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MAJOR CONCLUSIONS

The UK remains the largest online travel 

market in Europe, with Germany in second 

place. These two markets accounted for 

54% of the EUR 38.3 bn. European online 

travel market in 2006. 

Growth was high also during 2006, 31%, and 

a further increase of 22% may be expected 

during 2007. 

The European online travel market (includ-

ing the ten new EU member countries) may 

reach EUR 54.8 bn. by 2008, which is about 

21% of the total market for selected travel 

and tourism services. 

TRENDS IN EUROPEAN 
INTERNET DISTRIBUTION: 
TRAVEL AND TOURISM SERVICES 

FROM 2005 TO 2006 ONLINE TRAVEL SALES INCREASED BY AS MUCH AS 31% AND REACHED EUR 38.3 

BILLION IN THE EUROPEAN MARKET IN 2006 - OR 15% OF THE MARKET (UP FROM EUR 29.3 BN. OR 12% 

IN 2005). A FURTHER INCREASE OF ABOUT 22% DURING 2007 TO ABOUT EUR 46.8 BILLION MAY BE EX-

PECTED (18% OF THE MARKET). THE EUROPEAN ONLINE TRAVEL MARKET COULD INCREASE BY ANOTHER 

8 BN. EUR OR 18% IN 2008 TO APPROACH EUR 55 BN. 

THE UK ACCOUNTED FOR 34% OF THE EUROPEAN ONLINE TRAVEL MARKET IN 2006, WITH GERMANY IN 

SECOND PLACE AT 20%. THE DIRECT SELLERS ACCOUNTED FOR 69% OF ONLINE SALES IN THE EURO-

PEAN MARKET IN 2006, INTERMEDIARIES 31%. 

IN 2006 THE BREAKDOWN OF THE MARKET BY TYPE OF SERVICE WAS AS FOLLOWS: AIR TRAVEL 56%; 

HOTELS (AND OTHER ACCOMMODATIONS) 16%; PACKAGE TOURS 16%; RAIL 8%; CAR RENTALS (AND CAR 

FERRIES) 4%. CONCENTRATION AMONG THE TOP EUROPEAN TOUR OPERATOR MARKET IS TAKING PLACE. 

TEXT CARL H. MARCUSSEN, PHD, SENIOR RESEARCHER, CENTRE FOR 

REGIONAL AND TOURISM RESEARCH, DENMARK 

METHOD USED IN THE ‘TRENDS STUDY’
Tracking trends by focusing on major online marketers

Key variables for which data has been gathered and/or estimates made for each of more than 100 

major online players - representing about 90% of the European online travel market - via own pri-

mary research and from a great number of different publicly available secondary sources: 

1.  Global Internet travel sales in value (by major European players or sales on the European market by  

non-European players) with projections for 2007 and 2008.   

2.  Market (sales to non-Europeans and Europeans - with sub-breakdown of sales on the European           

market into 6 regions). 

3.  Channel (direct sellers or intermediaries). 

4.  Product type (specifi c types of accommodation; specifi c types of transportation services; or package 

The following are not included in the online travel market estimates:

1.  Online sales to customers not living in Europe. 

2.  Sales by principals (product owners) through ‘someone’ (intermediaries) 

     who use the Internet as their sales channel (no double counting). 

 E.g.: Sales by airlines through online agents. 

3.  Other types of products than those explicitly included. 

     E.g.: Tickets for events / concerts etc. (~general leisure). 

4.  Telephone sales of services researched on the Net.  

5.  Simple e-mail booking requests directly to accommodations, without instant confi rmation.   

6. Online sales from websites targeted at travel agents and tour operators.  

GLOBAL 
PRO GRAMMES 
MEET LOCAL 
CULTURE
TEXT KIM CANAVAN JONES, CAE, PRESIDENT, 

JONES INTERNATIONAL, MARYLAND, USA

TIPS TO HELP INTERNATIONAL 
MEETING PARTICIPANTS 
EXPERIENCE THE LOCAL 
CULTURE, INCLUDING 

+  using meal times to organise private 

 home visits

+  arranging for some morning or 

 afternoon breakout sessions to be 

 held at local offi ces of government 

 agencies, nongovernmental 

 organisations, charitable groups,

 or small businesses

+  and fi nding a local programme 

 presenting topical cultural issues 

 where your group can join in   

How many times have you planned or attended 

an international program and wished you’d seen 

more of the local culture? All too often, we get 

to our destination and spend most of the time 

in meeting or hotel rooms. Despite the planning 

challenge, you want your program participants 

to have a better understanding of the place they 

are visiting and to leave knowing more about the 

people they met.

With each program that I organise in another 

country, I try to accomplish this by matching par-

ticipants with local families. It is important to get 

people off the beaten path, minimize their costs, 

and maximize their cross-cultural experiences. 

I’ve done this in Belfast, Jakarta, Paris, London, 

Brussels, and Cairo. These events work best with 

smaller groups--for example, 50 or fewer--but the 

idea can be used for any size group.

Breaking bread abroad

I coordinate with local families to host a typical 

meal for the group or a subset of the group. Not 

only is this of great interest to meeting attendees, 

but it also can reduce the cost of registration 
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fees. Here are some ideas that you can use or 

modify to suit your needs:

+  Try to use meal times to organise private 

home visits.

+  Contact embassy cultural ministers, cham-

ber offi cials, or local chapter members to 

seek help in organising a home visit.

+  Limit group size to ten or fewer in each 

home. As an alternative to homes, local 

hosts may take a small group to a local 

restaurant.

+  For larger groups, try a progressive dinner 

in a local neighbourhood. Get a taste of 

local foods by having a fi rst course, main 

meal, dessert, and drinks at a series of 

small neighbourhood restaurants where 

local people go.

+  Arrange for groups of two or three 

students to experience an overnight stay 

with a local family.

+  Arrange for some morning or afternoon 

breakout sessions to be held at local of-

fi ces of government agencies, nongovern-

mental organisations, charitable groups, 

or small businesses.

+  Find a local program presenting topical 

cultural issues and have your group join 

in.

BUILDING BONDS

Programmes that incorporate local people and 

culture improve the chances for participants to 

enjoy being part of a more global community 

and encouraged the development of sustainable 

relationships. Global understanding is what we 

strive for and an ongoing attempt to promote 

this kind of understanding can seriously reduce 

the likelihood of participants attending a US-

centric (or other nation-centric) programme in an 

international destination.

As people travel and become exposed to other 

people, cultures and lifestyles, their horizons are 

broadened, their minds opened, and their sense 

of ethnocentrism (the notion that their own 

cultural perspective is always correct) slowly 

diminishes. As Mark Twain wrote, ‘Travel is fatal 

to prejudice, bigotry, and narrowmindedness…’

E-mail:kdcjones@aol.com

Reprinted with permission, copyright 4/05, ASAE & 

The Center, Washington, DC.

Destination research resources for individuals, 

companies and associations have sprung up 

like mushrooms in the past years. So too, has 

the number of companies offering destination 

research services: websites which focus on pro-

viding information on almost any destination 

in the world, including venues, accommoda-

tions, local transportation, climate information, 

shops’ opening hours, electricity standards etc 

are fl ourishing. Thus if you have to organize 

an event, at fi rst glance it seems like there’s 

nothing for you to worry about: the company 

managing the website can often offer you any 

assistance needed to organize an event in any 

chosen location. But, do palm trees, a state-of-

the-art golf course or a medieval city centre 

guarantee a successful meeting? We believe 

there’s much more to it but we also believe the 

location is key to a meeting’s success. 

When asked for a venue proposal in various 

cities, we avoid basing our choices solely on the 

participants’ passion for good weather, archi-

tecture or famous gastronomy. We always go 

through a number of basic questions with our 

client to be able to tailor our research to their 

needs. These questions include: How impor-

tant is the venue’s access to an international 

airport? Will guest room accommodations be 

required? Is there a specifi c rate range for 

guest accommodations? How many attendees 

do you expect? Will attendees be on their own 

for meals? Where has this event been held at 

in the past? What are attendee’s expectations? 

Among the questions are also: What are the 

goals for the meeting and how does this desti-

nation help achieve those goals? 

This exercise may sound trivial but it is a step 

too often neglected. A business-oriented meet-

ing for 400 people with great connections to the 

world is indeed entirely different from a meeting 

for 100 people who are interested in many social 

events and discovering new places. By scoping 

the needs of the event and the client, by means 

of such questions as those mentioned above, 

effi cient meeting planning can start. 

Once the general requirements for the destina-

tions have been set, we develop a checklist with 

as much detail as possible, and follow-up on it 

to compare various destination options. Things 

to bear in mind when researching a destination 

are: 

+  As of preliminary discussions with pos-

sible venues, it is important to set-up a 

solid and honest relationship with the 

sales representative. Communicate your 

expectations clearly and make them ex-

plain in specifi c terms why the destination 

is or is not the perfect fi t for your event. 

This will show you whether they under-

stand your meeting’s history and goals. 

+  Ask them about any renovation/remo-

deling plans that may affect your meeting

+  Check venue and location calendars and 

beware of any possible competing event 

taking place at the same time. 

Going through these easy processes, either 

with a service provider you take-on to assist 

you in selecting your destination or in your 

relations with potential venues, will help you 

ensure that the location fully matches your 

expectations.

You will thus start planning your meeting 

from a solid basis and you will be able to 

focus on making it a success rather than on 

having to deal with unforeseen issues when 

your event takes place. 

Happy Planning. 

DESTINATION RESEARCH FOR 
MEETINGS - POTENTIALLY GREAT 
SERVICES BUT DON’T FORGET 
THE BASICS 

FOR MORE INFORMATION, 
PLEASE CONTACT: 

Michel Baumgartner, Kellen Europe 

mbaumgartner@kelleneurope.com 

Martin Bay, Kellen Meetings  

mbay@kellencompany.com 




