment involves creating long-term value while protecting the rights of all stake-
holders. We foster a collaborative environment through continuous dialogue, transparency, and accountability, em-
bedded in our corporate strategy.

As part of our commitment to fostering an ongoing and open dialogue with our stakeholders, we have established several
channels of engagement (further explained in this section). In addition, we have dedicated teams within our organisation
that maintain an ongoing dialogue with specific stakeholders. For example, our finance department engages with credi-
tors, our external commmunications team engages with the media, and our human resources and internal communications
departments work closely with employees, among others. These structured engagements ensure that our stakeholder
engagement efforts are focused, comprehensive and aligned with their diverse needs and interests.

Meaningful stakeholder engagement informs our materiality analysis, shaping our sustainability strategy and re-
port design. Actively listening to stakeholder input strengthens relationships and enhances the credibility of our
transparent reporting.

SUPPLIERS
AND PARTNERS

GOVERNMENTS,
0,0 INSTITUTIONS
EMPLOYEES & SUPERVISORY
. AUTHORITIES
lastminute.com

FINANCIAL
INSTITUTIONS

@ ENVIRONMENT



% CUSTOMERS

Their valued contribution
Our customers fuel our business growth with their passion for travel and digital solutions, enabling us to anticipate
industry trends.

Our commitment to create value for them

e Deliver top-tier customer care services.

* Ensure privacy and data security.

e Collaborate with trusted partners and provide clear information on health and safety measures throughout
the customer’s travel journey.

Channels
Social media, Newsletters, Customer Care channels, Surveys, Events.

(Refer to chapter 12 for more details)
£32 EMPLOYEES

Their valued contribution
Our employees are our most crucial asset. They deliver our vision embodying our values in their everyday work.

Our commitment to create value for them

e Enhance our work model for flexibility and work-life balance.

* Implement comprehensive protection measures for a safe, inclusive workplace respecting human and labour
rights, privacy, data protection, and high health and safety standards.

*  Promote personal growth, empowerment, and accountability through talent retention initiatives, training,
and development programs.

Channels
Internal tools, Surveys, Events.

(Refer to chapter 11 for more details)



f) SHAREHOLDERS

Their valued contribution
As a listed company at the SIX Swiss Exchange engaging with international investors is key to our growth and
accessing equity capital.

Our commitment to create value for them
* Prioritise shareholder trust through transparent reporting, robust governance, and active engagement.
* Address evolving investor demands for ESG information to enhance long-term value creation.

Channels
Conferences, Roadshows, Investor calls, ESG Questionnaires (e.g. CSA from S&P Global)

fm FINANCIAL INSTITUTIONS

Their valued contribution
Several banks and financial institutions collaborate with us, providing valuable supportin managing our business’s
substantial cash flow.

Our commitment to create value for them

e Maintain transparent and clear communication, providing regular business and financial updates.

e Ensure secure financial relationships, maintaining reliability and integrity in transactions for business stability.

* Enforce strong cybersecurity measures to safeguard sensitive financial data, secure payments, and ensure
regulatory compliance.

Channels
Financiers relationship management



ﬁmﬁ SUPPLIERS AND PARTNERS

Their valued contribution

We collaborate with a wide range of suppliers in various fields. Our core suppliers include content providers for
travel services such as holiday packages, flights, and hotels, enabling us to offer our customers a vast inventory of
experiences. Additionally, technology suppliers and consultants, along with call centres supporting our Customer
Care team, form essential pillars of our digital company’s offering.

Our commitment to create value for them

*  Promote Human and Labour Rights and International Standards
* Ensure privacy and data protection

e Promote environmental sustainability

* Promote Ethics in Business

Channels
Commercial relationship management, sustainability dialogues.

(Refer to chapter 13 for more details)

ﬁ GOVERNMENTS, INSTITUTIONS & SUPERVISORY AUTHORITIES

Their valued contribution
Operating in regulated markets across multiple jurisdictions, Governments, Institutions, and Supervisory
Authorities are invaluable assets, ensuring compliance, fostering trust, and enabling sustainable operations.

Our commitment to create value for them

e Regulatory compliance

» Ethical business practices and transparency

e Transparent and continuous dialogue to authorities

* Maintain constructive dialogue with authorities from a Public Affairs perspective.

e Comply with local and international regulations governing the Travel Technology industry

Channels
Monitoring and analysis of the regulatory context evolution where the Group operates.



{7 SOCIETY & COMMUNITIES

Their valued contribution

Our commitment to positively impact local societies and communities reinforces our position
as a trusted and valuable partner in the travel industry, it enhances our reputation and
strengthens our relationships with stakeholders.

Our commitment to create value for them

e C(Create a positive impact both where we operate and at the holiday destinations we serve

* Promote sustainable tourism: our physical presence requires us to positively contribute
to local communities, while our partnerships and client interactions enable us to promote
responsible travel practices benefiting both communities and the environment.

Channels
Volunteering activities, sponsorship projects, trade unions, Planet Heart Hub.

(Refer to chapter 13 for more details)

SP ENVIRONMENT

Their valued contribution
As a digital company operating in the travel industry, we recognise our unique position
to make a meaningful impact on global climate change.

Our commitment to create value for them

e Reduce our own environmental impact and to encourage sustainable practices
among our customers.

e Advocate foracircular economy within our company, aiming to minimise waste and
optimise resource usage.

Channels
Support of recognised consultancy teams to ensure proper evaluation on the impact
and consultancy on reduction activities.

(Refer to chapter 14 for more details)




6. Materiality Analysis

At lastminute.com, we uphold a commitment to transparency and accountability in our sustainability reporting.
In 2023, for the first time and in alignment with emerging regulatory frameworks and industry best practices,
we adopted a dual perspective known as ‘double materiality’. This approach not only anticipates the upcoming
requirements of the European Corporate Sustainability Reporting Directive (CSRD), applicable to us from 2025,
but also aligns with the expectations outlined in the Swiss Code of Obligations for non-financial reporting.

The adoption of a double materiality perspective represents a significant improvement from the previous year’s
assessment. This approach provides a comprehensive view, analysing the relationship between sustainability
issues and financial performance, as well as our broader societal and environmental impact.

e From a financial perspective (‘outside-in’), we focus on how sustainability issues interconnect with potential
financial impacts, risks, and opportunities (IROs). This assessment evaluates their influence on the company'’s
financial performance across short-, medium-, and long-term horizons.

e From an impact perspective (‘inside-out’), we evaluate the company’s tangible and potential effects, both
positive and negative, on people and the environment across short, medium, and long-term timeframes,
considering both direct and indirect impacts.

This method establishes a robust basis for decision-making, provides a detailed understanding of key issues, and
reinforces our commitment to transparency. This allows to meet increasing demands of external reporting re-
quirements and align with emerging regulations such the Swiss Climate Ordinance.

This materiality assessment was carried out with reference to GRI and considering the forthcoming EFRAG re-
quirements, following a tailored approach to meet the needs of lastminute.com.



The following steps have been taken to complete the exercise:

1 3

Identification I Financial Impact Double
of material Ide:l;:lll‘:ac(a)gon Materiality Materiality Materiality

topics Assessment Assessment Output

2

Step 1 - Identification of material topics

In our 2022 analysis, we identified thirteen sustainability topics, which were then prioritised in a workshop
involving internal leaders and managers. As a result, a shortlist of eight material topics was determined (the
procedure is detailed in our 2022 Sustainability Report).

4

Step 2. Identification of IROs

In 2023, we compiled a preliminary list of IROs (Impacts, Risks, and Opportunities) across our value chain. This was
done after conducting a comprehensive analysis of our organisational context and engaging internal stakehold-
ers. The identification and assessment of IROs is fully integrated into our risk taxonomy.

Step 3. Financial Materiality Assessment

We conducted a workshop and a survey involving a selection of internal stakeholders who represented a statis-
tical sample of all key managers from the business, asking them to assess the severity and likelihood of the 22
identified risks.

Step 4. Impact Materiality Assessment
We held a second workshop with a subset of internal stakeholders chosen for their professional expertise and
understanding of external stakeholders expectations to assess the 32 identified impacts.

Step 5. Double Materiality Output

In the final stage, assessment results were visually represented in a matrix on a scale of 1 to 5. A sustainability
subtopic is considered material if it exceeds the materiality threshold of 2 from either an impact or financial per-
spective.

Based on the above, a total of 14 subtopics were found to be material.


https://res.cloudinary.com/lastminute-contenthub/image/upload/v1699883151/DAM/Artwork/lastminute.com/documents/lastminute.com-sustainability%20report-2022.pdf

Impact materiality

lastminute.com materiality matrix

. Environmental subtopic

. Social subtopic

. Governance subtopic

Materiality threshold

Corporate Governance - 1

Corruption & Bribery - 2

Perception of the Group - 3

Communities Relations and Biodiversity - 4
Customer Satisfaction - 5

Highly Skilled Workforce and Development Opportunities - 6
Health and Safety Procedures - 7

Data Privacy - 8

Cybersecurity - 9

Diversity, Equity and Inclusion - 10

Equal Opportunities and Adequate Wages - 11
Climate Change Strategies and Target - 12
Climate Change and Market Relations - 13
GHG Emissions and Energy Management - 14
Products and Services Innovation - 15
Business Partners - 16

Human Rights in the Value Chain - 17
Circularity & Production Efficiencies - 18

Financial materiality



Material topics

MATERIAL SUBTOPIC

LINK TO OUR BUSINESS MODEL'

Cybersecurity

Cybersecurity is paramount, as it plays a pivotal role in safeguarding customer
data and financial transactions, preventing data breaches and reinforcing trust.
These aspects are essential for upholding the integrity and reliability of our
travel services, contributing to maintaining competitiveness in the market.

IMPACT ON SDGS

Highly Skilled
Workforce and
Development
Opportunities

Building and nurturing a highly skilled workforce is a strategic priority for
our Group, and we are committed to providing continuous development
opportunities for its employees, fostering a culture of learning and innovation.

16
PEACE JUSTICE AND
STRONG INSTITUTIONS

Corruption & Bribery

Operating globally, we adhere to stringent ethical standards and actively
work to prevent corrupt practices within our business ecosystem, placing a
strong emphasis on integrity and transparency in our operations, and making a
steadfast commitment to combating corruption and bribery.

4
QUALITY EDUCATION

Climate Change
Strategies
and Targets

As sustainability practices become increasingly significant in the travel industry,
the Group benefits from proactively addressing environmental impacts and
embracing eco-friendly initiatives. This not only enhances its reputation but
also attracts environmentally conscious travellers, positioning the Group
competitively in the tech-driven market.

16
PEACE JUSTICE AND
STRONG INSTITUTIONS

Customer
Satisfaction

In the fiercely competitive tech-driven travel industry, we consider customer
satisfaction stands as a top priority, reflecting our dedication to providing
exceptional travel experience.

9
INDUSTRY, INNOVATION
AND INFRASTRUCTURES

Equal Opportunities
and Adequate Wages

By prioritising fairness in both opportunities and compensation, the company
aims to cultivate a positive work culture, enhance employee satisfaction, and
establish itself as a socially responsible employer in the competitive tech-driven
market.

9
INDUSTRY, INNOVATION
AND INFRASTRUCTURES

Products and
Services Innovation

Recognising the dynamic landscape of the tech-driven travel industry, we strive
to anticipate evolving customer needs and expectations, delivering cutting-
edge solutions and staying ahead in a competitive market.

10
REDCUCED INEQUALITIES

9
INDUSTRY, INNOVATION
AND INFRASTRUCTURES

" A dual perspective (i.e. inside-out and outside-in) is used to describe the link to the lastminute.com business model.



MATERIAL SUBTOPIC

LINK TO OUR BUSINESS MODEL'

IMPACT ON SDGS

Data Privacy

We place a high priority on data privacy due to its handling of sensitive
information. To maintain customer trust and comply with data protection
regulations, we have implemented robust data privacy policies, procedures,
and technologies aimed at safeguarding customer data and preventing data
breaches.

16
PEACE JUSTICE AND
STRONG INSTITUTIONS

Business partners

By fostering transparent and responsible practices with business partners, we
are dedicated to upholding rigorous social and environmental standards across
our supply chain. This dedication not only ensures alignment with shared values
but also helps mitigate risks associated with environmental and social impacts.

12

RESPONSIBLE
CONSUMPTION AND
PRODUCTION

We place astrong emphasis onimplementing robust health and safety measures

8
DECENT WORK AND
ECONOMIC GROWTH

16
PEACE JUSTICE AND
STRONG INSTITUTIONS

Health and Safety across all its locations. By fostering a safe and healthy work environment,
Procedures our Group not only ensures the welfare of our employees but also promotes
organisational resilience.
For lastminute.com, corporate governance, and especially compliance, holds
Corporate significant importance. It mirrors our Group's unwavering dedication to ethical
Governance and responsible business practices, emphasising strict adherence to regulations
and nurturing a culture of transparency and accountability.
. By consistently aligning communication with tangible sustainability actions, we
Perception : . - ,
of the Group aim to build trust, enhance stakeholder relations, and strengthen the Group's

position as a responsible and accountable player in the tech-driven market.

16
PEACE JUSTICE AND
STRONG INSTITUTIONS

Communities
Relationship and
Biodiversity

We are committed to strengthening our relations with local communities
and promoting sustainable tourism practices. This commitment extends to
contributing to the economic and social development of the regions the
Group operates in, while simultaneously minimising environmental impact and
preserving natural resources and biodiversity.

12

RESPONSIBLE
CONSUMPTION AND
PRODUCTION

Human Rights and
Value Chain

As the importance of ethical business practices grows, fostering fair and
responsible practices across our worldwide operations and actively promoting
and safeguarding Human Rights, not only aligns us with global standards
but also enhances the Group's reputation as a responsible and trustworthy
company.

8
DECENT WORK AND
ECONOMIC GROWTH

' A dual perspective (i.e. inside-out and outside-in) is used to describe the link to the lastminute.com business model.



7. Sustainability Strategy

We understand the importance of harmonising business objectives with the expectations of our stakeholders.
Acknowledging the significant impact the travel industry has on the environment and communities, we recognise
the necessity of embracing responsible practices. These practices not only contribute to the long-term resilience
of our business but also ensure continued success in an ever-evolving global landscape.

In alignment with this vision and guided by the findings of our materiality analysis, we unveiled our inaugural

Sustainability Strategy in 2023. This comprehensive three-year (2023-2025) plan is structured around five pillars
that prioritise specific objectives and work streams

ESG risk
W ELEL) )Y

CO2 Emissions
reduction

Stakeholder
OU r e\g? engagement
Sustainability :
Strategy

Sustainable
Tourism

Process
evolution




The five strategic pillars and key workstreams are:

1. ESG Risk Management

Having analysed the most advanced good governance practices and aligning with regulatory developments in
this area, this pillar will help fully integrate ESG management into lastminute.com’s Enterprise Risk Management
model. A critical step in addressing sustainability and societal impact as part of our overall risk management
strategy and driving long-term success.

Key Workstreams

O 2023 - Identification and evaluation of ESG-related risks and opportunities

O 2023 - Conducting double materiality assessment

O 2024 - Evaluation of climate change-related physical and transition risks and opportunities in line
with TCFD recommendations

2. CO: Emissions Reduction

As a digital company selling travel, we have very limited emissions, but we strongly believe that by making a firm
commitment to reducing our carbon footprint, we can encourage our supply chain to adopt more sustainable
business practices that can help tackle climate change.

Key Workstreams

O 2023 - Calculation of carbon footprint according to GHG Protocol

O 2023 - Setting near-term reduction targets for scope 1 & 2 emissions

O 2023 - Assessing the relevance and broadening the coverage of the scope 3 emissions to encompass
all significant sources

O 2024 - Define near-term reduction targets for scope 3

O Reach Net Zero by 2050

3. Stakeholder Engagement
Places our people, strong partnerships in our supply chain and a renewed approach to community engagement,
at the heart of our organisational vision.

Having a diversity and inclusion plan officially in place and initiatives like flexible working, has helped build a
better culture and understanding of the ways a modern workforce operates, especially across multiple countries.

Working more closely with our business partners to ensure our external providers are also adhering to best
practice in this area is something we are now monitoring.



And the development of a Public Affairs strategy has the twin outcome of not only building relationships with
the local and wider community, but helping out people feel more connected to the spaces surrounding their
workplace.

Key Workstreams

Employees
O 2023 - Comprehensive review of our Code of Conduct and definition of a diversity and inclusion action plan
O 2023 and beyond - Furtherimproving the work-life balance of our employees (extension of flexibility measures)
O 2024 - Extend the mental health program

Suppliers

O 2023 and beyond - Network and dialogue with partners and suppliers on sustainability topics, to create
awareness and cross seeding of good practices

O Review the supply chain management process to embed Human Rights and environmental principles are duly
managed throughput the process

Local Communities
O 2023 and beyond - Public affairs strategy development starting from Canton of Ticino (Tessin)

4. Sustainable Tourism
As a Travel Tech company reaching millions of people through our platforms, we believe we should leverage our
visibility to promote a more sustainable approach to travel. While raising our customers’ awareness, we also want
to establish lastminute.com as a valuable contributor to the sustainability cause in the overall travel market. We
will do this by working with our network of travel solution providers, from airlines to hotels, to ensure we share
best practice worldwide.

Sustainable tourism means, first and foremost, travelling consciously and responsibly. This implies minimising
a trip’s carbon footprint, managing consumption of resources in a responsible manner and being open to the
people, natural environment and daily life of the holiday destination.

We're already sharing educational content with our customers, to allow them to be better informed about their
travel choices. Our internal media agency Forward also contributes to the promotion of local communities, local
natural sites and biodiversity through the promotion of sustainable travel for tourism boards.

Key Workstreams
O 2023 - Launch of the Planet Heart hub on our website to promote sustainable tourism

O 2024 - Development of CO2 calculator for customers
O 2024 and beyond - Promotion of sustainable practices in accommodation



https://www.lastminute.com/travel-inspiration/sustainable-travel

5. Process Evolution

Sustainability has an inherent cross-functional nature and should
be integrated at all levels and functions of the organisation.
By identifying and analysing critical processes, establishing
performance indicators, and implementing efficient reporting
and auditing systems a more efficient and sustainable operation

can be achieved. We aim to create a strong ESG culture within

our organisation, aligned with our vision and sustainable

development goals.

Key Workstreams

O 2023 and beyond - Identification of processes with the
greatest potential for ESG impact

O 2024 - Definition of specific KPIs that reflect sustainability
and business performance objectives

O 2024 and beyond-Evaluation of potential technology tools
and innovative solutions for automated data collection
and tracking

In summary, our sustainability strategy embodies our
commitment to integrate responsible practices into every
aspect of our business, driving long-term success while
making a positive contribution to the environment and
the communities in which we operate.

It should be considered as a living commitment, which we
will organically review and extend based on evolutions
in the regulatory landscape, stakeholder needs and new
risks or opportunities identified.



o
o

N4

8. Our Group 8.1 Governance
Sustainability
Governa nce Our Group Governance serves as our primary com-

mitment to sustainability and responsible business

and RiSk Management practices. It encompasses a sophisticated frame-

work of rules, practices, and processes that govern

MATERIAL SUBTOPICS ADDRESSED IN THIS CHAPTER: and oversee our business operations. By harmonis-

ing the interests of diverse stakeholders - ranging
Corporate Governance from shareholders and senior management to cus-
For lastminute.com, corporate governance, and especially com- tomers, suppliers, and the broader community - it
pliance, holds significant importance. It mirrors our Group’s un- ensures accountability and fosters sustainable re-

wavering dedication to ethical and responsible business practic-
es, emphasising strict adherence to regulations and nurturing a

culture of transparency and accountability.

lationships.

Central to our governance ethos are our core val-
ues, which serve as a compass to guide our ac-
tions, and a robust set of internal policies and
comprehensive initiatives to guide the actions of
each employee. To guide and direct corporate
governance, the following paragraphs summa-
rise the structure of our governing bodies.

For more information on the governance
structure of the Group, including the roles and
responsibilities of each member, please refer
to chapter “Corporate Governance” of the

Annual Report.

Governance

Risk Management

GOAL 16
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Board of Directors and Executive Management

Our Company operates with a one-tier board structure, comprising both Executive and Non-Executive Directors,
collectively referred to as the “Board of Directors” or simply the “Board.” The composition of the Board includes
the Chairman who shall be a Non-Executive Director, at least one Executive Director and a minimum of two Non-
Executive Directors, with the majority being Non-Executive. All Non-Executive Directors fulfil the independence
criteria outlined in the Dutch Corporate Governance Code.

All members of the Board are appointed by the General Meeting for a period of one year. When determining its
size, the Board generally aims for a membership between three to nine individuals. This range ensures a diversity
of experience while fostering effective discussion and without diminishing individual accountability. The Chairman
of the Board is selected among the Non-Executive Directors.

The Non-Executive Directors are responsible for properandindependent supervision of the performance of duties
by the Executive Directors whose performance shall be discussed at least once a year, without the Executive
Directors being present.

In 2015, an Executive Management body was formally established and it consists of all corporate managers
with strategic responsibility for the Group. As of 31 December 2023, it is composed of Luca Concone, Executive
Director & Chief Executive Officer, Maria Teresa Rangheri, Executive Director & Chief Executive Corporate Officer,
and Sergio Signoretti, Chief Financial Officer.

The process to prevent any type of conflicts of interest involving a member of the Board of Directors is explained
in the Terms of Reference of Board of Directors. Each Director shall immediately disclose any (potential) conflict
of interest to the Board. The Non-Executive Directors shall determine whether the Director indeed has a conflict
of interest with the Company. As industry best practice specifies, any conflict of interest involving a Director shall
require the prior approval of the Board.

For more information on their professional backgrounds, please refer to pages 54-56 of the Annual Report.

Diversity in our Board of Directors

Whenselecting newdirectors, qualificationsand alignment with ourstrategic objectives are paramount, regardless
of gender. Nevertheless, we recognise that gender diversity is crucial for future appointments, demonstrating
our dedication to inclusivity and diverse viewpoints.

In 2023 the Board approved the disclosure of an action plan for greater diversity to Dutch authorities, with the aim
of achieving a more balanced gender ratio in management and on the Board. While the current male/female ratio
of Executive Directors complies with diversity legislation, the Board as a whole requires further improvement.
Our initial targetis a minimum of 30% female representation on the Board and a commitment to gender equality.


https://www.google.com/url?q=https://res.cloudinary.com/lastminute-contenthub/image/upload/v1695135173/DAM/Artwork/lastminute.com/documents/governance/2023/September%25202023%2520-%2520template%2520update/22028.pdf&sa=D&source=editors&ust=1711361068394846&usg=AOvVaw2tt8-DvWsoPreGStbHS19z
https://res.cloudinary.com/lastminute-contenthub/image/upload/v1711711810/DAM/Artwork/lastminute.com/reports_presentations/2024/lastminute.com%20Annual%20Report%202023.pdf

Remuneration

The Board of Directors holds the primary responsibility for establishing compensation principles within the
Group, including approving compensation for Board members, the Chairman, and the Executive Management.
A remuneration policy (the “Remuneration Policy”) has been adopted based on the Selection, Appointment and
Remuneration Committee (the “SARC") suggestion, aimed at attracting, retaining, and motivating high-quality
directors. The Remuneration Policy aligns with industry practices, country norms, job markets, and geographic
differences.

The remuneration structure for the Board of Directors and Executive Management is designed to attract and retain
highly qualified individuals, considering the time, effort, and expertise required for their roles, with a focus on long-
term success. Executive Directors’ pay packages also consider duties within the Board and any additional remuneration
from the Group or its subsidiaries. Consultancy services provided by Board members must adhere to arm’s length
conditions and gain approval from the SARC and the Board. The SARC, responsible for determining compensation,
reviews and recommends changes annually, ensuring appropriate levels aligned with business objectives.

The highest individual compensation is related to Luca Concone, CEO of lastminute.com Group, for an amount of
EUR 689 thousand. This amount does not include neither the estimated potential fair value nor the proportioned
to vesting fair value of the consideration resulting from the shadow stocks granted under the SAR.

The internal pay ratio between the average annual compensation of the Executive Directors and the average annual
compensation of a Group’s employee was 11.52 (2022: 4.64). The internal pay ratio does not include neither the
estimated potential fair value nor the proportioned to vesting fair value of the consideration resulting from the granted
SAR. The compensation of the First Executive Director in 2023 includes the entire variable compensation based on
exceeding the objectives set by the Board, while in previous years the compensation of the former executive directors
did notinclude any variable compensation because it was not due or waived by the directors themselves.

For more details on the principles of compensation for the Board and Executive Management, as well as details
on the compensation received during 2023, please refer to pages 70-71 of the Annual Report.



https://res.cloudinary.com/lastminute-contenthub/image/upload/v1695135179/DAM/Artwork/lastminute.com/documents/governance/2023/September%202023%20-%20template%20update/22036.pdf
https://res.cloudinary.com/lastminute-contenthub/image/upload/v1711711810/DAM/Artwork/lastminute.com/reports_presentations/2024/lastminute.com%20Annual%20Report%202023.pdf

Committees reporting to the Board of Directors

In compliance with the Articles of Association of the Company and the Dutch Corporate Governance Code, as well
as in accordance with best practices, the Board of Directors has installed the following internal Committees with
consultative and advisory duties:

lastminute.com Board of Directors

Selection, Appointment Audit Data Privacy Risk & finance Ethic & ESG
and Remuneration Committee Committee Committee Committee Committee

The powersand responsibilities of each committee are establishedin the applicable committee terms of reference,
which are approved by the Board and publicly available on the Group’s corporate website.

In April 2023, the Board approved the establishment of Risk & Finance Committee, Ethics & ESG Committee and
Strategy Committee. The latter has been cancelled in December 2023 upon a Board resolution.

Sustainability and Governance Model

The Ethics & ESG Committee (the “Committee”) comprises a minimum of two members and aids the Board
in fulfilling its responsibilities. It assesses the Company’s adherence to the principles outlined in the Code of
Conduct and corporate governance policies across the Company and its subsidiaries (‘'the Group’). Additionally,
the Committee oversees and approves the Company's sustainability strategy, ensuring alignment with relevant
regulations at the Group level.

The Committee meets quarterly, with an average meeting duration of one hour. In 2023, the Committee meetings
were held with full or majority attendance of the relevant members.

The primary responsibility of the ESG Committee is to assist the Board in evaluating the Company’s conduct in
adherence with the principles outlined in the Code of Conduct and Corporate Governance Guidelines. In addition,
the Committee oversees and approves the Company’s sustainability strategy and ensures alignment with relevant
regulations at Group level. In so doing, the Committee ensures compliance with ethical standards and promotes
sustainable practices within the organisation, thereby contributing to long-term value creation and responsible
corporate citizenship.

The complete terms of reference of the Committee can be found on our corporate website.


https://corporate.lastminute.com/
https://res.cloudinary.com/lastminute-contenthub/image/upload/v1695135174/DAM/Artwork/lastminute.com/documents/governance/2023/September%202023%20-%20template%20update/22032.pdf

In July 2022 we established an in-house Sustainability team to pro-
vide dedicated attention to developing our Sustainability Strategy.
In 2023 this team expanded to incorporate a specialised focus on
Public Affairs, essential for our stakeholders engagement strate-
gy, as outlined in section 13.1, in the Society chapter. Furthermo-
re, we enlarged the team with additional expertise in environ-
mental and social matters, including also functions with direct
control of certain operations that produce relevant emissions
for the Group.

The Sustainability and Public Affairs team reports directly to the
Chief Executive Corporate Officer, member of the lastminute.
com Board of Directors.

Furthermore, we are developing our governance structure
even further with respect to climate governance in order to
align the Task Force on Climate-Related Financial Disclosures
(TCFD) requirements in time for 2024. During 2023 we have
also started aligning our approach and structure with the
changes expected to be introduced by the European Union
with the adoption of the Corporate Sustainability Reporting
Directive (CSRD), and will be fully compliantin time for 2025.



8.2 Risk Management

Enterprise Risk Management Framework

Our Enterprise Risk Management (ERM) system provides a comprehensive framework for assessing, managing,
and defining acceptable levels of risk. This empowers the Board to formulate strategies that are in line with
the Group's business objectives, thereby fostering a risk-controlled environment and cultivating a proactive and
resilient risk culture that supports sustainable success.

In 2023, we initiated a project to design and implement an improved ERM framework to enhance coverage of

risk and control management. This project, to be completed in 2024, aims to provide a holistic approach, using a
structured methodology to identify, assess, prioritise and mitigate potential threats to the Group.

How the Group’s risk management process works

Identification
and measurement

Enterprise measurement
and prioritisation

Maintenance
and development
of the model

Monitoring Definition of
and reporting management strategy

The scope of the risk identification phase is to identify all potentially damaging events, whether arising from
internal business processes or external factors, that could hinder the achievement of business objectives.

Risks are assessed using a pre-defined rating scale that takes into account both quantitative (e.g. economic and
financial impact) and qualitative (e.g. reputational, health and safety) aspects. Where relevant and proportionate,
risk management measures are defined and implemented.

Risks identified are classified in four different categories in line with our risk taxonomy: strategic, operational,
financial and compliance (refer to pages 36-41 of the Annual Report for more details).



https://res.cloudinary.com/lastminute-contenthub/image/upload/v1711711810/DAM/Artwork/lastminute.com/reports_presentations/2024/lastminute.com%20Annual%20Report%202023.pdf

Integration of ESG-related risks

We acknowledge the growing relevance of ESG factors for stakeholders, including investors, customers and
regulators. It is therefore imperative for our company to integrate ESG considerations into our ERM framework.
This integrated approach ensures that the Group not only addresses financial risks, but also proactively manages
risks related to environmental impact, social responsibility and corporate governance. We strongly believe that
by integrating ESG factors into our risk management system, we can improve our resilience, meet stakeholder
expectations, comply with regulations and create long-term value.

The integration of ESG-related risks into our ERM system was achieved through a thorough process closely linked to the
materiality assessment. Building on the identification of 13 material issues, the risk taxonomy was extensively updated
to seamlessly integrate sustainability risks into existing strategic, financial, operational and compliance categories.

This integration took place at two levels:

1. Updating the risk descriptions: existing risk descriptions were carefully reviewed and refined to align with
the material issues identified. The aim was to highlight the sustainability dimension of each risk and provide a
more nuanced understanding within the organisational context.

2. ldentification of emerging risks: through in-depth analysis, five emerging ESG risks were identified and fully
integrated into the current risk framework. This process involved bridging links to specific sustainability issues
that had not previously been linked to any existing risk category.

This resulted in a list of 17 ESG-related group of risks.

Business model Sustainable Supply Chain Regulatory & Legal
People Circularity and Production Efficiencies Fraud & Bribery
Customer Data Management / Data Privacy Human Rights
Digital Environment Cybersecurity Health & Safety
Business Partners Change Management Local Communities
Climate Change Conduct

Follow the icon throughout

the report to find risks related
to each chapter.




Please refer to Annex IV for a full list of the identified ESG related risks and impacts identified for our Group, as
well as references to the respective chapters where we explain the measures taken for each.

By integrating ESG considerations into our corporate ERM system, we are reinforcing our commitment to
responsible and forward-looking risk management, aligning our practices with evolving regulatory requirements
andinternationalstandards. Throughthisexercise, we'veembarked onthe pathofembracingtherecommendations
outlined by the Task Force on Climate-related Financial Disclosures (TCFD). This initiative is designed to enhance
transparency and disclosure concerning climate-related risks and opportunities, ensuring stakeholders have
access to comprehensive information necessary for informed decision-making. We expect to disclose our first
TCFD report together with our 2024 Sustainability report next year. We are also actively preparing to comply with
the forthcoming Swiss Climate Disclosure Ordinance and the Corporate Sustainability Reporting Directive (CSRD).

Emerging risks

Emerging risks are characterised by their novelty, complexity, increasing significance and uncertain impact on
organisations. They have the potential to disrupt operations, affect financial performance, and undermine long-
term sustainability. They often present unique and unprecedented challenges that require innovative approaches
and proactive risk management strategies. Following the exercise carried outin 2023 in relation to the integration

of ESG into the company’s ERM system, the two main emerging risks identified for lastminute.com are:

Physical Chronic Climate-Related Risks

These risks pertain to the long-term effects of Climate
Change on physical environments, leading to gradual
changes that can impact our business activities. An exam-
ple of such risk is the shift in the attractiveness of particu-
lar regions due to prolonged periods of extreme heat.
Areas once popular for summer vacations may become
less appealing or even dangerous due to rising temper-
atures. This could lead to a decline in bookings for travel
packages to those destinations, ultimately affecting last-
minute.com’s revenue and financial performance. We
have already taken initiatives to be prepared to mitigate
these risks, including diversifying our destination offer-
ings through our diverse brand portfolio, which includes
a wide range of sites that help customers choose from
a variety of destinations. We also provide personalised
support to our customers affected by cancellations due
to extreme weather events to find other alternatives
(please refer to section 12.2 for more details).

ESG Regulatory Changes

With increasing global awareness of ESG issues,
governments are implementing stricter regulations
and standards to address Climate Change and pro-
mote sustainable business practices. Compliance
with these regulations requires strategic planning
and investment, as well as on-going monitoring to
ensure adherence over time. Failure to adapt could
result in financial penalties, reputational damage
and loss of market share. In order to mitigate these
risks and to prepare for compliance with upcoming
ESG-related regulations (e.g. the CSRD), we conduct
regular assessments to stay up-to-date with ESG
developments, and work continuously to integrate
ESG considerations into our business strategy and
decision-making processes.



Risk Governance Model

A robust risk governance model involves delegating specific responsibilities to various
corporate bodies, each of which has a different role to play in managing and overseeing
risk across our business. At lastminute.com, we have established a risk management
model composed of different committees with assigned specific risk management
responsibilities:

* Board of Directors approves the corporate ERM system, appoints the Audit and
Risk & Finance Committee and oversees the risk management activities, including
the periodic review and assessment of risks and controls, as well as their potential
impact on the strategic objectives.

* Audit Committee is responsible for supervising the internal control system. This
Committee defines the guidelines and annually reviews the ERM system with
regard to the Group characteristics and the risk profile assumed, as well as its
efficacy.

e Risk and Finance Committee is responsible for supervising the ERM, ensuring
the main risks facing the Group and its subsidiaries can be correctly identified
and adequately measured, managed and monitored. It periodically reviews the
ERM, providing annual recommendations to the Audit Committee regarding
both the ERM and the adequacy of the Internal Control system. It also
collaborates with other committees to identify risks, establish guidelines for
risk management, and monitor the effectiveness of the risk management
framework.

e Ethics and ESG Committee conducts reviews and assesses ESG-related
risks and controls.

« Data Privacy Committee plays a critical role in overseeing data protection
risk management and ensuring the Company’s compliance with relevant
regulations and policies.

In order to ensure a smooth collaboration and an efficient operation of the
ERM and Internal Control Systems, the Board reviewed the overall risk and
control organisation and governance in 2023. As part of this effort, the Board
established the “three lines of controls” (LoC) model by appointing an Enterprise
Risk Management & Controls Department within the second line of control.



9. Our Efforts to
Prevent Corruption
and Ensure Compliance

MATERIAL SUBTOPICS ADDRESSED IN THIS CHAPTER:

Cybersecurity

Cybersecurity is paramount, as it plays a pivotal role in safeguard-
ing customer data and financial transactions, preventing data
breaches and reinforcing trust. These aspects are essential for
upholding the integrity and reliability of our travel services, con-
tributing to maintaining competitiveness in the market.

Data Privacy

We place a high priority on data privacy due to its handling of
sensitive information. To maintain customer trust and comply
with data protection regulations, we have implemented robust
data privacy policies, procedures,and technologies aimed at
safeguarding customer data and preventing data breaches.

Corruption & Bribery

Operating globally, we adhere to stringent ethical standards and
actively work to prevent corrupt practices within its business eco-
system, placing a strong emphasis on integrity and transparency
in its operations, and making a steadfast commitment to combat-
ing corruption and bribery.

Ethics and Compliance

Privacy and Cybersecurity

Anti-corruption
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9.1 Ethics and Compliance

At lastminute.com, our conduct is guided by our core
values, and we uphold stringent standards for ethi-
cal behaviour. Committed to continuous improve-
ment, we actively promote ethical conduct, foster ac-
countability, and articulate transparent expectations
through our policies and internal training initiatives.
Prioritising the ethical conduct and legal compliance
of our operations, we acknowledge the inherent
risks that can impact our business. In response, we
are dedicated to implementing proactive measures

to effectively mitigate these risks.

In terms of conduct, we recognise the po-
‘ tential risks associated with ethical work-
place violations and non-compliance with local
and international business ethics laws. Ensuring
our business partners adhere to our Terms and
Conditions is a priority. Regarding regulatory
and legal considerations, we remain vigilant
about potential challenges in implementing
necessary measures to comply with future
regulations.

Furthermore, we are mindful of the reputa-

tional risks that may arise from partnerships
with business entities operating in vulnera-
ble locations or engaging in unethical prac-
tices leading to environmental degrada-
tion. We are committed to managing these
relationships responsibly.




In relation to the investigation started in 2022 involving current and former employees, a risk of indirect impacts
to the Group persists. The Group is now totally unrelated to the criminal case, and no outstanding administrative
liability currently affects it. However, we are mindful the evolving scenario may produce effects on a reputational
and operational level. The Group is cooperating with the Public Prosecutor for the collection of elements that
may be relevant for the prosecution of the criminal case against individuals, if any.

To address and mitigate the aforementioned risks, we have implemented a range of measures. Our focus lies
in fostering open communication with diverse stakeholders to comprehend their concerns and expectations.
This approach allows us to gain a deeper understanding of stakeholder perspectives, enabling proactive issue
resolution, building trust, and aligning our practices with stakeholder values.

In navigating the dynamic regulatory landscape of our global digital business model, we strive for ongoing compliance
with relevant laws and regulations. Our dedicated in-house Legal team, equipped with regulatory expertise, diligently
monitors changes in the legal landscape. This team collaborates closely with top-tier third-party legal advisors to offer
specialised support at local level when needed. This approach empowers us to navigate complex legal requirements,
mitigate legal risks, and ensure our business practices align with applicable laws.

Our internal enterprise Risk Management and Internal Audit teams work systematically to assess and enhance
compliance measures. For more detailed information, please refer to the risk section of this report (section 8.2) and
the Risk Management & Internal Control Systems chapter in the Group Annual Report.

Our Code of Conduct and Integrity Helpline

We have established a robust framework for ethical behaviour through the proactive development of policies
that provide guidance to employees in making ethical decisions. This framework not only promotes a culture
of integrity but also clarifies expectations for our team members and establishes a structured mechanism for
reporting and addressing ethical concerns before they escalate.

In 2023 we conducted a comprehensive review of our Group’s Code of Conduct (the “Code of Conduct” or the
“Code”), introducing new sections and providing further elaboration on existing topics.

While primarily directed at our employees, the Code of Conduct now features a dedicated section focused on our
relationships with partners and suppliers, emphasising business conduct.

Specifically addressing employees in commercial roles, who may encounter potential counterparty misconduct,
we have incorporated a section on ethical business behaviour.

Moreover, we have updated our Terms and Conditions, explicitly outlining our expectations in terms of ESG
towards third parties (more information in section 13.2).
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WE ENCOURAGE

EVERYONE ENCOUNTERING 1 2 3 4
UNCERTAINTY TO REFLECT Is the course Is it morally Does it align Would you be comfortable with
ON KEY QUESTIONS of action legal? right? with our Code?  public disclosure of your actions?

A notable enhancement to our Code of Conduct is the increased emphasis on ethical decision-making and the
procedure for addressing concerns. We strive for ethical behaviour to become intrinsic to our daily business
operations, especially in decision-making processes. In case of potential ethical dilemmas, we direct individuals to
relevant internal policies and sections of the Code, fostering a supportive environment.

If doubts persist, we've implemented the Integrity Helpline, a web-based platform that offers two channels for
addressing concerns (anonymously and/or confidentially):

1. The Whistleblowing channel (accessible by employees and external stakeholders) is primarily designed for
reporting violations of the Code of Conduct, illegal behaviour, and severe misconduct. This includes instances
of harassment, discrimination, bribery and corruption, unfair competition, violation of consumer protection
regulations, and any other form of offence or crime, as specified in the Whistleblowing Policy.

2. The Inquiry Form (accessible by employees only) serves as a platform primarily used for seeking clarification
on potential Code violations, expressing concerns about ethical dilemmas, and requesting support in defining
appropriate courses of action.

All reports are firstly classified by the Internal Audit team and then carefully evaluated by a diverse committee
that can demand the pertinent team (Legal, HR, Sustainability, etc.) to provide an answer to the reportee.

The same reporting mechanism should be utilised forincidents or suspicions related to Human Rights, a topic that
now has a dedicated section in the Code of Conduct and a corresponding Group policy. For detailed information
on our Human Rights initiatives, please refer to chapter 10.

While the Whistleblowing channel was already established, we introduced the Inquiry Form process this year
to provide additional support to employees when uncertainties arise. In 2023, all reports received via the
Whistleblowing channel (6 cases in total) were thoroughly analysed, managed, and followed up in accordance
with Group policies, procedures, and prevailing best practices. The Inquiry Form was only introduced towards the
end of 2023 and therefore zero cases were received during the financial year 2023.

The Code of Conduct is publicly accessible on our corporate website and is distributed to all new employees on
their first day, with a request to thoroughly review it. Additionally, we have implemented a mandatory e-learning
course forallemployees across the Group, which must be completed annually. In 2023, this course was successfully
completed by 781 employees.



Digital Services Act

The Digital Services Act (DSA), which came into force in Europe on 17 February 2024, introduces key provisions
aimed at increasing the accountability of online platforms such as lastminute.com and the protection of its users.
With the aim of protecting user autonomy and promoting a fair digital environment, the DSA requires platforms to:

» prioritise the prevention of illegal content by empowering users to report violations and ensure compliance
with existing laws;

» collect and disclose detailed seller information to promote transparency and trust in commercial interactions;

e provide clear identification of digital ads;

» prohibit deceptive practices (i.e., dark patterns).
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This landmark legislation represents a profound shift towards a safer, more transparent and user-friendly digital
landscape.

In anticipation of the DSA, we have been busy implementing key improvements across our platforms throughout
2023. A dedicated Digital Services Act section on our websites underlines our unwavering commitment to com-
pliance, transparency and user empowerment. This section serves as a direct communication channel, providing
easy access for our valued customers, business partners and regulators.



As we embark on this transformational journey, we
are committed to upholding the highest standards of
accountability and trust in the digital space. By prior-
itising transparency and user empowerment, we're
not just meeting regulatory requirements - we're pi-
oneering in a new era of ethical online engagement.
Our commitment to DSA compliance is a cornerstone
of our sustainability efforts, ensuring a more inclu-
sive and responsible digital experience for all.



9.2 Privacy & Cybersecurity

As a technology company that handles large volumes of client data, cybersecurity and data privacy are of utmost
significance to us. We collect and process millions of consumer’s personal data, such as names, payment card
numbers, email addresses, and travel locations. Customers trust us with their personal information, knowing that
it will be properly protected from misuse or unauthorised processing.

_© The sensitive nature of the informa-
tion we handle makes data protection
and cybersecurity paramount concerns for
lastminute.com.

The main risks relate to the potential expo-
sure of customer data to unauthorised par-
ties, which could result in data breaches, iden-
tity theft or financial fraud.

Any compromise in data security could have
serious consequences for all our customers,
business partners and ourselves, including fi-
nancial penalties and reputational damage.

Data privacy

Protect data by tokenising personal information in da-
tabases, monitoring user access and assessing internal
and external data processes.

Ensure uninterrupted business services by improv-
ing cyber security measures for applications and infra-
structure.

Prevent fraud by conducting digital investigations to
identify root causes and strengthen procedures.

Protect our brand and reputation by continuously
monitoring public information for potential security
risks and vulnerabilities.

We understand the importance of maintaining a robust cyber security and data protection system that helps to
minimise the risks of a modern business in a digital environment, which is why we are relentlessly committed to
protecting data privacy as effectively as possible through several measures in compliance with the General Data
Protection Regulation (“GDPR”) and all other locally applicable laws, such as:

e Implementation of data protection policies and security mechanisms.

* Introduction of guidelines on how employees must treat personal data.
e Setting up data protection agreements with data processors.

* Documentation of the company data processing activities.

e Recording, management and reporting of personal data breaches.

* Implementation of privacy impact assessments.



We have also adopted an internal privacy governance model and appointed privacy figures at all levels of the
organisation designed to ensure compliance, manage risks, and promote a culture of privacy throughout the
organisation.

BOARD OF DIRECTORS

lastminute.com N.V.
A
RISK SUPERVISORY
GDPR ) COMMITTEE

CORE-COMMITTEE . -
§ ........... » DPO OFFICE .......................... .
PRIVACY CUSTOMED .

CARE TEAM

PRIVACY CHAMPIONS

ALL EMPLOYEES

The Office of the Data Protection Officer ensures compliance with data protection legislation and reports poten-
tial breaches to the Data Privacy Committee. Incidents that may result in a high risk for the data subject will be
notified to the Data Protection Authorities within 72 hours, as required by the GDPR, in collaboration with the
relevant departments or external suppliers involved. The DPO Office will determine whether authorities need to
be involved following an assessment of the severity of the incident.

In 2023, only one incident had to be notified to the relevant data protection authorities. The incident was caused
by a few attempts of credential stuffing, since certain customers habitually reused their login credentials across
various websites, which is what caused some of the accounts to be potentially exposed to access from third par-
ties. Several security measures were already in place and were further intensified after the incident. The affected
customers were also informed about the incident and the measures necessary to protect their accounts. As of
today none of the Data Protection Authorities requested further information or investigation.



We leverage resolved issues as learning opportuni- lastminute.com’s Data Protection Policies
ties to identify patterns and enhance processes for

long-term solutions. We worked on a dedicated pro- * GDPR Policy Update

gram led by the DPO Office and overseen by the Data e GDPR Audit Policy

Privacy Committee to keep improving in this respect. *  Privacy by Design and by Default Policy
e Data Retention Policy

To ensure control over how our suppliers manage * Data Protection Master Policy

personal data, we audit supplier processes using a e Supplier Management Policy

specific questionnaire both during supplier onboard- * Technical Security Measures Policy

ing and regularly. These include security reviews and e Risk Assessment Policy

a Data Protection Impact Assessment (DPIA) is car- * Internet Network & Equipment Usage Policy

ried out where necessary. In case of data transfers e Information System Access Policy

out of Switzerland or the European Union a Transfer e Physical Security Policy

Impact Assessment (TIA) is also performed. e Incident Management Policy
e Building Security Standards

We also recognise the importance of preventing e Data Transfer Policy Ex EU Policy

data breaches and non-compliance issues through

awareness. To achieve this, since 2021 all internal

and external agents are required to undergo specific

data privacy training twice a year. This training covers

identity verification, handling data subject rights requests

and recognising potential data incidents to promptly escalate them. By the end of

2023, 84% and 73% of external and internal agents, respectively, had completed this training.

In addition, all employees receive training on privacy, information security and cybersecurity measures as part of their
induction, which is refreshed annually, and other tailored training is provided as required.

Cybersecurity

_.O® The pace of technological development and digitalisation has led to increased exposure to potential
C N cyber-attacks, which are growing in both frequency and intensity.

Cybersecurity is a fundamental ally of Data Privacy because a safe cyber environment makes it harder for attackers to
enter IT systems and cause damages such as data leakage.

Due to the growing importance of cybersecurity, we have established a Security Engineering Team responsible for
coordinatingall cybersecurity activities, based on the principles of prevention, detectionand response, in collaboration
with the DPO office and all other IT teams.



Our cybersecurity services are structured into three main categories:

* reactive services: designed to quickly and effectively respond to cybersecurity threats,
minimise damage and restore the integrity of our systems.

» proactive services: focused on preventing threats before they occur by continuously
monitoring vulnerabilities, defining security improvement roadmaps and developing
awareness training against evolving cybersecurity challenges.

e risk management and governance: is dedicated to defining robust policies, processes
and procedures and appropriate controls to ensure compliance and alignment with
organisational objectives.

As part of our commitment to protecting our company’s digital infrastructure, we launched
a Cybersecurity Maturity Assessment in November 2023 to assess our current posture
through the adoption and evaluation of an ad hoc maturity framework defined based on
the NIST CyberSecurity Framework and other controls (e.g. ISO/IEC 27001, ISO/IEC 27002,
GDPR, PCI-DSS, etc.).

The assessment involved in-depth interviews with lastminute.com departments involved
in the application of cyber security controls and a review of existing documents, policies
and procedures. The content analysed included various aspects of IT security such as data
security, awareness and training, continuous security monitoring, anomaly and event
detection processes, response planning, etc. Analysis of the results is currently underway
and will provide critical insight in Q1 2024 to formulate a comprehensive three-year
cybersecurity roadmap and prioritise key areas for improvement.

In addition, all developers and personnel involved in the production environment are
required tocomplete anannualSecure Software Development technical training course,
which provides best practices for understanding, applying and enforcing software
security. Upon completion, participants must pass a test to ensure understanding and
implementation. We maintain an unwavering dedication to upholding our values of
honesty and integrity, which guide our conduct, actions and relationships in the day-
to-day business operations.



9.3 Anti-corruption

We maintain an unwavering dedication to upholding our values of honesty and integrity, which guide our conduct,
actions and relationships in the day-to-day business operations.

_O Our risk assessment has identified fraud and bribery as potential threats, encompassing bad practices such
as bribery, trickery and breaches of confidence within our business dealings. These deceitful activities, if
undertaken for profit or to secure unfairadvantages, would pose substantial risks to the reputation and sustainability
of our organisation. It is imperative that we remain vigilant in identifying, mitigating, and preventing such risks to
uphold our commitment to ethical conduct and ensure the long-term success of the Group.

We therefore maintain a zero-tolerance approach against corruption and condemn any actions such as the grant-
ing of advantages, bribery of government and private individuals or any other actions that may cause inefficien-
cies or damage the reputation of our governance. Anti-corruption is part of our Group culture and operations and
its observance is an essential precondition for working with us.

Over the years we implemented several policies to formalise our efforts to combat corruption and ensure the full
respect of anti-bribery and corruption laws by our employees, suppliers and business partners in all the jurisdic-
tions where we operate.

Our commitment to fight corruption is first and foremost set out in the Code of Conduct, which establishes the
Company'’s key principles and conduct rules that shall be observed in all our business dealings (refer to chapter
9.1 for more details).

Our anti-corruption, anti-bribery and anti-money laundering policy (the “Anti-Corruption, Anti-Bribey and Anti-
Money Laundering Policy”) was lastly reviewed in 2023 and sets out our responsibilities in upholding anti-corrup-
tion and anti-bribery in all our business relationships, identifying do's and don'’ts that each employee shall follow
concerning payments, gifts, hospitality or any other activity that might lead to the breach of the policy.

This includes offering or accepting a gift or hospitality in exchange for any type of advantage, such as illicitly
awarding a contract to a supplier for personal gain, and making or accepting facilitation payments to achieve a
desired outcome, like bribing a government official to speed up an administrative process.

Our Board of Directors is responsible for ensuring this policy complies with our Company’s ethical principles and
legal obligations, while Top Management has the responsibility to ensure and monitor the effective implementa-
tion and compliance by all individuals with the policy provisions.

We carry out mandatory training for all our employees on anti-corruption topics with the intent of discouraging
any acts of bribery and corruption. This annual training also educates the employees on how to address poten-


https://res.cloudinary.com/lastminute-contenthub/image/upload/v1695135177/DAM/Artwork/lastminute.com/documents/governance/2023/September%202023%20-%20template%20update/22030.pdf
https://res.cloudinary.com/lastminute-contenthub/image/upload/v1695135177/DAM/Artwork/lastminute.com/documents/governance/2023/September%202023%20-%20template%20update/22030.pdf

tial and actual violations of our anti-corruption principles, including the instruments put in place to report these
breaches. We launched the latest version of this course at the beginning of 2023, and throughout the year 73%
of our total workforce completed it. We aim to ensure all employees complete the training in 2024.

Training on our policies, including anti-corruption measures, is an integral component of the induction process
for all new employees.

Furthermore, we rely on our Anti-Corruption, Anti-Bribery, and Anti-Money Laundering Policy to ensure full com-
pliance with our core values in all interactions. This comprehensive policy outlines measures and rules of conduct
aimed at preventing corruption. For instance, any gifts to or from government officials, representatives, or politi-
cal parties require approval from the Risk Management and Control team. Charitable donations also necessitate
approval from the Board of Directors. Additionally, we meticulously maintain financial records of payments to
third parties, as well as records of hospitality and gifts exchanged.

The Whistleblowing process is regulated by our Global Whistleblowing Policy (lastly updated in December 2023).
This policy outlines the channels, procedures and requirements for submitting a complaint, as well as the pro-
tective measures implemented for whistleblowers. These measures aim to facilitate potential whistleblowers in
reporting violations without risking their working or professional relationships.

If required by national legislation, companies within the Group may also designate a Local Whistleblowing Officer,
who can receive reports of corrupt conduct either in person or via video conference.

As a consequence of our proactive measures, we maintained a consistent record of zero incidents of corruption
in 2023, mirroring the achievements of the previous year.

All our suppliers are expected to acknowledge and adhere to our anti-corruption and anti-bribery principles. To
ensure compliance, suppliers are requested, as outlined in the purchase order terms and conditions (publicly
available for consultation at the provided link), to formally reject any form of corruption, bribery, or extortion,
and to uphold the highest ethical standards in all commercial interactions. Any breaches will result in contract
termination, with the Group reserving the right to recover any losses incurred due to such termination.

We conduct supplier due diligence evaluations on both current and potential suppliers, assessing their honesty,

integrity, compliance, and confidentiality. Additionally, we conduct yearly reviews of risks, including credit and repu-
tational risks, particularly for long-term relationships. For more detailed information, please refer to section 13.2.
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10. Human Rights

MATERIAL SUBTOPICS ADDRESSED IN THIS CHAPTER:

Human Rights and Value Chain
As the importance of ethical business practices grows, fostering
fair and responsible practices across our worldwide operations
and actively promoting and safeguarding Human Rights, not only
aligns us with global standards but also enhances the Group's rep-
utation as a responsible and trustworthy company.

o

GOAL 8
DECENT WORK
AND ECONOMIC
GROWTH

At lastminute.com, we affirm with the utmost conviction
our commitment to respect Human Rights and to treat
each human being with dignity and honesty. The values
and principles that guide our business take inspiration
from national and international covenants and stand-
ards. These include the United Nations Guiding Princi-
ples on Business and Human Rights, the International
Labour Organization (ILO) Declaration on Fundamen-
tal Principles and Rights at Work, and the ILO’s core
conventions. You can read more about these organ-
isations in our Human Rights Policy. We fiercely
condemn forced or compulsory labour, child labour
and any other form of exploitation and discrimina-
tion and we expect the same from our suppliers,
business partners and any other individual working
with us.

As a technology company, Human Rights’ impact
stemming from lastminute.com’s activities are
mainly linked to our employees and our suppliers
and business partners’ workers, and we therefore
strive to ensure their rights are protected and re-
spectedatalltimes.Inourrole as travel organiser,
we fully respect our customer’s right to privacy
(refer to section 9.2 for more details) and guar-
antee that their rights are always safequarded
throughout the trip. You can find more details
of our customer approach in chapter 12.



https://res.cloudinary.com/lastminute-contenthub/image/upload/v1708679798/DAM/Artwork/lastminute.com/documents/governance/2023/September%202023%20-%20template%20update/Human%20Rights%20Policy_FINAL%202024.pdf

Q0 With a complex and very diversified business and supply chain, we are conscious of the potential risk of not
being able to ensure that our operations and third parties in the supply chain respect Human Rights and
ensure appropriate measures to uphold them.

To mitigate this risk, we have a number of initiatives and processes in place, and as our effort is an ongoing com-
mitment to improvement, we are planning more developments for 2024.

Our Human Rights Policy, officially approved by the Board of Directors in 2023 and made public in 2024, is the
cornerstone of lastminute.com’s commitment to respect and uphold fundamental Human Rights. The policy is
inspired by the Company’s Code of Conduct, as well as by the guiding principles of the main international organi-
sations, such as the United Nations (UN), the Organization for Economic Co-operation and Development (OECD),
ILO and by-laws and regulations of the countries in which lastminute.com operates. Through this policy, lastmin-
ute.com commits to:

* Reject forced and compulsory labour, as well as child labour;

e Safeguard the health and safety of its employees;

* Respect the freedom of association and collective bargaining;

e Uphold diversity and non-discrimination, as well as anti-harassment and fair treatment;
* Ensure fair wages;

*  Promote environmental sustainability.

The responsibility for the approval of the Human Rights Policy lies with the Board of Directors, while its creation
and maintenance are under the responsibility of the Sustainability and Public Affairs team. They are supported
by the Legal team to ensure adherence to applicable regulations and international conventions. The Policy im-
plementation is managed in close collaboration with other Group functions including the Risk Management &
Control and the Internal Audit teams.

The Risk Management & Control team periodically reviews the policy and monitors its implementation, while the Inter-
nal Audit team oversees performing independent audits to verify compliance with the policy provisions, if necessary.

Our stance on modern slavery is further reinforced in the Modern Slavery Act policy, hereinafter also referred to
as “MSA Policy” (reviewed in 2023), where our zero-tolerance approach to slavery, servitude, forced and compul-
sory labour, human trafficking or any other activity that causes the deprivation of a person’s liberty is formalised.
The policy sets out the responsibility of every one of us in observing and upholding our Company'’s position on
modern slavery and human trafficking and provides information on the reporting process and instruments in case
of knowledge or suspicion of a violation. Our Risk and Control Department is in charge of implementing the MSA
Policy and monitoring its respect by the Company’s employees, as well as throughout its supply chain.

We fully commit to respecting and preserving people’s right to privacy, in line with the principles expressed in
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the Privacy Policy, as well as in the GDPR and Secu- Our commitment to Human Rights
rity Policy. For more detailed information on these

policies, on the Committee’s duties and actions and * Human Rights Policy
initiatives put in place to preserve the right to pri- e Modern Slavery Act Policy
vacy, please refer to section 9.2. * Privacy and GDPR & Security Policies

e Code of Conduct
Our commitment to Human Rights is also set forth
within the Code of Conduct which identifies instru-
ments and guidelines, such as the Integrity Help-
line as well as the Whistleblowing System and Poli-
cy, to report any (suspected) violation of Human Rights (see
section 9.1 for more details on our Code of Conduct and Integrity Helpline).

All stakeholders are encouraged to report any (suspected) violation of Human Rights and/or of the above-men-
tioned policies through publicly accessible channels. It should be noted that in the reporting period, lastminute.
com recorded zero reported cases of concern about Human Rights.

To ensure our employees are fully aware of their rights and of our Company'’s fierce commitment to promote the
full respect of Human Rights in all our business activities, the principles of the Code of Conduct and the Human
Rights Policy are disseminated within the Company through ad hoc communication and externally on our corpo-
rate website.

We promote a work culture that encourages diversity and fosters inclusion. We do this by engaging with our em-
ployees on these important topics and, coherently with our values, by providing equal opportunities and remu-
neration to all of our employees, irrespective of their gender, age and nationality. In line with these principles, at
lastminute.com we are working hard to reduce the gender pay gap that stands at 30.5%, given our core business,
travel technology and development, remains male-dominated. For more information on this, as well as on the
gender distribution within our company, see chapter 11.

The principles of promoting workers’ rights and their Health, Safety and well-being is pursued through initiatives
of welfare as well as performance management and training for personal and professional development.

We strive to guarantee quality employment and decent working conditions, engaging regularly with trade unions
and other workers' representatives, with 70% of our employees covered by collective bargaining agreements.

Moreover, specific welfare initiatives are implemented in the different territories where the Group operates,

based on local needs and different legislation. Refer to “our bespoke programme to support employees in Ban-
galore (India)” below for additional insight on the specific measure undertaken in the area.



More information on Diversity, Inclusion and Equal opportunities, Health, Safety and Wellbeing of workers and
Training and Development and related KPIs are presented in chapter 11.

To ensure the same high standards set out in our Human Rights Policy are granted by our suppliers and business
partners, our Purchase Order terms and conditions require the signing party to guarantee the full respect of
Human Rights and fundamental liberties, following at least the Universal Declaration of Human Rights and the
principles within the core ILO’s Conventions.

lastminute.com suppliers’ commitment to Human Rights

*  Prohibition of forced labour;

e Prohibition of child labour;

e Non-discrimination;

* Respect to the freedom of association and collective bargaining;

e Fair treatment - physical, verbal, sexual or psychological harassment, abuse or threats in the workplace shall
not be practised nor supported;

* Fair wages;

e Working hours - conditions of the working hours, vacations and permissions are fair and non-discriminatory
in nature;

* Health & safety;

e Safe working conditions;

e Protection against risks - potential safety hazards for workers shall be minimised through appropriate design
controls, engineering control and preventive maintenance;

» Security and surveillance forces - security and surveillance procedures shall always respect the internationally
recognised Human Rights principles;

A breach of one (or more) of the above-mentioned principles will lead to the termination of the business relation-
ship. To ensure that these principles are actually respected, we are in the process of setting up a due diligence
system. In 2023, we reported zero cases of Human Rights violation by suppliers and business partners.



At lastminute.com, we are dedicated to ensur-
ing that all our employees in Bangalore not
only have access to adequate standards of liv-
ing but also opportunities for professional and
personal development. We actively support
our employees’ life projects and ambitions
by offering them the option of micro-loans
through the company, free of interest charg-
es. Moreover, we provide comprehensive in-
surance coverage, including accident and life
insurance for our staff, as well as health insur-
ance for both employees and their families. In
addition, we assist new parents in their return
to work by offering benefits beyond govern-
ment-mandated leave, such as housing sup-
port, paid time off, and increased flexibility in
their working schedules.

At our office in Bangalore, a significant num-
ber of colleagues work in shifts, including eve-
nings and late nights. To ensure their safety
and well-being, we provide evening snacks
and dinners, as well as private transfers to and
from the office for those working late shifts.

Moreover, we are committed to fostering a
healthy and inclusive work environment, where
discrimination and harassment are not tolerat-
ed. We actively promote diversity and inclu-
sion through reqular training sessions aimed
at cultivating a positive workplace culture and
preventing unfair treatment. For more infor-
mation on the initiatives we put in place for

our employees, please refer to chapter 11.
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1 1 Employees As a 100% digital business, our people represent our

greatest asset. Our employees are much more than
mere job titles, they're the heart and soul of lastminute.
MATERIAL SUBTOPICS ADDRESSED IN THIS CHAPTER: com, and the driVing FOFCQ behmd our success.
H'%héy Sk;lled Wotrgforcet . From our frontline staff who directly interact with cus-
bl 231 UL SAS e ik UL , / tomers to our executives who steer our strategic di-
Building and nurturing a highly skilled workforce is a strategic . .
priority for our Group, and we are committed to providing con- rection, each member of our team plays an invaluable
tinuous development opportunities for its employees, fostering role in shaping lastminute.com’s present and future.
a culture of learning and innovation.
Our values have been developed to empower our
employees, ensure they feel valued, and encourage
them to freely express their authentic selves.

Equal Opportunities and Adequate Wages
Health and Safety Procedures

By prioritising fairness in both opportunities and compensation,
the company aims to cultivate a positive work culture, enhance

employee satisfaction, and establish itself as a socially responsible We believe in the pivotal role of employee engage-
employer in the competitive tech-driven market.

ment within the workplace. When employees feel

motivated, satisfied, and strongly connected to
their role and the workplace in general, they're not
only happier and healthier but also more produc-
tive and keen to deliver results and contribute to
innovation.

Our International Workforce

Diversity, Inclusion and Equal Opportunities
Health, Safety and Wellbeing
Flexible Working

Performance Management & Training and Development

M i

v
COAL 4 GOAL 8 GOAL 10
QUALITY DECENT WORK REDUCED

EDUCATION AND ECONOMIC INEQUALITIES
GROWTH




#LIVEBOLD

encourages living with purpose, recognising that every
moment is an opportunity to grow and to generate po-
sitive impact - both on yourself and on people around
you. It's about being ready to embrace challenges, while
upholding unwavering integrity and respect.

#BEYOURSELF

celebrates authenticity and individuality. It emphasises
the power of embracing one’s unique qualities and using
them as a catalyst for innovation. At the same time, it's
also about the importance of respecting and apprecia-
ting the diversity of those around you.

#OWNIT

is @ commitment to personal - and collective - excel-
lence that fosters a culture of accountability and re-
silience. It's about giving your best, staying confident
in your abilities, and empowering others to do the
same. “Own it” means understanding that mistakes
are inevitable, yet valuable opportunities for lear-
ning and growth.



11.1 Our International Workforce

As of December 31, 2023, the lastminute.com Group employed 1,722 individuals, of which 782 are external
collaborators. Our 1644 employees represent 48 nationalities, with an almost equal split between men and
women. Nearly all of them (99%) hold permanent contracts, and 96% are employed full-time, highlighting our
commitment to maintaining lasting and reliable professional relationships while prioritising job security and
upholding high standards of work quality.

\astminute.com

2 Data at 31.12.2023. The data involves interns, agency workers and consultants. Data related to outsourced agents are omitted due to unavailability: our agreement with
outsourcers s not based on headcounts but on service coverage.



Employees? divided by type of contract (permanent/fixed-term?), gender and geographical regions for FY 2023

Country Fixed-Term Permanent Total Fixed-Term Permanent Total Grand Total
France 0 6 6 0 16 16 22
Germany 0 22 22 1 31 32 54
India 0 197 197 0 156 156 353
Italy 0 107 107 3 65 68 175
Others® 0 8 8 0 4 4 12
Poland 0 29 29 0 15 15 44
Spain 2 171 173 7 311 318 491
Switzerland 1 260 261 7 177 184 445
UK 1 17 18 0 30 30 48
Grand Total 4 817 821 18 805 823 1644

Employees? divided by type of contract (Full/part-time), gender and geographical regions for FY 2023

Country Full-Time Part-Time Total Full-Time Part-Time Total Grand Total
France 6 0 6 16 0 16 22
Germany 20 2 22 22 10 32 54
India 197 0 197 156 0 156 353
Italy 107 0 107 56 12 68 175
Others® 8 0 8 4 0 4 12
Poland 29 0 29 15 0 15 44
Spain 172 1 173 305 13 318 491
Switzerland 256 5 261 175 9 184 445
UK 17 1 18 25 5 30 48
Grand Total 812 9 821 774 49 823 1644

3 Headcount at 31.12.2023. External workers and interns are not counted.

“ Temporary employees as defined by GRI Standards 2021. In the course of FY 2023, the category of contract non-guaranteed hours employees has not been found for any entity
belonging to lastminute.com Group.

> Others: Portugal and Ireland.



Talent acquisition
Talent acquisition encompasses the strategic approach of identifying and attracting individuals with the skills,
experience, and qualities needed to contribute effectively to an organisation’s goals and culture.

We widely advertise job openings via different online channels and encourage our employees to refer their con-
tacts via our company Referral Programme. We also encourage internal job rotation, meaning that all jobs avail-
able on our external website are also open to our employees to apply to if they wish, following our Internal Job
Posting policy. We usually participate in different kinds of events, both as sponsors and as guests: university
career days, industry conferences, tech seminars. These are occasions where we have the opportunity to present
ourselves as a brand or as a possible employer.

In 2023 we registered 414 new hires and 368 terminations. This latter category includes employees who left the
Group voluntarily, those whose contract expired, those who were dismissed, who failed to pass the probation
period or retired. This gives our Group an incoming rate of 25.2%, and an outgoing rate of 22.4%. The incoming
rateis nearly half of what we reported last year (47.5% in 2022) due to the very high demand for staff that we had
last year following the COVID-19 pandemic. The outgoing rate has increased slightly compared to 20.5% reported
last year.

New hires® divided by gender, age group and geographical region for FY 2023

By gender By Age group

Country Men Women Below 25 25-35 36-45 46-55 Over 56 | Grand Total
France 0 2 0 1 0 1 0 2
Germany 0 7 0 4 2 1 0 7
India 89 84 84 76 13 0 0 173
Italy 9 20 2 14 8 5 0 29
Others 2 1 0 1 2 0 0 3
Poland 5 0 0 4 1 0 0 5
Spain 58 78 18 78 33 7 0 136
Switzerland 28 22 7 30 8 5 0 50
UK 2 7 1 4 2 2 0 9
Grand Total 193 221 112 212 69 21 0 414

¢ External workers are not counted.



Outgoing employees’ divided by gender, age group and geographical region for FY 2023

By gender By Age group

Country Men Women Below 25 25-35 36-45 46-55 Over 56 | Grand Total
France 3 2 0 3 2 0 0 5
Germany 8 10 0 12 5 1 0 18
India 63 43 33 64 7 2 0 106
Italy 9 15 2 9 8 5 0 24
Others 2 0 0 0 1 0 2
Poland 6 0 0 5 1 0 0 6
Spain 60 76 14 69 35 17 1 136
Switzerland 35 20 4 28 16 6 1 55
UK 6 10 6 5 3 1 16
Grand Total 192 176 54 197 79 35 3 368

New Hires rates® divided by gender, age group and geographical region For FY 2023

By gender By Age group

Country Men Women Below 25 25-35 36-45 46-55 Over 56 | Grand Total
France 0.0% 12.5% N/A 14.3% 0.0% 33.3% 0.0% 9.1%
Germany 0.0% 21.9% 0.0% 22.2% 8.0% 12.5% 0.0% 13.0%
India 45.2% 53.8% 86.6% 38.6% 22.8% 0.0% N/A 49.0%
Italy 8.4% 29.4% 200.0% 17.5% 10.8% 26.3% 0.0% 16.6%
Others 25.0% 25.0% N/A 16.7% 40.0% N/A 0.0% 25.0%
Poland 17.2% 0.0% 0.0% 23.5% 5.3% 0.0% 0.0% 11.4%
Spain 33.5% 24.5% 94.7% 33.9% 18.4% 13.0% 0.0% 27.7%
Switzerland 10.7% 12.0% 87.5% 15.1% 4.5% 9.4% 0.0% 11.2%
UK 11.1% 23.3% N/A 333% 8.7% 16.7% 0.0% 18.8%
Grand Total 23.5% 26.9% 85.5% 27.7% 12.1% 13.7% 0.0% 25.2%

7 External workers and internal transfers were excluded.

8 The New Hires rates are calculated by dividing the number of new hires recorded in 2023, by the number of employees, by gender and geographical area at 31 December 2023.



Turnover rates® divided by gender, age group and geographical region for FY 2023

By gender By Age group

Country Men Women Below 25 25-35 36-45 46-55 Over 56 | Grand Total
France 50.0% 12.5% N/A 42.9% 18.2% 0.0% 0.0% 22.7%
Germany 36.4% 31.3% 0.0% 66.7% 20.0% 12.5% 0.0% 33.3%
India 32.0% 27.6% 34.0% 32.5% 12.3% 100.0% N/A 30.0%
Italy 8.4% 22.1% 200.0% 11.3% 10.8% 26.3% 0.0% 13.7%
Others 25.0% 0.0% N/A 16.7% 0.0% N/A 0.0% 16.7%
Poland 20.7% 0.0% 0.0% 29.4% 53% 0.0% 0.0% 13.6%
Spain 34.7% 23.9% 73.7% 30.0% 19.6% 31.5% 11.1% 27.7%
Switzerland 13.4% 10.9% 50.0% 14.1% 9.1% 11.3% 11.1% 12.4%
UK 33.3% 33.3% N/A 50.0% 21.7% 25.0% 100.0% 33.3%
Grand Total 23.4% 21.4% 41.2% 25.7% 13.9% 22.9% 12.0% 22.4%

9 The turnover rates are calculated by dividing the number of terminations recorded in 2023, by the number of employees, by gender and geographical area at 31 December 2023.

Trade unions and collective bargaining agreements

In each of our operating regions, specific labour standards and conditions are observed. We ensure that wages are
in line with local contexts and comply with all legal requirements. Moreover, we fully respect our employees’ right
to association and representation, whether through trade unions, works councils, or other appropriate forums.

In all our operations worldwide, we prioritise providing employees with optimal working conditions tailored to
local requirements. A notable example of this commitment is the implementation of a 36-hour workweek for the
majority of employee contracts, with exceptions for colleagues in France (currently at 37 hours, transitioning to
36 hoursin 2024) and India (40 hours).

In all the countries where we operate, we comply with local labour laws regarding trade unions. Specifically, in
France, Spain, Germany, and Poland, we have appointed employee representatives in accordance with relevant
localregulations. Asof December 31,2023, collective bargainingagreements covered 70% of our entire workforce.

Additionally, all our employees enjoy access to a comprehensive set of benefits, some of which are universal
across all countries, while others are tailored to specific regions in compliance with local legislation.



11.2 Diversity, Inclusion and Equal Opportunities

Our core value #BEYOURSELF reflects our commitment to celebrating diversity, individuality, and equality for all.
As an international business, we take pride in our diverse workforce, which comprises individuals from various
backgrounds, speaking different languages, and representing diverse cultures.

We acknowledge the critical importance of Diversity and Inclusion in combating social inequalities in today’s so-
ciety. Prioritising these aspects not only strengthens our capacity to attract and retain talent but also fosters
innovation and enhances brand reputation.

Creating an environment of diversity, inclusion, teamwork, and trust, while prioritising safety, should be essential
in any workplace. Our labor and employment policies are designed to promote fairness and equality, condemning
all fForms of harassment and discrimination. We are committed to fostering a culture where everyone is treated
with fairness and respect, and where diversity and dignity are valued both within and outside the workplace.

As part of this commitment, in 2023 we revised our Code of Conduct (as outlined in section 9.1) adding a section
dedicated to Diversity & Inclusion. With “diversity” we refer to a wide range of aspects, such as age, gender, reli-
gion, ethnicity and disability, as well as varying competencies and life experiences.

We believe in the power of diverse teams for enhancing problem-solving and decision-making, ultimately improv-
ing work quality and market performance. As part of this review of our Code of Conduct, we also provided deeper
definitions of discrimination, workplace bullying, and harassment, offering detailed examples.

By building a diverse talent network capable of understanding consumer needs we can influence not only the di-
rection of the industry but ensure Diversity, Equity, and Inclusion continue to be fundamental values embedded
within the corporate culture of lastminute.com.

Gender Balance

The presence of men and women within our Group is a nearly exact 50/50 split, however the (@) o
gender distribution still varies significantly across different professional categories. We are 50%
constantly improving our inclusive work culture, with the aim to actively prioritise diversity as a Women
key focus of our recruitment efforts. We have improved our gender pay gap in nearly all of the o
professional categories, as shown in detail in the table below. Additionally, we have achieved a 50%
slight improvement in the overall pay gap, reducing it from 31.0% last year to 30.5%. Men

Despite continued efforts, we have seen only marginal advancement towards achieving gender balance within
Product, Tech, and Data roles, where men continue to represent over 80% of the team. Conversely, women re-
main predominant in all other job categories. This situation mirrors broader labour market patterns, where posi-


https://res.cloudinary.com/lastminute-contenthub/image/upload/v1695135178/DAM/Artwork/lastminute.com/documents/governance/2023/September%202023%20-%20template%20update/22022.pdf

tions in technology and development tend to attract a higher proportion of male applicants with academic and
professional backgrounds closely aligned with selection criteria.

As travel technology constitutes our core business, recruiting highly skilled professionals is paramount. Given the
scarcity of Tech skills, employees specialising in this area have a higher average remuneration compared to other
roles with the same seniority. These market dynamics, combined with the limited availability of female candidates
described above, affect our Group's overall gender pay gap.

Executives & Business Leaders data shows a gender pay gap influenced by a combination of factors: geographical
distribution, seniority, career level, and the scope of responsibilities, with certain positions currently occupied by men.

A negative gender pay gap persists within the Customer Care professional category, mainly due to the geograph-
ical distribution of the employees. Many men were hired in a country with lower average remuneration, while
women hired were primarily based in Europe, where wages are higher. It'simportant to note that both the female
and male salaries within the Customer Care teams align with fair wages for their respective country of operation.
We have achieved full pay equalisation in the Executives and Leaders segment of the Customer Care team, result-
ing in a 0.2% pay gap. However, as this department has limited leadership roles, any slight staffing changes can
significantly impact the overall percentage.

In terms of age distribution among employees, we have a very diversified workforce with the majority of our em-
ployees (55%) under the age of 35. We actively foster the growth of talented people in our business, evidenced
by 73% of our business leaders being under the age of 45.

Employees Gender Pay Gap For FY 2023

Professional category Pay Gap 2022 Pay Gap 2023
Employees & Middle Managers 23.6% 21.4%
Business Units 15.1% 14.2%
Corporate & Staff Functions 10.5% 8.1%
Customer Care -34.5% -61.9%
Product, Tech & Data 20.8% 18.4%
Executives & Business Leaders 24.2% 13.1%
Business Units 23.2% 11.5%
Corporate & Staff Functions 33.1% 33.7%
Customer Care 41.9% 0.2%
Product, Tech & Data 35.0% 23.6%
Grand Total 31% 30.5%

19 The gender pay gap is calculated by dividing the difference between the average salary of women and men by the average salary of men, then multiplying the result by 100.
This salary encompasses both base remuneration and variable components.



Women empowerment initiatives

To celebrate International Women's Day in 2023, we
launched an internal engagement initiative aimed at spot-
lighting our exceptional women colleagues. Through a video
series produced by our Internal Communications team, we
invited some of them to share what makes them feel #ex-
ceptional every day, and how they would encourage oth-
er women to feel that way. Over three weeks, we shared
these videos, showcasing not only their outstanding work
within the workplace, but also their multifaceted lives out-
side of work - whether they are working mothers, dedi-
cated volunteers, or actively contributing to making the
world a better place in many different ways.

We also launched a series of Women Empowerment
workshops during April and May 2023. We encouraged
all our colleagues to join virtual sessions run by Jackie
Williams, a Women's Career and Leadership Coach with
over 17 years of experience in the field, and owner of
Blackbird Coaching. Due to high demand, we organised
additional workshops beyond our initial plans and re-
ceived very positive feedback from the colleagues who
attended the sessions.

Women Empowerment

workshop sessions with

Jackie Williams




Employees divided by professional category, gender and age group for FY 2023

By gender By Age group

Professional category Men Women Below 25 25-35 36-45 46-55 Over 55 | Grand Total
Employees & Middle Managers 733 786 131 751 493 126 18 1519
Business Units 147 283 39 208 138 40 5 430
Corporate & Staff Functions 76 128 7 86 83 25 3 204
Customer Care 198 289 72 248 127 32 8 487
Product, Tech & Data 312 86 13 209 145 29 2 398
Executives & Business Leaders 88 37 0 15 76 27 7 125
Business Units 15 9 0 3 15 5 1 24
Corporate & Staff Functions 14 19 0 4 17 7 5 33
Customer Care 1 2 0 0 1 2 0 3
Product, Tech & Data 58 7 0 8 43 13 1 65
Grand Total 821 823 131 766 569 153 25 1644

Employee rate on total divided by professional category, gender and age group for FY 2023

Professional category Men Women Below 25 25-35 36-45 46-55 Over 55 | Grand Total
Employees & Middle Managers 48% 52% 9% 49% 32% 8% 1% 1519
Business Units 34% 66% 9% 48% 32% 9% 1% 430
Corporate & Staff Functions 37% 63% 3% 42% 41% 12% 1% 204
Customer Care 41% 59% 15% 51% 26% 7% 2% 487
Product, Tech & Data 78% 22% 3% 53% 36% 7% 1% 398
Executives & Business Leaders 70% 30% 0% 12% 61% 22% 6% 125
Business Units 63% 38% 0% 13% 63% 21% 4% 24
Corporate & Staff Functions 42% 58% 0% 12% 52% 21% 15% 33
Customer Care 33% 67% 0% 0% 33% 67% 0% 3
Product, Tech & Data 89% 11% 0% 12% 66% 20% 2% 65
Grand Total 50% 50% 8% 47% 35% 9% 2% 1644




11.3 Health, Safety and Wellbeing

Promoting the mental and physical well-being of our employees is one of our top priorities. With a very diversi-
fied international workforce located in our offices across the world and different work contracts - including of-
fice-based, hybrid, and full-remote - we not only strive to comply with local legislations but also to prioritise our
employees’ wellbeing.

_© We are well aware of the risks associated with the health and safety of our workforce. Without prop-

L er policies and protocols in place to safeguard the well-being of our employees—both physically and
mentally—we risk fostering an unhappy and unmotivated workforce. Moreover, failure to comply with local
legal requirements regarding health and safety could result in serious consequences, including potential
reputational damage. Therefore, it is imperative for us to mitigate these risks through policies, processes,
and initiatives that prioritise the well-being of our employees, ensuring they feel supported and receive the
highest standard of care.

We comply with all health and safety regulations applicable in the countries where we operate. This includes pro-
viding mandatory training to employees in countries where this is a legal requirement, as well as creating bespoke
informative material (e.g. absences due to sickness, injuries and needed assistance) accessible to all employeesin
the Group Intranet, and covering all employees with accident insurance. This aspect is particularly important as
our workforce is mostly hybrid and in certain cases full-remote.

In certain countries where we operate, we provide the option for employees to enrollin private health insurance.
For example, in Spain and India, we cover the costs of this service and extend the option to include immediate
relatives in the coverage.

In our London office, we meet and exceed our health and safety requirements by offering annual desk station
assessments to ensure employees know how to set themselves up correctly at work. In addition, we provide Oc-
cupational Health support should any employees feel unwell, as well as emergency private medical services via
our Employee Assistance Programme.

Despite our business not being particularly subject to work injuries, due to its office-based or home-based nature,
we continuously work on improving our internal reporting processes and harmonisation of quantitative data
management at Group level. In 2023 this was managed by local Health & Safety functions, and no work-related
injuries were reported.



Employee engagement survey

To continuously gather feedback from our employees on well-being matters, we conduct an annual PULSE
Check survey. This survey is distributed via email to the entire company and is hosted on an external plat-
form, which protects the anonymity of responses. It focuses on three main areas: employee engagement and
well-being, understanding the emotional drivers influencing these results, and, starting from 2022, Diversity,
Equity, and Inclusion (DE&I) as key engagement factors.

The question set for each survey is specifically crafted around those areas that are proven to have an impact on
engagement, motivation, well being and mental health. The results translate into what we call the Employee
Engagement Index (El), Emotional Well-Being Index (EWI), and Diversity, Equity, and Inclusion Index (DE&I).

We have set ourselves an overall Employee Engagement Index target of 70% or higher. With 1,399 employees
participating this year in the PULSE check, we achieved a response rate of 84%. All surveys are 100% anonymous
and the feedback is confidential. We are currently formulating a series of actions based on the survey results to
address the needs of our employees wherever feasible, with the aim to continually enhance their engagement
and satisfaction and meet our target.

In 2023 we launched our new internal Integrity Helpline, as outlined in section 9.1, serving as a complaint mecha-
nism for our employees that allows them to anonymously raise any internal concerns or complaints.

Through investment in the mental health and well-being of our employees, we aim to cultivate a stronger,
more resilient workforce, better equipped to navigate challenges and achieve success collaboratively.

In our Chiasso headquar- XILZ In the UK, we provide

We launched a mental +

health initiative at our of-
fice in Bangalore, partnering with
a local mental health hospital to
provide awareness sessions for our
colleagues. In addition to group
sessions, professionals offer week-
ly individual Face-to-face sessions,
which have been highly successful
and continue to be offered. In the
same office, we also provide er-
gonomic inspections and support
from physiotherapists as needed,
along with yoga sessions.

ter, we provided access
to an online mental health support
platform, providing bookable indi-
vidual sessions with a professional
psychologist. In this case, the uptake
was not as high as we expected. The
feedback revealed people felt it was
difficult to build up a personal con-
nection and trust via online sessions
and face-to-face sessions would
have been more effective. We take
this feedback onboard and are look-
ing for new formats going forward.

S 3 free Employee Assis-
tance Programme that includes
mental health support. This
service offers a wide range of
well-being programmes and in-
formational resources for em-
ployees to access. Additionally,
our employees have access to an
external meeting space provid-
er that hosts monthly well-being
events, such as mobile massag-
es, inspirational talks, and happy
hour meet-ups.




11 ,4 Flexible Wo rking lastminute.com’s smart working

e 36-hour working week

* Flexible working hours

e Hybrid/Full Remote working

e Up to 8 weeks per year from anywhere

For us, “smart-working” is about embracing a holistic
and strategic approach to flexibility, prioritising auton-
omy and promoting a results-oriented management
approach. Our goal is to evolve into a superior work-
place that fosters engagement, productivity, and sup-
ports work-life balance, aiming to continue attracting
and retaining a diverse and talented workforce.

Achieving this involves finding a harmonious blend of valuable face-to-face interactions with the

flexibility to determine preferred location, schedule, and method of work. Following local regulations, our staff have the
option to work on-site (Full Office Working), strike a balance between remote and office days (Hybrid Working), or work
entirely remotely (Full Remote Working). This coupled with the introduction of the 36-hour working week and a setting
of core working hours between 10:00 - 16:00; gives our employees a lot of freedom within our working framework.

In addition to the flexibility offered in our Hybrid Working and Full Remote Working policies, when and where possible,
we offer the possibility to work up to 8 weeks per year from anywhere. This means employees have the opportunity to
spend time working at a location away from their usual place of work and/or outside of the country where they reside.
We have established corresponding policies for the various options available to our employees, some of which are
tailored to specific countries to adhere to local legislation.

We understand the importance of striking a balance between flexibility and remote work while also providing oppor-
tunities for face-to-face interaction. To achieve this, we continuously explore innovative methods to cultivate meaning-
ful connections, including online workshops, interest-based groups, and informal conversation channels. Furthermore,
we organise face-to-face meetings for special projects, corporate events such as All Hands meetings, professional
milestones, and holiday celebrations. In 2023, we hosted Winter Parties in our three main hubs — Chiasso, Madrid, and
Bangalore — bringing together our whole international workforce for a night of celebrations.

However, we are faced with the challenge of connecting our multinational workforce while upholding our commit-
ment to reducing carbon emissions. In response, we have made the decision to fully offset all business trips and events
this year. Please refer to section 14.1 for more details.

Digital disconnection

We respect the right to enjoy well-deserved vacations without disturbance and we do not expect our employees
to be connected to any professional digital tool outside working hours, unless the specific job role, force majeure
or exceptional circumstances like a major disruption affecting our customers should require differently.



11.5 Performance Management & Training and Development

As our people are the true driving force behind our growth, we prioritise initiatives that foster their personal and
professional development. This includes providing ample training opportunities and implementing robust per-
formance management systems. We recognize that acquiring new skills, receiving acknowledgment, obtaining
feedback, establishing transparent expectations, and setting SMART goals are all vital motivators for growth.
Therefore, we are dedicated to continually enhancing these processes, as further elaborated below.

® We understand that promoting the growth of both technical and soft skills within the Group is crucial.
Failing to do so would jeopardise our ability to attract and retain talent. Insufficient investment in peo-
ple development, training, and growth opportunities poses significant risks to any company, and effective
management of internal talent is also essential. That's why we dedicate considerable time and effort to
continuously enhancing our processes and development in this area.

Performance management

Improving avenues for personal growth and development is essential for instilling a sense of empowerment in
our team members to thrive. Our ‘Power Up' performance management approach embodies this philosophy,
encouraging employees to establish primary objectives and engage in ongoing discussions with their managers
regarding personal performance and development.

Our performance management cycle took place in two stages; one mid-year review during the summer (June-Ju-
ly) to sense-check the progress made so far; and a more comprehensive end-of-year review between October and
December. The process is focused on feedback, measurable individual quantitative and qualitative goals and de-
velopment conversation. We split the end-of-year performance review process up into the following stages:

SELF-REFLECTION MANAGER REVIEWS CALIBRATION PROCESS PERFORMANCE 1-TO-1
stage 1 stage 2 stage 3 stage 4

During 2023, the two parts of the Performance Management review process were reviewed with high com-
pletion rates, with both the mid-year review completed for nearly 90% of our workforce, and the end-of-year
review completed nearly for the entire workforce, with a completion percentage of 98.6%.

In 2023 we introduced a new question about development alongside the usual questions. This change was
influenced by feedback provided by our employees during the PULSE Check, where some colleagues ex-
pressed a desire for more tailored learning and development opportunities.



We firmly believe that the Performance Review and the Learning Path are linked aspects of our employees’
growth, and our goal is to customise individual learning paths and enhance development opportunities.

Inspired by our company values - Live Bold, Be Yourself and Own It - we have defined six core competencies
that we believe drive our business to success and link to the career journey levels. These competencies need
to be kept in mind when setting development goals, to understand where colleagues feel they meet them
and where they need to improve. These are:
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Strive for Problem
Others Empathy Inspire People

X Collaboration
Success Solving
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(Execution Skills) (Soft Skills)

We also have a very quick and easy way to request feedback as part of the performance review process via
our platform. This also allows for peer-to-peer feedback and managers to be able to request additional feed-
back where needed.

We understand individuals’ desires to learn about advancing professionally within the organisation, which
skills to cultivate, career prospects, role expectations, and fair compensation and benefits. Moreover, they
seek assurance that their growth is acknowledged. Addressing these needs, we have an internal framework
and process in place that facilitates meaningful discussions regarding role expectations and guides career
progression planning. We endeavour to be as transparent about the process and the skills required for each
career progression as possible, to support growth opportunities.

Training

Training is a cornerstone of personal and professional development, providing individuals with the knowl-
edge, skills, and expertise necessary to excel in their chosen endeavours. It also can boost continuous growth
and innovation, enabling individuals to stay competitive in an ever-evolving world. Ultimately, investing in
training not only enhances individual competence but also contributes to organisational advancement and
societal progress.



We provide a wide portfolio of training, made available to all of our employees, and it combines a mix of
face-to-face and digital-only content, in the form of e-learnings through our dedicated learning platform.
We focus on three main areas:

* Legal & Compliance training - mandatory by law (legal, GDPR, Health & Safety, etc.)
*  Soft skills development training (communication, problem solving, etc.)

* Specialist & Technical trainings (business and role specific)

Specialist Training

89.17%

Percentage
of hours

of training™

Technical Training

4.9%

Legal & Compilance

4.1%

Soft Skills

1.9%

""The percentage of hours of training is calculated on the sum of hours of training for each category of training divided for the total hours of training completed during FY 2023.

Average hours'! of training completed by employees divided by gender and job category for FY 2023

Professional category Men Women Grand Total
Employees & Middle Managers 45.6 51.7 48.8
Business Units 21.5 221 21.9
Corporate & Staff Functions 7.2 8.2 7.8
Customer Care 129.3 112.4 119.2
Product, Tech & Data 13.2 10.1 12.6
Executives & Business Leaders 11.2 9.8 10.8
Business Units 14.7 8.6 12.4
Corporate & Staff Functions 16.0 11.0 13.2
Customer Care 5.5 3.7
Product, Tech & Data 9.3 9.1 9.2
Grand Total 41.9 49.8 45.9

""The average hours of training are calculated by dividing the number of hours of training recorded in 2023, by the number of employees, by gender and professional category at
31 December 2023. Ad personam trainings exceeding 500 hours have been omitted in order to do not affect the average.



Everyone needs some space to focus on specific topics without distraction, which is why we launched our
“FriYAYs” during 2022 and continue with this practice in 2023. This means that on Friday mornings, people
are encouraged to keep the morning meeting free and make room for deep work and/or learning and de-
velopment. This is made possible since we incorporated the 36-hour work week, where we distribute the
majority of the working hours from Monday to Thursday, and keep the shortest day of the week (4 hours on
Friday) dedicated to learning and focus time.

Our dedicated in-house team of Learning & Development experts put a big effortinto making the e-learnings
as interesting and interactive as possible, encouraging employees to continuously broaden their knowledge
on different topics. Last year we launched a specific section called lastminute.com Cares on our learning
platform, which includes short, informative e-learnings on different sustainability topics, including:

) #TOGETHERWE VY
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Tech community outreach in India

#TechMeetUps

Sharing in-house knowledge with external guests is a common practice at our Indian tech hub. Through our
#TechMeetUps held at our Bangalore office, we gather local tech enthusiasts from diverse backgrounds and
seniorities to discuss the most relevant current issues in the tech world.

e Codeops talks and Bangalore Java user group meets
e The Amadeus Partner hackathon

Pink Preachers - public speaking club India

Toastmasters International is a nonprofit educational organisation that builds confidence and teaches public
speaking skills through a worldwide network of clubs that meet online and in person. We launched this for
our colleagues in India, encouraging them to improve their public speaking abilities with the incentive of
participating in this programme.
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1 2. CUStO mers Put simply, people are at the heart of everything we do

as a business. When it comes to our customers, their
preferences, expectations and experiences shape the
MATERIAL SUBTOPICS ADDRESSED IN THIS CHAPTER: trajectory Olc our success.

Customer Satisfaction

In the fiercely competitive tech-driven travel industry, we con-
sider customer satisfaction stands as a top priority, reflecting
our dedication to providing exceptional travel experience.

_© Online travel is one of the most dynamic
businesses in the world, and a customers’
needs can change within moments. It is therefore
Products and Services Innovation vital that any potential changes are identified in
Recognising the dynamic landscape of the tech-driven travel a timely and accurate manner so that they can
industry, we strive to anticipate evolving customer needs and be reflected in our business processes whether
expectations, delivering cutting-edge solutions and staying . .
ahead in a competitive market. in terms of our platform services, trave{ prod-
ucts offered, or post sale services. Continuous
Perception of the Group monitoring of customer satisfaction is also key
By consistently aligning communication with tangible sus- to taking appropriate management action to

tainability actions, we aim to build trust, enhance stakehold- TevErlE S AEeEE TRBERE O e SElES oF
er relations, and strengthen its position as a responsible and P b =g P

accountable player in the tech-driven market. reputation.

For this reason, our commitment to customer

satisfaction remains unwavering and drives every
aspect of our business. Improving the entire cus-
tomer journey and raising our standards of cus-
tomer service remain fundamental pillars of our

Customer Care business strategy.

The Power of Listening

Customer’s Privacy

Embarking on the Path of Sustainable tourism: a Continuing Journey

o M

GOAL9 GOAL 16
INDUSTRY, PEACE, JUSTICE
INNOVATION AND AND STRONG
INFRASTRUCTURE INSTITUTIONS




12.1 Customer’s Privacy

Trust is fundamental to any relationship and protecting our
customers’ privacy is a top priority. We have a dedicated gov-
ernance and a continuous improvement program dedicated
to privacy issues (refer to chapter 9.2 for more details).

By prioritising data protection and maintaining a dedicated
team to manage privacy issues, we aim to maintain the trust
of our customers and provide them with peace of mind re-
garding the security of their personal information.

As a concrete example of our commitment, we have es-
tablished a dedicated resource, the Privacy Customer Care
Team that specialises in managing customer privacy re-
quests.

This team is highly trained and equipped to deal with
queries and Data Subject Rights Requests quickly and
efficiently. They work closely with our DPO office to
ensure that all privacy-related concerns are addressed
within the required timeframes.



12.2 Customer Care

Today's travellers seek a seamless blend of cutting-edge technology and personalised support. They want the
convenience of digital platforms that offer extensive travel options, while still valuing human support for expert
guidance and assistance in unforeseen circumstances.

Such circumstances may include a wide range of unexpected events such as natural disasters, health emergencies,
political unrest, transport strikes, accommodation problems, personal emergencies, documentation problems or Ffi-
nancial instability that significantly disrupt or threaten the safety, security or well-being of travellers.

That's why we take a proactive approach to responding quickly and providing tailored assistance to travellers facing
such events. This rapid and personalised support is made possible by the seamless coordination between our Custom-
er Care team and our Legal departments. The process begins with our Customer Care team quickly identifying travel-
lers affected by the event. Working hand in hand with our legal departments, they assess the situation and determine
the appropriate course of action. Once a course of action has been determined, our teams communicate directly with
affected customers to ensure clear and timely updates on their options and the assistance available to them.

This smooth coordination was instrumental in navigating two major eventsin 2023. During the fires in Rhodes (Greece),
our teams quickly mobilised resources to support affected travellers, providing alternative travel options and accom-
modation to ensure their safety and well-being. Similarly, following the earthquake in Morocco, our dedicated team
of experts provided round-the-clock support to travellers in need. Leveraging our network of partners and technolo-
gy-enabled solutions, we facilitated the rebooking of flights and the re-arrangement of accommodation.

In addition to our proactive approach to contingencies, we have continued two major projects launched in 2022
aimed at improving customer care and support:

Terminal Project All Night Long

Born out of the disruption caused by strikes and labour Our 24/7 service has become a beacon of support for
shortages in the European transport sector and aimed travellers in need. Building on the successful pilot in
at providing prompt advice and assistance to our custo- 2022, we officially launched the service across all our
mers, to ensure they could quickly find alternative options operating markets from April 2023. Travellers will now
amidst the travel chaos. The success of the project was be able to access a 24/7 chat service in all languages,
evident, with turnaround times significantly reduced and with support starting 48 hours before departure and

customer satisfaction improved. Encouraged by its impact, continuing until they return home. This initiative ensu-
we expanded the project’s scope in 2023 to cover a wider res that we are always there for our customers, regard-
range of customers, and we are committed to further ex- less of time zones or emergencies, providing peace of

pansion in 2024. mind and assistance when they need it most.



Moving forward, we remain committed to enhancing resilience and responsiveness of our
services to ensure that travellers can navigate through disruptions with confidence and ease.

Inclusive Travelling

Promoting products and services that are inclusive and accessible is the right thing to do. By
doing so we also aim to support a wider audience of potential customers who may have spe-
cial needs or disabilities.

This approach not only promotes diversity and equality, but also increases customer satis-
faction and loyalty, and ensures compliance with legal requirements and industry standards,
thus reducing the risk of discrimination claims and reputational damage.

As part of our commitment to promoting diversity and inclusion, we continuously strive to
enhance our platform features to better serve travellers with special needs or disabilities.
Here are a couple of examples:

e Ascustomers browse our extensive range of accommodation, they can filter their se-
arch results based on accessibility criteria and access detailed information about the
types of features available at each property.

By incorporating this accessibility filter, we enable travellers to find options that best
meet their needs.

* We saw the importance of prioritising assistance for travellers with special needs
during the flight booking process. We now offer customers the option to select
Special Assistance for reduced mobility or any other general requirement (e.g. spe-
cial dietary needs).

When this option is selected, the automated booking process is halted and the re-
quest is immediately handled by one of our dedicated agents to understand and
accommodate the customer’s specific needs. By offering this service, we priori-
tise inclusivity and ensure that travellers with diverse needs receive appropriate
attention and support throughout the booking process.



12.3 The Power of Listening

Customer satisfaction
Gaining insights from customer feedback is a proven method for improving services. Listening carefully builds
loyalty, which is why our Voice of Customer (VOC) Initiative remains so important to us.

Through this initiative we aim to gather feedback from customers through tailored surveys that focus on their
experiences of different customer service interactions. Specifically, the initiative aims to assess:

* The quality and courtesy of customer care across different communication channels (i.e. email, phone, chat)
* The effectiveness of issue management

* The satisfaction with claims management

* The effectiveness of services for customers accessing their personal page on the website.

The Welcome Back survey is the final checkpoint

we use to understand overall customer satisfac- Welcome back NPS

tion and willingness to recommend our brand,

tracked through a KPI called Net Promoter Score Equal to 34.95 excluing june-october
(NPS). In 2023, our NPS averaged 31.39, or 34.95 period affected by a supplier’s process
if we exclude the months heavily impacted by 31.50 Vo
processes introduced by a supplier that nega- 28.30 ° 31.39
tively impacted the customer experience, thus 27.85 : ‘

achieving an 11% improvement on the previous
year. Our target was to maintain a score above 30 |
(a high standard considering the industry in which . Data during the

we operate) in 2023, which we have successfully - pandemicare not

achieved. Looking ahead, we aim to maintain this citellelolz

positive trend and target a score of 30 or above ‘ ! ; ‘
by thg enq of 2024, 'reaFFirming our commitment 2020 Q1 2021Q4 2022 2023
to delivering exceptional customer experiences.

Our enhanced customer satisfaction has been underpinned by our remarkable improvement in Turnaround
Time of the post-sales requests and reduced abandon rates.

In just one year, we have made significant progress, reducing our turnaround time from 72 hours in 2022
to just 18 hours in 2023. In addition, our efforts have led to a significant decrease in abandon rates for
both calls and chat interactions. In 2023 it decreased by 57% (from 3.61% to 1.54%) for calls and by 66%
(From 4.5% to 1.54%) for live chats compared to 2022.



These improvements not only demonstrate our commitment to promptly addressing customer queries and
concerns, but also reflect our relentless pursuit of delivering exceptional customer service experiences
across all touchpoints, fostering stronger relationships with our valued customers.

Claims Management

In 2018, we set up an internal specialist team dedicated to claims management to deal quickly and efficiently
with any customer concerns or complaints related to bookings, reservations, cancellations, refunds and oth-
er travel-related matters. Since then, this team has grown to one hundred professionals as of March 2024.
Our robust claims management system is essential to maintaining customer satisfaction, loyalty and confi-
dence in our services as we strive to maintain industry standards of service excellence.

A total of 79,083 claims were received in 2023, of which 99% were resolved by the end of the year. Main rea-
sons for such claims were related to suppliers (41%), voluntary changes/cancellations (22%), extra services
(i.e. baggage, seats, insurance, web check-in) (20%), refunds (6%), voucher management (4%) and other (i.e.
fees and commissions, price, agent courtesy) (7%).

Special projects

Strengthening Supplier Relationships

In 2023, we embarked on a strategic initiative to improve our relationships with hotel and car rental suppliers.
Our objective was clear: to improve customer satisfaction by reviewing the contracts and terms with these key
suppliers. To achieve our goals, we conducted a comprehensive survey among our claims agents to identify areas
for improvement. Additionally, we organised collaborative meetings with key suppliers to refine contracts and
streamline processes, ensuring alignment with our customers’ needs and expectations.

A repeat survey showed extremely positive results, with significant improvements in supplier accessibility. These im-
provements have directly contributed to a 25% increase in Customer Satisfaction Index (CSAT) and a reduction in
Service Level Agreement (SLA) from 19 to 15 days, reinforcing our commitment to delivering exceptional service ex-
periences. We are delighted with the success of this initiative and look forward to its continued developmentin 2024.

Empowering Customer Engagement on Social Media

In October 2023, we resumed customer service via social media, which had been suspended after the COVID-19
period. Our aim was to extend our customer service support to Facebook and Instagram, recognising the impor-
tance of these channels in modern customer interactions. We took a proactive approach by actively managing
both public and private interactions, ensuring quick and personalised responses to customer queries and con-
cerns. We also implemented a strategic framework to direct customers with unresolved issues to a dedicated
escalation team to ensure efficient resolution. The result of this initiative has been highly successful, with the
management of 5,232 social media posts.



CRUISE CUSTOMER MANAGEMENT

Our Cruise business, Crocierissime, serves customers
in the Italian, Spanish and French markets, and pro-
vides them with a high quality web platform entirely
dedicated to the world of cruises.

Its unique selling point (USP) is being very customer
focused, reflected in an easy way to navigate web-
site, with fast access to everything you need to know
about the ships, types of cabins, companies and itiner-
aries, as well as latest offers. All this is backed up with
a transparent pricing policy.

Our hero advantage is our team of cruise consultants,
who have both commercial acumen and a deep pas-
sion for cruising, cultivated through first-hand ship
visits. Our dedicated after-sales service team provides
ongoing support and information from booking to
embarkation to ensure a smooth and enjoyable expe-
rience for every customer. When it comes to claims,
customers can submit them via email or through oth-
er channels such as Online Dispute Resolution (ODR)
european platform, lawyers or consumer unions.

In 2023 we managed 153 claims from 120 unique cus-
tomers (- 15% vs previous year). Of those claims, 90%
were closed by the end of 2023 and 98% have been
managed by the time of the publication of the current
report. The main reasons were related to disruptions
of service by the Cruise Lines or quality of the prod-
uct. The remaining complaints were associated with
cancellation policies and insurance related issues,
while just a residual part with our services.

In 2023, we continued on our growth path, building
on the momentum established in 2022 and steadily
approaching pre-pandemic levels of business. During
this time, we have had the opportunity to deliver a
number of high impact initiatives. These included a
major branding campaign featuring world-class tal-
ent that embodies our core values, a unique referral
programme to reward our loyal customers, and a rap-
idly growing Facebook community. Towards the end
of the year, we also unveiled our new Barcelona hub,
which will support our continued growth over 2024
and beyond.



12.4 Embarking on the Path of Sustainable Tourism:
a Continuing Journey

In the ever-evolving landscape of sustainability, our commitment to the principles of responsible tourism remains
unwavering. Building upon the foundation laid out in the previous year’s report, we recognise the escalating glob-
al awareness of environmental and social issues specifically related to the tourism sector. This year, we delved
deeper into our role as part of the travel community, acknowledging the growing interest among holidaymakers
in adopting conscientious travel practices.

As an asset-light company with no ownership of aircraft, hotels, or tangible assets, our direct impact on the envi-
ronment and local communities remains limited. However, we firmly believe in the transformative power we hold
as intermediaries and travel organisers within the industry. Our duty to innovate persists, and we are dedicated
to utilising our platform to influence positive change. This section outlines our ongoing efforts to leverage our
websites’ audience and contribute to the paradigm shift towards a more sustainable and responsible approach
to tourism.

Sustainable Travel insights

During 2023 we conducted an extensive research initiative, to understand both our existing and potential
customers better. The research was focussed on travel in general, and also included some questions regard-
ing the respondents general approach to sustainability, as well as their expectations in terms of sustainabili-
ty in travel. As leaders in travel packages, our focus for the research was on this specific segment. We had an
even spread of participants across our 5 main markets, with a total of 25,000 respondents.

These were the main highlights of the insights with regards to the sustainability related questions that were asked:

General attitudes

D 4T% 4%

I'm increasingly wary about certain I've started to limit my air travel due to
destinations, due to climate change issues the impact on the environment
(e.g. heatwaves, fires, etc)

This suggests that climate change considerations are a relevant factor in travel decision-making and
a heightened awareness of the environmental impact of air travel.



Practical travel approach

A little over 1in 2 adults are interested in more sustainable travel options and, of those, receiving tips about how
to travel more sustainably without incurring high costs, is of most appeal. There is also interest in alternative
forms of transport to reach the destination, with options to avoid plane journeys where possible, as well as an
interest in incentives in return for making more sustainable travel choices and options to book more sustainable
accommodation types.

Considerations when making holiday choices

543% 5 45%

My holiday choices are influenced by my in- My holiday choices are influenced by
terest in helping local communities my concerns about the environment

There is a high awareness of the broader impact of travel on local communities and the environment,
possibly also indicating a willingness to be involved in sustainable activities while on holiday.

Overall the market research results highlight an interest in more sustainable and environmentally conscious trav-
el choices. Travellers are considering the impact of their choices on the environment, seeking information on
more sustainable travel alternatives, and expressing a willingness to make changes in their travel behaviour to
align with their environmental and social values. We see this as an opportunity to cater to a demand for sustain-
able travel experiences.



Planet Heart - Travel with love

As a Travel Tech company, we don’t own physical assets. But we
can leverage on our audience reach to foster more sustainable
choices and habits.

Developing our external content on sustainability topics further,
as also announced in last year’s report, was one of our focus ar-
eas during 2023.

We launched our new editorial hub dedicated to creating awareness
around topics of sustainability in travel for our main markets,
covering 5 languages, featuring our new Planet Heart concept. This
concept represents the world we aspire to live in: a world where
we take care of the Blue Planet we call home. Encompassing social
sustainability and eco-friendly lifestyles, from reducing our carbon
footprint to protecting the environment and nature as a whole, and
looks to ways in which we can improve our approach to travel, for a
more sustainable future.

We have already launched a number of articles on Planet Heart,
covering the topics of ocean protection and the social impact of
the tourism industry. We have a communication plan in place for
planned launches of additional articles during 2024. Given the
insights of the market research conducted as described above,
we are also focussing on providing practical hints and tips for
travellers for pre-travel, once they are in the destination and
things you can do from home.

Protecting the oceans - Ocean protection is a cornerstone for
sustainable tourism. It not only safeguards the natural beauty
and biodiversity that attract tourists but also ensures the long-
term viability of economic activities dependent on healthy
marine environments.

Social impact - Social impact in tourism is essential for the long-
term success of sustainable travel initiatives. By prioritising the
well-being of local communities, preserving cultural heritage,
and promoting equitable economic development, sustainable
tourism can create a positive and lasting impact on both visitors
and host communities.
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https://www.lastminute.com/travel-inspiration/sustainable-travel

Understanding travel emissions and supporting climate action
As the effects of climate change are becoming more visible, it's im-
portant that we acknowledge the impact of travel on the environ-
ment. We want to provide our customers with the ability to meas-
ure and understand their travel emissions, and then support carbon
offsetting projects in an easy and accessible manner, via our Planet
Heart page. That's why we've partnered with CHOOOSE, a leading
climate technology company based in Oslo, Norway, that provides
digital solutions to enable multi-faceted carbon programs in hard
to abate sectors, including aviation, shipping, and logistics. Our cli-
ents will have the opportunity to simply enter their trip details into a
carbon calculator, powered by CHOOOSE, and be instantly provided
with an estimate of the carbon emissions associated with the trip.
The customer can then voluntarily choose to support certified cli-
mate projects around the world in an amount based on their emis-
sions footprint.

In recent years carbon offsetting has been introduced as one of many
levers for addressing global carbon dioxide emissions and for financ-
ing climate solutions. For instance, to offset flight emissions, you
first calculate the emissions per passenger, based on factors such as
the length of the flight, allowing you to then determine how much
it would cost to purchase carbon offsets in an amount equivalent to
that footprint.

In parallel to the Planet Hearth page, we are enhancing transparency
in our booking flow regarding CO, emissions associated with travel
options for flights, hotels, and Dynamic Packages. We believe that
this will contribute to raising awareness about the impact that travel
has on the environment, empowering customers to make more in-
formed decisions based on the information provided.

Explore certifled cimate projects around the world

co’

cHOOOSE


https://www.lastminute.com/travel-inspiration/sustainable-travel
https://www.lastminute.com/travel-inspiration/sustainable-travel

Sustainability efforts in accommodation providers
In the same spirit of providing more transparency and
awareness around sustainability in travel, we have kicked
off a new project during 2023 promoting the importance
of sustainability certifications for hotels. We believe that it
is our duty to continuously work on raising awareness and
reshape travel habits across our customer base by leverag-
ing our extensive network of accommodation providers.

While we don’t own any hotels ourselves, we provide an
extensive inventory of accommodations worldwide and
have a direct business relationship with tens of thou-
sands of hotel owners. We wish to leverage upon these
connections and partnerships to promote and encour-
age the adoption of sustainable certifications.

Acting as proactive intermediaries between our hotel
partners and potential sustainability certification pro-
grams, our role is to advocate for sustainable practices
and underscore theirimportance, especially in light of
the impending EU Green Claims Directive.
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13. Society

MATERIAL SUBTOPICS ADDRESSED IN THIS CHAPTER:

Business partners

By fostering transparent and responsible practices with busi-
ness partners, we are dedicated to upholding rigorous social
and environmental standards across our supply chain. This
dedication not only ensures alignment with shared values but
also helps mitigate risks associated with environmental and
social impacts.

Communities Relationship and Biodiversity

We are committed to strengthening its relations with local
communities and promoting sustainable tourism practices.
This commitment extends to contributing to the economic
and social development of the regions the Group operates in,
while simultaneously minimising environmental impact and
preserving natural resources and biodiversity.

Perception of the Group

By consistently aligning communication with tangible sus-
tainability actions, we aim to build trust, enhance stakehold-
er relations, and strengthen its position as a responsible and
accountable player in the tech-driven market.

Local Communities

Suppliers, Business Partners and Industry Associations

GOAL 12 GOAL 16
RESPONSIBLE PEACE, JUSTICE
CONSUMPTION AND STRONG
AND INSTITUTIONS

PRODUCTION

As a Travel Tech company helping millions of customers
experience the world, we are committed to generate
long-term value for all our stakeholders and society at
large. This objective extends far beyond the boundaries
of our offices to encompass all local communities we
serve worldwide. Leveraging the power of our custom-
ers and our extensive network of partners and suppli-
ers, our goal is to foster a positive impact on the socie-
ties we connect with.

® We are also aware of the risks associated with

‘ the travel sector development and its impact
on local communities in holiday destinations. We
take into great consideration the risk of increased

social inequalities and loss of cultural identity stem-
ming from the tourism sector, as well as the direct
impact we have on the locations where we have a
physical presence (i.e., our offices).

Our objective is to minimise these risks by ampli-
fying our positive influence and minimising any
negative effects, with a particular emphasis on
the social dimension.

This is addressed through the initiatives de-
tailed in this chapter.




Our social strategy consists of two interconnected pathways
aligned with our company’s impact:

e To have a direct impact on the local communities where
we operate, starting with our three biggest hubs (Chias-
so, Switzerland; Madrid, Spain; and Bangalore, India), and
eventually encompassing all locations where we have
legal entities. We will actively engage in initiatives that
contribute positively to community well-being, inclu-
ding pro bono activities, charitable donations, volunte-
er programs, and partnerships with local charities.

* To extend our indirect impact throughout our entire
supply chain, adding value to local areas visited by our
customers. As an international business collaborating
with partners and suppliers worldwide, while we may
lack a physical presence in these territories, we can
contribute to their growth and well-being by levera-
ging on our solid network.

(Please also refer to section 12.4)




13.1 Local Communities

While as a company we strive to keep improving our ESG initiatives and to generate a positive impact on the desti-
nations our customers visit, there is also an awareness of the potential negative sides that mass tourism can have
on local communities, and we actively seek to counteract these challenges.

Balancing the benefits of tourism with the preservation of the local culture and environment is crucial. We can
reach avast, international audience through our platforms, and we want to leverage it to foster more sustainable
travel habits. This includes promoting off-peak travel, and engaging in community-based travel initiatives, pro-
moting a more harmonious relationship between visitors and the places they explore.

In 2023, we inaugurated a brand new Public Affairs department, marking a strategic move to foster a more struc-
tured, closer, and expert collaboration between our organisation and governmental entities or policymakers.
With the addition of this new team, our Sustainability and Social Responsibility department has been rebranded
as the Sustainability and Public Affairs department.

Since its establishment in June, the Public Affairs team has been primarily dedicated to activities and relation-
ships closely tied to our corporate headquarters in Chiasso, Switzerland. This emphasis is particularly significant
due to our status as a listed company on the Swiss Stock Exchange in Zurich.

Policy
The formulation of company positions on issues
and on legislative or regulatory proposal

PUBLIC AFFAIRS ° P Sre )
) Theacquisition of data indicating the views

In a nutshell of the public on a given issue
Stakeholder engagement o
The management of relationships with @ @ Issue & crisis managment
groups that have a stake in the business The ability to effectively respond to a crisis

Our broader vision for our Public Affairs strategy is to encompass the entire corporate Group on an international
scale, extending even further than our hubs. During 2024 we plan to develop a dedicated Public Affairs policy, to
provide more structure and guidance to the approach taken when supporting and collaborating with local com-
munities, and define specific KPIs to measure our impact.

Government relations @
The ability to interact with policy-mak-
ers and elected officials, at national,
regional and local level.




Beyond its role as a crucial tool for external relations,
Public Affairs significantly contributes to internal stability
as well. By accurately portraying the company externally,
the well-being of our employees organically upswings. En-
gaging in meaningful conversations, attentively listening
to their needs, and crafting a strategy based on received
feedback form integral components of this approach.

Our first initiatives in the Chiasso/Ticino area in Switzerland
have focused on:

e establishing a connection with local institutions,
universities, public offices, Cantonal institutions
(Economy, Social office), as well as local NGOs;

e on-going discussions around the various current issues
faced by our stakeholders;

e aspecial partnership with the Municipality of Chiasso in
their initiative to revitalise and add some colour to certain
parts of the town. As part of this project, named “Urban
Art Chiasso”, a beautiful mural right next to our office
was created and a Banksy exhibition “From Tag to Art” in
Chiasso was sponsored. Our employees attended the event
by invitation of the Municipality.

While the Public Affairs team has been officially created only re-
cently, our company is not new to this type of commitment. Our
colleaguesin India have consistently been pioneersin this regard,
demonstrating an enduring dedication to fostering strong rela-
tionships with the local community.

The team has initiated a lasting partnership with the NGO aggre-
gator platform Indicares.org and collaborated closely with the
local Bangalore association on various community-focused initia-
tives. For example, as part of our broader commitment to address-
ing waste pollution, the team collaborated with the NGO to host
a workshop where participants repurposed bottles to create lights
and other artefacts. The team also actively engaged with NGOs to
contribute to the renowned Bangalore Marathon, a big sporting
event attracting participants from all over the country.



In 2023 we also reviewed our company Code of Conduct, with a specific focus on external relationships. We add-
ed new bespoke sections on local communities and the environment, as proof of our efforts to have a more direct
impact in this respect. Going forward, we aim to put in place an even more structured strategic plan around the
vision and KPIs we want to achieve in the coming years.

Collaboration with the lastminute Foundation

Our newly created Public Affairs department also serves as a bridge between the company and the lastminute
foundation, co-founded by lastminute.com in 2016. Thanks to the foundation, we can strengthen our link with
the local community - especially in Ticino, Switzerland - with two main areas of focus:

* Education: establishing an educational framework with a real impact on the younger generations, fostering
awareness of global issues such as Sustainability, Diversity and Inclusion. The goal is to harness their poten-
tial, stimulating critical and creative thinking, cooperation, and empathy.

e Social Entrepreneurship: endorsing impactful projects and solutions able to provide tangible benefits to in-
dividuals and communities. This involves supporting training initiatives and building an effective and influen-
tial entrepreneurial ecosystem.

As part of this synergy, in 2023 we organised an internal workshop for our employees about Diversity, Equity, and
Inclusion with a specific focus on Women Empowerment in the IT sector, collaborating with a keynote speaker.

We also kicked off an initiative that took place at the beginning of 2024, sponsoring VOXXED Ticino, flagship tech
event dedicated to the local community of Developers. We offered free tickets to high school and university stu-
dents, along with our own employees, as an invitation to engage with and benefit from this enriching experience.

Employee volunteering

Being on a journey to become more sustainable is an important commitment. And real change starts with our
people. Our Volunteering Policy gives our employees the chance to use up to 2 days per year supporting charity
projects sponsored by the company and the lastminute foundation, or for whatever cause that is meaningful to
them. We are always open to new volunteering activities and our people are encouraged to pitch in ideas for new
non-profit projects.

In 2022, we launched a Pink Clean Up and Awareness Project to engage our employees in volunteering, raising
awareness about environmental issues, particularly marine littering. With a focus on the oceans, rivers, and lakes
vital to our planet’s ecosystem, our employees across office locations in Europe and Bangalore participated in
cleaning beaches, riverbanks, and surrounding areas. Partnering with Act! with Surfrirder, a leading marine con-
servation organisation, we gained insights into the impact of litter, especially plastic, on marine environments.
The initiative, spanning 2023, covered locations such as Madrid, San Remo, London, and Chiasso, and we plan to
continue and expand this yearly initiative with local employee support in 2024 (please refer to section 14.4 for
more details).



Charity initiatives

Collaborating with local charities and partners, during 2023 we actively
involved our teams in some meaningful social initiatives. We state
our guideline for donations in our anti-corruption, anti-bribery and

anti-money laundering policy where and assign the responsibility

to approve donations to the highest governance body, the Board of

Directors.

A couple of examples of charity activities carried out in 2023 are:

e In Madrid, our Spanish Hotel Partnership team has forged part-
nerships with selected hotels to orchestrate a Christmas tradi-
tion now spanning nine years. This heartwarming initiative, whi-
ch involved renowned hotels such as Melid Hotels International,
Hotel Chamartin TheOne, Hotel Santo Domingo, URSO Hotel &
Spa, and Hotel Victoria 4 in 2023, focused on collecting toys for
children. Since its inception in 2015, the team has expanded its
reach to include Barcelona, Lisbon, and Majorca, with each toy
donation contributing to valuable causes

* InBangalore, India, our team organised a festive event du-
ring Christmas 2023 dedicated to underprivileged children
and their teachers. The event featured an in-house dance
competition, carol singing, and a special visit from Santa,
creating a joyous occasion for those who may have less
access to such celebrations.

Extending our impact beyond our direct locations

The media arm of lastminute.com, Forward, engages in dai-
ly collaborations with Tourist Boards worldwide, offering
valuable assistance in promoting local communities, natu-
ral sites, and biodiversity. Our contracts with these entities
are always stipulated through shared investments or dis-
counted pricing, thus giving them the chance to promote
the beauty of their local destinations in the most accessi-
ble way.

In 2023, we ran three campaigns in collaboration with
tourism boards, all centred around sustainable tourism
with a focus on nature and outdoor activities. These
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initiatives were carried out for the tourism boards of Slovenia, - B0
Ireland, and the Basque Country. While the first two aimed to
establish themselves as sustainable tourism destinations, the
third-placed a specific emphasis on promoting outdoor activi-
ties, particularly cycling, in connection with the Tour de France,
which commenced in the region in 2023. We take pride in ac-
tively supporting our partners as they embrace the promotion
of sustainable tourism. The following examples highlight cam-
paigns dedicated to this commitment:

* Slovenia: an integrated marketing campaign aimed at elevating
the country’s appeal, especially highlighting lesser-known de-
stinations, physical outdoor activities and wellbeing, as well as

the sustainable aspects of travelling to Slovenia. The campaign PEDALA LUNGO TUTTA VIA DANTE,
showcased the country’s rich cultural heritage, diverse nature, ESEIDI Fﬂﬂﬂ'ﬁ&ﬂ CASTELLO.
and biodiversity, mainly targeting German travellers interested R 4

in active and nature-based travel.

* Ireland: a co-branded campaign focused on the promotion of
sustainable tourism across the Emerald Isle, specifically tailored
for more eco-conscious travellers. The campaign highlighted
Ireland’s vast green and natural landscapes, offering a variety
of outdoor activities, notably cycling. It encouraged travellers
to immerse themselves in local culture and traditions, including
food and folklore. Additionally, Forward supported the 2023
edition of Ireland Week in Milan, showcasing its diverse calen- S TBImA

dar of events. DI QUANTO PENSI

* Basque Country: in 2023, the Basque Country hosted the first
two stages of the Tour de France. As Official Travel Partners of

the race, we leveraged this bond to increase awareness of the e M-
region among cycling enthusiasts through an integrated marke- = S |
ting campaign. The project also aimed to spotlight the cultural Empiezat viae

richness and culinary delights of different parts of the Basque
Country, emphasising its vast natural areas perfect for outdoor
activities.

Vive Euskadi en primera personal




13.2 Suppliers, Business Partners and Industry Associations

Our extensive network of partners and suppliers all over the world positions us to make a tangible impact on the
local communities our customers visit. We aim to leverage these robust relationships to raise awareness about
the significance of adopting a more sustainable approach to travel.

In 2023, we initiated open discussions with some of our top-tier partners and suppliers, including airline com-
panies, global distribution system providers, cloud computing technology providers, NGOs, and serviced office
providers. We shared our ESG perspectives and strategies, with the overarching goal of fostering synergies on
these matters moving forward.

Building upon these efforts, in 2024 we aim to begin a closer collaboration with our hotel partners to champion
the introduction of sustainable certification programmes for accommodation providers. As described in the Sus-
tainable Tourism section earlier in the report, our role in this initiative is to engage our hotel partners and use this
platform to raise awareness of sustainability certification programmes.

In addition to maintaining close relationships with suppliers and business partners, we actively collaborate with
the broader tourism industry by forming partnerships with dedicated industry associations. At a corporate level,
we have established partnerships with prestigious industry associations operating at both global and European
levels, as well as country-specific associations in Spain, France, the UK, Germany, and Italy. Additionally, we foster
topic-specific partnerships managed at the departmental level, focusing on specialised technical collaborations
and subject-specific matters.

These industry partnerships are invaluable for fostering effective collaboration and facilitating knowledge shar-
ing within the sector. They enable us to access pertinent information on industry trends, standards, and best
practices, while also empowering us to proactively advocate for the industry’s interests concerning legislation,
regulations, and government policies.

Selection and due diligence process for suppliers

We implement a rigorous supplier selection process overseen by our Global Procurement Team, aligning with the
Group Procurement Policy and Procedure. These guidelines define our supplier selection criteria and contractual
conditions, and ensure compliance with laws and the GDPR framework.

The processinvolves cross-functional collaborations, including input from Global Procurement, the Business Own-
er and the Legal and Data Protection team. As part of our due diligence evaluation, our suppliers are assessed in
terms of honesty, integrity, compliance and confidentiality. Many risks are assessed in association with each sup-
plier that is contracted, in line with the Supplier Management Policy. These include compliance risk, country risk,
credit risk, reputation risk and information technology risk.



Maintaining a zero-tolerance stance towards bribery or corruption, we strictly adhere to all applicable laws in
countering these practices across jurisdictions. We are in the process of developing a proactive approach to as-
sessing potential illicit behaviours involving our partners, ensuring the appropriate management of this risk.

To uphold our internal Sustainability principles and newly established Human Rights policy (refer to the dedicated
chapter 8), we have enhanced our supplier onboarding process to align with these principles. Following a thor-
ough review, we have incorporated an Environmental, Social, and Governance (ESG) section into our corporate
Terms and Conditions (T&Cs).

These new terms delineate our expectations regarding the adherence to Human Rights and fundamental liber-
ties following the Universal Declaration of Human Rights and the eight primary International Labour Organiza-
tion’s Conventions (ILO). We explicitly address issues such as the prohibition of forced and child labour, employee
health and safety, fair treatment and wages, and respect for freedom of association and collective bargaining.

Furthermore, we actively encourage suppliers to embrace environmentally conscious practices, stipulating a min-
imum requirement to comply with all relevant environmental regulations at local, national, and/or European lev-
els. We also advocate for the promotion of environmental awareness among their employees through training,
emphasising the necessity for effective information flow back to us in case of any incidents or issues.

Starting in 2024, we will also improve our screening process to ensure these messages are implemented across
our supply chain, in line with the upcoming Corporate Sustainability Due Diligence Directive.

Ethical business behaviour For people in commercial roles

Within our organisation, some tasks involve interactions with both potential and current partners, exposing em-
ployees to potential counterparty misconduct. Effectively identifying and preventing such misconduct is crucial,
not only for our company but also for the resilience of our entire supply chain.

In response, specific principles have been articulated in our new Code of Conduct. These principles are designed
to ensure that the actions of our personnel align with our company strategy and that collaborations adhere to
the highest ethical standards:

e Consistency: the selection and onboarding of new partners as well as the relationship with existing
partners has to be consistent with the Company’s commercial strategy as well as with quality standards.

e Transparency: when starting or maintaining commercial relationships, we only use official communication
channels.

e Accuracy: we guarantee accuracy of all information regarding the adherence of our partners to internal
guidelines and procedures for recording, storing, and updating our data and documentation.

e Sensitivity: in case of concerns related to a partner’s behaviour in terms of legal compliance or ethical
misconduct, our employees are invited to timely report any concern through standardised channels of
support



14. Environment

MATERIAL SUBTOPICS ADDRESSED IN THIS CHAPTER:

Climate Change Strategies and Targets

As sustainability practices become increasingly signifi-
cantin the travel industry, the Group benefits from pro-
actively addressing environmental impacts and embrac-
ing eco-friendly initiatives. This not only enhances its
reputation but also attracts environmentally conscious
travellers, positioning the Group competitively in the
tech-driven market.

The Group’s carbon footprint

Energy consumption

Circular economy

Environmental awareness

&

GOAL9
INDUSTRY,
INNOVATION AND
INFRASTRUCTURE

As an online travel agency, we operate in an industry
that is naturally linked with the environment. Our ser-
vices are aimed at helping people travel and explore
the world, and this inherently involves the consump-
tion of resources, energy use, and emissions.

In today’s eco-conscious age, prioritising sustainabili-
ty isn’t just moral, it's strategic. Stakeholders expect
a proactive commitment to environmental respon-
sibility.By reducing our impact and adopting green
initiatives, we appeal to eco-conscious travellers,
enhance our reputation and increase our competi-
tiveness in a tech-driven market.

0 Failure to address the environmental as-
pects of our operations poses significant
risks to our business, including increased compli-
ance costs, damage to our brand image, and cus-
tomer confidence loss due to evolving environ-
mental regulations. Additionally, climate-related
events like extreme weather can disrupt opera-
tions, and environmental disruptions in our sup-
ply chain may affect service delivery. Managing
these risks is crucial for our long-term sustain-
ability and success.

We are committed to a holistic approach to
environmental responsibility by actively par-
ticipating in initiatives to preserve our plan-
et and fight climate change. Key aspects
include reducing our energy consumption
and greenhouse gas emissions, and engag-
ing stakeholders in eco-concious efforts.




14.1 The Group’s Carbon Footprint

For the second year running, the company has measured its carbon footprint to assess its performance in terms of
greenhouse gas emissions. The methodology used for calculating Scope 1, 2 and 3 emissions is based on the proce-
dures described in the Corporate Accounting Reporting Standard of the Greenhouse Gas (GHG) Protocol, which is cur-
rently the most widely used international methodology and follows the Intergovernmental Panel on Climate Change
(IPCC) guidelines. The carbon footprint calculation considered the following sources of emissions for each scope:

Fugitive emissions related to refrigerant leaks of air conditioning units at our offices and emissions
from the use of fossil fuels in a company van.

Emissions from the consumption of electricity and heating at the leased offices where lastminute.
com carries out its activities.

The most relevant categories of indirect emissions that occur in the company’s value chain.

In 2023, lastminute.com conducted a thorough assessment to determine the significance of its Scope 3 emissions. This
was done to enhance the calculation of its greenhouse gas (GHG) inventory and potentially expand reporting coverage
to include additional categories not previously included. The identification of relevant Scope 3 emissions followed the
GHG Protocol Corporate Value Chain (Scope 3) Accounting and Reporting Standard. Based on this assessment, the
coverage of our Scope 3 emissions reporting has been expanded to include the following categories:

% Category 1 - Purchased Goods and Services. Upstream emissions deriving from the production of prod-
ucts and services purchased by the company (i.e. food products, computer and related services, office sup-
plies, insurance and pension funding, education, office machinery, post and telecommunication, auxiliary
activities and other business services, use of data centres and cloud computing).

Category 2 - Capital Goods. Upstream emissions deriving from the production of capital goods purchased
or acquired by the company (i.e. electronic devices, furniture and equipment).

® Category 3 - Fuel and Energy related activities not included in Scope 1 or Scope 2. Emissions related to
the production of fuels and energy purchased and consumed by the reporting company in the reporting
year that are not included in Scope 1 or Scope 2.

&
& Category 6 - Business Travel. Emissions from the transport of employees for business-related activities
(trips and events) in vehicles owned or operated by third parties as well as emissions associated with the
hotel stays.


https://ghgprotocol.org/sites/default/files/standards/Corporate-Value-Chain-Accounting-Reporing-Standard_041613_2.pdf

Category 7 - Employee Commuting. Emissions from the transportation of employees between their
— homes and their worksites. In addition, we have also included the emissions resulting from a home office

fFor all employees with a formalised full remote working contract.

ﬂﬁﬂ Category 8 - Upstream Leased Asset. Emissions related to electricity and heating of offices situated with-
in coworking facilities, where the company lacks direct control.

/\é\% Category 15 - Investments. Downstream emissions associated with investments, not already included in
the Scope 1 and Scope 2 emissions.

Analysis of Emissions Results

lastminute.com’s scope Q_
emissions breakdown

‘ Scope 1
@ scope2
Scope 3

145.07

—a

2023 2022

Our total Group emissions for 2023 were 30.4k tCO_e, where Scope 3 emissions account for the majority of our
footprint, and Scope 1 - which includes only fugitive emissions of refrigerant gases and emissions linked to company

vehicles - are negligible.
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In 2023 we refined the calculations by relying more on primary data, resulting in a more accurate assessment and
a reduction in direct emissions from owned or controlled sources. For example, fugitive emissions (scope 1 emis-
sions) were based on primary data this year, with only one leak detected during maintenance at our Chiasso head-
quarters. This contrasts with the previous year, when a fixed leakage rate was assumed for all air conditioning units.

For the calculation of Scope 2, we included emissions linked to the use of electricity and heating consumption in
our office buildings. Emissions were calculated using both the market-based and the location based methods, as
recommended by the GHG Protocol.

In the market-based method, we collected specific emission factors for purchased electricity where available.
When specific factors were unavailable, we used factors for the residual mix in the country of operation. Alter-
natively, in the location-based method, we calculated the average electricity grid mix for each country, allowing
for a direct comparison of our company’'s values with the country-specific average. In total, Scope 2 emissions
accounted for 0.5% of our total emissions.

Scope 2 emissions (location-based) of lastminute.com Group GHG emissions (scope 1 and 2) intensity’ of lastminute.com Group
for FY2023 (tCO2/employee)

Total 132.34 0.09 0.24

3 Emissions intensity calculated onto the total of employees as per 31.12.2022 and 31.12.2023.

4 The emissions intensity reported in 2022 was 0.36. For the sake of comparison, emissions intensity for FY2022 in this table have been calculated following the same perimeter
used in 2023 for scope 2 emissions (i.e. withdrawing emissions from coworking spaces which have been moved to category 8 scope 3 emissions).



In 2023, we took proactive steps to mitigate the environmental impact of the electricity used in our offices. We pur-
chased 160 MWh of Guarantees of Origin from the Swiss hydropower to offset the majority of the emissions stemming
from the electricity used by our headquarters in Chiasso (Switzerland), which represents 46% of the total electricity
consumed at our leased premises. Throughout the year, we also carried out several awareness campaigns and imple-
mented energy efficiency improvements, such as the replacement of more efficient lighting in our Chiasso office.

In general, our remote/hybrid working policy has made a significant contribution to reducing energy consumption
in our offices. With an additional proportion of our people working remotely, several office spaces have been either
closed or used less frequently, resulting in a significant reduction in energy consumption due to reduced lighting, heat-
ing, cooling and general operational needs.

Thanks to these initiatives we reduced our Scope 2 emissions by 23.8% compared to 2022, maintaining the same re-
porting scope. In 2023, as part of our efforts to enhance our Scope 3 reporting coverage, emissions from coworking
spaces have been categorised under Category 8, as we lack direct control over these sources. As a result, 290.46
tCO,e have been deducted from Scope 2 emissions, leading to a revised total of 145.07 tCO,e.

At the same time, our Scope 3 emissions, which represent 99.51% of our total carbon footprint, have increased
significantly as a result of the expansion of the scope encompassing all relevant sources, including three new cate-
gories and a more complete category 1 (purchase goods and services).

Within our Scope 3 emissions, the most significant source is by far the emissions deriving from the purchase of
goods and services, which account for 94.9% of the total emissions in this category. Employee commuting follows
as the next significant source, contributing 2.9% to the overall emissions.

Our commitment to sustainability and cost-effectiveness extends to our management of emissions from business
travel. We've developed a Business Travel Policy specifically tailored to optimise travel arrangements for employ-
ees, striking a balance between cost-effectiveness and environmental responsibility.

In 2023, we decided to offset emissions from business travel and events by purchasing carbon credits from pro-
jects in Pakistan, Peru, Nigeria and Indonesia, facilitated through our valued partner CHOOOSE. Verified under
the internationally recognised Verified Carbon Standard (VCS), these carbon reduction projects meet rigorous
measurement, monitoring, reporting and verification criteria and include:

e Delta Blue Carbon (Pakistan) aims to promote climate change mitigation and adaptation, conserve and
maintain biodiversity, improve the livelihoods of local communities, ensure coastal protection and provide
alternative livelihoods. The project will deliver GHG mitigation through the afforestation, reforestation,
revegetation of 226,000 ha of degraded tidal wetlands.

* Nii Kaniti: Community Forest Management (Peru) aims to protect the forests of 7 indigenous communities
in the Ucayali region from deforestation and degradation.



*  Promotion of Improved Cooking Practices (Nigeria). The projectin-
volves the manufacture and distribution of efficient charcoal cook-
stoves to replace the inefficient cookstoves used by families and
small/medium commercial enterprises.

» Rimba Raya Biodiversity Reserve Project (Indonesia) is located
on the southern coast of Borneo and aims to reduce Indonesia’s
emissions by conserving some 64,000 hectares of tropical peat
swamp forest.

Looking ahead, we're committed to keep implementing travel optimi-
sation strategies to cut emissions, including maximising remote col-
laboration tools like video conferencing. When face-to-face meetings
are necessary, we'll prioritise promoting sustainable transportation

options.

With regard to emissions related to the use of data centres and in-
frastructure, which are considered under Category 1, in 2023 we
continued the transition to cloud computing for our data storage.
This move to cloud computing is less energy-intensive compared
to traditional data centres. Currently, we operate services from a
sole data centre situated in the Netherlands, fully powered by re-
newable electricity. Additionally, we leverage services from four
renowned cloud service providers who are actively engaged in re-
ducing their emissions derived from the use of electricity to run
their services.

The majority of the emissions deriving from capital goods
(88.1%) are related to the purchase of electronic equipment (i.e.
laptops, mobile phones, monitors and printers). This category
saw a notable decrease from 237 tCO,e to 73.6 tCO,e (68.9%)
compared to last year, attributed to a significant decrease in
purchases following a global workforce expansion during the
previous year.

Although Scope 2 emissions decreased, upstream emissions for
purchased and consumed fuel and energy remained consistent
with last year’s trend. This was primarily driven by an increase in

purchased electricity at certain serviced offices, as a result of

increased day and night shift activity (e.g. Bangalore office).




Similar to the approach taken in 2022, data on employee commuting habits for the fiscal year 2023 were collect-
ed via a survey. Employees at lastminute.com were asked to report the distance travelled from home to work,
their primary mode of transportation, and the number of days spent in the office. The percentage of respond-
entsin 2023 increased significantly compared to 2022 (from 35% to 58%) and is relevant enough to be used as a
baseline calculation for all our locations. However, we are still partially estimating these emissions and not fully
relying on primary data.

We're delighted to announce a substantial reduction of employee commuting emissions in 2023 compared to last
year, from 1.7 tCO,e to 0.9 tCO,e (47.1%). The significant drop can be largely credited to our hybrid and fully re-
mote working policy, resulting in fewer global commutes to the office. Improved use of primary data and precise
accounting for corporate-organised transfers in our India hub, which efficiently accommodates an average of 2.5
employees per car to reduce emissions, have also played a key role leading to this remarkable reduction.

Breakdown of Scope 3 Emissions

94.9%

Category 1 - Purchased goods and services

0.2%

. Category 2 - Capital goods

Category 7 - Employee commuting
- Upstream Leased Assets

0.4%

Category 15 - Investments (included)




Our Climate Action Plans

As part of our ongoing commitment to environmental sustainability, we recognise the critical importance of
setting ambitious emissions reduction targets. Our overarching goal is to achieve net zero emissions by 2050, in
line with the global effort outlined in the Paris Agreement to limit global warming to no more than 1.5°C above
pre-industrial levels. To this end, we have set a clear near-term goal of achieving net-zero Scope 1 and Scope 2
emissions by 2025.

To achieve this, we will focus our efforts on optimising the energy efficiency at our offices and increasing the use
of renewable electricity. This will initially be done by evaluating potential improvements that could impact elec-
tricity consumption, raising awareness among employees to promote energy efficiency, reviewing all electricity
supply contracts and switching to green options where possible.

We are also pleased to announce the forthcoming introduction of a comprehensive Global Facility Management
Policy in 2024. This ground-breaking policy will cover various environmental aspects, including waste management,
temperature control and waste reduction strategies. By providing clear guidelines for all our offices, this policy aims
to cultivate a more environmentally conscious workplace in line with our overarching sustainability goals.

For the remaining emissions that cannot be eliminated, offsetting measures will be implemented. While these
measures have yet to be determined, we are exploring various options to ensure that our emissions are fully off-
setin line with our sustainability goals.

For Scope 3 emissions, we made significant progress in 2023 to expand our data coverage, ensure a robust base-
line for targets and improve our understanding of the company’s environmental footprint. We expect to set clear
and ambitious targets by the end of 2024.

Our path towards emissions reduction will lead us to achieve net-zero
for Scope 1&2 by 2025 and Scope 3 by 2050




14.2 Energy Consumption

We closely monitor energy consumption in our operational control offices, defined as those premises where we
are the contractual owner for electricity and/or heating services. By reviewing our energy use, we aim to identify
opportunities to optimise and reduce our environmental impact. We provide a comprehensive breakdown of en-
ergy consumption for each office, highlighting specific usage patterns and trends.

Energy consumption of lastminute.com Group divided by office location

EleCtriCity (MWh)
O o

2023 2022 2023 2022
Switzerland 172.69 125.26 498.64 348.66
Italy (San Remo) 23.74 34.74 27.63 27.63
Germany 11.40 116.65 N/A N/A
Spain 114.85 171.78 N/A™S 45.17
Italy (Milano) 4.82 8.76 18.19 6.73
TOTAL 327.50 457.19 544.46 428.19

5The Madrid office is heated solely by electricity

Energy intensity of lastminute.com Group (MWh/employee)'s

0.52 0.60

sEnergy intensity calculated onto the total of employees as per 31.12.2022 and 31.12.2023

In 2023, electricity consumption was reduced by 28.4% compared to the previous year. Of the total electricity con-
sumed, 57.7% came from renewable energy sources, demonstrating our progress in using cleaner, more sustainable
energy sources, in line with our overarching sustainability goals.

In 2023, frontier workers living in Italy and working in Switzerland had to dramatically change their habits compared
to 2022, as they were required by law to attend the office with very limited options for flexibility. This increased oc-
cupancy in the Chiasso office is likely to have resulted in higher heating requirements, contributing to the 10% and
37% increases in heating and electricity consumption observed. Consequently, we have decided to start purchasing
green energy certificates in this location.

Going forward, we will continue to focus on further increasing our use of renewable electricity and optimising ener-
gy use across our offices. In 2024 and beyond, we will redouble our efforts to not only meet but exceed our sustain-
ability goals, ensuring that our operations are aligned with our broader commitment to environmental stewardship.



14.3 Circular Economy

As an online travel agency, our operating model differs
from traditional manufacturing processes, which often
generate significant waste and resource consumption.
However, we recognise the importance of adopting a cir-
cular business approach to all facets of our operations.
Circularity is not just about managing waste; it is a holistic
perspective that emphasises resource efficiency, product
longevity and sustainable practices at every stage of our
business lifecycle.

This is why at lastminute.com we pay particular attention
to Waste of Electrical and Electronic Equipment (WEEE), not
only to ensure legal compliance, but also to embrace the
principles of the circular economy to minimise waste and ex-
tend the life of electronic equipment.

At lastminute.com we operate in accordance with all relevant
laws and regulations relating to the disposal and management
of electrical and electronic equipment. We ensure compliance
with the WEEE Directive and other applicable legislation to
reduce the environmental impact of our operations. Our ap-
proach to WEEE management focuses on reducing, reusing and
recycling materials wherever possible.

As part of our commitment to promoting reuse and minimising
waste, lastminute.com has implemented a policy that sets clear
guidelines to the expected minimum time of usage for the equip-
ment, and allows employees to purchase end-of-life company
equipment. This initiative not only provides a cost-effective solu-
tion for employees, but also extends the useful life of electronic
equipment, in line with our circular economy objectives.

We are also actively involved in raising environmental awareness
among our employees and promoting good waste management
practices in our offices. In 2023, we launched an environmental cam-
paign called “From Pink to Green: Embracing Sustainable Habits in
Our Offices”, recognising that real change requires a collective effort.



The campaign focused on encouraging
sustainable habits in the office and be-
yond, emphasising the importance of
proper waste segregation in accordance
with local regulations and guidelines to
ensure effective disposal. We also fo-
cused on promoting the reduction and
reuse of materials and the use of reusa-
ble containers and water bottles to mini-
mise single-use plastics.

Following this stream of work, our Chias-
so headquarters launched a pioneering
initiative in 2023 to reinforce our commit-
ment to sustainability through a compre-
hensive waste management programme.
Launched in August and running until 31
December, the initiative aimed to raise
environmental awareness and promote

responsible waste management practices among our em-
ployees. As part of the campaign, each floor participated in
a lively competition to determine the ‘most environmentally
aware floor’. Employees were encouraged to sort waste effec-
tively, minimise energy consumption through practices such
as turning off air conditioning and lights when not in use, and
adopt sustainable behaviours in their daily routines. A winner
floor was announced on the last Thursday of every month until
the end of the year, rewarding them with some snacks.

In Bangalore, our colleagues regularly organise engagement ini-
tiatives around the office, often themed around local festivities.
This year, they combined this with a recycling initiative, where col-
leagues brought old glass bottles from home to the office and
organised a bottle-painting session to create decorative artwork

from these upcycled materials.

Through these measures, we aim to minimise our environmental
footprint while promoting a culture of sustainability and environ-
mental responsibility within our organisation, embodying our com-
mitment to the principles of the circular economy.

HELP US RECYCLE!

UNSORTED WASTE PAPER ALUMINIUM & PET GLASS

ready bo take

e chamgitr wadte and Lawe Foreits ur [itlr suparharoes of recycing 5 give it 4 second chance th sparkhe
Dot humid and dry parbage s L3 time!

SOME GOLDEN RULES

+ When it comes to sorting wasbe in the office, we Follow the recycling rules of Canton Ticino, not the italian ones.
They might be different from the ones in your town, so pay attention!

= Always read the instructions on the items you need to throw away. They're the real deal and can guide you when in doubt!
* Daon't forget to rinse out glass, plastic, aluminium, or paper containers before recycling them. Cleaniiness is key! ¥
* Electronkes and batteries don't belong in these bins. Reach out to the Service team to recycls them properiy lastl'l'll I'IUI:E.COI'I"l



14.4 Environmental Awareness

At lastminute.com we recognise the paramount importance of environmental awareness as a tool to drive posi-
tive change. That's why in 2023, we built on the success of last year’'s Pink Clean Up and Awareness Project and
carried out clean-ups in Madrid, London, Chiasso and San Remo.

During the activities, performed in collaboration with Act! with Surfrider, a marine conservation organisation,
open discussions were held to raise employee awareness of specific environmental issues, such as littering and its
negative impact on marine biodiversity.

With this year’s programme, we have sought to ensure widespread employee involvement by offering volunteer-
ing opportunities close to all our main offices.

2023 Impact Figures

@ 4 cities 453, 58 volunteers g 8.500 cigarette butts

g
D 21 trash bags 1.300 é 500 pieces of glass

= 760 litres of waste pieces of plastic

For those who work remotely or in smaller offices, we organised an alternative activity in partnership with Act!
with Surfrider. This initiative took the form of an interactive masterclass on plastic pollution. The aim was to deep-
en understanding of the causes and consequences of marine litter, highlight the impact of tourism on marine
pollution, and provide participants with actionable steps and practical strategies to make positive changes in their
daily lives. This masterclass was recorded and is available on our self-service training platform to all employees,
together with a selection of content to spread environmental awareness.

By providing multiple opportunities for participation, we empowered all employees to make a meaningful contri-
bution to our collective efforts to protect oceans and rivers.
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Declaration of the Board of Directors

The Board of Directors of lastminute.com N.V. has been fully involved in the process of preparing the Sustainability
Report in accordance with Article 964 of the Swiss Code of Obligations on transparency in non-financial matters.

The Board of Directors approved this report for the 2023 year on 3rd April 2024. The Board of Directors guaran-
tees that the Non-Financial Report 2023 will be available on the company’s website for at least ten years.
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Executive Director & CEO Executive Director & CECO Non-Executive Director
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Annex | - Key Sustainability Indicators

ENVIRONMENT

References
Unit 2022 2023 2022 2023
Total CO; emissions'” tCO.e 5258.57 30,429.59 AR 2022, p. 107 SR 2023, p.92
Scope 1 emissions tCOze 33 5.42 AR 2022, p. 107 SR 2023, p.92
Scope 2 emissions tCOze 572 145.07 AR 2022, p. 107 SR 2023, p.92
Scope 3 emissions tCOze 4653.57 30,279.11 AR 2022, p. 107 SR 2023, p.92
CO, intensity (scope 1+2)"7 tCO.e/employee 0.24 0.09 AR 2022, p. 109 SR 2023, p.93
Targets to reduce CO, emissions yes/no no yes Not available SR 2023, p.97
Total energy consumption Mwh 463.92 345.69 AR 2022, p. 108 SR 2023, p.98
Total electricity consumption Mwh 457.19 327.5 AR 2022, p. 108 SR 2023, p.98
Total heating consumption Mwh 6.73 18.19 AR 2022, p. 108 SR 2023, p.98
Energy intensity MWh/employee 0.60 0.52 AR 2022, p. 108 SR 2023, p.98
Share of renewable electricity % - 57.7 Not available SR 2023, p.98

SOCIAL

References
Unit ‘ 2022 2023 2022 2023
Employment
Total number of employees number 1587 1,644 AR 2022, p. 87 SR 2023, p.53
Employee New Hires rates % 47.5 25.2 AR 2022, p.9%4 SR 2023, p.56
Employee Turnover rates % 20.5 22.4 AR 2022, p.9%4 SR 2023, p.57
Company monitors employee satisfaction on a regular basis yes/no - yes Not disclosed SR 2023, p.63
Coverage % - 100 Not disclosed SR 2023, p.63
Response rate % - 84 Not disclosed SR 2023, p.63
Diversity & inclusion
Women Executive & Business Leaders % 28.57 29.6 AR 2022, p.90 SR 2023, p.61
Women in workforce % 48.52 50.1 AR 2022, p.90 SR 2023, p.61
Total Gender Pay Gap % 31 30.5 AR 2022, p. 91 SR 2023, p.59
Gender Pay Gap Employees & Middle Managers % 23.6 21.6 AR 2022, p. 91 SR 2023, p.59
Gender Pay Gap Executives & Business Leaders % 24.2 131 AR 2022, p. 91 SR 2023, p.59
Diversity Action Plan for Board & Management yes/no no yes Not available SR 2023, p.27

17 Reporting perimeter was extended in 2023.



SOCIAL

References
Unit 2022 2023 2022 2023

Health & safety
Work-related injuries number - 0 ‘ Not disclosed SR 2023, p.62
Labour & human rights
Human rights policy yes/no no yes Not available SR 2023, p.46
Breaches number - 0 Not available SR 2023, p.48
Employees covered by collective bargaining agreement % - 70 Not disclosed SR 2023, p.48
Training & human capital development
Average hours of training completed by employee number 52.4 459 AR 2022, p. 97 SR 2023, p.67
Regular performance appraisals and feedback processes yes/no yes yes AR 2022, p. 95 SR 2023, p.65
Percentage of employees who received performande review % 99.2 98.6 AR 2022, p. 95 SR 2023, p.65
Percentage of hours of training for specific type of training

Specialist Training % 84.3 89.2 AR 2022, p. 96 SR 2023, p.67

Technical Training % 10.0 4.9 AR 2022, p. 96 SR 2023, p.67

Legal & Compliance % 4.5 4.1 AR 2022, p. 96 SR 2023, p.67

Soft Skills % 1.2 1.9 AR 2022, p. 96 SR 2023, p.67

References

Unit 2022 2023 2022 2023
Board of Directors
Total directors number 7 6 AR 2022, p. 44 AR 2023, p. 53
Board independence % 71.43 67 AR 2022, p. 44 AR 2023, p. 53
Board average tenure years 53 1 AR 2022, p. 44 AR 2023, p.53
CEO duality yes/no no no ToR of the BoD, p.5-6
Independent chairperson yes/no yes yes ToR of the BoD, p.2
Process for nominating and selecting the highest governance body yes/no yes yes AR 2022, p. 49 AR 2023, p. 57
Process for managing conflicts of interest yes/no yes yes ToR of the BoD, p.4-5
Board Terms of reference yes/no yes yes ToR of the BoD, p.3
Board Diversity
Women on Board number 1 1 AR 2022, p. 44 AR 2023, p. 53
Women on Board % 14.29 16.67 AR 2022, p. 44 AR 2023, p.53
Director average age number 57 55 AR 2022, p. 44 AR 2023, p. 53



chrome-extension://efaidnbmnnnibpcajpcglclefindmkaj/https://res.cloudinary.com/lastminute-contenthub/image/upload/v1695135173/DAM/Artwork/lastminute.com/documents/governance/2023/September%202023%20-%20template%20update/22028.pdf
https://res.cloudinary.com/lastminute-contenthub/image/upload/v1695135173/DAM/Artwork/lastminute.com/documents/governance/2023/September%202023%20-%20template%20update/22028.pdf
https://res.cloudinary.com/lastminute-contenthub/image/upload/v1695135173/DAM/Artwork/lastminute.com/documents/governance/2023/September%202023%20-%20template%20update/22028.pdf
https://res.cloudinary.com/lastminute-contenthub/image/upload/v1695135173/DAM/Artwork/lastminute.com/documents/governance/2023/September%202023%20-%20template%20update/22028.pdf

GOVERNANCE

References

‘ Unit ‘ 2022 ‘ 2023 2022 2023
Sustainability Governance
Ethics and ESG Committee yes/no yes yes AR 2022, p. 54 SR 2023, p.29
Executive Director with sustainability responsibilities yes/no yes yes AR 2022, p. 55 SR 2023, p.30
Compensation
Total directors and executive board compensation including variable k€ 659 1,258 AR 2022, p. 58 AR 2023, p. 72
Highest individual compensation k€ 339 689 AR 2022, p. 61 SR 2023, p.72
Internal pay ratio between the average annual compensation of the
Executive Directors and the average annual compensation of a Group's ratio 4.64 11.52 AR 2022, p. 61 SR 2023, p.76
employee
Clawback policy yes/no yes yes Remuneration policy, p. 7
Significant vote against pay practices yes/no no no AR 2022, p. 58 AR 2023,p.72
Ownership & Control
Controlling shareholder yes/no no no AR 2022, p. 41 AR 2023, p. 48
Voting shares held by largest shareholder or block % 44,58 44.58 AR 2022, p. 41 AR 2023, p. 48
Deviation from one share one vote yes/no no no Articles of Association, Art. 21.1
Risk Management
Enterprise Risk Management System in place yes/no yes yes AR 2022, p. 31 SR 2023, p.31
Risk Management framework covers ESG risks yes/no no yes Not available SR 2023, p.32
Board oversight on risk management yes/no yes yes AR 2022, p. 30-34 SR 2023, p.34
Ethics & Compliance
Code of Conduct in place yes/no yes yes AR 2022, p. 66 SR 2023, p.36
Code of Conduct training 2:1?33;22 - 781 Not disclosed SR 2023, p.37
Anti-corruption policy in place yes/no yes yes AR 2022, p. 66 SR 2023, p.44
Incidents of corruption number 0 0 AR 2022, p. 85 SR 2023, p.45
Formal whistleblowing system yes/no yes yes AR 2022, p. 85 SR 2023, p.37
Reports received via Integrity Helpine number - 6 Not available SR 2023, p.37



https://res.cloudinary.com/lastminute-contenthub/image/upload/v1695135179/DAM/Artwork/lastminute.com/documents/governance/2023/September%202023%20-%20template%20update/22036.pdf
https://res.cloudinary.com/lastminute-contenthub/image/upload/DAM/Artwork/lmgroup/documents/governance-documents/2020/article-of-association-31-july-2020.pdf

GOVERNANCE

References
‘ Unit ‘ 2022 ‘ 2023 2022 2023

Customer Relationship Management
Net Promoter Score (NPS) number 31.50 31.39 AR 2022, p. 102 SR 2023, p.73
Customer Satisfaction Target yes/no - yes Not disclosed SR 2023, p.73
Average abandon rate for phone calls % 3.61 1.54 AR 2022, p. 102 SR 2023,p.73
Average abandon rate for live chats % 4.5 1.54 AR 2022, p. 102 SR 2023,p.73
Number of claims received number 90764 79083 AR 2022, p. 104 SR 2023, p.74
Percentage of claims resolved by end of FY % 99 99 AR 2022, p. 104 SR 2023, p.74
Claims Turnaround Time hours 72 18 AR 2022, p. 104 SR 2023, p.73
Cybersecurity & Data Privacy
Information Security Breaches number 0 1 AR 2022, p. 83 SR 2023, p.41
Percentage of internal and external agents who received Data Protection
training

External Agents % - 84 Not available SR 2023, p.42

Internal Agents % - 73 Not available SR 2023, p.42




Annex Il - GRI Content Index

GRI STANDARD

2021

DISCLOSURE

LETTER OF
DISCLOSURE

SECTION OF DOCUMENTS

Universal standards

lastminute.com Group has reported with

g:t:l::lation 2021 Stztfel:\;:nt reference to the GRI Standards for the - Chapter “GRI Content Index” 108-110
period from 01-01-2022 to 31-12-2022
a) lastminute.com N.V.
b) Naamloze Vennootschap
2-1 Organisational details a,b,candd ¢) Vicolo dei Calvi, 2 6830 Chiasso (Switzerland) 108
d) The Netherlands, Singapore, Switzerland, France, UK, Italy, Malta, Spain,
Germany, Poland, USA, India
2-2 Entltlgs |n.c‘luded n t.he organisation's a,bandc Chapter “Methodological note” and Annex IV 117
sustainability reporting
23 Egmrtmg period, frequency and contact a,b,candd Chapter “Methodological Note” 8
2-4 Restatements of information N/A (First year of N/A N/A
reporting)
2-5 External assurance N/A N/A N/A
Activities, value chain and other business Chapter “Our Group”, chapter “Society”, subchapter “Suppliers, business
2-6 N X a,b,candd . e 88-89
relationships partners and industry associations'
2-7 Employees a,b,candd Chapter “Employees” 53-57
2-8 Workers who are not employees a Chapter “Employees”, subchapter “Our international workforce” 53
2.9 B e e e 2 bl e Chapter OL‘I'F Group Sustfunablllty Governance and Risk Management”, 26-30
GRI 2: subchapter “Governance
General Nomination and selection of the highest Chapter “Our Group Sustainability Governance and Risk Management”,
Disclosure 2021 2-10 9 aandb subchapter “Governance”, section “Board of Director and Executive 27
governance body "
Management
Chapter “Our Group Sustainability Governance and Risk Management”,
2-11 Chair of the highest governance body aandb subchapter “Governance”, section “Board of Director and Executive 27
Management”
. . Chapter “Our Group Sustainability Governance and Risk Management”,
2-13 Role of l':he highest governance i_)ody n a,bandc subchapter “Risk Management”, section “Risk Governance Model” and 29-30, 34
overseeing the management of impacts “ " S s P
subchapter “Governance”, section “Sustainability Governance Model
. . Chapter “Methodological Note”, Chapter “Our Group Sustainability
2-14 Role (.)F th.e' highest governance body in aandb Governance and Risk Management”, subchapter “Governance”, section 8,29-30
sustainability reporting u A "
Sustainability and governance body
Chapter “Our Group Sustainability Governance and Risk Management”,
2-15 Conflicts of interest aandb subchapter “Governance”, section “Board of Director and Executive 27
Management”
Chapter “Our efforts to prevent corruption and ensure compliance”,
2-16 Communication of critical concerns aandb subchapter “Ethics and Compliance”, section “Our conduct and Integrity 36-37
Helpline”
. Chapter “Our Group Sustainability Governance and Risk Management”,
Evaluation of the performance of the “ B s . :
2-18 . a,bandc subchapter “Governance”, section “Board of Director and Executive 27
highest governance body "
Management
219 Feruners e s aandb Chapter “Our Group Sustainability Governance and Risk Management”, 28

subchapter “Governance”, section “Remuneration”




GRI STANDARD LETTER OF
DISCLOSURE SECTION OF DOCUMENTS
2021 DISCLOSURE
Universal standards
2-20 Process to determine remuneration aandb Chapter Olf.r Group Sust"a|nab|'l|ty"Governance'ansl Risk Management”, 28
subchapter “Governance”, section “Remuneration
Statement on sustainable development Chapter “Our approach to Sustainability”, subchapter “Sustainability
2-22 a D 22-25
strategy Strategy'
Chapters “Our efforts to prevent corruption and ensure compliance”, 35.49
2-23 Policy commitments C “Human Rights” and “Suppliers”, suchapter “Suppliers, business partners 88-89'
and industry associations”
Mechanisms for seeking advice and raising Chapters “Our efforts to prevent corruption and ensure compliance”,
2-26 a TT=riq : o 35-37
concerns subchapter “Ethics and Compliance
2-28 Membership associations R Chapl;er_ So‘cllety , subchapter “Suppliers, business partners and industry 88
associations
2-29 Approach to stakeholder engagement a Chapter “Our approach to Sustainability”, subchapter “Stakeholders” 12-16
2-30 Collective bargaining agreements aandb Chapter “Human Rights” 57
31 Process to determine material topics aandb Chapter “Our approach to Sustainability”, subchapter “Materiality Analysis” 17-18
GRI 3:
Material Topics 32 List of material topics a Chapter “Our approach to Sustainability”, subchapter “Materiality Analysis” 19-21
2021
g . . Y Chapter “Our approach to Sustainability”, subchapters “Stakeholders” and :
3-3 Management of material topics a-f “Materiality Analysis” and chapters from 8-14 26-102
GRI 201:
Economic Direct economic value generated and u "
Performance 201-1 distributed 8 Chapter “Employees 59-61
2016
Zero incidents
GRI 205: ; L . of corruption q ; . "
Anti-corruption 205-3 Cor)ﬁrmed incidents of corruption and occurred during Chapter Ou“r efforts to Prel\'/ent corruption and ensure compliance”, a5
actions taken . subchapter “Anticorruption
2016 the reporting
year
302-1 Energy cqnsumptlon within the a, ¢, fandg Chapter “Environment”, subchapter “Energy Consumption” 98
organisation
GRI 302:
Energy 2016
302-3 Energy intensity a,b,candd Chapter “Environment”, subchapter “Energy Consumption” 98
305-1 Direct (Scope 1) GHG emissions a,b,eandg Chapter “Environment”, subchapter “The Group's Carbon Footprint” 92
305-2 Energy indirect (Scope 2) GHG emissions a,b,c,eand g | Chapter “Environment”, subchapter “The Group’s Carbon Footprint” 92-93
GRI 305:
Emissions 2016
305-3 Other indirect (Scope 3) GHG emissions a,b,d,fandg | Chapter “Environment”, subchapter “The Group’s Carbon Footprint” 92,94-96
305-4 GHG emissions intensity a,b,candd Chapter “Environment”, subchapter “The Group's Carbon Footprint” 93
GRI 401: 201 New employee hires and employee aandb Chapter “"Employees”, subchapters “Our international workforce” and 55.57
Employment 2016 turnover “Performance Management & Training and Development”
403-5 \:rl](érlgz:t':tr;mmg on occupational health a Chapter “Employees”, subchapter “Health, safety and Wellbeing 62-63
GRI 403:
Occupational ) " B B )
Health and Safety 403-6 Promotion of worker health b Chapter “"Employees”, subchapter “Health, safety and Wellbeing 62-63
2018
403-9 Work-related injuries a-g Chapter “Employees”, subchapter “Health, safety and Wellbeing” 62




GRI STANDARD LETTER OF
DISCLOSURE SECTION OF DOCUMENTS
2021 DISCLOSURE
Universal standards
204-1 Average hours of training per year per R Chapter “Employees”, subchapter “Performance Management & 67
GRI 404: employee Training and Development”, section “Training”
Training and
Education 2016 404-2 | Programs for upgrading employee skills R Chapter “Employees”, subchapter “Performance Management & 65-68
and transition assistance programs Training and Development”
. . . Chapter “Employees”, subchapter “Diversity, Inclusion and Equal
GRI 405: 405-1 E:;]/elrcs)lté/etzf governance bodies and a Opportunities”. Chapter “Our Group Sustainability Governance and 27
Diversity pioy Risk Management”, subchapter “Governance”, section “Diversity”
and Equal . . . R .
Opportunity 2016 | 405, Ratio of basic salary and remuneration of a Chapter “Employees”, subchapter “Diversity, Inclusion and Equal 28
women to men Opportunities”, section “Gender Balance”
GRI1418: Substantiated complaints concerning u . . "
Customer Privacy | 418-1 | breaches of customer privacy and losses C Chapter o",',r efforts to prevent corr.u;?’tlon and ensure compliance”, 41
subchapter “Privacy and Cybersecurity
2016 of customer data




Annex Il - RBI Reference Table

SUGGESTED INDEX REFERENCE SECTION PAGES
1) Basis of preparation

Reporting principles & standards 3 - Methodological Note 7
Reporting scope 3 - Methodological Note 7
Description of suitable criteria 3 - Methodological Note 7
Data collection and reporting methodologies 3 - Methodological Note 7

2) General aspects

Description of the business model 4 - Our Group 9
Description of materiality assessment 6 Materiality Analysis 17
Description of governance 8.1 Governance 26
3) Environmental matters

Description of the main impacts and risks (based on double materiality perspective) 6 - Materiality Analysis & 14 - Environment 17 & 90
Policies adopted, including the due diligence applied 14 - Environment 90
Measures taken to implement policies and assessment of effectiveness 14 - Environment 90
Key performance indicators 14 - Environment 90
4) Employee-related matters

Description of the main impacts and risks (based on double materiality perspective) 6 - Materiality Analysis & 13 - Employees 17 & 51
Policies adopted, including the due diligence applied 13 - Employees 51
Measures taken to implement policies and assessment of effectiveness 13 - Employees 51
Key performance indicators 13 - Employees 51

5) Social matters

Description of the main impacts and risks (based on double materiality perspective) 6 Materiality Analysis & 11 - Society 17 & 81
Policies adopted, including the due diligence applied 11 - Society 81
Measures taken to implement policies and assessment of effectiveness 11 - Society 81
Key performance indicators 11 - Society 81

6) Respect for Human Rights

Description of the main impacts and risks (based on double materiality perspective) 6 - Materiality Analysis & 10 - Human Rights 17 & 46
Policies adopted, including the due diligence applied 10 - Human Rights 46
Measures taken to implement policies and assessment of effectiveness 10 - Human Rights 46
Key performance indicators 10 - Human Rights 46
7) Combating corruption

Description of the main impacts and risks (based on double materiality perspective) 6 - Materiality Analysis & 9.3 Anti-Corruption 17 & 44
Policies adopted, including the due diligence applied 9.3 Anti-Corruption 44
Measures taken to implement policies and assessment of effectiveness 9.3 Anti-Corruption 44
Key performance indicators 9.3 Anti-Corruption 44




Annex IV - ESG Risks, Impacts and Measures taken

RISK CATEGORY

IROs

Reputational risks arising from the misalignment of

REFERENCE TO MITIGATION MEASURES

Chapter “Our approach to sustainability, subchapters “Stakeholders” and

external communications and Group's sustainability Risk “Sustainability Strategy”
strategy
Business model
Negative impacts triggered by inappropriate Corporate Impact Chapter “Our Sustainability Governance and Risk Management”
Governance
Risk arising from the inability to attract, retain, and Risk Chapter "Employees", subchapter "Performance Management, Training and
define succession plans for key individuals Development"
Risk arising from the lack of policies and practices that . " " e . . N
address the social dimension of Diversity & Inclusion Risk Chapter "Employees", subchapter "Diversity, Inclusion and Equal Opportunities
Risks associated with failure to foster an inclusive
culture that promotes fairness, diversity and dignity in Risk Chapter "Employees", subchapter "Diversity, Inclusion and Equal Opportunities"
the workplace.
Positive impact on employee satisfaction and Impact Chapter "Employees", subchapter "Our international workforce", section "Trade
productivity stemming from appropriate wage levels P unions and collective bargaining agreements"
People
Positive societal impact through promotion of inclusive Impact Chapter "Employees", subchapter "Diversity, Inclusion and Equal Opportunities"
workplaces
Increased social inequalities due to Failure to promote Impact Chapter "Employees", subchapter "Diversity, Inclusion and Equal Opportunities"
diversity in the company P P ploy ! P Y a PP
Negative impacts on employee engagement, " " " .
productivity and innovation from ineffective talent Impact Chapter Emp'!oyees + subchapter "Performance Management, Training and
. Development
management practices
Positive impacts stemming from increased investment in Impact Chapter "Employees", subchapter "Performance Management, Training and
employee training and development P Development"
Risks of rTOt identifying and.man.aglng customer Risk Chapter "Customers"
expectations correctly and in a timely manner
Beductmn oflenwronmental Footprint From_ Chapter "Customers", subchapter "Embarking on the path of Sustainable
implementation of greener and more sustainable travel Impact L Lo " e . f "
. Tourism: a continuing journey", section "Sustainable Travel Insights
options demanded by our customers
Customer
Increased customer satisfaction derived from effective " "
X . . Impact Chapter “Customers
management and improved service quality
Increased customer dissatisfaction triggered by a poor Impact Chapter “Customers”
customer management
Risks arising from failure to provide and maintain high
service through smart technological solutions and Risk Chapter "Customers", subchapter "Customer care"
innovative assistance
Digital Environment
Decreased business and loss of local jobs from the lack " "
Impact Chapter "Customers

of innovation




RISK CATEGORY

Attraction of increased number of customer segment
thanks to the implementation of innovative and digital

REFERENCE TO MITIGATION MEASURES

solutions that make our platforms more accessible and Impact Chapter “Customers”, subchapters “Customer care” and “The power of listening
user friendlier
Risks arising from controversial relationships with e i " . . .
business partners that operate in vulnerable locations Risk Chaplger' Sov‘:llety +subchapter "Suppliers, business partners and industry
! . associations
and/or encourage unethical practices
Business Partners
Negative perception of the Group's business stemming N i At " A
from the lack of relationships with public institutions Impact Chapter "Society", subchapter "Local communities
Transitional risks associated to the inability to identify
and implement solutions to cope with more stringent Risk Chapter "Environment", subchapter "The Group's carbon footprint"
regulatory requirements related to climate change
Transitional risks associated to the the lack of
technological improvement or innovation to adapt to Risk Chapter "Environment", subchapter "The Group's carbon footprint"
climate change
Transitional risks related to changes in market demands
due to climate change (e.g. increased demand for more Risk Chapter "Environment", subchapter "The Group's carbon footprint"
sustainable options)
Tran5|t|qnal risks relateq to Fhe custgmers perception Risk Chapter "Environment", subchapter "The Group's carbon footprint"
of lastminute.com contribution to climate change
Climate Change'® Physical acute risk related to the impact of extreme
weather events on the cgmmu.nltles in which the . Risk Chapter "Environment", subchapter "The Group's carbon footprint"
Group operates, its providers, its customers and/or its
operations
Physical chronic risk related to the impact of extended
periods of extreme heat on current main tourist Risk Chapter "Environment", subchapter "The Group's carbon footprint"
destinations and its influence on customer demands
Increased GHG €MmIssions across our value chain due to Impact Chapter "Environment", subchapter "The Group's carbon footprint"
the lack of an appropriate climate change strategy
Reduced GHG emissions across our operations and
value chain triggered by the implementation of a robust Impact Chapter "Environment", subchapter "The Group's carbon footprint"
climate change adaptation and mitigation strategy
R'SI.(S re_lated to the potential failure to mget contractual . Chapter "Society", subchapter "Suppliers, business partners and industry
obligations and targets, and to comply with Human Risk T
N . associations
Rights and HSE laws across our value chain
Sustainable Supply Socioeconomic impacts (e.g. workers' wellbeing) from Impact Chapter "Society", subchapter "Suppliers, business partners and industry
Chain™® failing to meet business partners' expectations P associations"
Improven_\ent of enV|r9nmental mapagemeqt derived Chapter "Society", subchapter "Suppliers, business partners and industry
from the implementation of collective solutions Impact e
h . h associations
together with providers and travel companies
Environmental pollution from an inadequate waste Impact Chapter "Environment", subchapter "Circular Economy"
management system
Circularity and Minimization of waste and optimization of materials and
Production energy use through the adoption of a circular economy Impact Chapter "Environment", subchapter "Circular Economy"
Efficiencies’ approach
Risks associated with the lack of operational
efficiencies that address biodiversity and environmental Risk Chapter "Environment", subchapter "Circular Economy"

degradation




RISK CATEGORY

REFERENCE TO MITIGATION MEASURES

Increased energy usage to implement cutting-edge and

Chapter "Environment", subchapters "Energy consumption” and "The Group's

innovative technological solutions, resulting in higher Impact S ow
€Oz emissions Carbon Footprint’
Implementing an energy-efficient strategy speeds up
the transition to better technologies, cutting energy use Impact Chapter "Environment", subchapters "Energy consumption”
and encouraging renewable sourcing.
Not actlor}lng sustalnat.)l.e tourism and lo.cal Chapter "Customers", subchapter "Embarking on the path of Sustainable
conservation opportunities worsens environmental Impact o L "
I . Tourism: a continuing journey
damage and biodiversity loss
. Risk pertaining cyper attacks t.o the organ|§atlon S . Chapter “Our efforts to prevent corruption and ensure compliance”, subchapter
Cybersecurity assets and operations, potentially causing information Risk “Privacy and Cybersecurity”
unavailability or operational disruptions y y y
Risk of senior management's inability to grasp, handle, " s u, s
Change Management and adapt to change due to insufficient processes and Risk Cha;‘)'ter Our appr’?ach to sustainability”, subchapters “Sustainability Strategy
) L2 and “Stakeholders
internal communication
Risks result from ethical workplace violations, non-
compliance with regulations, and partners not following Risk
Conduct the Code of Ethics Chapter “Our efforts to prevent corruption and ensure compliance”, subchapter
“Ethics and Compliance”
Workers' wellbeing and social stability through
N h Impact
promotion of ethical conduct
Non-compliance with _regulatl_ons on datg privacy, . Chapter "Our efforts to prevent corruption and ensure compliance", subchapter
such as GDPR, poses risks of fines, sanctions, and Risk "Privacy and Cybersecurity”
reputational damage y y y
Invespng in data protec'tlon and cybers_ecgnty b095ts Chapter "Our efforts to prevent corruption and ensure compliance", subchapter
trust in e-commerce, drives cybersecurity innovation, Impact "privacy and Cybersecurity”
Data Privacy and and benefits society y Y y
Management Cha " : f "
, pter "Our efforts to prevent corruption and ensure compliance", subchapter
'Custo!n.ers data breachgs and loss of data caused by Impact "Privacy and Cybersecurity" and Chapter "Customers", subchapter "Customer's
insufficient data protection measures Privacy”
Risk of publishing |naccu.rate or misleading information . Chapter "Our efforts to prevent corruption and ensure compliance", subchapter
due to unstructured business processes and Risk "privacy and Cybersecurity”
methodologies Y Y y
Regulatory & Legal Lack of c09rd|nated management gystem leading to Risk Chapter “"Our efforts to prevent corruption and ensure compliance”
noncompliance on regulatory requirements
. Risks arising from corrupted practices (fraud & bribery) . Chapter “Our efforts to prevent corruption and ensure compliance”, subchapter
Fraud & Bribery X X N R Risk P L
to increase profits and/or obtain unfair advantage ‘Anticorruption
Social |nC|d§nts trlgger;ed by_Human Rights violations in Impact Chapter "Human Rights"
own operations or in 3" parties
Risk of own operations and 3 party suppliers not
Human Rights™® complying with human right standards, and not having Risk Chapter "Human Rights"
appropriate measures in place to ensure compliance
Sustalngble and eqmtal?le economic growth through Impact Chapter "Human Rights"
promotion of Human Rights
Risk of exposing Group to costs, non-compliance and
damaged reputation due to employees' health and Risk/Opp Chapter "Employees", subchapter "Health, Safety and Wellbeing"
safety
Health & Safety'®
Lack of appropriate protocols and employee support
leading to increased employee turnover and healthcare Impact Chapter "Employees", subchapter "Health, Safety and Wellbeing"

costs




RISK CATEGORY

IROs

Improved health of workforce and a more pleased

REFERENCE TO MITIGATION MEASURES

Chapter “Employees”, subchapters “Health, Safety and Wellbeing” and “Flexible

community Impact working”
Increased §oc!al |nequal|t|.es, 1955 of c.ultural identity Chapter "Customers", subchapter "Embarking on the path of Sustainable
and negative impact on minority or disadvantaged Impact L A " e
. Tourism: a continuing journey" and Chapter "Society
communities
Enhanced socio-economic development of local " " N . .
- o N A Chapter "Customers", subchapter "Embarking on the path of Sustainable
Local Communities communities by promoting tourism in less popular Impact o L "
s Tourism: a continuing journey
destinations
Failure to create long term value for our stakeholders Impact Chapter "Society", subchapter "Local Communities"

'8 New Risks identified



Annex V - Inventory of COz Emissions

EMISSION CATEGORY tCO:ze %
Scope 1 5.42 0.018
Stationary Emissions N/A N/A
Company Vehicle Emissions 0.99 0.003
Fugitive Emissions 4.43 0.015
Scope 2 (market-based) 145.07 0.477
Electricity consumption 45.47 0.149
Heating consumption 99.60 0.327
Scope 3 30,279.11 99.505
Category 1 - Purchased goods and services 28,279.84 94.414
Category 2 - Capital goods 73.61 0.242
Category 3 - Fuel and energy-related activities 183.84 0.604
Category 6 - Business travel™ 0 0
Category 7 - Employee Commuting 872.23 2.867
Category 8 - Upstream Leased Assets 303.30 0.997
Category 15 - Investments 116.24 0.382
Total emissions 30,429.59 100

° Emissions from Business Travel category have been offset through purchased of carbon credits



Annex VI - List of Entities

included in the Sustainability Report

* BlueSAS

* Bravolivia Sl

* Bravometa CH SA

* Bravonext SA

* Bravoventure India Private Limited
e Bravoventure Poland Spolka

* Bravoventure Spain SLU

¢ COMVEL GmbH

* Cruiseland Srl

e HolidaylQ Pte Ltd

e Leisure and Lifestyle Information Service Pvt Ltd
* lastminute.com N.V.

* LMForward Ltd

* LMnext CHSA

e LMnext DE GmbH

LMnext FR SASU

LMnext Services Ltd
LMnext UK Ltd

LMnext UK Ltd - S.Africa
LMnext US, Inc

Madfish Srl

PI1GI Shipping & Consulting Srl
QT Mobilitatsservice GmbH
Rumbo SA

Sealine Investment LP
Sealine Investments 2 LP
Smallfish Spain SL

StarTech Srl

Viaggiare Srl



Glossary

CO,e - CO2 EQUIVALENT

The standard reference used to measure the impact of
greenhouse gases on global warming (Global Warming Po-
tential = GWP). The contribution of each gas is standard-
ised with respect to the contribution of one CO2 molecule,
used as a unit of measurement.

CIRCULAR ECONOMY

A modelinwhich all activities, starting from extraction and
production, are organised in such a way as to use renew-
able resources or recycled materials, creating a system in
which the products maintain their function for as long as
possible, while keeping waste to a minimum.

DOUBLE MATERIALITY

Double materiality is a concept which provides criteria for
determination of whether a sustainability topic or infor-
mation has to be included in the undertaking’s sustainabil-
ity report. Double materiality is the union (in mathematical
terms, i.e. union of two sets, not intersection) of impact
materiality and financial materiality. A sustainability top-
ic or information meets therefore the criteria of double
materiality if it is material from the impact perspective or
from the financial perspective or from both of these two
perspectives (source: EFRAQG).

GLOBAL REPORTING INITIATIVE (GRI)

GRI is the independent, international organisation that
helps businesses and other organisations take responsi-
bility for their impacts, by providing them with the global
common language to communicate those impacts (source:
Global Reporting Initiative official website).

LOCAL COMMUNITIES

Individuals or groups of individuals living or working in ar-
eas that are affected or that could be affected by the or-
ganisation'’s activities.

MATERIALITY ANALYSIS
A process whose purpose is to identify and prioritise ma-
terial aspects (synonym: relevance analysis).

MATERIAL TOPIC

A significant (or relevant) aspect that reflects the signif-
icant economic, environmental and social impacts of an
organisation and that may substantially influence the as-
sessments and decisions of stakeholders.

STAKEHOLDERS

Parties “that have an interest”, with whom an organisation
maintains relations (direct orindirect) and who, therefore,
can influence its activities, either directly or indirectly.
Examples of stakeholders include customers, suppliers,
financial backers (banks and shareholders), collaborators,
as well as external interest groups, such as residents in the
areas surrounding the company, and local interest groups.

STANDARD

Normally a formal document that uniformly establishes
engineering or technical criteria, methods, processes and
practices.

SDGs - SUSTAINABLE DEVELOPMENT GOALS

These are the essential elements of Agenda 2030 for sus-
tainable development, which were signed in 2015 by the
governments of the 193 member countries of the UN.

SUSTAINABLE DEVELOPMENT

Development that meets the needs of the present, with-
out compromising the ability of future generations to
meet their own needs.
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