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Michael Thamm, President of AIDA Cruises

Dear readers and AIDA friends,

We believe that sustainable behavior is simply business common sense. We regard environ-
mentally responsible behavior and positive economic results as interdependent. And that'’s
why for AIDA Cruises, careful management of our resources means preserving the basis of
our business model.

2010 was the most successful year in our corporate history. We launched our latest ship,
AIDADIu, created new jobs, invested in employee training and professional development
and further improved our environmental record.

As the market leader in the German cruise market, it is our duty to meet our responsibility
towards our community and our environment — even where this means far exceeding the
standards required by law. Protecting and preserving the maritime environment is a matter
close to our heart, as is the responsible treatment of guests, employees and partners.

We have clearly defined goals for 2011, and we will pursue these systematically. We will
significantly develop contact with our guests before, during and after voyages, further
reduce specific emissions on our ships and increase the number of places available for
professional development and training.

This will allow us to continue treating our guests to unforgettable moments on board our
ships in the future.

I am delighted to present you, dear readers, with our latest sustainability report. I would like
to invite you on a voyage of discovery into the world of AIDA. We welcome input and
suggestions — so don’t hesitate to get in touch.
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Sincerely

Michael Thamm
President of AIDA Cruises
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Overall guest satisfaction
was 96% in 2010

O ur CO“ d u Ct is oriented

towards trust, respect and mutual appreciation

w trained over 7,600

travel agency employees in 2010

We have further increased our

recycling quota ..28.5%

We’re continuing to invest

in training. Result: 50 new training and study places in 2010
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Greater transparency for happy guests

The well-being and happiness of our guests are the benchmark of our success. Our motto “Home of the smile” is our promise to
provide our guests with unforgettable experiences and the highest of standards. In 2010 central customer management
allowed us to put the interests and requirements of our guests into focus like never before. We have, for example, expanded our
presence in the social media sector and digitized our guest questionnaires so that we can respond to comments more quickly.

2010 marked the beginning of our customer
management reorganization strategy. Mar-
keting and Communications incorporates the
departments of Direct Marketing, AIDA Club,
Complaints Management, Quality Mana-
gement, Customer Data Management and
Market Research. Within the scope of the
restructuring process, the Customer Care
department, which deals with customer
complaints and goodwill requests prior to
the voyage, is to be integrated into Com-
plaint Management by February 1, 2011. All
of which brings the integrated focus of our
complaint management full circle.

We look after

our guests before,
during and

after the voyage.

What's more, we will be establishing com-
prehensive and open lines of communication
in order to offer the best possible service to
our guests before, during and after the cruise.
This involves setting just the right tone for
their holiday and providing support during
their holiday preparations. That's why we
provide a comprehensive information pack
before the voyage even begins. It includes
checklists, entry regulations and vaccination
guidelines, not to mention information on
the ship, the route and destinations. Once
the cruise is over, guests receive a “Welcome
home” email along with a link to the guest
questionnaire.

We learn from
our guests

We grow through our guests’ wishes and
comments. That's why we want to record,
evaluate and implement appropriate mea-
sures for improvement based on the con-
structive comments, ideas and criticism we
receive — and even faster than ever. A core
tool for recording the satisfaction levels of
our guests is the guest questionnaire, which
until now has been provided as a hard
copy in the cabin. However, since the end
of 2010 we have been sending our guest
questionnaires digitally so that feedback can
be evaluated even more quickly than before.

Until now, our customers were able to eva-
luate our services on a scale of 1 for “very
satisfied” to 5 for “not satisfied at all”. The
new online questionnaire also allows guests
to give detailed comments on individual
services where they recognize room for im-
provement or, indeed, particularly good
performance. At the end of their journey,

and ad hoc surveys. Moreover, we undertake
surveys to investigate specific topics and to
explore the wishes and interests of our holi-
daymakers to ensure that we are in a posi-
tion to adapt our product to the growing
needs of our guests. In addition to our on-
line questionnaire, our guests can express
their wishes and comments via our idea

The AIDA entertainment program sets standards within the international cruise market.

guests receive an email with a link to the
questionnaire which is generally filled in over
the following three days. This gives us access
to the results shortly after the end of the
voyage - significantly more quickly than with
the printed questionnaires. Over and above
this, the launch of the digital version saves us
up to 2.8 tonnes of paper per year.

Our online guest
guestionnaire was
launched in 2010.

The results of the guest questionnaires are
compiled for individual ships and our fleet
as a whole within a quality reporting frame-
work using a defined performance indicator
system. This information is presented on a
monthly basis to both the management and
the operational departments. In addition to
this we continually carry out market research

cards whilst they are on board. These sug-
gestions are evaluated immediately and,
where possible, implemented directly. This
allows us to even respond during the cruise.
Over and above this, we also regularly make
use of "mystery guests”. Independent experts
from the hospitality industry test the quality
of our services and appraise their findings
based on a comprehensive catalog of criteria
drawn from our service and standards. The
results of these various mechanisms are
analyzed with great care. Following consul-
tation with the operational departments,
these are then turned into practical re-
sponses and followed up.

Customer satisfaction rises again

In order to increase customer satisfaction
transparency, 2010 saw the publication of
guest evaluations on our website, making
good our promise from the previous year.
Ratings for each and every route can be
viewed online. Furthermore, we have also

Excellent service builds trust 7



compared customer satisfaction for the
winter and summer season. Overall satisfac-
tion for winter season 2009/2010 was 1.57
and 1.49 for summer season 2010, giving
both a rating of “very good”. Overall satis-
faction achieved a rating of 96% which
meant that we achieved our goal of further
increasing customer satisfaction on the
previous year. Our high service standards
play a key role in ensuring that our guests
feel good on board.

Our strict hygiene standards are one example
of this and our compliance to them has been
confirmed by the United States Public Health
Service. Last year the AIDAluna scored 96
out of 100 in hygiene inspections during its
North American voyages.

Although we have realized our goal of in-
creasing customer satisfaction in 2010, we
have not succeeded in bringing the complaint
rate below 1.9%. This can be attributed to

Our cuisine is just as international as our crew.
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unforeseeable events. For example the
Eyjafjallajokull volcanic eruption had an im-
pact on the Iceland route and shore time
in ports. Our goal for 2011 is to maintain
customer satisfaction at its high level and
reduce the number of customer complaints.

We aim to process complaints in under 10
working days — regardless of whether they
are on board or ashore. Furthermore, in fu-
ture we are setting out two indicators for
the complaint rate:

* Basic product: including all performance
parameters such as arrival and departure

* Ship: applies exclusively to the sea voyage
AIDA Club

The AIDA frequent traveler program dem-
onstrates how much we value our particu-
larly loyal customers. And in 2011, this pro-
gram will be revamped under the name
AIDA Club. Members gain entitlement to
various services within a tiered system. Any-
one who has spent at least 10 days aboard
over the last five years is eligible for mem-
bership. Exclusive information, surprises and
invitations to AIDA events await members in

the AIDA Club portal, not to mention spe-
cial offers from our Club partners. Based on
their status, Club members on board can, for
example, receive vouchers for use on board,
invitations to a gathering with the Club di-
rector, a reception with the captain, or even
invitations to our a la carte restaurants.

Online community management

Our guests are our most important partners.
The dialog we share helps us to improve the
quality of our products. And in order to in-
tensify communication we also introduced a
series of new platforms in 2010. The AIDA
web lounge has been set up as an element
of our online community management. Here
the Captains and Club Directors, for example,
update blogs that report on events on board
and tell stories from the holiday world of
AIDA. Our guests can add their own holiday
reports, videos and photos, and share their
holiday experiences. Last year 26,500 mem-
bers contributed to the AIDA web lounge.
We hope to increase this figure over 2011.
Community members can also help to active-
ly shape the content of the AIDA fan cruises.

AIDA Cruises is also represented in the so-
cial media world with its own YouTube

Susanne Thiel
AIDA guest since 2004

What for you are the essential components of a successful cruise and a great holiday
experience?

As an enthusiastic cruise traveler, for me it’s all in the mix. A successful cruise must include
relaxation and cultural experiences, professional entertainment and wellness amenities.
Success stands or falls with the ship and its facilities. The reason | choose AIDA year after
year is that | always feel at home on the ships — anytime, anyplace.

AIDA Cruises has numerous environmental protection measures in place. Did you
find out about these during your travels?

Traveling on board a ship which makes environmental protection a priority is extremely en-
joyable. As an interested guest, you come into contact with this topic time and again —
whether it's an article in the AIDA magazine, during a conversation with other guests or
when taking the AIDA insider tour which allows guests an exclusive peek behind the scenes.
There is always something new to discover. As a small business owner, | was particularly
impressed by the AIDA personnel management in last year's AIDA cares. The promotion of young talent and in-house employee
training programs are also practices that | welcome from personal experience.

We ask our guests to give us hints as to how we could improve or develop our product. Have you taken us up on this?

I always fill in the ideas card. Even when I'm completely satisfied with my AIDA holiday, there’s always something that comes to
mind. Over the years my experiences have given me a new perspective. So | was all the happier when | saw one of my suggestions
put into practice on my next trip. During dinner the cloth napkins were replaced and tables were set attractively for guests who
arrived later. Thank you!

channel and Facebook page, which receives
around 100,000 visitors every month. Users
of the page were able to participate in the
selection of the AIDAsol’'s godmother, for
example.

The use of social media encourages dialog
between guests. It also allows them to di-
rectly experience the AIDA world both be-
fore and after the voyage and as such is
now a part of the holiday experience. For
this reason we are planning to build on our
activities in all the relevant social media
channels over the course of 2011. We in-
tend to network YouTube, the AIDA web
lounge and Facebook more closely and, via
links, afford users a comprehensive insight
into the virtual AIDA world. Furthermore,
we hope to pick up on suggestions and
criticism in evaluation forums and our web
lounge and include them in our quality re-
porting system.

14
On AIDA TV, crew members report, for example,
on the activities available on board.

Excellent service builds trust



With us, data protection is priority number 1.

The strictest of data protection requirements

Protection of personal data and the respon-
sible handling of the information our guests
entrust to us are matters we take seriously.
AIDA Cruises therefore only collects, pro-
cesses and uses personal data in compliance
with statutory requirements, first and fore-
most the EU data protection guidelines and
the German Federal Data Protection Act.
Personal data is requested, stored and pro-
cessed for the following reasons:

* For the booking and processing
of a journey

* For customer service purposes
* For access to services on our website
* For market research

* To fulfill statutory requirements

10 AIDA cares Sustainability Report 2011

As a rule, personal data is only further pro-
cessed with our customers’ prior personal
consent. Our existing data protection guide-
lines were extended in 2010 to include new
legal stipulations.

Our data protection
is certified.

Guidelines are binding for all employees.
Our data protection officer monitors ad-
herence to data protection regulations for
AIDA Cruises. He provides advice and sup-
port to all operational departments for any
questions on this subject. This is primarily
applicable to the introduction of automated
procedures for the processing of personal
data. Training courses are given by our data
protection officer every three months. These

are provided for employees who work with
personal data, and cover both applicable
legislation and our own guidelines. The data
protection officer can be reached at the fol-
lowing email address: datenschutz@aida.de.
Our guests can make use of their right
to information and right to object here.
AIDA Cruises’ compliance with data pro-
tection regulations is certified by TUV Sud.
In the report period there were no infringe-
ments of data protection regulations.

Our destinations in 2010
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Destinations

AIDA Cruises called at 160 ports in over
60 countries in 2010. Our travel destina-
tions include the Baltic Sea, Northern and
Western Europe, the Canary Islands, the
Mediterranean, the Persian Gulf, South-
east Asia, North and South America and
the Caribbean. And in 2010 we were able
to add the Amazon and South America to
our destinations. In 2011 we will also be
offering our guests trips to the Black and
the Red Sea for the first time.
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THE AMAZON

Travel season: October/November 2010
Ship: AIDAvita

Port destinations:

Barbados, Belem, Dominica, Dominican Republic/
La Romana, Ile Royale, Manaus, Santarém, St. Maarten,
Trinidad

Rio de Janeiro

Montevideo
Buenos Aires

# Falkland Islands

SOUTH AMERICA

Travel season: November/ December 2010
Ship: AlDAcara

Port destinations:

Angra dos Reis, Armacao dos Buzios, Buenos Aires,
Falkland Islands, Ilhabela, Ilhéus, Itajai, Mar del Plata,
Montevideo, Puerto Madryn, Punta Arenas,

Punta del Este, Praia, Recife, Rio de Janeiro, Salvador,
Santos, Ushuaia

Excellent service builds trust
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Our values and the AIDA motto

As an international company, we work with numerous partners from around the globe. These include our guests, suppliers,
shipyards, port agencies, travel agencies and trade associations, not to mention our political, economic and research partners —
at regional and international level. We conduct our business activities responsibly and strive to bring these in line with the
interests of our partners. We take our motto and our guidelines as our point of departure.

Our conduct is oriented towards trust, respect
and mutual appreciation. The AIDA motto,
“Home of the smile” means, for example:

* We are committed. Every day, we scrutinize
our performance and our services.

* We are aware of our responsibility.
Careful management of resources and
the environment is a matter close to
our heart — because we are aware of the
responsibility we have for our future.

* We work cooperatively with our partners.
And that also means that we support
each other. We are in a position to offer
constructive criticism — and to take it on
board.

International
guidelines

In addition to upholding the standards that
we set ourselves, we also ensure that we re-
spect both national and international rules
and regulations. We implement new regula-
tions as quickly as possible — often exceed-
ing the required standards. At European
level, the framework is defined by the Euro-
pean Commission’s Integrated Maritime
Policy and its Marine Strategy Framework
Directive.

Internationally, the guidelines set by the
Marine Environment Protection Committee
(MEPC) and the International Maritime Or-
ganization (IMO) are central. Their most im-
portant regulations include the International
Ship and Port Facility Security Code (ISPS)
and the International Safety Management
Code (ISM). These guarantee safety in ports
and operational safety. IMO regulations also
include the SOLAS convention (Safety of
Life at Sea). It defines standards for the
building, fit-out and operation of ships.

On board our ships, our safety officers en-
sure that international regulations and our
internal guidelines are upheld. The crew re-
ceive regular training and perform exercises
to demonstrate that they are able to react
professionally to potential emergencies, and
that life-saving equipment is operational.
Specially trained fire teams are present on
every ship to ensure the safety of guests in
the event of fire.

All procedures are laid down in the Safety
Management Manual. Independent experts
have commended our systematic approach
to ship safety.

Integrated Management System

AIDA Cruises has set itself quality, environ-
mental and safety standards which exceed
those required by law. An Integrated Manage-
ment System (IMS) helps us to continuously

improve our performance. What's more, we
fulfill the Germanischer Lloyd GLC MSR.

This international standard is a comprehen-
sive instrument to uphold humane working
conditions in companies. The focus is on en-
suring the rights of employees and suppliers.
Every year, the Germanischer Lloyd confirms
that the GLC MSR and ISO standards are up-
held and certifies AIDA Cruises.

Our political and social dialog

Responsible company management means
timely preparation for challenges and de-
velopments. In conjunction with political,
economic and community partners, we aim
to make our position clear and develop solu-
tions for future challenges. The EU Regulation
on the rights of passengers when traveling
by sea and inland waterway was adopted in
July 2010. This Regulation is seen by the Eu-

Our most important stakeholders

Guests
Trade associations
Cruise Lines International Association (CLIA)

Deutscher ReiseVerband e. V. (DRV),
German Travel Association)

European Community Shipowners’
Associations (ECSA)

European Cruise Council (ECC)

Verband Deutscher Reeder (VDR),
German Shipowners’ Association)

International organizations
Helsinki Commission (HELCOM)
International Maritime Organization (IMO)

United Nations Environmental
Program (UNEP)

Politics and administration
European Commission
German federal government and ministries

Regional government of
Mecklenburg-West Pomerania

Hanseatic city of Rostock

Hanseatic city of Hamburg

Employees

Companies

Waste disposal companies
Port authorities

Travel agencies

Insurance companies
Shipyards

Certification bodies

Suppliers

Research partners
Campus of Excellence

Deutsche Gesellschaft fur Erndhrung
[DGE, German Nutrition Society]

Universities of Applied Sciences

Social and cultural institutions
Non-profit associations
Children’s aid organizations

Cultural institutions

Acting sustainably for our environment 13
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We prevent corruption thanks to regular training sessions for our employees.

ropean Parliament as a way of strengthening
consumer rights, particularly those of pas-
sengers with limited mobility. We supported
the elaboration of these consumer rights
and we ensure that they are systematically
put into practice. Carnival Corporation & plc

We are committed
to pioneering
industry standards.

represents the political interests of the whole
group. You can read more about its principles
on the websites of the cruise associations.

Memberships
AIDA Cruises belongs to numerous economic

corporations and associations. The Cruise
Lines International Association (CLIA), the

European Community Shipowners’ Associa-
tions (ECSA) and the European Cruise Coun-
cil (ECC) are particularly important for us.
Michael Thamm, President of AIDA Cruises,
has been a member of the ECC Executive
Committee since the end of 2010. In Ger-
many, we are an active member of the
Deutscher ReiseVerband e.V. (DRV) and the
Verband Deutscher Reeder (VDR).

Fair practices with business partners

With our Code of Business Conduct and
Ethics, we undertake to ensure fair business
practices with our business partners, supp-
liers and competitors, and accuracy and inte-
grity when transacting business. This should
avoid any conflicts of interest. To prevent
corruption, we sensitize employees to these
issues in training sessions and familiarize
them with the anti-corruption guidelines of
Carnival Corporation & plc. Our anti-corrup-
tion policy establishes that all business rela-

tions with port agencies, suppliers and other
third parties must be developed in accor-
dance with the US Foreign Corrupt Practices
Act (FCPA) and German anti-corruption laws.
Infringements can be reported to Carnival
Corporation & plc via a hotline. In the report
period for 2010, there were no infringe-
ments of any legal regulations.

The EU Baltic Sea Strategy

The European Union has adopted a
Strategy for the Baltic Sea Region. The
economic, cultural and ecological future
of the region is being addressed under
the leadership of the Baltic Sea states.
We are responsible for a landmark pro-
ject that aims to strengthen sustainable
cruise tourism in the Baltic Sea. Our ef-
forts are coordinated through the newly
created position of Director of HESS
(Health, Environmental, Safety & Secu-
rity) Policy & Compliance. He coordi-
nates our commitment to the environ-
ment, safety, and occupational health
and safety.

Goals and reporting

We will be establishing a sustainability fund
in Spring 2011, which will be used to pool
financial support for research and projects
in the fields of social responsibility, environ-
ment and employees.

Our sustainability report

The AIDA cares sustainability strategy con-
tains the guidelines for our business practices,
accompanying and influencing our daily work.
Sustainability Management is in constant
contact with the relevant corporate depart-
ments. These departments establish which
partners are to be taken into consideration
in business. The Communications department
regularly reports to management on the
status of AIDA cares.

As the frame of reference for our sustain-
ability report, we used the Global Reporting
Initiative (GRI) which sets out an internation-
ally recognized reporting framework for
sustainability reports. All economic, ecolog-
ical and social conditions and facts relevant
to us have been appraised on the basis of
the GRI guidelines. The Carnival Group as a
whole defined and introduced comparable
indicators in 2009. This makes it easier to

compare the reports and allows us to sum-
marize key indicators at Group level. These
are recorded centrally in the areas of Con-
trolling, Energy & Environment and the Per-
sonnel department.

Our sustainability
report complies
with the provisions
of the Global
Reporting Initiative.

In the annual sustainability report, we do-
cument how we fulfill our responsibilities,
and the extent to which we have achieved
the relevant goals. We also detail the future
challenges we will face. The previous report
covered fiscal year 2009 and was published
in April 2010. The present sustainability re-
port contains all relevant information from the
2010 fiscal year. All parts of the AIDA Cruises
company are included. In the event that only
part of the company is referred to, this is
clearly specified.

Statement by Markus Wohsmann

Director of Communications at AIDA Cruises

Sustainability is the number one priority for AIDA in daily operations and the deve-
lopment of new ships. We are aware of our ecological responsibility to protect the mari-
time environment and we want to document what we do in this regard in a concrete,
transparent way. We regard ourselves as a pioneer in our industry in terms of our efforts to
protect the environment — but we're also aware that we still have a long way to go. Our
commitment to sustainability is part of the AIDA Cruises success story. This includes showing
our guests and the general public that we do more than just provide amazing holidays.

AIDA Cruises certifications

We are intensely involved in the research and development of environmentally friendly
technologies, such as fuel cell technology and liquid gas.

We have moved in line with demographic change and take this into account both for our

employees and for our guests. And our efforts have paid off. While the average age in the
Federal Republic of Germany is rising, AIDA guests are getting younger and younger. We've got just the right mix of generations
on board and we are confident that guest numbers will continue to grow.

GLCIN G [ . C I G C

CERTIFIED

1ISO 9001

The aim of this quality management

CERTIFIED

ISO 22000

We guarantee high food safety
with this standard.

CERTIFIED

OHSAS 18001

The Occupational Health and

CERTIFIED

ISO 14001

The environmental management

AIDA is also committed to supporting young talent and investing in training.

system is to further improve the Safety Management System helps system helps us to further reduce

An AIDA sustainability fund will allow us to provide targeted support to environmental, educational and community projects.

quality of products and services. In this way, we can continue our support of numerous initiatives in 2011 and pool our funds in order to work even more effectively.

to prevent occupational accidents. environmental impacts.

14 AIDA cares Sustainability Report 2011 Acting sustainably for our environment 15
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3 » Shaping long-term

growth
responsibly
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AIDA Cruises continues on course for success

AIDA Cruises continued to grow in 2010, further consolidating its position as a market leader in Germany and Europe. We owe
our economic success to our responsible and sustainable growth and our adherence to legislative and ethical standards. This is
something that we achieve through constant investment in our product and a strong partner network.

As in previous years, the European cruise in-
dustry once again registered significant
growth in 2010. According to the European
Cruise Council (ECC) the number of cruise
passengers in Europe rose to over 4.9 mil-
lion. This represents an increase of 12% on
the previous year. As such, European cruises
accounted for 30% of the market as a whole
in 2010.

The German cruise market, which is the third
largest internationally — surpassed only by
the USA and the UK — experienced double-
digit growth last year. In 2009 cruise book-
ings exceeded one million for the first time
in Germany; by 2010 this figure had already
reached 1.2 million. Of this, 511,400 people
traveled with AIDA, which represents an in-
crease of 23.5% on 2009 figures.

Growing passenger numbers have prompted
cruise ship operators to increase their levels
of investment. According to the European
Cruise Council €34 billion was invested in
goods and services in Europe alone in 2009
— an increase of 6%. The cruise industry
in Germany can account for €1.9 billion of
this total through direct expenditure. The
market continues to show great potential
for growth in the coming years too. To date
only 1.5% of the German population has
booked a cruise. We expect a sustained high
rate of growth of around 10-15% p.a.

Market leader in Germany

We rank among the leading cruise opera-
tors in Europe. In Germany we hold pole
position. In addition, we are also active in
the Austrian, Swiss and Benelux markets.

Passenger figures for the European cruise market

AIDA Cruises has been a 100% subsidiary of
Costa Crociere S.p.A since 2004 and as such
belongs to Carnival Corporation & plc — the
global leader among cruise operators. Car-
nival Corporation & plc has been listed in
the FTSE4Good Global sustainability index
since 2005 and regularly publishes its results.
As a result, the individual cruise ship brands
do not publish their financial figures.

We employ
5,600 people from
25 countries.

AIDA Cruises’ senior management comprises
Michael Thamm (President), Paul Soulsby
(Senior Vice President & CFO), Michael Un-
gerer (Senior Vice President Operations) and
Jorg Eichler (Senior Vice President Market-
ing & Sales). Management is remunerated
according to individual responsibilities and
performance.

The most modern cruise fleet
in the world

Our fleet currently comprises 8 ships (March
31, 2011) and is one of the youngest fleets
in the world. The AIDAblu was put into ser-
vice in February 2010. In April 2011 we will
christen our eighth ship, the AIDAsol. We will
also continue to expand our fleet in the fu-
ture. We will be putting a new ship into ser-
vice in both 2012 and 2013 - this will in turn
increase our overall capacity from 12,000 to
16,400 beds. As a matter of course, we
operate our ships in accordance with the

highest quality, environmental, safety, ser-
vice and social standards.

Over the past few years, the team at AIDA
Cruises has continued to grow — and the
launch of the AIDAbIu in February 2010 saw
the creation of 600 additional jobs. We cur-
rently have 5,600 employees (March 31, 2011)
from 25 countries — 5,100 of whom work on
board.

The Operations, Newbuildings, Marketing,
Sales, Administration, Finance and Human
Resources departments are located at head-
quarters in Rostock, where 500 employees
work.

AIDA as a driver
of employment

AIDA Cruises is one of the strongest-growing
tourist companies in Germany. This allows
us to create economic stability and secure
jobs — both on a national and international
level. We are one of the most important
employers in Mecklenburg-West Pomerania.
Our sustained growth not only strengthens
our competitiveness, but also has a positive
impact on all the other sectors and branches
of trade connected to the cruise industry.

We have been investing heavily since 2007
and have put a new ship into service each
year. The overall investment in our 7 new
builds accounts for €2.3 billion.

Thanks to contracts for partner firms, each of
our new builds will secure over 5,000 jobs in

Passenger growth in the German cruise market in thousands

1,219.5

907.0

705.0
583.0
428.0

L 1,000
UK: 29.7%
800
Germany: 22.4%
600
2010 percentages Italy: 16.3%
Spain: 11.8% 400 379.0
Rest of Europe: 19.8%
( 200
Passengers 2000

2002 2004 2006 2008 2010

Shaping long-term growth responsibly 17



shipyards and the supply sector across Ger-
many until 2013. Over 31,000 people are
employed in the cruise industry in Germany
— this includes not only cruise operator em-
ployees but also the employees of service
providers, engineering firms, consumer goods
manufacturers and tour operators.

Over 31,000 people
are employed in
the cruise industry
In Germany.

International partner network

We work with over 14,500 partners world-
wide from the following industries:

* 12,200 travel agencies in Germany,
Austria, Switzerland and the Benelux
countries

* 410 suppliers for the hotel, food,
wellness and tour sectors

* 1,700 partners in the new build
and shipyard sectors

* 230 port agencies and tour operators

To guarantee that our high standards of
quality are fulfilled, we request that our
partners complete a self-disclosure form.
This allows us to ask about the extent to
which they follow their own guidelines in
terms of quality, the environment, hygiene,
occupational health, health and safety, and
social responsibility. Moreover, our partners
inform us whether they make use of mana-
gement systems for quality and environ-
mental standards.

Entertainment, edutainment, animation and
events are all handled by SeeLive Tivoli

Entertainment & Consulting GmbH, a joint-
ly-owned company founded in 2001 by
AIDA Cruises and Schmidt’s Tivoli. Being a
joint venture, this company holds a special
position among our partners.

AIDA PartnerShip support network

The AIDA PartnerShip program, created by
AIDA in 2008, is a program that we have
been able to develop in a targeted manner in
conjunction with our travel agency partners.

We trained over
7,600 travel agency
employees in 2010.

Each and every PartnerShip agency is sup-
ported either by our external or our internal
sales service. In addition to attractive com-
missions, preferential service and first hand
product knowledge, we also make promo-
tional material and advertising subsidies
available, for example, for campaigns and
advertisements. What's more, we also offer
voyages with favorable conditions and pro-

Our ships are built in Germany.

vide our partners with the opportunity of
exclusively getting to know our newest ship.
The more successful a travel agency is in
selling AIDA cruises, the more services it can
benefit from.

In addition to travel agency chain and exter-
nal sales training for office managers and

travel agents, we also offer seminar trips
and ship tours. This allows us to showcase
our entire product portfolio on board. So
that our travel agency partners are able to
optimally advise their customers, we carried
out the "AIDA 360° — enthusiasm through
knowledge” training campaign once again
in 2010. This allows us to communicate in-

formation concerning everything to do with
our product, and hold training sessions
geared at optimized customer advice within
a Germany-wide training campaign. Within
the framework of AIDA 360° we provided
training for some 2,400 travel agencies in
2010. A further 1,400 partners took part in
our travel agent cruises. In total we trained
over 6,400 travel agent employees in Ger-
many and a further 1,200 internationally in
2010.

Expert forums and our annual travel agent
guestionnaire round out what's on offer.

We take on comments and criticism from
our travel agency partners; they in turn in-
fluence the development of new products.

The AIDA fleet - home of the smile

AIDAblu « AIDAsol « AIDAmar « AIDA-2013
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Our responsibility towards the environment

We don’t see environmental awareness and economic success as mutually exclusive. We want to protect the natural environ-
ments we travel through. Comprehensive measures improved the drive systems of our ships in 2010. AIDA is one of the most
efficient cruise operators in the world, thanks to a combination of optimal route management and sustainable technology for

hotel services.

Upholding international and national regu-
lations on the protection of the maritime
environment is a matter of course for us.
We fulfill, if not exceed, these regulatory re-
quirements and aim to set new standards.
This is confirmed by the fact that Germanis-
cher Lloyd awarded us the "5 Stars Excel-
lence Award”, making us the only cruise
operator worldwide to be honored with this
accolade. It documents compliance with
strict environmental regulations. Further-
more, Germanischer Lloyd awarded us the
GL Environmental Passport for our voluntary
commitment to environmental protection.

AIDA carries the Green Planet Award, a seal
of approval from Switzerland’s largest tour
operator Kuoni for high environmental stan-
dards. We put new environmentally friendly
technologies into practice as early as possi-
ble. Since 2007 in the Port of Hamburg, for
example, we have been voluntarily using
only fuels with a maximum sulfur content of
0.1 percent. Since January 1, 2010, this reg-
ulation has applied to all EU ports.

Environmental
protection on board

It goes without saying that our on-board
employees are involved in our environmen-
tal strategy and are regularly sensitized to
the responsible use of natural resources in
regular training sessions.

Our Code of Business Conduct and Ethics
means that all AIDA Cruises employees
must:

* Adhere to our environmental legislation
and guidelines,

* Implement operational procedures in
accordance with the corporate-wide
Environmental Management System,

* Immediate inform the relevant line
manager in cases of reportable environ-
mental pollution.

The high standards of environmental pro-
tection required apply not only to our com-
pany, but also to our partners. We use li-
censed suppliers who are regularly subject
to both external and internal inspections.

Exchange between land and sea

Careful management of our resources be-
gins on board. We have launched a new
project to save energy that involves our
on-board employees. It encourages them to
contribute their specific skills and make
suggestions for improvement. On board,
the project is coordinated by our chief engi-
neers, who verify the feasibility of propos-
als. Ashore, the Environmental department
is in charge of the project. It is also the point
of contact for the environment officer on
board. The environmental officer’s job is
described by Sven Heitmann in the interview
on page 24.

Strict regulations for
environmental protection

Our environmental strategy is primarily
based on the provisions of the International
Maritime Organization (IMO). As a United
Nations (UN) special organization, it regu-
lates national and international maritime
safety and adopts measures to reduce ocean
pollution caused by ships.

The most important international regulation
for us is the MARPOL Convention. It was ad-
opted by the IMO and contains provisions
for the protection of the oceans. The most
recent extension covers special areas such
as the North Sea and the Baltic Sea for
which special emissions regulations apply.
As in previous years, AIDA Cruises also fully
complied with all statutory environmental
provisions in 2010. Our continuous report-
ing system helps us achieve this. It ensures
that all irregularities are recognized straight
away and can be resolved fully. In 2010,
there were no infringements of regulations.
No fines or sanctions were imposed for fail-
ure to comply with regulations.

In accordance with MARPOL, there is a ban
on the disposal of untreated waste in the
Baltic Sea within 12 nautical miles of the
coast. The Helsinki Convention on the Pro-
tection of the Marine Environment of the
Baltic Sea Area, governed by HELCOM, plans
strict threshold values for waste water in the

Baltic Sea area. In order to support the pro-
posals on new phosphorus and nitrogen
threshold values, Carnival Corporation & plc
has voluntarily undertaken to use shoreside
disposal solutions. We are addressing the
necessary development of suitable infra-
structure for this with Baltic Sea ports. As a
company headquartered in Rostock, the
natural environment of the Baltic Sea is par-
ticularly important to us. That is why — as a
matter of principle — we do not release any
untreated waste into the Baltic Sea. In 2010,
we used all available shoreside capacities to
dispose of waste water.

The protection of the Baltic Sea is a matter close
to our heart.

Research and
environmental
technology

One of our most important tasks is to re-
duce emissions so, for us, the best tonne of
fuel is the tonne we don’t use. That’s why
we participate in the development of low-
emission drive systems, for example through
the German government’s e4ships project.
As part of this project, the use of high tem-
perature cells and fuel cells on ships is re-
searched and assessed under everyday con-
ditions. Research in this area allows us to
prepare for future challenges and drive in-
novation.

In 2010, we also focused on the “ship energy
system”. Along with electric energy, we there-
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fore also use energy for heating and cooling
systems. In order to test out new technol-
ogies under the most authentic conditions
possible, we measure the existing energy
flows on AIDAsol. Based on the results, we
will develop models over the coming year
to uncover optimization potential. The
knowledge acquired will be used in the
construction of new ships.

Heat recovery system

In 2010, we developed a pioneering process
— the heat recovery system — that will ini-
tially be used on AIDAmar. The system will
help us to reduce energy consumption for
heating and cooling purposes. The system
consists of two components. It converts
waste heat to cold air and generates fresh
water. Our motors release energy as waste
heat. The first step is to convert this directly
to cooling energy, which is used for the
ship’s air conditioning. The second step is to
use the surplus heat energy from the first
step to generate drinking water.

Waste heat
creates fresh water
on board.

Our system can vaporize sea water at just
50°C, and thus desalinate it. We also use
waste heat energy from the motors to gen-
erate steam. The energy created can then
be used for our air conditioning system or
the laundry service.

Reduction
of our emissions

In recent years, we have increased our fleet
by one ship per year. Increasing numbers of
guests have increased our energy consump-
tion and emissions output in absolute terms,
but when we look at per guest figures, we
have improved our results. Using a per guest
per day calculation, we can set, measure
and track environmental goals independent
of corporate growth.

In 2010, we changed the base calculation
for our annual comparisons to a “per guest
per day” basis. Calculated in this way, our
2010 emissions have been reduced as fol-
lows:

* Sulfur oxide by 5.9%

* CO, emissions by 2.8%
* NOy and particulate matter by 2.9%
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Unforeseeable events, such as the volcanic
eruption in Iceland and consequent air travel
delays, led to route changes, late arrivals in
ports and increased ship speeds in 2010.
The result of this was that we did not meet
the targets we had set ourselves for reduc
ing CO, and NOy.

To reduce CO, emissions, we also inspect the
operation of our fleet of company cars on
an annual basis. For the fleet as a whole, we
achieved a reduction in average CO, emis-
sions of 2.3%. By 2013, we plan to reduce
CO, emissions to an average of 135g/km for
our fleet of company cars.

All air emissions have been calculated with
the help of defined Group-wide conversion
factors (see table) based on fuel consump-
tion.

Supply with shoreside power

In order to reduce our emissions and im-
prove air quality during laytime in port, sho-
reside power supply is one possible option.
We are preparing our new builds for retro-
fitting with shoreside power supplies. A spe-
cial area on board has been reserved for
switching cabinets and the necessary cabling.
The use of shoreside power means that no
fuel must be combusted on board. Currently,
shoreside power is not available in any of
the ports we call into.

Low-emission dual fuel motors

A low-emission alternative to supplying the
ship with shoreside power in ports is shore-
side gas. In our next generation of ships, we
are therefore planning to install dual fuel
motors which can be operated with both
marine diesel and liquid gas. The advantage
in comparison to marine diesel is that gas
does not generate any
sulfur oxide emissions
and production of NOy
is reduced by approx-
imately 80%. Our mo-
tors can already pro-
cess high-quality fuels
such as Low Sulfur
HFO and Marine Gas
Oil (MGO).

Technology brings
efficiency

All of our new builds

given this underwater coat of paint. Last
year, the drive systems of our silicone-coated
ships consumed around 3% less fuel over-
all.

Even smoother
sailing for

the whole fleet
from 2011.

The majority of our ships have a diesel-elec-
tric drive system. This means that the ship’s
diesel motors are physically separate from
the propeller’s drive shafts. They exclusively
drive large electricity generators which dis-
tribute electricity across the onboard power
network. In this way, only as much energy is
generated as is required, and our ships sail
efficiently at all speeds.

Optimal route planning

Fuel consumption per guest and per day has
been reduced by 2.9% in comparison to last
year. One way of saving larger amounts of
fuel is to reduce the speed at which our
ships travel. This means that the shortest
route geographically is not always the most
efficient. Instead, wind and current flow
conditions are what really count when it
comes to fuel consumption. These are mea-
sured by the AIDA Power Monitor so that
the optimum route can be calculated.

Comprehensive waste water treatment

Each of our ships has two deoiling facilities
as required by law. This avoids the accrual of
bilge water — waste water containing oil —
during ship operation. To prevent oil and

are given an under- We preserve the maritime habitat through commitment and technology.

water coat of silicone-

based paint. This reduces friction during the
voyage, thus also cutting down on fuel con-
sumption and emissions. It goes without
saying that this paint is free from polluting
toxins. AIDAbella was treated in 2011, which
means that our entire fleet has now been

water from mixing, we use a dry bilge con-
cept. In addition, a White Box on board
every ship displays the oil content of the
released bilge water. If the threshold value
of 15ppm (parts per million) set by MARPOL
is exceeded, release of bilge water is im-

mediately suspended to ensure that no oil is
released unchecked. Residues containing oil
(oily sludge) are handed over to specially
licensed disposal companies ashore.

Biological purification facilities on board the
new generation of AIDA ships guarantee
that waste water reaches drinking water
quality. Before discharge, waste water from
toilets is purified and the phosphorus con-
tent reduced.

Systematic waste avoidance

We employ a systematic waste management
system on board our ships. All waste is pre-
sorted, compacted and disposed ashore in
line with the most up-to-date standards.

Waste from all departments is collected in
the garbage room, where the initial sorting
takes place. Paper and plastic are burned
and the ash is disposed ashore. Metal and
glass are broken down and pressed to save
storage space. Food waste is pressed and
dehydrated in the Water Treatment and
Food Waste system. The result is a biologi-
cally degradable substance that is incinerat-
ed on board or disposed of ashore. Waste
containing oil is collected separately. Effi-
cient waste management and the system-
atic use of recyclable materials allowed us to
increase our recycling quota from 23.3% to
28.5% in 2010.

To ensure that the substances that we hand
over ashore are processed and disposed in

line with our standards, we carry out dis-
posal audits and inspections in all ports. Our
aim is to inspect each disposal company at
least once. We have inspected around 40
businesses to date.

EN3 Direct energy consumption EN20 NO,, SOy and other air emissions

Total energy consumption 5,258,177 GJ* NOyx
Energy consumption on board 5,249,760GJ SOx
from heavy fuel oil 4,895,800G) Particulate matter emissions

from gasoil

Fleet energy consumption

*40 MJ/kg fuel
** diesel

353,960G)

8,417 GJ**

16.2kg/nm*
10.6kg/nm**

0.3kg/nm**

*One tonne of crude oil is equal to 65kg NOy

** Calculated on the basis of fuel sulfur content,

1 nautical mile is equal to 1.852 kilometers.

EN21 Waste water discharge

EN4 Indirect energy consumption by primary source Waste water per guest per day At sea Ashore
Untreated black water* 0.0l 0.0l
Total energy purchased 669,367 KWh*
Treated black water* 12.21 0.41
Natural gas 267,747 KWh (40%)
Permeate** 137.61 111
Renewable energy 401,620KWh (60%)
Untreated gray water*** 88.8 2.8l
*Refers to AIDA HQ in Rostock. No indirect energy consumption by primary source
occurs on board. These indicators are based on figures provided by the power supplier. Biomass and sludge**** 45¢ 021
. Consumption per nautical mile
ENS Total water abstraction
Ballast water 0.91/nm 0.0l/nm
Total water abstraction 1,072,266 m’ Treated bilge water 12.11/nm 0.41/nm
of which fresh water consumption 305,060 m** *Waste water from toilets
**Purified waste water approaching drinking water quality
of which marine fresh water 767,206 m#** Waste water from showers and wash hand basins, including pool water

consumption

Water consumption per guest per day  244.71

*Fresh water taken from ashore
** Fresh water obtained from sea water

**%% Solids extracted during purification process

EN22 Waste by type and disposal method

Waste 27,808t*
— Disposal of waste material 7,763t*
EN16 Greenhouse gas emissions
Incineration 3,018t
CO, emissions 415,021t* Shredding 4,6111%*
from fuel and refrigerants on board 414,207 t* Hazardous waste disposal 4,505 t**
from company car fleet 6521t* Recycling 7,911 (28.5%)
from shoreside electricity 162 t** *Shoreside waste; data based on daily measurements taken by the

consumption

*One tonne of crude oil is equal to 3.2 tonnes of CO,

**One kWh of electrical energy from gas is equal to 0.6kg of CO,

compliance officer on board our ships. Figures on disposal methods
come from the disposal companies

**Food waste on board

GJ = gigajoule  t=metric tonne

I =liter ~ MJ=megajoule kg = kilogram

KWh = kilowatt-hour ~ nm = nautical mile (one nautical mile is equal to 1.852 kilometers)
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Use of energy-saving
lighting

Needs-optimized fresh air supply
in public areas: only as much air
is processed as is required

Optimized cooling system: reduces emissions
of ozone-depleting coolants to 0

Current-optimized design of underwater body:

~~~~~~~ optimal use of driving power

Infrared switches and restrictors on wash hand basins and showers: ,’I

reduces freshwater consumption by 0.1% per guest per day

Interview with Sven Heitmann
Environmental officer at AIDA Cruises

What does the job of an environmental officer on board involve?
We have a very wide range of tasks on board, starting with the implementation and monitoring

of national and international environmental law and our own internal company regulations.
Naturally, we're the contact for the whole crew. This relates to hazardous material management,
waste management and cooperation with disposal companies. We visit disposal companies
worldwide to trace where our waste is. If we find polluting disposal methods are used, we either
exert our influence over the disposal company, or in the worst case, choose another port for
waste disposal. One of the areas of responsibility of environmental officers is collecting, evaluating
and processing important environmental protection indicators. These data help us to optimize

Low-friction underwater coating:
saves 3% of engine fuel

L P PP LT T TR Y

our strategies and form the cornerstone of detailed environmental
reporting at AIDA. And it goes without saying that we do rounds
to check that the strict rules are being upheld in all parts of the ship.

One of your responsibilities is training colleagues on board.
What's your strategy here?

Every crew member completes an environmental training course
shortly after they arrive on board. Employees in management
positions also receive additional, job-specific training. If necessary,
training sessions are provided on site at short notice, directly at the
workplace. That's certainly an enjoyable part of our job as we get
to work collaboratively with all on-board departments. If there
are legal or internal amendments to regulations, we work closely

with the Environmental department in Rostock and also explain to
the crew why changes are being made to daily working procedures.

And how do you think guests feel about your work on
board?

On request, we provide many guests who also work in the environ-
mental sector with an exclusive insight into maritime environmental
management. Our guests are consistently impressed by our highly
professional environmental management on board. And, of course,
that makes us happy too.

24 AIDA cares Sustainability Report 2011

Innovations to protect the oceans



26

1L
ind v1d als

AIDA cares Sustainability Report 2011

rtin

arbwt

We create opportunities for young talent

Our need for qualified specialists and managers grows yearly with our expanding fleet. We are intensifying our investment in
the promotion of young talent and have further expanded our training and study programs. We support our employees in the
individual planning of their careers and provide them with various options for professional development.

In order to give up-and-coming talent an
insight into the working world at AIDA, we
provide comprehensive information to pu-
pils, students and those just starting their
careers regarding the diverse career oppor-
tunities that exist both on board and ashore.
AIDA Cruises has been a partner of the
Campus of Excellence e.V. since 2009. This
initiative encourages networking between
young talent and companies, supports the
exchange of knowledge and initiates pro-
jects in the fields of education, work and
values. Within the scope of the initiative we
encourage school projects and presenta-
tions and invite school pupils to visit our
open day.

We encourage
networking among
our new talent.

We also make presentations at schools with
a technical focus, attend national and inter-
national career fairs and organize road shows
and information days. We encourage dialog
between those involved in teaching, research
and practical experience. We are involved in
the Rostock Chamber of Commerce “Demo-

Interns gain important experience with us early on.

graphics and safeguarding specialist skills”
working group, together with other com-
panies and training establishments. The aim
is to intensify collaboration between schools,
universities and industry in order to best
prepare pupils and students for the demands
of the working world.

Cross-company career portal

Our growing fleet means we are opening up
further career opportunities both at sea and
ashore. We organize recruitment of promising
talent by combining our online career con-
tent with a cross-company career portal
which is used internationally.

This has meant that there has been a com-
pany-wide pool of applicants since 2010. We
also make use of our employees’ social net-
works and have integrated the correspond-
ing links into our job advertisements. The
European Cruise Academy and SeeLive Tivoli
are also linked with the cross-company
career portal.

Career days
Those starting on the career ladder are given

an insight into our “marine”, "guests” and
“business” career worlds via applicant open

days. Career days provide the opportunity
to invite the most promising candidates for a
day on board. This allows them to meet our
employees and gain initial impressions of
life and work on a cruise ship. The event is
coupled with a subsequent applicant selec-
tion process. By the end of the career day it
has already been decided who will be taken
on as a new member of the AIDA team.

“Jobs for friends”

In 2010 we also introduced the AIDA em-
ployee recommendation program — “Jobs for
friends”. Employees are rewarded with an
attractive bonus if they recommend a suit-
able candidate for an advertised position
that could not be filled internally.

Training and
professional
development

We founded our European Cruise Academy
(ECA) in Rostock in 2008 and have tailored
its range of training specifically to cruise
travel. International instructors from the fields
of industry, teaching and research ensure that
training is both practical and application-
oriented. The Bachelor, Masters and profes-
sional development programs are developed
and run in cooperation with the University
of Wismar. In addition to the marine engi-
neering course, the academy also offers
Bachelor courses in the fields of electrical
engineering and nautical/maritime traffic as
well as a Masters in International Cruise Ship
Management. We are the only cruise opera-
tor to train mechatronics engineers.

Outstanding
training concept.

The trainees receive training both ashore and
on board over three and a half years, covering
electronics, hotel technology and engine
technology. In gaining a qualification in
mechatronics the graduates qualify as on-
board technical specialists. Over and above
this AIDA Cruises offers targeted support
for further study at the company academy.
Our training concept has been singled out
by the Chamber of Commerce and Industry
which has hailed us as the top company for
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Interview with Sarah Kowalzik

Sponsored student at the International University of
Applied Sciences in Bad Honnef writes thesis at AIDA

What are you studying at Bad Honnef and how did the collaboration with AIDA
come about?
I am studying hospitality management, majoring in management science and hotel and tourism
management. AIDA has been with me throughout my studies. In my first semester my univer-
sity recommended that | apply for a sponsorship from AIDA and | was accepted. Over the
course of my studies I've used the opportunity to complete a seven month internship with
Guest Services and a three month placement on the AIDAluna reception desk.

You could say that | embarked upon studies with AIDA, so it is important for me that they end

there too. | particularly wanted to get to know the department at the heart of the company
— Personnel. | completed a placement in the e-learning sector for my diploma thesis and
acquired experience that | can now integrate into my final thesis.

What is your diploma thesis about and what impressions did you take away with you?

My thesis deals with the new online learning system — AIDA Expert. The aim of the system is to provide employees with a flexible
tool they can use to gain further training independently. This of course benefits employees and AIDA alike. And it's certainly some-
thing I'd like to contribute to. In addition to the professional insight into the work of the personnel development, I've learned a lot
about the importance of team work, willingness and my own organizational skills.

trainees. In combination with training for
mechatronics engineers we also offer a com-
bined study program for marine engineering
at the ECA.

Moreover we work closely with the Stralsund
and Bad Honnef Universities of Applied
Sciences, as well as the Angell Academy in
Freiburg. Over the course of 2010 we sup-
ported a total of 104 trainees and students.
In 2011 we intend to increase the number of
trainee positions from 20 to 40 and extend
the number of student places we offer.

International training

As a globally active company we also invest
in training and professional development to
secure up-and-coming talent on an interna-
tional level. We operate training centers in
the Philippines, India and Indonesia.

We support career
advancement.

We offer our own training programs for the
hospitality industry via cooperation with lo-
cal institutions. These cover subjects such as
product and service standards, information
on living and working on board, hygiene,
health and safety guidelines and professional
standards. We extended our international
training and professional development pro-
gram in 2010 and now offer our own mana-
gement development program which pre-
pares participants —including our employees
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in Asia — for management careers both on
board and ashore.

Individual career planning

We provide individual career planning via
regular feedback meetings with supervisors.
For this purpose we developed a strategic
skills model. This contains defined require-
ments and skills for all areas of responsibility
that an employee must possess in order to
achieve a specific position. During feedback
sessions we set out the specific professional

We support our employees in their career planning.

development measures that an individual
can make use of to build on their own indi-
vidual strengths. In 2010 all employees on
board and ashore received a performance
assessment and had a meeting about their
professional development.

Clearly defined career development models
have been set out for the areas “marine”,
“business” and “guest”.

Our training and career development pro-
grams allow us to support our graduates in

Management development
programs for management
and trainee management
personnel

Within the scope of its management
development programs, AIDA Cruises
offers its employees and management
the opportunity to continually develop
their management skills and prepare
themselves for key positions in a targe-
ted manner. The programs are tailored
to the following target groups:

AIDA Spirits — young talent and trainee
management personnel ashore and at
sea

AIDA Leaders — managers ashore and
officers at sea

AIDA Excellence — top-level manage-
ment

taking their first steps on their individual ca-
reer ladder. Moreover we foster employees
with potential via individual development
programs. Here we make use of diagnostic
processes which are tailored to areas of ex-
pertise, as well as specially developed mana-
gement trainee programs for outstanding
talent.

In 2010 we increased our personal develop-
ment quota from 73.5% to 76%.

Professional development
with AIDA Expert

The new online learning system AIDA Ex-
pert is being launched to coincide with the

Employers with distinction

Karrieremacher
Abiturientenmatrix 10

verliehen von u"lcu"

AIDA was voted among the 20 most
popular employers by school leavers in a
study carried out by the UNICUM pub-
lishing house. Within the study, over
1,000 pupils rated the company on friend-
liness, image, credibility, career potential
and attractiveness as an employer.

start of our new fiscal year. All employees
will be able to access the learning system —
24 hours a day, anywhere in the world. In
addition to standard MS Office modules, the
training catalog includes learning modules for
health and safety and occupational safety,
and for technical and method-based training.
All employees can register independently
and learn at their own pace, according to
their own requirements. The program will
be extended with additional topics in 2011.

Our employees matter

The management and our executives are al-
ways open to discussion with employees.
Moreover, we organize meetings at section,
department and employee level, hold the
regular “AIDA Sternstunde” series of pre-
sentations on both internal and external
topics and publish the employee magazine
"WIR". AIDA Impulse, the central ideas
management concept, is also a component
of our open communication policy. This al-
lows us to encourage our employees to
make suggestions as to how we can further
improve our service.

Cultural diversity

AIDA Cruises employs people from 25 coun-
tries. That's why we create an environment
in which colleagues from different countries
feel both recognized and at home. To this
end we employ on-board chefs who are ex-
clusively responsible for preparing authentic
traditional dishes for our Asian employees.
In signing the “Charter of Diversity” we
documented the importance we place on
other cultures. We are committed to dem-
onstrating respect for all employees — re-
gardless of criteria such as gender, ethnicity,
sexual orientation, ideology and age. Our
anti-discrimination practices are clearly set

TOP

ARBEITGEBER
DEUTSCHLAND 2009
AWARDED BY crf.com

AIDA received the “Top employer in Ger-
many 2010" seal of approval. This honor is
awarded by the independent Corporate Re-
search Foundation (CRF) and the magazine
Junge Karriere [Young careers]. We came
out especially well in terms of development
potential, job security, market position and
brand image.

out in our Code of Business Conduct and
Ethics. In the event that unequal treatment
is witnessed, employees can contact their
supervisors, employee representation, a
trusted third party or our hotline. In such
cases operational departments and the Per-
sonnel department will be informed imme-
diately.

On-board life is
characterized by
cultural diversity.

Reported cases are thoroughly investigated
within the framework of our zero tolerance
policy, and we insist on consequences with
respect to labor law. No discrimination cases
were reported in 2010. Moreover, our cor-
porate guidelines prohibit the use of child
and forced labor. In this report period, there
were no violations in this domain. Nor were
there any infringements of the right to free-
dom of association and collective bargain-
ing. No corporate areas were determined as
being particularly at risk with regard to these
infringements in 2010.

Employee representation

There is a speaker’s committee on board
every ship. This is made up of internally
elected rep