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SUMMARY OF CONCLUSIONS & RECOMMENDATIONS
1.
The European Opportunity


Europe is one of the biggest travel markets in the world – in 2010 over 535 million Europeans took holidays. They are travelling long haul more and more and China and other Asia-Pacific countries are becoming very popular among this massive audience. This survey aims to describe how the European Travel Industry will look in the future and how travel companies in China and Asia-Pacific can take advantage of this massive market potential. Our findings are based on interviews conducted with 216 senior executives employed by airlines, hotels, airports, tour operators, car rental firms, cruise lines, train companies, ferries, online travel agents, trade associations, marketing and PR consultants etc. These professionals are the best guide as to what will happen in the future, they are the closest to new trends and developments and are best placed to predict the future. 

The results of the survey will be particularly helpful to tourist boards, hotels, airlines, airports, tour operators and car rental companies planning their future marketing to the European market.

2.
The European Holiday Maker

All age groups are expected to contribute to the growth of the European holiday market, but two in particular look particularly exciting. The “baby-boomer” generation in the 55-65 and over 65 categories will exhibit very strong growth.  These age groups are extremely important to the travel trade – not only do they have the time but they also have the money to travel to Asia-Pacific. “Middle-Aged” people 0f 36-55 will also be important. Travel companies based in China and Asia-Pacific must understand that their priority market is older people, the range and quality of services offered should reflect this. Marketing activities also need to be mainly directed at this audience.

There are more singles in Europe than ever – unmarried, divorced/separated and widowed - and these will represent a massive market opportunity in the future. Not only are they affluent, they also have the freedom and time to travel. The travel industry – notably hotels - has traditionally had negative attitudes towards at singles, seeing these as a nuisance rather than an opportunity, and charging them massive supplements. This attitude will need to change. 

3.
Types of Holidays Taken by Europeans

The European travel market is a very mature one, and today holiday-makers from the UK, France, Germany, Italy etc are looking for more than traditional sun & beach vacations. They are now interested in activity holidays, cruises, spa & health and arts & culture. The Far East market should regards this as a major opportunity as it is strong on offering these types of holidays. 

An important finding is that Europeans look very favourably on “green” holidays. Sales and promotional activities by Asian travel companies should reflect these important trends.

4.
How Europeans Book Their Holidays

Chinese and Asia-Pacific travel companies need to understand that European tourists mainly use the internet to book their holidays, either direct with airlines, hotels, tour operators and car rental firms, or with OTAs. Travel companies based in China and Asia-Pacific will need to ensure their websites are attractive and easy-to-use by Europeans, and that they include special offers.

The OTAs are a major sales target as they account for a large percentage of bookings.

How Travel Companies in China & Asia-Pacific 
Can Attract More European Tourists

1.
THE EUROPEAN OPPORTUNITY
Europe is one of the biggest travel markets in the world – in 2010 over 535 million Europeans took holidays (Source: Eurostat). They are travelling long haul more and more and China and other Asia-Pacific countries are becoming very popular among this massive audience. In order to help Chinese and Asian travel companies to develop this market CAP Strategic Research undertook a survey to determine the future holiday-making attitudes and practices of European tourists. The results of the survey will be particularly helpful to tourist boards, hotels, airlines, airports, tour operators and car rental companies planning their future marketing to the European market.

1.1.
Future Growth By Type of Holiday 

The European travel market is a very mature one, and today holiday-makers from the UK, France, Germany, Italy etc are looking for more than traditional sun & beach vacations. This is evidenced by in Table 1 which shows that fast growing holidays in the future will be activity, cruises, spa & health and arts & culture. The Far East market should regards this as a major opportunity as it is strong on offering these types of holidays. 

An important finding is that Europeans look very favourably on “green” holidays. People in Europe are becoming acutely aware of the problems caused to the environment by travel and are looking to choose those holidays which have the least negative impacts on global warming. As a result Europeans look favourably on countries that can demonstrate strong environmental policies, train travel is preferred to air, hotels with advanced environmental policies are appreciated. Sales and promotional activities by Asian travel companies should reflect these important trends.
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1.2.
Future Growth By Age of Holiday Maker

All age groups are expected to contribute to the growth of the European holiday market, but two in particular look particularly exciting. The “baby-boomer” generation in the 55-65 and over 65 categories will exhibit very strong growth – over half our sample expect very rapid increases in demand from these people. These age groups are extremely important to the travel trade – not only do they have the time but they also have the money to travel to Asia-Pacific. “Middle-Aged” people 0f 36-55 will also be important.

Today when every company appears to be obsessed with the youth market it is significant to see that young people in the 18-25 range will offer far fewer opportunities to the travel trade in the future than their elders.
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1.3.
Future Growth By Type of Holiday Maker

There are more singles in Europe than ever – unmarried, divorced/separated and widowed - and these will represent a massive market opportunity in the future. Not only are they affluent, they also have the freedom and time to travel. The travel industry – notably hotels - has traditionally had negative attitudes towards at singles, seeing these as a nuisance rather than an opportunity, and charging them massive supplements. This attitude will need to change. 

Groups of friends will also offer above average opportunities. Couples and families will be growth sectors, but less so then singles, reflecting the changing structure of the European population.
1.4.
Overseas Destinations Showing Above Average Growth 

Respondents were asked which overseas countries would show the most dynamic growth with European holidaymakers over the next five years. There response would suggest the European outbound market will be different in the future. The old, traditional European destinations such as Italy, Spain, Portugal, Greece and France will evince steady not spectacular growth. The “winners” will be long haul destinations especially China and India, South Africa and Australia. Thailand will also be popular. The US and Canada are also expected to do well.

Asia-Pacific countries which do not feature strongly in these findings – Malaysia, Indonesia, Vietnam, Philippines etc – will need to invest in promotional campaigns to improve their attractiveness among European holiday makers.

Other long haul destinations that will prosper are Russia and Brazil.
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2.
FUTURE BOOKING OF TRAVEL & HOLIDAYS

Chinese and Asia-Pacific travel companies will need to know how European tourists will book their holidays in the future in order to develop the optimum operations and marketing strategies. Our survey confirms the continuing importance of online booking by Europeans – for air travel, hotels, packaged holidays and car rental. Online booking direct with a travel operator is seen as being the most important in the future. Online Travel Agents (OTAs) will continue to expand but will not grow as rapidly as direct booking.

Europeans are now getting more comfortable with booking direct with airlines, hotels, tour operators and car rental firms, and are aware that these suppliers now offer good deals, often better than can be had via OTAs.

OTAs will continue to be used by those travellers who appreciate the width of choice provided by these agents. Some tourists, however, are already using OTAs to gather information on a route/hotel etc but then choose to book direct with airlines and hotels.

The following tables confirm the onward decline of the traditional high street travel agent.

2.1. How Airline Travel Will Be Booked

Online booking direct with an airline is already very popular, and will continue to be the main booking method in the future. This, of course, is being driven by the airlines themselves who see the advantages of having business come direct rather than though traditional travel agents and the newer online agencies such as lastminute.com, expedia, ebookers etc.

Also the consumer is becoming more knowledgeable and increasingly realises that the best deals can be achieved by going direct. This will become even more evident if airlines follow Ryanair’s advertising campaigns e.g. – “If you buy a Ryanair ticket through an online agent you are being ripped off” - showing the clear price advantages of direct booking.
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2.2. How Hotels Will Be Booked

European travellers are expected to increasingly book online direct with hotels, rather than through travel agents or by phone. The online agents will see growth but UK hotel users are becoming more knowledgeable – they know that very often the best rates are quoted by the hotels themselves rather than online agents. It is less convenient for a traveller to go direct to hotels – he/she will have to visit several websites, but for these the price advantages outweigh the inconvenience. 

Some will still seek the reassurance and additional information provided by a telephone call, but the travel agent as an important seller of hotels seems doomed.
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2.3.
How Packaged Holidays Will Be Booked

Booking methods on packaged holidays will show a slightly different picture. Rapid growth is expected in booking direct with a tour operator and via an online agent. Telephone booking and the use of travel agents will still be with us in the future, but will have declined in importance. The decreasing use of the telephone is evidenced from recent news that TUI is closing call centres as the impact of internet bookings takes its toll. 

In most cases packaged holidays are the most expensive form of travel and consumers will continue to seek the personal touch provided by a travel agent or via a telephone call. The more expensive the holiday the more consumers will rely on the agent or telephone contact – but are still likely to have done much research online before booking.
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2.4.
How Car Rental Will Be Booked

A very rapid growth is predicted for online booking direct with the car rental companies. Consumers are aware that there is a relatively small number of car rental firms – surfing their websites is not arduous – and these same customers are aware that prices quoted by the rental firms can be the cheapest available. The use of online agents will grow but at a slower pace. Increasingly in the future travel agents will cease to be important for car rental, and telephone booking will be a minority choice.
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3.
FUTURE TRENDS IN EUROPEAN TRAVEL 

In order to get a clearer picture of the future development of the European travel industry we asked respondents to express agreement/disagreement towards a number of statements about UK travel. These are summarised below.

3.1.
Impact of Global Warming on the European Travel Industry

The European travel trade believes that Global Warming will definitely have an impact on the industry – there will be clear winners and losers. The main casualty would appear to be skiing – recent years have already witnessed poor snow conditions, and the impact of Global Warming is expected to have serious repercussions on European ski resorts, especially the low lying villages, of which there are many. It is acknowledged that the higher resorts in US and Canada will benefit from this trend, but in general European professionals are expecting skiers to ski less often or perhaps stop skiing altogether.

Airline travel and overseas holidays will also suffer to an extent, but other parts of this report have shown that long haul destinations will become increasingly popular in the future. This would suggest that the impact of Global Warming on flying overseas will not be dramatic. Car rental is also seen as vulnerable to the impacts of Global Warming.

There are several parts of the industry that are expected to benefit from Global Warming. Principal among these are, of course, “green” holidays. Already several companies claim to be specialists in this sector, but we expect the major operators to start launching “green” products in the future. For example cruises will introduce no-fly cruises, starting from home ports, tour operators will use trains rather than planes, energy-efficient hotels will be termed “green” etc.

Other beneficiaries will be train travel, ferries, activity holidays, cruises and coach travel – anything but the car and the plane.
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3.2.
The Importance of Online Booking

We have already discussed the trend towards online booking of flights, hotels, packaged holidays and car rental and the following Table confirms that in the future most bookings for these products will be online.
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3.3.
Other Trends
Last-minute booking is not expected to become that popular in Europe, especially for long haul travel to China and Asia-Pacific. For that type of holiday Europeans look to book a long time in advance.

Online check-in at airports will become increasingly important. Already it is favoured by many European airline passengers – especially business ones – and will grow in popularity – not least because the airlines are pushing it strongly.

Online check-ins for hotels is relatively new but is expected to be widely used in the future
The industry generally agrees that hard copy brochures will decline in importance in the future, but will not have disappeared altogether. 
Our respondents clearly expect the travellers cheque to be virtually dead in the near future.
Earlier parts of this report showed that traditionaltreet travel agents are expected to largely lose out as bookers of travel in the future. The following table confirms this. In the future many European travel agents will be acting as travel advisors, not selling holidays and travel. 
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APPENDIX

RESEARCH APPROACH AND METHODOLOGY

The survey employed a “Delphi” technique – interviews were directed at travel professionals employed by a variety of companies and organisations throughout Europe. The research approach comprised the use of postal questionnaires and an online survey. Our 216 respondents were senior decision-makers – virtually all were Directors – of companies involved in European travel. The table below gives a breakdown of our respondents by type of travel company.

The survey was conducted in February and March, 2010
SAMPLE BY TYPE OF COMPANY

	Tour Operator
	24

	Visitor Attraction 
	19

	Hotel - Group
	18

	Travel Agent
	16

	Airline
	16

	Marketing/PR
	16

	Media
	14

	Online Travel Agency
	12

	Tourism Authority
	12

	Hotels - Independent
	11

	Airports
	9

	Car Rental
	8

	Other
	7

	Inbound Travel
	6

	Cruise Line
	6

	Train Company
	6

	Travel Management Companies
	5

	Coach/Bus Company
	4

	Trade Associations
	4

	Ferry Company
	3


	TOTAL
	216
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Market Research for the Travel Industry

We conduct surveys amongst business and leisure travellers, senior decision-makers employed by airlines, airports, hotels, cruise lines etc as well as corporate travel departments, travel agents, TMCs and ITMs. Researching the travel sector requires special skills - above all an understanding of the leisure and business travel industry. We have this, having spent over 30 years working in international travel, in over 40 countries worldwide.

INDUSTRY SECTORS

· Airlines

Cruise Lines

· Airports

Tour Operators

· Hotels

Credit Card Companies

· Car Rental

Ferry Companies

· Online Travel Agents

Ports

· High Street Travel Agents

Train Companies

· Conference Centres

Inbound Operators

TYPES OF SURVEYS

· Customer Satisfaction

· New Product Development

· Brand Equity

· Pricing

· Market Segmentation

· Acquisition Surveys

· Feasibility Studies

· Sales & Marketing Effectiveness

· Online Surveys

· Tracking Surveys

SURVEY EXAMPLES

· Current and Future Usage of Travel Agents, Telephone and Online Booking

· Brand Equity of Online Travel Agents

· Impacts of Closing High Street Outlets and Going Online

· Customer Satisfaction Survey for European Airports Among International Airlines

· Segmentation of European Business Travellers

· Attitudes and Practices of Women Business Travellers

· Global Segmentation of Car Rental Customers

· Client Attitudes Towards Airline Alliances

· Hotel Feasibility Study in Major European Capital Cities

· Pricing Survey for a International Car Rental Group

· Customer Satisfaction with Caribbean Cruise Ports

PUBLISHED REPORTS


"Opportunities Among Chinese Luxury Travellers" 

"How the Travel Industry Should Cater to Female Travellers" 

"How to Effectively Market to US Travellers"

"How Travel Companies in China & Asia-Pacific Can Attract More European Tourists"

"How Airports in China & Asia-Pacific Can Improve Relationships with Airlines"

"How Airports in China & Asia-Pacific Can Effectively Market to Airlines"
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ABOUT CAP STRATEGIC RESEARCH

CAP Strategic Research (CAP) provides market research services covering China, Hong Kong, Singapore and other Asia-Pacific countries. We have a successful track record of conducting surveys in Asia based on 

(i) many years of living and working in the region 
(ii) in-depth knowledge and experience of specific industry sectors and 
(iii) providing strategic insights and “actionable” recommendations from senior executives who know your industry, have extensive international experience and - very importantly - have an “understanding of business”. We have over 25 years experience of conducting research for clients based in China, Asia-Pacific Europe and the US. With offices in China, Hong Kong and Singapore we are ideally placed to meet your research needs in Asia-Pacific.

For more information please contact:

Roger Thomas, CAP Strategic Research
Tel: +852 37508640
Email: roger@capstrategicresearch.com
Or

Keith Kong, CAP Strategic Research
Tel: +852 37508638
Email: keith@capstrategicresearch.com
Address: 1501-08 Millennium City 5, 418 Kwun Tong Road, Kwun Tong, Kowloon, Hong Kong.                                                                            
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