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Evotnta 1 | To Business Case tou Biwoipou Toupiopou

H eukaipia tng Biwoipotntag oto véo poviéAo toupiopou tng EAAGOag
AAé§avdopog Oavog, Evietalpévog 2upourog, ZETE

MeydAeg enevducelg oToV TOUPICHO Kdal n petdfacn tou OecpikoU nAaiciou npog tnv Biwcipétnta
Akng ZkAdaBog, levikdg AieuBuvtng Ztpatnyikwv Enevducewy, Enterprise Greece

Xpnpatodotwvtag tnv Avantu§n tou Biwcipou Toupicpou
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Evétnta 2 | Biodoipn Avantuén ctov Toupiopd

Xapaktnpiotika Biwoipotntag nou avadntouv ol taidiwteg
BaoiAikn Maupokégpalou, Director Market Mgmt Lodging, Expedia

20vBeon Toupiotikou MNpoidvtog / Alaxeipion NMNpoopicpou
Nikog Aiapavtonoulog, levikdg AieuBuvtng, Marketing Greece
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Consumers seek out %
sustainability

o look for sustainable options
90 /o when travelling
o are willing to pay more for
;O o sustainable options
o want more sustainability
6 ; (o) information from lodging and

transportation providers

Source: Expedia Group Travel Value Index 2023
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— Uustainap |ty—relate erms were

mentioned twice as often in traveler reviews in
January 2022 versus January 2021




Types of sustainability information
consumers want to see during their trip
planning process

1 Recommendations for locally owned businesses and restaurants

Transportation options with lower environmental impact
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-
-
-

|
(!
|

Information on how to best engage with local cultures and
communities

Recommendations for destinations that support indigenous cultures
and heritages

4 Environmentally-conscious lodging/accommodations

Source: Expedia Group Media Solutions, Sustainable Travel Study, 2022 8



Top five sustainability
related amenities

mentioned in our traveler reviews:

Electric car charging stations
Solar energy

Recycling

Elimination of single-use plactics

Eco-friendly LED lighting

Source: Expedia Group Travel Value Index 2023

expedia
. groups

Travelers notice.

But not everything partners can do to enhance sustainability will be
visible to guests.

Expedia Group will capture and communicate partner actions to
travelers — clearly, credibly, and consistently.




Blue 1

EG Dark Blue - In 2019, Net Zero pledges covered only 16% of the global economy;
EG Briliant Blue by 2021, nearly 70% was committed.

Blue 2

Blue 3

Expedia Group is developing science-aligned targets,
within our forthcoming Climate Action Plan (Q3 2023).

Blue 4

Blue 5

Blue é
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EG Aqua
Aqua 2
Aqua 3
Aqua 4

4614

Yellow 1

2’310 1’695

companies
taking action on
climate

Orange 1 with science-based with net-zero

targets commitments

Oranae 3

Source: Sciencebasedtargets.org (Feb23)
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What is your organisation
doing currently?

@ Reducing our overall environmental impact

Offering options for buying carbon offsets/carbon

38%

o

g

offsetting

Working directly with and promoting local
businesses

Working directly with and promoting local
cultures/communities
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How are businesses in the travel space going green this year?

D @ © = () @ o () F .

GLOBAL AUSTRALIA BRAZIL CANADA FRANCE GERMANY JAPAN MEXICO SOUTH SOUTH
AFRICA KOREA

\ U
- Ala
~ iy

Reducing overall

environmental 39% 38% 55% 34% 47% 31% 32% 43% 47% 40% 35% 31%
impact

o obon | 3gz | a4z 49%  27%  38%  38% 3% 0% 41% 3% 42%  43%

Working with

local businesses | 417 46% 447, 37% 40% 30% 447, 427 46% 447, 37% 43%

Working with

local cultures 42% 47% 40% 37% 47% 44% 42% 46% 50% 34% 37% 37%
and communities

Source: Expedia Group Travel Value Index 2023



Expedia Group’s Engagements
For Supply Partners (lodging & aviation)

Pre-competitive coalition launched in 2019

Aim: to provide consistent sustainability

(‘D Travalyst disclosures to travelers and aligned data

requests to suppliers

Methodologies for disclosures jointly developed

Lodging methodology and validated by an independent advisory group

5 .  ahted Air methodology based
(5 categories, weighte on factors such as: of leading sustainability experts
according to impact):

Origin Members: Booking.com, Skyscanner,
& destination
Aircraft type
Cabin class, seat VISA, Google, Expedia
configuration
Load factor
(estimate)

Biodiversity &
Ecosystems Trip.com Group, TripAdvisor,
Destination &
Community
Energy & GHG
Waste

Water

Group, Amadeus, Travelport




Traveler-facing sustainability information on Expedia Group’s platforms

Live:
Hotels can input their sustainability

LOd g i n g attributes into Partner Central for

i display on their Property Details Page
111
Empower travelers to understand r 1 —‘ Planned for 20;3: -
and choose N Enhanced display for properties with

' . . sustainability practices in place
eco-friendly' properties Displaying content on our Private Label
Solutions partners’ travel sites

Planned for 2023: Tra n s po rt

Flight emission estimates

displayed to travelers -:&%

Electric/ hybrid vehicle filter for Empower travelers to select
car rentals

lower carbon transport options



Expedia Partner Central: Hotel Sustainability Amenities

What are they and where to find them...?

— expediagroup

pariner central

Partner Central...

Home

Rooms and rates

Search for amenities

Find an amenity

Search: Sustainability

There are over 50 amentities/ attributes to choose from!

Blue 1

EG Dark Blue

EG Brilliant Blue

Blue 2
Marketing
— [_] Composting in rooms
i 7 fri |__| Vegan menu options offered — -
Reservations Safari and game Ecodiiendly - . Blue 3
— - . |__| Comprehensive recycling plan
ici Vegetarian menu options offered =
Guest relations Service animals and pets R [ JVeg s Plan must include at least 4 waste lypes, i.e. glass, paper, plastic, and
_ organic Blue 4
[ Double glazing on all windows Gardens & green spaces
Payments - .
[ Energy-saving features in all rooms Garden U Cc.mprehenswe fuqd el 9 " i
| Policy includes education, food waste prevention, reduction, recycling, Blue 5
Property details Keycard-controlled electricity, motion sensors, etc. (e ma—— and disposal
Transport and shutties _ Ve 8
|| Grey water recycling system — | Reusable coffeeltea filters
Overview - ] Japanese garden U Blue &
Photos Hoomisesices [[J Housekeeping on request only [ Rooftap garden [ Disposable or single-use plastics are not available
— N = Aqual
: |_J LED lightbulbs in rooms - [ | Water dispenser
Conveniences - |__J Living plant wall — e
Room amenities — -
|__J LED lighting throughout property Local culture & ) Transport
Points of interest Housekeeping Atleast 80% of the lighting in the entire property must be provided by ocal culture & community EG ACIUU
LED lightbulbs — - ) ) [ "] Electric vehicle (EV) charging stations
Fees, policies, and settings |__] Tours and activities organised by local guides and — ;
Property administration In room refreshments [ 100% renewable energy e [ Bicycles on site AqUﬂ 2
Renovations and closures Room service |:\ Renewable energy source || Local artists offered a platform to display their talents |:| Bicycle parking available
Change history — m P Aquu 3
9 ’ "] water-efficient showers only |_| Community/sustainability reinvestment Other
Room features " Smart showers, low flow shower heads, etc Atleast jfl“fu nd".'hé‘ p'rn‘pan{ s aTr‘uaLr‘alt\‘-“enuEl:;reinvasted into the N
-~ community and/or into local sustainability projects IilECO'f”end‘y toiletries Aquq 4
Property and rate plan level || Water-efficient toilets only . -
mfﬂ' ? Bathroom features Low-flush toilets, dual flush toilets, etc |_J Guest education on local culture and ecosystems [] Eco-friendly cleaning products available
N The property provides guests with information regarding local — Verm"ion -I
Basic property information Food management ecosystems, heritage and culture, as well as visitor etiquette —
© Property Bathroom types |_| Eco-friendly cleaning products used to clean the property
Arbte sdminierion (] Organic food [ Farming classes [[J Annual carbon offsets Yellow 1
Photos administration Beddin Atleast 80% of the food available at the property must be organic " Atlaast 10% of the property’s annual carbon footprint must be negated
9 (produced without the use of food additives, chemical pesticides Waste management ; ; -
(P! " e A P by purchasing certified carbon offsets from reputable organisations
Distribution rules genetically-modified (GM) crops or antibiotics) . Orunge 1
; |__J Recycling in rooms — . . .
Property status checklist Climate control [ Locally-sourced food — ] Hummarle;reatment :f wild ?n':mals on site .
_ i . — Wild (non-domesticated) animals kept captive on the property are not
. »’\t least Bclﬂa of the food available at the p_ruper\y must be local |__J Composting in rooms harvestad, consumed, or sold, do not interact diractly with the public.
Revenue management Club/executive (produced in the area around the property) . and are not put on display
Performance In-room entertainment e il Cancel Oranae 3

Opportunities

nternal tools

Help and support
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Responsible Travel

Project: Travel Reimagined | Tomorrow's Content Today

I1éxog N «BouTid» oTNV TAUTOTNTA TOU MPOOPICHOU KAl N anoTUMwon QUOEVTIKWY EUTIEIPIWV.

Eviovoupe SuVApELS, WOTE VA EVIOKUCOUKE TO prjvupa yupw and to sustainability & to
responsible travel:

+ apevog ekmadetovtag To eowTePIkS koo (creators & tourism sector)
+ aPeTépou aufavovtag To evAIAPEPOV TWV SLEBVWV EMOKENTWY va anoAdavoouv sustainable

TAIBIWTIKEG epTEIPiEg otV EAAGSa

-Content Pillars (How to visit / Slow & Sustainable travel / Give back to the communities /
{ ' Protect natural resources)

1. Local identity (traditions, crafts, festivities, xwpia kAm.)
T( V 1 H PU "' 9 [\ TE NT | U{Jﬁ y 2. Local Gastronomy (local products, local recipes)
3. Farms, Wineries, EAalotpiBeia kAm. + n epneipia mou ta cuvodevel (cooking classes, tasting
Sessions KAT.)
4. dUon & sustainable Outdoor Activities/Experiences (hiking, biking, kayak kArm.)
5. Greener ways of transportation

Kat QUOIKA...0 &vBpwroc Tiow and Tig eunelpieg kat Atog/6dAacoa oto background tng
glKovag

-When to go / Shoulder Months (Spring & Autumn)

MARKETING GREECE

CELEBRATING 10 YEARS



Sustainability

2TOXOG aurqq NG HOPPrG content eival n Baeurepn oUvdeon Tou Beath/umoyYriPIou HE TOV
TPOOPICHO Kal n 5r]ploupyla OUCIACTIKWY PNVUPATWY oTnV Kateubuvon tng Blwmpomraq
& NG mpootaciag Tou TOMou KAl TNG «umelBuvNg» TAISIWTIKAC CUMNEPIPOPAC TOU
EMOKETTN

To agriynua mou dnpoupynenke Baciletal oe agieg mou mpodyouv TN BuwoipdtnTa TNG
R U S Hreipou, péow NG Wwoppomiag tng TouploTIKAG avantuéng, Tng mpooTaciag Tou
nmePIBAAAOVTOG KAl TNG TAUTOTNTAG TOU TOMOU.

S el Me TPWTAYWVIOTEC TOUG (B1OUC TOUC KATO(KOUG TOU TPOOPICKHOU, TOV PUOIKO TTAOUTO KAl TNV
loTOPIa TOU, N KAPMAVIa Pag anokaAUnTel éva TPOPiA MPOOPICHOU TTOU EMSIWKEL Va
nmpooeAkUoEL TAEISIWTES TTOU EMOBUKIOUV va Budoouy ulelBuva kat o€ BABOC TIC EpMELPIES TTOU
MTPOCPEPEL O TPOOPICHAC.

Epmelpieg mou emAEXONKav kat unnpetouv éva mo sustainable tafidwtikd povtéAo:

» Low impact dpactnpiotnTteg oTn YUon

+ MoMTIoTIKY) TAQUTOTNTAG - TAPASOCIAKES TEXVES — EMAPT) HE VTOTIOUG
« TomkrA mapaywyr| kai yaotpovopia

» To slow travel state of mind

MARKETING GREECE

CELEBRATING 10 YEARS
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ld 2. Consumer Trends // 2.4 Sustainable Travel

Sustainability No Longer a Nice-To-Have

While travelers are interested in seeing sustainable travel options, and say they are willing to pay extra for them,
very few travelers today are willing to spend extra on offsets.

Carbon Offsetting: Share of Air Travelers Who Show Interest, Are Willing
to Pay, and Actually Offset

Yes ¢« —No

100%  80% 60% A40% 20% 0% 20% 40% 60% 80% 100%
| \ | | | | |
Thought in mind
Would you like to see sustainable
travel options when booking a flight?

78% 22%

Intention to act
Would you be willing to pay extra
for Reforestation?

73% 27%

Actual behaviour
Let’s donate to offset the impact of

1% 99%
your upcoming flight!

SKIFT RESEARCH // State of Travel 2022 Source: Lufthansa Innovation Hub and Hopper, “Travelers don’t walk the green talk - here’s what to do”, February 2020



ld 2. Consumer Trends // 2.4 Sustainable Travel

Sustainability No Longer a Nice-To-Have

Beyond the “say-do” gap, fears of greenwashing are another barrier to overcome for travel providers. A third of
travelers do not believe sustainability claims.

Trust in Travel Service
Providers Who Claim They Are
Committed to Sustainable
Practices? >

| believe most of them | only trust them if they are | trust most of them are at least
are just greenwashing certified by an independent third doing something good if they
party organization claim so

SKIFT RESEARCH // State of Travel 2022 Source: Skift Research, February 2022. Made at least on trip in 2019. N = 4,037 from 5 countries.

Reproduced from Sustainabilitv and Remote Work Shaping the Future of Travel
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Evotnta 3 | MoAupoppia kal ZupnepiAnyn otov Toupiopé

Apxég kal KaAég npaktikéG npoofacipotntag yia tagidiwnteg Kal EpyalOHEVOUG GTOV TOUPICHO

Ap. T¢évn Aeifaddapovu, MNoAitikdg Mnxavikédg / Zupoulog Enixeipnoewy, Mélog EBvikng Apxng MNMpoofacipdtntag

Mapia Kanpalou, Topeapxng Napoxng Zuvdpopng oe Eni3ateg pe Avannpia, AieBvng AgpoAipévag ABnvwv




NpoofBacipog toupiopog g =
EniAoyn npoopicpou: | ~ w' e

R ;6o amideia v B

v Metagpopég Npog Tov NPoopIcpd NPog TG 3pactnpIdTNTeG NG NEPIOXAC.

MApaAieg - minme;

V' Enihoyég dpaoctnplotATtwy TG NEPIOXAC. .
The Washington Post

E n |AOY|’1 gavoaoxal’ou . TRAVEL: BY THEWAY  Dafnatians  Sews  The  Reacletter  Dwhigrar

Greece makes nearly 200 beaches
accessible with adaptive chairs

Szatrac sxzands its reach o help mors vacstcners with rokil ity izsues swirt in Europzan szas

v TwV UNodopwY, TWV NAPEXOPEVWYV UMNNPECIWV KAl TWV anooTtAcEwY and

OpPACTNPIOTNTEG.

L

M4, 2023 %427 pim DT

v\ TV IKAVOTATWYV TOU NPoownikoU dcov apopd otnv e€unnpétnon atdpwy PE avannpia.

A&ioAoynon: ¢puoikng npoofacipotntag, UNNPECIWY, MPOCWMNIKOU
V' BéAuotog oxediaopdg/Best practice: «npoofAcipecy pévo pnopouv va EXxouv

npocfacn andé poévol Toug - PE TUXOV 3onONnTIKEG CUOKEUEG, OKUAOUG-0ONYOUG, KA.

NMOU PNOPEI KAVOVIKA Va XPNCIPHONOoIoUV - XwpEig va anaiteital kapia Bonbeia and to

NPoocwniko tou gvodoxeiou N kanoiov AAAo cuvodo.
Ti aAAo onpaivel npooBAacipog ToupIoHOG:

V' Akadnpaikdg TOUPIoHOG
v" Digital Nomads

v latpikdg TOUpPIoHOG



Katavopun Taidiwtwv ApeA

% Mapexopeveg Luvdpopég oto AAA-2022

BLND: atopa tugpAd n pe pepikn anwAegia épaong
DEAF: kw¢a n/kal Bapnkoa atopa

DPNA: atopa pe vonukn/ yvwotikn/ avantu§iakn
avannpia, Atopa e Yuxikn avannpia, Atopa He
xpovieg nabnoeig kai Aoinég avannpieg

WCHR: atopa pe duvatotnta Badiong yia tnv
KAAuyn HIKPWV anooctacewv

WCHS: atopa pe duvatétnta fadiong yia tnv
KAAuyn pHIKPWV anootdcewyv Kal aduvapia
Kivhong o€ oKAAegg

1,3% 0,9% 0,5%

é?’
N

WCHC: atopa pe Bapid kivnukn avannpia (Gtopa
He napanAnyia, tetpanAnyia KtA.)

Mnyn: (AAA/Z6otnpa Emxeipnpatking Euguiag)
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Evétnta 4 | NepipaArrovuikih Enidpacn tou Toupicpou

=egvodoxelakog kAadog kai MNMepiBaAlovrikn Alaxeipion
AnoAAwvia Kapapnatoou, Sustainability & CSR Manager, Mitsis Hotels

KukAikn oikovopia ctov Toupiopo
Fewdpyiog Ztéyyog, Business Innovation & Solutions Director, Polygreen







MITSIS HOTELS | SUSTAINABLE TOURISM DEVELOPMENT

CSR
PILLARS

Committed (o

our surrounding

11
Empower
the local community

1.2
Tackle
hunger

1.3
Change
everyday life

1.4
Give
life

nchanted with

ur Greek history

‘)

2.1
Bring
tradition alive

2.2
Support
local arts

23
Showcase

local gastronomy

24
Sponsor

Marketing Greece

nriched
by everyone

<)
)

3.1
Enhance
diversity

3.2
Provide
employee care

3.3
Adapt
to special needs

\mazed with

new opportunities

4.1
Lead
technological innovation

4.2
Encourage
employee development

4.3
Showcase
local talent

Concerned aboul

O

5.1
Minimise
enviromental footprint

5.2
Protect and conserve
biodiversity

5.3
Foster
green partnerships



MITSIS HOTELS | SUSTAINABLE TOURISM DEVELOPMENT

\

TRANSPORTATKDN




MITSIS HOTELS | SUSTAINABLE TOURISM DEVELOPMENT

MITSIS HOTELS ENVIRONMENTAL INITIATIVES

2020-2023

- LED lamps

« Green roofs

» Energy upgrading of buildings

* Energy upgrading of kitchen equipment & swimming pools
- Solar panels

» Digitalization of operations - paper saving

* Renovation of water networks & wastewater treatment
plants

« Production of drinking water from desalination plants

- Environmental initiatives (beach clean-ups, tree plantings)

2024-2025
« Smart water meters & leak detection
» Electric vehicle charging stations

- Waste composters
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KukAikn oikovopia ctov Toupiopo

Fewdpylog Ztéyyog, Business Innovation & Solutions Director, Polygreen
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Evétnta 5 | TpaneQika MNpoidvra pe éppaon oo ESG

Xpnpatodotwvtag tn Biwoipn Agitoupyia twv HIKPOHECAIWV TOUPICTIKWYV EMIXEIPNCEWV

ledpylog Kapakatoavng, Head of RBB Development Programs & Strategic Partnerships, Eurobank




Digital Academy LA EUROBANK
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2.aG EUXAPICTOUHE NOAU yia tn cuppetoxn oag oto workshop tou Digital Academy for Business pe
B¢pa:
«ESG: Néo Movtélo Biwoipou Toupiopou»

KaAdé cag andyeupa.
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