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MARKET INTELLIGENCE FOR MANAGEMENT
Spain 2000 Outbound Europe

Ins, outs, INNS

e Visitorarrivals:

The aver age monthly vis i tor count for Spain in 2000 was
4mn, help ing the des ti na tion increase its total 3% to 48.2mn. If
day vis i tors are included, the total was 74.4mn.

(Allfiguresand com- . . .

Spain’s revised sys tem of Spain, 2000
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Balearics with 21.9%, Total 9976 1.9

and Canaries with
21.6%, see Table 1.

The NTO plans to open an
office in War saw. Many con-
sider Poland, withapopu la-

Source: Oficina Espanola de Turismo.

Main News

Up 7%

I n 2000, out bound travel increased strongly, accord ing to the
Euro pean Travel Monitor, produced by IPK Inter national.

Adult Euro pe ans (15 years and older) took about 350mn
trips abroad, up nearly 7%; 400mn if chil dren are included.
That was the high est recorded growth for 10 years.

Nights totalled 3.3bn, up 10%, result ing in an aver age
length of trip of nine nights, vir tu ally unchanged.

Spending was US$275bn (at US$1 to E1.09), up 15%. How -
ever, IPK believes that prob a bly 4-5% of that growth is attrib-
ut able to the fall in value of the Euro against the US$, which
obliged Euro pean visitorsto the dol lar area to spend more
than they might have planned.

That spend equates to US$786 per trip, but a decline, to
US$83, per night.

Unfor tu nately, IPK does notissue stan dard infor mation
each year, and so some com par i sons are not pos si ble, and its
com ments have less value. Those com ments include:

e Traditionalbusinesstripsdeclinedslightly in2000, meetings
and con fer ences were up 19%, fairs and ex hi bi tions 8%, and
holidays15%.
e Onseasons,summertravel increased 6%, and winter 9%; win-
ter is now one third of all trips.
o Typeismoredifficultto mea-
sure. IPK says there were 48mn
sun-'n’-sand holidays, al-

tion of almost 40mn and a
growing economy, will
become an impor tant source of
visitorsin the next five years.

e Outbound:

We esti mate that the num-
ber of outboundtrips from
Spain increased 15% in 2000 to
about 4.3mn, the larg est share
(30%) from Catalonia. How-
ever, mostare tothe contigu-
ous countries—23% to

problems.

ance again with KLM.

ondaryairport, Charleroi.

month in the job.

O contd on p2

Recent cor porate devel op ments— big or sig nificant.
e American Air lines given gov ern ment per mis sion to take over
TWA, which will prob a bly van ish as soon as AA solves the union

e With the replace ment of its CEO, Alitalia is talk ing merger/alli-

e | ow-fare air line Go to open its sec ond hub, at Bris tol.
e Low-fare air line Ryanair to open its third hub, at Brussels sec-

e Moritz Suter, replace ment CEO at Swissair goes after one
e Head of Thomas Cook leaves. Despite expla na tions, this is

prob a bly the first of struc tural moves planned by C&N, which
has big plans for its new sub sid iary.

though this compares with
printed documentation from
the same source that says 84mn,
and a fig ure given for 1999 of
69mn. Clearly, definitions for
some of these measures have
beenchanging.

o Like wise for city breaks, for
which IPK says there were
30mn in 2000 — which would
com parewithwhatitsayswere
35mn in 1999.

O contd on p2
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Contd from p1 — Spain 2000

Table2 BSP sales in Spain, 2000

France, 11% Por tu gal,and
10% Andorra.

and 30% Americas

Table 3 Sol Melia results division.Manage-

mentfeerevenues

. Item Sales Growth Iltem 2000 Growth 1999 Growth

For pur pose of trip, US$mn* % % % grew 18% — 10%
72% was for lei sure, 10% - Cuba, 25% Asia
VER, and only 7% busi- 'E”chf)”z“ona' ﬂlllg ig Revenue,USSmn* 244 30 187 37 Pacific, and 23%
ness. But 48% trav elled by Africg o e Net profit,Us$mn* 111 27 87 19 Americas.
air, 34% car, and 12% bus. Americas 676 19 Notes: *Converted at US$1 to P178. Source: company. In 1999, Sol
Most, butalow per cent- Asia Pacific 131 41 Melia expected to
age (63%) stayed in hotels. ?Ot”:eStiC éi% i? open 71 hotels over the sub se quent two years, but in fact it

otal

Organisationoftripis
split quite evenly — 32%
tour package, 24%
through an agency, 21% direct, and 23% no book ings.

International BSP sales of travel agen cies in 2000 totalled
over US$5bn, a strong growth of 17%, see Table 2. Most of this
came from fast growth in Europe, but in per cent age terms, fast-
est move ment was for Asia Pacific.

Domes tic traf fic, still slightly larger than the Europe total,
also showed a strong increase, of 15%.

e Inns:

RevenueforSpain’sleadinghotel group, Sol Melia,
increased strongly in 2000 — fol low ing rapid growth in 1999,
see Table 3.

Rev e nue per avail able room (revpar) increased 19% — 13%
inits Euro pean City division, 11% Euro pean Resort divi sion,

Notes: *Converted at US$1 to Pts178.
Source: Nexotur.

added 87 hotels with 16,500 rooms in 2000, reach ing 337 hotels
and 82,000 rooms. Most came from buy ing the Tryp Hotel chain,
which had 60 hotels.

It now tar gets to open 83 hotels with 22,000 rooms over the
next two years.

NH Hoteles, sec ond larg est hotel group, is also expand ing. It
has 195 hotels with 25,945 rooms, but it bought Krasnapolsky
Hotels in 2000, which came with 65 hotels. NH also owns 20%
of Jolly Hotels in Italy.

(Krasnapolsky is/was Golden Tulip but bizarrely does not
own the name. How ever, talks go on with inter ested par ties for
the Golden Tulip name, although con tin ued delay will lose its
value any way.)

e Air:

Iberia‘s capac ity is planned to grow 10% this year — 15% on

Europe routes and 10% on inter-con ti nen tal. |

Contd from p1 — Outbound Europe

e For organi sation, IPK says that book ings via the trade fell 4%
to 50% mainly, it is assumed, because of the internet.

Another area of dis pute is inter views con ducted to reach
these results. IPK issued var i ous fig ures in 1999 and early 2000,
but at least con sis tent in aim ing to reach 1mn in 2001. This year,
it says 900,000 inter views were con ducted.

There remains
some confusion,
though, as some
counts (such as
those in the USA)

2000 Growth
%
calculated statement

Item

Selected data from European Travel Monitor

are seman tics; which ever fig ure and com mentis cor rect, the
num ber is big.

IPK has also pub lished fore casts for 2001, a first.

It expects world travel to increase 4.2% in 2001. Of this,
north ern Europe is expected to increase 6.3%, Ger many and its
central Europe neigh bours4.3%, Med i ter ranean countries 3.0%,
and other mar kets 3.4%.

From specific
mar kets, Germany
is expected to
increase 4.3%, UK
4%, US 4%, France

1999 Growth
%
calculated statement

1998 Growth
%

do not fol low the Total trips abroad,mn 350 7 7
IPK model. And Nights,bn 33 12 10
. . Length of trip,nights 9.4 4 NA

some, like China, Spend, US$bn* 76 o iy
have not been pro- per trip, US$* 786 1 NA
cessed. per night,US$* 83 -3 NA
But, as we have Spend,Euro bn 300 9 15

said before, these

Notes: *Converted at US$1 to E1.09. NA-not available. Source: IPK International.

326 3 6 315 5 3%, Italy 2%, but
29 -8 2 32 7 Japan to decrease
9 -11 NA 10.2 na lightl Ith h
253 23 8 206 4 slightly (althoug
777 1 NA 782 -2 inapresentation
86 4 NA 83 -1 IPK has fore casta
276 23 8 225 4 growth of 1.2% for

thismar ket).
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INTELLIGENCE

2000

Boom Berlin

Berlin, thecapital of Ger many, hada
good year in 1999, and an amaz ing one in
2000, see table.

In 1999, foreignarrivalsin hotels
increased 8% and nights 9%, and the fore -
cast for 2000 was 7% growth in both
arriv als and nights. In the event, how-
ever, arriv als increased 24%, and nights
2%l

Major* foreign arrival sources for Berlin hotels

the pessimisticside.

As we fore cast, the num ber of travel
agenciesinthe USA dropped below
40,000 in 2000 — back almost exactly to
the level reached in 1991, and after near-
ing 50,000 at its peak.

Butthere has been continuing decline
this year. In the first two months, the rate
of decline (on an annual basis) is still run -
ning at 10%.

At that rate, the fig ure will fall to just

over 35,000 by the end of this year.

e At low-fareairlines:

= Gois expected to be sold this month for
around US$143mn (UKP100mn) probably
with existing man age ment—whichiis
the best option.

If this hap pens, watch for air line to
quickly reverse its deci sion to open a hub
atBristol.

Bristol istoosmall tosup portan
intense low-fare oper a tion (why not Man-
chester or Bir ming ham, or Car diff, Edin-
burgh, and Glas gow?), and would seem
to be related to the fact that its
owner BA already has an air line

2000 1999 2000 1999 oper ationthere, Brymon Airways.

Arrivals - Growth Share Arrivals Growth Share Nights Growth Share Nights Growth Share e Ryanair to open its third hub, at
Source x1000 % % x1000 % % x1000 % % 1000 % % Brussels sec ond aryairport, Char-
USA 152 353 125 112 52 114 417 329 344 314 35 123 leroi,50kmsouthof the city. Good
UK 128 296 106 99 41 101 307 239 253 248 33 9.7 Mmove, particularly as Virgin
Italy ® 353 74 67 8.3 6.8 261 371 215 190 11.9 75  Express fades.
Netherlands B 18.6 64 66 22.3 6.7 205 165 169 176 26.0 6.9 The air line plans to start with
mmopon nUon MmN R R el
Switzerland @  24.1 57 56 5.1 57 172 214 142 142 68 56 rance ltaly,and Scotland.
France ® 128 49 53 9.3 54 149 130 123 132 89 5.2 Also, Ryanair is due to add
Japan 5 233 47 46 14.5 47 132 200 109 110 206 43 newdestinationsthismonthfrom
Spain 4@ 298 36 34 9.2 34 124 215 102 9 160 38 London Stansted to Brussels,
Austria B 25.3 36 35 15.0 35 102 10.6 84 B 151 3.6 Esbjerg, Gothenberg, Pescara,
Total 1214  23.6  100.0 982 7.7 100.0 3120 22.2 100.0 2553 9.3  100.0

Notes: *Top 10 in arrivals and nights. Source: Statistisches Landesamt Berlin.

Salzburg, and Stock holm.
It now expects to sell 7mn seats

There was fast growth from most
sources, but in terms of arriv als, the larg -
est sin gle mar ket, the USA, was also the
fast est, along with third mar ket, Italy.

The only major mar ket to decline was
Den mark, losing one place inrank ing,
but it did increase slightly in terms of
nights.

Apart from the USA, the other
non-Europe mar ket is Japan — larger, for
instance, than Ger many’s neigbouring
mar ket of Aus tria, even in nights.

In nights, fast est-grow ing was Italy, at
anamaz ing 37%.

Travelagencies

Down and out?

For long, even before the internet, this has
beenaperennial question,and usually
answered with a No, But They Will
Change.

Ongoing figures from the
USA — where the internet cul ture is at its
stron gest— indi cate a shift much greater
than we fore saw. And we have tended on

How ever, we did not fore see the tre-
men dous sales increase (partly from
fuel-related fare increases) — aver age
revenuewasaround US$2.0mn per
agency outletin 2000, com pared with
US$1.75mn in 1999.

This may not con tinue, but even
though over all sales hardly increased in
Feb ru ary, sales-per-agency still increased
12% that month.

BRIEFS

e SAS Inter national Hotels turnover
increased only 5% in 2000 to US$959.3mn
(at US$1 to E1.08), although the num ber
of hotels increased 17% to 146.

(SIH has the Radisson fran chise for
most of Europe, and in 2000 it bought
another brand — the tiny UK-based
Malmaison group. Malmaison has only
460 rooms in five hotels, although it will
have 800 after add ing two hotels, and
expandingtwo.)

SIH occu pancy fell to 69% with aver-
age rate up 7% to US$97, and revpar up
8% to US$67.
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this year, although some reports
show 9mn. In its last fis cal year, the total
was just under 6mn, so 7mn looks easy,
9mn tough but not impos si ble given its
capacityexpansion.

e Arthur Andersen’s new ltalysurvey
shows that 2000 was a good year for
hotels thanksto anincreaseinvisitor
arriv als of 13%.

Aver age room rates also increased
13%, to reach US$131 (at US$1 to Lit2073).
There was a 4% increase in occu pancy,

Hotel results in key Italian locations,
2000

City Occupancy Average Revpar Growth
room rate
% US$* uss* %
Bologna & 102.38 66.55 20
Florence 77 146.11 11250 23
Milan A 123.96 87.88 18
Rome K 146.48 11241 11
Turin D 84.43 49.74 16
Venice K 195.69 151.02 14
Total n 130.79  92.52 17

Notes: *Converted at US$1 to Lit2073. Source:
Arthur Andersen.



INTELLIGENCE

resulting in a revpar increase of 17%.

AA’s Rome fig ures are mark edly dif-
fer ent to those of PKF — which reports
75.5% occu pancy at an aver age rate of
US$161.82 (at US$1 to Dm2.20; PKF still
calculates in Dm), and revpar of
US$121.82.

e Jones Lang LaSalle fore casts an occu-
pancy growth in 2001 in all but three of
the nine major cities it mea sures (Copen-
ha gen and Zurich are not listed).

Our com ment is based on its fore casts
for 2000; the out come accord ing to JLL’s
mea sures are not revealed.

How ever, the out look for aver age rate
is not so good — a decline in all except
Berlin (and includ ing our cal cu lation fora
mis-stated London).

That means revpar down also, in six of
thecentres.

Theoriginal B747, launched in the
early 1970s, cost US$22mn. The Airbus
A380 is believed at have a sticker price of
US$263.5mn. But as we noted last issue,
some air lines are getting an US$80mn
discount.

e TheUSFederal Aviation Administra-
tion, fore caststhat US move ments will
increase 39% from 26mn in 2000 to 36mn
in 2012.

And the num ber of seats sold is pro-
jected to increase from 733mn in 2000 to
1.2bn in 2012.

e Versionlof Andbook.com — the
Accor, Hilton, Granada website — was
due to launch last month.

New hotel part ners are due to be
announced this month, and Ver sion 2 of
the site is due in Q2.

Hotel forecasts in Europe

Occupancy Average room rate Revpar

% US$* US$*
City 2001 2000 2001 2000 2001 2000
Amsterdam 72 82 159.59 162.76 129.27 132.66
Brussels 72 71 103.21 108.20 74.31 76.16
Berlin 76 63 117.48 115.49 89.28 72.19
Frankfurt 73 71 112.54 115.49 82.15 81.43
London 80 79 * 125.64 98.63 98.63
Madrid 76 77 133.92 143.72 101.78 109.96
Milan 73 68 168.45 185.25 123.31 125.05
Paris 79 75 182.66 237.36 143.39 177.43
Rome 78 80 166.81 177.02 130.11 140.74

Notes: Copenhagen and Zurich not listed. *Mis-stated; calculates to about US$123. Source: JLL, Hote Is.

e Airbus booked 520 firm orders worth
US$41.3bn in 2000. Most were for the
smaller A320 range; 388 orders, com-
pared with only two A300-600s, and 130
A330/A340s.

Airbus reck ons this gives it 46% share
of the mar ket, leav ing Boe ing with 54%.
In 2000, Airbus deliv ered 311 air craft.

Inde pend entanalyst Avmark counts
464 for Airbus, and 567 for Boeing, which
works out to almost the same per cent age
shares.

e Boeing's pricelist shows, among oth-
ers, that the one B777 model costs more
than the B747-400. Some prices:

B717 US$35mn; B737-800 US$57mn;
B757-300 US$81mn; B767-400 US$183mn;
B747-400 US$186mn; B777-200LR
US$186mn; B777-300ER US$201mn.

e Inter national trafficon AEAmem ber
airlines increased 7.5% in 2000.

The largest of the top three
regions — North  Atlantic —also
increased the fast est, at just over 8%. But
growth of traf fic within Europe was only
mar gin ally slower, just under 8%.

Despite talk of fur ther recov ery in Asia
Pacific, traf fic on those routes increased

only 5%. Part of the rea son was capac ity.
AEA air lines increased capac ity only 2%
on Asia Pacific routes, less than half
growth on the two other main regions.

e Sales at Spain’s ElI Corte
Ingles —retailer and whole saler — is
fore cast to have increased around 16% in
the year through March 2001.

That would be the third year of 16%
growth, and the fifth of dou ble-digit
growth, see table.

Sales turnover of El Corte Ingles

Year Sales Growth
UsS$mn* %
1997 507 14.8
1998 597 17.7
1999 693 16.1
2000 803 15.8
2001" 927 15.5

Notes: Through March of year stated. 'Travel
Business Analyst estimate. *Converted at US$1 to
Pts178. Source: company, Nexotur.

El Corte sells its tour prod uct only
through its own out lets — of which it has
450 in Spain, 10in Por tu gal, and a few
others (includ ing Chile, Mex ico, and two
in the USA). It also has about 50 out lets in
stores, some with more than one (the
larg est has three).

New desti nationsin Europe thisyear
are Malta, Croatia, and Poland. And in
Asia Pacific, Iran, Cook Islands, Nepal
(before it was included with India), and
the Philip pineswas deleted.

e Going Places, UK retailer bought by
whole saler Airtoursin 1994, plans to
close about 100 branches — about 15% of
its total.

e Gibraltar ‘s19% growth invisitor arriv-
als to 7.0mn appears to have come evenly
from the major mar kets.

International traffic on AEA member airlines

Item RPK Growth Share Seat factor Growth
bn % % % ps
Europe 132.8 7.9 23.9 63.8 1.6
North Atlantic 179.4 8.1 32.3 78.1 21
Asia Pacific 108.0 4.8 19.4 78.3 1.8
Longhaul 396.5 7.1 71.4 77.9 2.7
International 555.2 7.5 100.0 73.5 2.2

Source: Association of European Airlines.

TRAVEL BUSINESS ANALYST, EUROPE, APRIL 2001


Eric P Kwok
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e The two main Londonairports are
clearly running against capacity limits.
With their main com pet i tors— Amster-
dam, Frank furt, and Paris — grow ing at
dou ble-digit rates, Lon don is at risk of
los ing out on growth.

In terms of pas sen gers per flight, both
Heathrow and Gatwick were down
slightly.

The out look is much better at Stansted,
regarded by many as Europe’s cen tre for
low-fare air lines. Three of Europe’s main
five low-fare air lines — Buzz, Go,
Ryanair; oth ers are Vir gin Express and
Easyjet — are based or have main hubs
there.

With these three still grow ing at
around 25% annu ally, Stansted seems
cer tain to record con tin ued fast growth.

Table2 Fitur statistical profile

Item 2001  Growth 2000 Growth
% %
Net area,sqm 61,847 2.5 60,324 17.1
Exhibitors 8,296 4.6 7,933 5.0
Trade visitors 84,923 19.1 71,331 77.1
Media 6,152 -2.1 6,283 24.8

Source: Ifema.

Thevisitorcountgenerallyincreases
each year. But the trade total is given
casu ally — at 60,000 for the past four
years (although ITB’s website shows
56,000 in 2000). Yet this is a cru cial fig ure.

Like wise with the count of media peo-
ple, which has been rou tinely shown as
6500 for the past five years.

Mean while, results at Fitur in Madrid,

Air traffic at London airports, 2000

Airport Pax Growth Movements Growth Pax Growth
x1000 % x1000 % per flight %
Heathrow 58,154 6.1 404 6.3 144 -0.2
Gatwick 29,536 6.9 218 7.0 136 -0.1
Stansted 10,909 37.0 124 17.3 88 16.8
Total 98,599 9.1 746 8.2 132 0.8

Source: BAA, Travel Business Analyst.

e Berlin’s ITB still man aged growth this
year, see table, despite being four times
big ger than World Travel Mar ket. It uses
all avail able exhi bi tion space at the Berlin
exhi bi tion grounds, even though almost
100,000sgm has been added there since
1991.

How ever, the over all area was static in
2001, and growth in the net area also
slowed, see Table 1. But demand was still
strong, asthe num ber ofexhibitors
increased almost 13%; that means more
exhib i tors in asmaller space.

It had more than 10,000 exhib i tors for
first time in 2001.

which took place in Jan uary, look sur pris-
ing against those of ITB. In direct-com-
par i son terms, Madrid is about half the
size of Berlin, yet some sta tis tics show up
as the same or even more as the Berlin
show, see Table 2.

Feria de Madrid, the cen tre where
Fitur is held, is add ing another 50,000sqm
gross exhi bi tion area— 50% more than
cur rent. Work is due to fin ish this May.

Although that will make it the same
size as the site of ITB, Ifema (which runs
Fitur) counts all its land area, but Messe
Berlin counts just the exhi bi tion hall
areas.

Table 1 ITB statistical profile

Item 2001 Growth 2000
%
Overall area,sqm 152,224 0.1 152,000
Net area,sqm 88,645 2.9 86,131
Exhibitors 10,148 12.8 8,994
Visitors 123,400 3.8 118,904
Trade 60,000 0.0 60,000

Source: Messe Berlin.

Growth 1999 Growth 1998 Growth
% % %
4.1 146,000 12.3 130,000 28.7
4.1 82,773 55 78,468 21.6
22.0 7,374 29 7,165 9.1
7.0 111,108 -34 115,000 11.1
0.0 60,000 0.0 60,000 13.2
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e Deutsche Bahn counted a 2.2%
increase in pas sen ger kilo metres in 2000,
to 74.4bn.

e Carlson Wagonlit inSwitzerland
increased turn over in 2000 by 10.6% to
US$294mn (Sf492mn).

e Cyprusvisitorarrivalsincreased 11.1%
in

2000to 2.7mn (betteringthe 9.5%in
1999).

The UK was up 18.6% (13.8% in 1999)
to 1.4mn, and Ger many up 9.2% (3%) to
234,000.

A big increase in mari nas is planned
for the coun try. Cur rently there are two
with 600 berths, but the gov ern ment has
asked for ten ders for another six. When
fin ished, due to be 2003, the coun try will
have 4000 berths.

e TheFederationofinternational Youth
Travel Organisationsesti matestravel by
young people represents 20% of
non-youth travel.

(Youth isgen er ally under-26 but some
coun tries are higher; under-30 in India,
and in Malay sia under-40 — 40% of the
population!)

In 1999, the 353 mem bers of FIYTO
counted 16mnyoungtravel lers,generat-
ing an esti mated turn over of US$8bn and
buy ing 7mn air and land tick ets.

FIYTO pro files two mar kets (albeit on
1998 data):
= Australia. From Europe (Length of
Stay 39 days for total, 65 for young peo -
ple; spend, US$1292 (at US$1 to A$1.85)
com pared with US$2046 for young peo-
ple. From USA (25 days and 78; spend
US$1119 and US$2465). From Japan (11
days and an incredible 80; spend
US$743 and US$2272). From Asia (26
days and 82; spend US$1351 and
US$3194).
= Germany. About 22mn peo ple aged
6-25, of which about4.7mnteenagers,
7.4% ofthepopulation. Anamazing
78.2% of teen ag erstrav elled for at least
five days — 3.7mn tak ing 1.3 trips per
year,producing4.7mnholidaytours.
Total spend was esti mated at US$2.23bn
(Dm4.9bn). FIYTO says 77.6% are trips
out of the coun try, but this looks wrong;
a nor mal ratio would be not higher than
40%. |
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x Statistics ond Analysis on Travel and the Internet

Americans online
The number of Americans who bought
travel online in 2000 grew to 21mn peo ple,
nearly dou bling the internet travel mar ket
for the second consecutive year, says
PhoCusWright — although ear lier PCW said
there were 20mn in 1999.

Other PCW find ings:
e Of those 21mn online travel buy ers, 7mn
buy exclu sively online.
e Online trav el lers who book only on the
internet say cost sav ings are the deter min-
ing factor. The perception is that online
travel agen cies offer the best price.
e Some 54% of online trav el lers say price is
the most impor tant fac tor, 20% reli abil ity,
16% ease-of-use, and 9% cus tomer ser vice.
e Online trav el lers who usu ally buy per-
sonal travel online have grown from 10% in
1998 to 27% today — now 13mn.
e Online travel buy ers take more trips on
average than non-buyers, 5.8 v 3.6; more
busi ness trips, 3.6 v 2.0; and more per sonal
trips, 2.3 v 1.6. PCW does not say why online
travellersshould havedifferentcharacteris-
tics.
e Online travel sites have moved into first
place as the research tool of choice for lei -
sure trav el lers. Fur ther, 44% use travel-spe-
cific websites when researching personal
travel, up sharply from 28% in 1999.
o Nearly all, 91%, of online travel buy ers say
they chose their main online travel ser vice
because “itseemsto have good prices”. Ease
of use fol lowed, with 80%.

Lowline
News from low-fare air lines:
e Easyjet has fur ther reduced the advance
period when trav el lers can book seats over
the phone to one month before the
flight—inits con tin uing moves to increase
its internet share. Now at around 75%, Net
Value believes this will take it up to 80-85%.
e Ryanair says travel agency sales now
account for only 8% of its busi ness; 66% of
thebalanceisgeneratedonline.
e Internetbookingsat SouthwestAirlines
have passed 25% of itsrev e nue.

SW says an internet book ing costs about

US$1 compared with about US$10 via a
travel agency,and US$5.50 viaits ownreser-
vationsagents.

e VirginExpressinternet bookingsin 2000
increased 265% to 292,310 seats sold (and
24,178 in 1998), worth US$16.8mn
(E17.8mn).

That makes the air line Bel gium’s larg est
internet retailer.

How ever, thefigure repre sentsonly 25%
of direct sales. Internet potential could be
greater, but VE is also push ing air line sales,
and sales through travel agen cies.

Accor online
In 2000, Accor booked 1mn roomnights
through its online por tal.

Thiscame from 12mnvisitstoitssites; the
daily count jumped from 15,000 at the start
of the year to 38,000 at the end, and in Jan u-
ary 2001 was 50,000.

Online revenue in 2000 totalled
US$41.7mn (at US$1 to E1.08), only 1% of the
group’s hotel sales. This year, web-based
rev e nues are expected to be US$92.6mn.

Another indication that the internet is
seen as a way to low-cost travel is the fact
that two-thirds of Accor’s internet book ings
in Europe were for the group’s economy
hotels — Ibis, Etap, and Formule 1.

Thinking of this another way, the internet
is open ing access to lower-cost travel. This
devel op ment could bring about an impor -
tant change in travel patterns—more
lower-cost travel and/or more newtravel lers
because of eas ier access to lower costs.

In the USA, internet res er va tions for the
group’s Motel 6 and Red Roof Innsrep re sent
3% of total sales.

Bites
e Accord ing to an Intervallnternational
co-sponsored survey of pleasure trav el lers
who would consider the purchase of a
timeshare or vaca tion time dur ing the next
two years (17% of all lei sure trav el lers), 60%
said theywould use online services to book.
One-third of prospec tive timeshare own-
ers have used the internet or an online ser -
vice in the last 12 months to obtain infor ma-
tion and/or prices for a plea sure trip (for an

aver age of 2.5 trips).

Above 20% have used these ser vices to

make a book ing (aver age 1.8 trips). Of those
who booked online, 60% were for air lines or
hotels, and a high 40% for car rent als.
e An ASTA sur vey shows that, not sur pris-
ingly, the look-to-book ratio for travel
agen cies exceeds that of the internet, see
table.

For exam ple, the table shows that 51%
who researched air fares on the internet also
booked on the internet, but 85% who used
an agency also booked at the agency.

Look-to-book ratios, %

Cruise
- s
_ 85

ar
_ 55
| B Travel Agencies R ntermet |

Source: Amer i can Soci ety of Travel Agents.

e The Genting resort in Malaysia says (a
high) 15% of its FIT sales are booked on the
internet.

e Online agency Asiatravelmart.com tar-
getsUS$26mnrev e nue thisyear, com pared
with US$2mn in 2000.

e NOP Research Group found that 480,000
peopleinthe UK shopped online for travel
inthefourweeksleadinguptothe 2000 holi-
dayseason.

eTravel shoppers spent an average
US$610 (quoted in US$) each, compared
with the 335,000 e-grocery shoppers who
spentan aver age US$164.

e Velocity up.

Gross travel bookings at
Travelocity.com were US$2.5bn for 2000,
more than dou ble 1999. Other facts:
+Over all mem ber ship (ie, reg is tra tion) was
24.9mn by year-end, up 50%.

» The key look-to-book conversion rate
increasedto8.1%inQ4,comparedto5.1%in
Q4 1999, and 7.1% in Q3 2000.

* Oper ating expenses were 82.5% of rev e -
nuesin 2000 com pared to 103.9% (ie, loss) in
1999. [ ]

Net Value, pub lished by Travel Busi ness Ana lyst, is avail able as part of a sub scrip tion to the Europe edi tion of Travel Busi ness Ana lyst.
An annual sub scrip tion to Net Value alone, costing US$100, is deliv ered sep a rately from Travel Busi ness Ana lyst Europe only via email in PDF
for mat. For more infor ma tion, con tact Raymonde Perpignani at Travel Busi ness Ana lyst, TBAoffi ce@aol.com
Edi tor, Murray Bailey. Design, Eric Kwok. www.travelbusinessanalyst.com © Copy right Travel Busi ness Ana lyst Ltd, 2001.
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TRAVEL MEASUREMENTS

Com ments on tables

Airlines

Whole-year fig ure for the British Air ways

(play ing a risky game with capac ity cuts), KLM
(traf fic just above almost static capac ity
growth), Lufthansa (beats BA with seats sold,
so is LH now “world’s favour ite air line”?).

Fig ures for first three quar ters for some oth ers.

Airports
First three quar ters for all-Europe; with growth

now above 10%, this was look ing like a very
good year. Frank furt with first 2001 stats; a fast
11% start.

Airpassengertraffic

Whole-year fig ure for France and Ger many.
Amaz ing growth on US routes; this can be
ascribed almost entirely to liberalisation of air
traf fic rights, and the linked devel op ment of the
Air France and Delta alli ance.

Stock markets
Some com fort in the fact that tech nol ogy
stocks are doing worse.

Hotels
First fig ures for the new year.

Internetactiv ity
Some fig ures from Net Value included here.

Passenger traffic* on leading Europe airlines, 2000

Airline SS +- RPK +/- Jan SS +/- ASK +- RPK +- SF +- ATK +- RTK +- LF +/-

Mth: 1000 % mn % thruz 1000 % mn % mn % % ps  mn % mn % % pts
Aer Lingus  Sep NA NA 1115 12.7 Sep NA NA 8905 125 6797 18.8 76.3 4.1 NA NA NA NA NA NA
Air France  Oct NA NA 9900 6.2 Oct NA NA 9900 6.2 7821 7.2 79.0 08 NA NA NA NA NA NA
Alitalia Sep NA NA 3990 01 Se NA NA 35012 6.8 25926 154 74.0 55 NA NA NA NA NA NA
Austrian Sep NA NA 1152 147 Se NA NA 9981 10.3 6824 16.0 684 33 NA NA NA  NA NA NA
British AW Dec 2585 4.0 8717 57 Dec 36393 -0.5 165689 -1.5 118223 0.3 714 13 24381 03 16596 26 681 1.5
-group Dec 3176 0.0 9128 33 Dec 44672 2.6 175713 -1.1 124519 0.2 709 0.9 25338 0.5 17202 23 679 1.2
Iberia Sep NA NA 3440 64 Se NA  NA 30336 9.2 22781 18.2 75.1 57 NA NA NA  NA NA NA
KLM Dec NA NA 4663 57 Dec NA rm 75779 0.9 60686 3.7 80.1 22 13191 16 10394 41 788 1.9
Lufthansa Dec 2961 8.0 6393 12.7 Dec 41311 6.3 118052 6.3 88648 8.9 751 1.8 NA NA NA NA NA NA
-group Dec 3361 93 6626 129 Dx 47055 7.5 123992 6.5 92198 9.2 744 18 23582 80 16922 9.0 718 0.6
Sabena Sep NA NA 2462 8.7 Se NA  NA 21539 7.6 13934 115 64.7 22 NA NA NA NA NA NA
SAS Sep NA NA 2462 87 Se NA NA 19514 1.0 12683 7.0 65.0 3.7 NA NA NA NA NA NA
TAP Sep NA NA 1081 1.2 Sep NA NA 9578 4.8 7187 14.6 75.0 64 NA NA NA NA NA NA
Turkish Sep NA NA 1784 10.3 Sep NA  NA 14998 151 10012 30.4 66.8 7.8 NA NA NA NA NA NA

Notes: See Master Notes this page. pts-points. *Domestic and international. Source: airlines, Assoc iation of European Airlines.

Operating results on airlines of regional associations, 2000

Item Europe,AEA*

Jul Growth,% Aug Growth,% Sep Growth,%  Oct Growth,%  YTD Growth,%
ASKs,mn 67,463 3.0 67,470 0.6 64,594 3.2 65,117 2.2 633,822 41
RPKs,mn 53,840 6.0 53,424 4.9 78,977 3.3 48,890 3.7 472,273 7.2
Pax LF,% 79.8 2.2* 79.2 3.2* 79.0 3.3* 75.1 1.1 74.5 2.2

USA,ATA

Jun Growth,% Jul Growth,% Aug Growth,%  Sep Growth,%  YTD Growth,%
ASKs,mn 33,362 75 34,968 7.0 34,949 6.4 33,294 7.2 289,915 6.5
RPKs,mn 27,783 13.0 28,973 11.3 28,445 7.0 26,163 9.2 224,320 9.4
Pax LF,% 83.3 4.0* 82.9 3.2* 81.4 0.6* 78.6 1.4 77.4 21

Asia Pacific,AAPA

Jul Growth,% Aug Growth,% Sep Growth,%  Oct Growth,%  YTD Growth,%
ASKs,mn 43,422 74 43,589 6.6 42,488 8.6 40,248 7.9 415,975 8.1
RPKs,mn 34,725 12.2 35,363 8.4 32,590 131 29,849 11.3 313,633 120
Pax LF,% 80.0 3.4* 81.1 1.3* 76.7 3.1* 74.2 2.2 75.4 2.6

Notes: International. ASK-available seat kilometre, LF-load factor, Pax-passenger, RPK-revenue pass enger kilometre. *Points. Source: Air Transport Association,
Association of European Airlines, Association Of Asia Pacific Airlines.

Mas ter Notes: AL-Air line, ASK-avail able seat kilo metre, ATK-avail abletonne-km, AW-Air ways, CH-Swit zer land, DE-Ger many, E-TBA esti mate, ES-Spain,
FR-France, GB-UK, IT-ltaly, LF-load fac tor, NA-not avail able, na-not appli cable, NL-Neth er lands, P-provisional,Pax-passenger,RPK-revenuepassenger
kilo metre, RTK-rev e nue tonne-km, Q-quar ter (of year), SE-Swe den, SF-seat fac tor, SS-seats sol d, YTD-year-to-date.
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International traffic* at Europe's leading airports, 2000/01

Airport Passengers,x1000 Aircraft movements,x1000 Seats sold per aircraft
Month Month Growth,%  YTD Growth,% Month  Growth,% YTD Growth,% Month YTD
Amsterdam Dec 2,714 10.7 39,074 8.1 2 25 412 7.2 & 95
Brussels Nov 1,561 6.0 20,158 8.3 z 55 301 8.8 B 67
Frankfurt Jan 2,848 10.8 2,848 10.8 ) 34 29 34 D 99
London, x4 Dec 6,991 10.7 104,627 95 ) 24 824 7.9 127 127
LHR Dec 4,183 7.7 58,154 6.1 a 2.7 404 6.3 134 144
LGW Dec 1,824 11.7 29,536 6.9 5 2.1 218 7.0 121 136
STN Dec 714 27.0 10,909 37.0 9 21 124 17.3 & 88
LTN Dec 454 22.0 5,304 175 7 5.2 71 48 @ 75
Madrid Oct 3,056 18.5 27,724 19.7 2 20.3 299 18.7 a 93
Milan,x2 Nov 1892 5.6 24,908 NA 4 NA 301 NA 0 83
Paris,x2 Oct 6,332 5.6 60,865 53 & 3.2 607 NA B NA
CDG Dec 3,157 31 43,655 11.3 3 7.2 447 10.7 B 98
ORY Nov 1,862 -3.4 23,448 0.1 D -0.3 224 -0.8 % 105
Rome,x2 Nov 1,996 4.2 24,745 9.3 5 NA 259 NA D 96
Zurich Nov 1,629 3.9 21,050 95 ] 12.7 275 6.0 &3 77
EUROPE Sep 98,484 10.7 763,633 10.2 1449 3.7 12219 4.7 @ 62

Notes: *Domestic and international. Source: respective airports, except ACI for Brussels, Madrid, Milan, Paris Orly, Rome, Zurich, and all-Europe.

Air passenger traffic to selected countries, x1000

+

From France Germany UK USA

Dec +/-* YTD +/-* Dec +/* YTD +*  Aug +/-* YD +/* Aug +/-*  YTD +/-*
o 00 % 00 % 00 % 00 % 00 % ® % 00 % ® %
France na a rn r 344 7.0 5142 5.0 757 5.5 5571 6.3 614 18.9 4111 183
Germany 271 10.5 3815 5.6 na na na na 825 5.2 5715 6.4 732 9.3 5001 94
Italy 327 18.4 4348 9.9 330 7.2 5629 114 795 6.6 4684 5.1 294 23.2 1857 255
Netherlands 82 13.9 1120 5.1 183 6.3 2617 10.2 614 5.0 4246 3.3 445 09 3061 7.6
Spain 233 28.6 3497 19.2 829 5.0 17954 0.6 3188 8.7 17053 6.6 154 0.2 1061 105
Switzerland 132 6.1 1722 13.0 243 3.6 3355 8.3 339 5.2 2692 6.7 206 4.0 1424 101
UK 335 7.1 4581 4.3 620 8.1 8268 5.0 m na r:} na 1842 4.8 12293 5.7
USA 430 415 6174  20.3 546 8.7 7713 6.7 1935 3.9 12727 4.4 1:} na n n

Notes: *Over same period, year earlier. Paris airports only. Source: Aéroports de Paris, Statistisches Bundesamt, Civil Aviation Authority, Department of Transportation.

Stock market last-day closing prices, 2000/01

Company Market Price, local currency* Growth' %
Dec99 Dec00 Jan0l1 FeboOl stock market
Airlines
Air France Paris 19.0 25.0 23.3 20.4 -12.2 -10.5
Alitalia Milan 238 191 2.01 NA NA -9.3
AUA Vienna 18.8 12.3 14.0 15.6 114 8.5
British Airways ~ London 404 391 463 402 -13.1 -6.0
Finnair Helsinki 445  4.47 4.30 4.32 0.5 -19.6
KLM Amsterdam 255 245 27.6 26.0 -5.6 -6.7
Lufthansa Frankfurt 23.1 27.0 24.6 22.8 -7.2 -8.6
Ryanair Dublin 5.3 115 11.8 12.2 3.6 -0.2
S Air Zurich 321 259 240 214 -10.8 -4.4
Hotels
Accor Paris 48.0 45.0 49.2 42.7 -13.3 -10.5
Club Med Paris 115 90.9 101 106 4.5 -10.5
Scandic Stockholm 79.0 125 115 114 -0.9 -10.9
Sol Melia Madrid 11.3 11.0 10.6 11.0 3.4 -5.6
Others
Airtours London 380 201 240 291 21.1 -6.0
Amadeus Madrid 15.75 7.90 8.80 7.90 -10.2 -5.6
EuroDisney Paris 090 054 0.65 0.70 7.7 -10.5
Eurotunnel Paris 117 1.06 1.04 1.07 2.9 -10.5
Eurotunnel London 715 63.5 66.5 66.8 0.4 -6.0
Kuoni Zurich 6610 700 744 775 4.2 -4.4
Preussag Frankfurt 55.3  38.6 43.6 41.2 -5.5 -8.6

Notes: See Master Notes, page 7. *Euro in Euro countries (in table includes AT, FR, DE, IE, IT, NL,
ES). 'Latest month over month earlier. Source: Wall Street Journal(s).

Outbound travel by residents of selected
countries

Country Jan Departures ~ Growth
thru*: x1000 % Source:
Austria Dec 3,784 NA  WTO
Belgium Dec 8,061 6.7 WTO
France Dec 15,100 4.1 WTO
Dec’ 22,820 NA  ETM
Germany Dec 73,000 4.3 WTO
Dec’ 91,280 NA ETM
Italy Dec 19,352 1.4 WTO
Dec’ 19,560 NA ETM
Netherlands Dec 13,550 5.4 WTO
Russia Jun 5,030 1.0 WTO
Spain Dec 4,794 20.5 WTO
Sweden Dec 11,400 6.5 WTO
Switzerland*  Dec 11,465 55  WTO
UK Dec! 53,881 5.9 NTO
Dec’ 45,640 NA ETM
Jul” 30,480 2.0 NTO
Others
Japan Dec 16,696 9.1 NTO
USA DecT 24,579 10.9 NTO

Notes: *1998 unless stated otherwise. 1999. ‘2000. Source:
ETM-European Travel Monitor, NTO-national tourist office,
Ot-Other.
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Spending on foreign travel by residents Internet bookings/sales of selected companies/markets

Source Jan thru*;  Spending  Growth Company Period Number Previous period
Us$mn %
Thomas Cook 2000 E12.8mn NA
Austria Dec 10.124 8.1 Lufthansa 2000 324,000 treble
Belgium Dec 8975  -11.3 Choice Hotels 2000 6% share double
CzechR Dec 2380 -194 Nouvelles Frontieres 2001 Us$47mn up 46%
Denmark Dec 4,137 01 Air France 2000 UsS$200mn treble
Finland Dec 2970 51 Delta 2000 US$775mn up 270%
t N a ) Fritidsresor current 3% share NA
France Dec 104,828 8.3
Germany Dec! 44,500 34 Notes: See Master Notes, page 7. See also Net Value this issue. The pattern of information in this table is not
' ' formally structured, as it awaits some maturity in this segment of the market, and consistency in r eporting as
Ireland Dec 2,223 0.0 well as the actual measures. Source: various.
Italy Dec 16,631 52
Netherlands  Dec 10232 -115 Networks of computer reservations systems
Norway Dec 4,496 -0.3
Poland Dec 6,900 10.6 System Country
Portugal Dec 2,164 -5.2
Russia Dec 10,113 -15 Amadeus  Ww: A48426 S205000. Ap: A2700' S2916. Eu: A25777' S67704. Na: A7836 S29560. FR:
Spain Dec 4,467 -9.2 A4470 S9952. DE: A12128 S31995. IT: A492 S804. ES: A4800 S13000. CH A200. GB:
Sweden Dec 6,746 44 A126 S370.
Switzerland  Dec 6,904 -8.8 Galileo Ww: A41900 S176100. AP: A7250' S20708. Eu: A18300' $38596. Na: A14200' S62125.
Turkey Dec 1,716 35.7 BE: A214 S652. FR: A710 S380. IT: A467 S1221. NL: A786 S2286. ES: A360 S3000. CH:
UK Dec! 21738° 115 A261 S1752. GB: A1683 S9503.
Ukraine Dec 4146  -16.4 Sabref Ww: A47000' S124828. Ap: A11771' S4500. Eu: A5783' S13428. Na: A17478. FR: A401
S937. DE: A736 S1856. IT: A797 S1473. NL: A61 S130. ES: A150. CH: A380 S1184. GB:
A854 S3546.
Others ; .
Japan Dec’ 32800 138 Worldspan Ww: A21000" $49500. Ap: 0. Eu: A10208' S11000. Na: A35106. BE: A251 S541. FR: A180
s ' S700. DE: A480. IT: A192 S304. NL: A220 S600. CH: A140 S981. GB: A1450 S1980.
USA Dec 60,100 7.1
Notes: *1997 unless stated otherwise. '1998. 1999, Notes: See Master Notes. Latest figures available; A and S dates may not be the same; 'denotes later figure.
“Local currency. Source; OECD, WTO, national tourist ~ A-Agencies/other outlets, Ap-Asia Pacific, BE-Belgium, Eu-Europe, Na-North America, S-Screens,
offices. Ww-worldwide. ‘With Abacus. Source: companies.
Hotel results in Europe, USA and Asia, December
City Occupancy Average room rate Revpar
% local currency uss$ local currency uss$
2000 1999 2000 1999 2000 1999 2000 1999 2000 1999
EUROPE*
Amsterdam 52.4 63.8 314.59 249.72 133.70 109.96 164.99 159.35 70.12 70.17
Berlin 47.3 54.2 278.94 239.05 133.57 118.59 131.92 129.57 63.17 64.28
Brussels 58.4 55.7 4430 4001 102.84 96.23 2586 2227 60.03 53.56
Frankfurt 71.3 63.0 301.84 246.17 144.54 122.12 215.22 155.21 103.06 77.00
Geneva 59.0 56.0 267.47 213.41 163.58 128.75 157.91 119.55 96.57 72.12
London 60.9 64.6 164.67 143.06 241.03 231.12 100.21 92.48 146.67 149.40
Madrid 54.3 65.1 34119 22088 192.05 128.80 18529 14374 104.30 83.82
Paris 69.5 69.4 1256.14 1013.37 179.35 149.90 873.63 703.01 124.73 103.99
Rome 55.9 52.9 385701 256558 186.56 128.56 215596 135821 104.28 68.06
Zurich 77.4 76.1 216.90 209.76 132.65 126.54 167.99 159.62 102.74 96.29
usa'
Chicago 50.0 50.0 101.39 98.98 101.39 98.98 50.70 49.49 50.70 49.49
Los Angeles 66.8 62.9 99.81 95.49 99.81 95.49 66.67 60.06 66.67 60.06
Miami 76.7 74.0 133.07 129.45 133.07 129.45 102.06 95.79 102.06 95.79
New York 65.4 68.6 183.99 176.50 183.99 176.50 120.33 121.08 120.33 121.08
San Francisco 62.6 65.7 152.47 136.72 152.47 136.72 95.45 89.83 95.45 89.83
ASIA*
Tokyo 67.9 67.2 24023 21075 206.48 196.27 16305 14169 140.14 131.95

Notes: See Master Notes, page 7. For Europe, hotels of leading groups and independent 4- and 5-star hotels; latest, Bass Hotels & Resorts, Radisson SAS. Figures may
be adjusted later. Source: *Travel Business Analyst Europe, 'Smith Travel Research, ‘Travel Business Analyst Asia Pacific.
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IATA travel agencies' in Europe, 1999 Visitor arrivals in European destinations

Country Loc- Growth  Sales Growth  Per Growth Destination ~ Jan thru*: Arrivals Growth Sy  PVPD
ations % US$mn* % agency % x1000 % i us
us$mn* ’ ¥ il
Austria 277 258 775 84 280 11.6 Andorra Dec 2347 NA TNA - NA
Belgiumi 681 10.2 1,211 -1.3 1.78 -10.4 Austria Dec 17,630 1.6 5.2 142.9
Croatia 86 R 13 na 0.15 I} Belgium Dec 6,369 3.1 25 55E
Cyprus 133 0.7 133 9.0 1.00 9.8 Bulgaria Dec 2472 73 28" 4839
Czech R 138 16.0 144 59 104 -8.7 Czech R Dec 16031 -18 28" 4839
Elnland , 3451; ;S 5 g;g 1?)3 igj ‘73§ Croatia Dec 3,400 -17.3 NA NA
rance s . , . . .
Germany 4,776 18 8319 28 174 1.0 Cyprus Dec 2434 95 [uilCEEE
Greece 522 57.2 504 164  0.97 -26.0 Denmark Dec 2023 24 36 NA
Hungary 250 16.3 164 101  0.66 5.3 Estonia Dec 950 15.2 NA NA
Ireland 452 5.9 619 144 1.37 8.1 Finland Dec 2,700 21 NA NA
ltaly 4,492 5.7 4,537 12 1.01 -4.3 France Dec 71,400 2 7.16' 544
Malta 69 11.3 48 200 0.0 7.8 Germany Dec 17,003 35 24" 30517
Netherlands 505 -1.2 1,926 -1 381 0.1 c 5 11460 5 14 2093
Poland 262 101 253 115 097 1.2 reece e ' A
Portugal 710 17.9 608 05 086 -14.8 Hungary Dec 12,930 -138 3418 15.09
Romania 64 ;) 46 na 0.72 1) Iceland Dec 263 134 2.8 NA
Scandinavia' 1,433 4.6 4,836 2.2 3.37 -2.3 Ireland Dec 6,511 74 110 39.06
Spain : 5,024 0.0 3,044 0.0 061 0.0 ltaly Dec 35839 29  4.36' 178.42
?WH'(tze”a”d ggg lg-g 1’2‘512 'f-i’ g-g; i;-g Latvia Dec 489 -138  NA NA
urkey . . . -12. . .
UK 4123 130 11,902 30 289 115 L!echter_wteln Dec 60 17 NA NA
Lithuania Dec 1,422 0.4 NA NA
Europe 28,882 2.0 48,273 1.9 1.67 -0.1 Luxembourg  Dec’ 789 23 436" 178.42
Asia Pacific 8,780 43 31,247 161 356 11.3 Malta Dec 1,402 57 NA NA
USA 43,669 -4.1 76,616 4.4 1.75 8.9 Monaco Dec 278 00 NA NA
World 98,372 06 174888 62 178 5.6 Netherlands Dec 9817 53 367" 221.99
Notes: See Master Notes. IATA-International Air Transport Association. *Quoted in US$. ‘Under Norway Dec 4481 -1.3 NA NA

the IATA billings and settlement plan. ‘Additional countries, in order of listing: Luxembourg,

Slovakia, Iceland, Liechtenstein. Source: IATA. Poland Dec 17,940 -45 REEEES6Se
Portugal Dec 11,600 2.7 7 70.73
. t
Eurotunnel traffic, 2000 Jul 14,743 44 7 7003
Romania Dec 3,209 8.2 3.200 21.16
Item,x1000 Apr-  Growth Jul-  Growth Sep- Growth YTD  Growth Russia Dec 16.421 39 5E  200E
Jun % Sep % Dec % 00 % Spain Dec 51,772 92 127 38.16
Cars 688 228 750 -121 755 -6.1 2784 -14.6 g:ovak'_a gec Z;i 3'85 m m
Buses 2 86 2 66 21 86 79 -3.2 ovenia e -
Eurostar passengers 1863 13.5 2099 10.9 1674 2.6 7130 8.1 Sw_eden Dec 259 09 NAf NA
Source: Eurotunnel. Switzerland  Dec 10,800 -0.9 3.8 148.58
Turkey Dec 6,800 -24.1 8 83.83
Y . .. UK Dec 25,540 -0.8 10.1 69.41
Economic indicators of major countries in Europe, 2000/01 ult 14313 20 101 69.41
GNP/GDP Retail sales  Consumer prices T Wages/earnings * Ukraine Dec 7,500 20.8 NA NA
Country 3mths* 1lyear  1vyear 3 mths* 1 vyear 3mths* 1 year
F 3.9 2804 1.4J 0.5 14Feb 46 5.303 Others
rance . . 4 Jan -0. AFe . .
Germany 08  19Q4 4.8Jan 43 25Mar  NA 24Jan HongKong - Dec 11,328 183 34  187.66
Italy 3.2 2704 -1.0Jan 3.2 3.0Feb 09 1.7Dec  Mexico Dec 19,236 -2.9 NA NA
Netherlands 5.1 3104 2.9Nov 2.6 4.5Feb 2.3 2.9 Jan USA Dec 48,491 45 NA NA
Spé.ltm land ig g; Qj ';g De 32 gg Eeg ﬁli gg QQ:; Notes: See Master Notes, page 4. *1999 unless stated otherwise.
witzerlan ' :5Q4 20 Dec ' ore ' '2000. 1998, *Bednights. 'Nights at hotels. Source: ETM-European
UK 14 26Q4  5.8Feb 01 27Feb 75 4.4.Jan  Travel Monitor, NTO-national tourist office, Ot-Other.
Euroland 2.8 3.004 1.7Dec 1.6 2.6 Feb 1.2 1.8Q3
Others Notes: See Master Notes, page 7. Latest figures. E-Travel Business
Japan 3.2 28Q4 1.8Jan -0.1 0.1Jan  NA -0.3 Jan Analyst estimate (some based on statistically-incompatible
USA 11 3.404 2.3Jan 3.7 35Feh 47 4.1 Feb measures), PVPD-per visitor per day. Quoted in US$. fin hotels.

. Source: ETM-European Travel Monitor, NTO-national tourist
Notes: All figures are percentage changes, at annual rate. *Average of latest 3 months compared office. Ot-Other.

with average of previous 3 months, at annual rate. 'Figures not seasonally adjusted. ‘Germany,
hourly wages; Japan and UK, monthly earnings; USA, hourly earnings. Source: The Economist. 0 contd on p12
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Flying office

IATA’sannual Cor porate Air Travel Study
is respected par tic u larly for its cov er age of
high-yieldbusinesstravel lers.

Theseg ment covered here (otherswill be
included in other issues and editions of
Travel Busi ness Ana lyst and Net Value) is
onpassengers’ interestin inflightbusi ness
facilities.

(Respon dents were asked toexpress their
inter estininflight busi ness facil i ties using

Interest in inflight business facilities

Item 2000 1999 1998
Laptop power 369 339 3.50
Connecting flightinfo 3.66 3.51 3.43
Email 334 325 319
Internet 313 317 3.08
Phone 282 258 2.82
Intranet 2.57 na na
Stockmarket updates 2.51 222 2.16
Fax 217 221 257

Notes: not applicable. Source: Corporate Air Travel
Study, IATA.

a scale where 1 means Not Inter ested and 5
Very Inter ested.)

Inter est has not increased in all facil i -
ties — fewer are interested this year in
internet access and fax. For internet, this
could be because more have access to
internet at home and in the office, inflight
access becomes less spe cial. The decline for
fax presumably fol lowsafall in fax usage on
the ground.

It seems prac ti cal facil i ties are most in
demand — top three are lap top power, con-
nect ing flights, and email.

Back on top of the wish-list is seat-based
lap top power. Respon dentsanswer ingwith
either a 4 or 5 increased from 55% to 64%.
For connecting flight information, nearly
two-thirds (62%) show some level of inter -
est, up from 56%. Inter est in email has also
increased, albeit to a lesser extent.

Interest in inflight phones is falling;
44% said they were not inter ested in them.
Same for the fax, and sur pris ingly, inter est
in stock mar ket data is higher than for the
fax although 52% answered with a 1 or 2.

———

The main deter rent to using phones is
cost (broadly US$10 per min ute, although
some airlines subsidise that by up to
US$5) — given as the reason by 51%.
Other deter rents are lack of pri vacy (15%),
poor call quality (5%0), noise in the cabin
(4%),and unreliabil ity (3%).

What bust?

No signs yet of a down turn in travel by US
res i dents due to fear about the econ omy.
Oneofthe reg u lar sur veys by the Travel
Industry Associationof Amer icaindi cates
USresidentswilltake 147mnpleasuretrips
over March, April, and May, up almost 2%,

see table. .
one person in the USA, mn
tl’aveling at Year Number Growth,%
least 80km 1997 1479 6.8
from home, 1998 1419 41
one way.) 1999 1420 01
Ofthetotal, 2900 1451 2.2
85% plan to 2001 1474 156
travel for plea- Notes: *March, April. ay.
sure or per- Source: TIA.

sonal reasons,
21% for busi ness or con ven tions, and 7%
will travel for other rea sons.

Also, the Fed eral Aviation Administra-
tion fore casts a 2.9% increase in domes tic
seat sales this year, to 620.7mn. And for
RPKs it forecasts 2.7% growth this year,
and 2.9% 2002.

Net on the web

Two web travel agen cies— Travelocity
and Lowestfare (partly owned by Carl
Icahn, who owns part of TWA, now being
folded into Amer i can Air lines) —are add-
ing service charges for clients who buy
KLM and North west air tick ets.

This fol lows the move by North west in
March to stop paying commissions, even
though some web agencies, particularly
Expedia and Travelocity, are important
outlets.

However, this net-fare system practice
may become stan dard for web agen cies, and
may not harm cus tom ers or the web agen -
cies, partly because has become accepted
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with cer tain types of travel agen cies. But,
more impor tantly, the move will bring a big
increase to NW/KL revenue, unless their
prices become too high as a result, in which
case they could lose traf fic to com pet i tors.

Gen erally, the fee charged by e-agen cies
for a ticket is US$10. Pre vi ously, KL and
NW paid 5%, but lim ited total com mis sion
to US$10 per ticket.

Briefs
e Gay go.

Themostpopular USdestinationfor gay
and lesbian travellers is no longer San
Fran cisco, see table; New York took over this
year. There were other surprises: Los
Angeles and Palm Springs were out, Fort
Laud er dale and West Hol ly wood werein.

Internationally, the Caribbean dropped
right out of favour, leav ing the UK to take
top spot. Also out was Van cou ver,andin
were Ger many and Spain.

Destinations for gay and lesbian

HEVEIES

Destination

2001 2000

Top USA

New York San Francisco
San Francisco New York
Fort Lauderdale Los Angeles
West Hollywood Miami

Miami Palm Springs
Top foreign

UK Caribbean
France UK
Netherlands France
Germany Netherlands
Spain Vancouver

Sources: Community Marketing, Travel Weekly
USA.

e The UK governmentispromising tour-
ism pro jectfundsfordevelopingcountries
of US$75,000-450,000 (at US$1 to
UKPQ.68) per pro ject over three years.

It says it has US$1.5mn available, but
may go up above that if neces sary. The fund
isbeingadministeredby Deloitte & Touche.

There are a few con di tions for the pro-
jects, such as a require ment that the pro ject
devel ops busi ness and employ ment oppor -
tu ni ties for the poor, and that it strength ens
the positive social and cultural effects of
tourism.

First dead line is this month; the next in
October. B
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TRAVEL MEASUREMENTS

contd from p10

Visitor spending in Europe destinations

Destination Jan thru*: Spendingb Growth,% Source: Destination Jan thru*: Spendingb Growth,%  Source:
Austria Dec' 11,259 0.7 WTO Netherlands Dec’ 7,051 36 WTO
Belarus Dec 22 -12.0 WTO Norway Dec’ 2,229 0.8 WTO
Belgium Dec 5,375 1.9 WTO Poland Dec’ 6,100 -23.2 WTO
Bulgaria Dec’ 930 -3.7 WTO Portugal Dec’ 4,928 15 WTO
Croatia Dec’ 2,541 -7.0 WTO Romania Dec! 254 -2.3 WTO
Czech Republic Dec’ 3,600 -3.2 WTO Russia Dec’ 7,771 19.4 WTO
Denmark Dec 3,036 -4.7 WTO Slovakia Dec’ 461 -5.7 WTO
Estonia Dec’ 560 49 WTO Slovenia Dec’ 1,005 -10.0 WTO
Finland Dec’ 1,460 -10.5 WTO Spain Dec 29,585 11.0 WTO
France Dec 29,700 6.0 WTO Sweden Dec 4,107 13.6 WTO
Germany Dec 15,859 -3.9 WTO Switzerland Dec 8,208 3.9 WTO
Greece Dec 4,050 7.4 WTO Dec’ 7,355 -5.9 WTO
Hungary Dect 2,471 1.3 WTO Turkey Dec? 5,000 -36.0 WTO
Iceland Dec 207 19.7 WTO Ukraine Dec 3,760 25 WTO
Ireland Dect 3,306 17 WTO UK Dec 21,034 4.8 WTO
Italy Dec 30,427 24 WTO Dec} 20,972 0.0 WTO
Dec’ 31,000 4.0 WTO Others

Latvia Dec’ 111 -39.0 WTO Hong Kong Dec’ 7,200 18 NTO

Luxembourg Dec 309 4.0 WTO Mexico Dec’ 7,587 -3.9 WTO
Malta Dec’ 675 2.1 WTO USA Dec’ 74,400 45 NTO

Notes: See Master Notes, page 4. Growth may be in national currency. *1998 unless stated otherwise. ¥1999. 2In millions of local currency. In millions of USS$.

Source: ETM-European Travel Monitor, NTO-national tourist office, Ot-Other.
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