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Foreword
Taleb Rifai,
Secretary-General,
World Tourism Organization (UNWTO)

The extraordinary growth of international tourism over the
last decades – from 25 million tourists in 1950 to 990 million
in 2011 – is as much due to advances in air transport as to
growing wealth in industrialized and emerging countries and
the forces of globalization. Over half of all international tourists
currently arrive to their destinations by air and UNWTO expects
23 million more tourists to take to the skies each year between
now and 2030.
Against this background, the Global Report on Aviation outlines
some of the major opportunities and challenges facing the air
transport industry – from legislation to taxation and climate
change – and examines how destinations can work effectively
with airlines and airport authorities to promote their destination
and improve the visitor experience.
This coordination between tourism destinations, airport
authorities and airlines is crucial, and UNWTO has a long
history of bringing stakeholders together to discuss how the

* See article “The UN and LGBT rights” p. 13
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air transport industry can best contribute to the development
of tourism. The Global Report on Aviation, the fifth in the
collection of AM Reports prepared by the UNWTO Affiliate
Members Programme, is intended to further this dialogue
between public and private actors.
The commentaries and case studies presented in this report
show how UNWTO Affiliate Members are taking a dynamic
approach to cooperation between airlines, airports and tourism
destinations and we would like to thank all our partners who
contributed. We look forward to working with you as we move
forward on aviation policy and promote increased connectivity
as a means towards a more competitive tourism sector.

A message from
David Stroud
David Stroud,
Executive Vice President
UBM Routes Ltd

We are all familiar with the benefits air services bring to the world.
They are a vital support to global trade, serve the world’s tourism
industry, create real jobs and bring people, families and cultures
together, enriching all our lives. It is for these reasons that this
Global Report on Aviation is so important to everyone within our
sector.

by airlines that only when “the golden triangle” of airlines, airports
and tourism stakeholders are collaborating, can real progress be
made. It is my hope that through this report

The commentaries and case studies within this report
demonstrate a changing global outlook on the travel industry.
The rise and rise of the Low Cost Carriers continues to change
the dynamics of global tourism and as a result, UNWTO Member
States and Affiliate Members are evolving their models and
approaches towards tourism accordingly. In the course of
UBM’s business in the aviation industry we are constantly told

These are challenging and exciting times in our industry, and
UBM are proud of the role which we play towards bringing people
together and the creation of a more efficient and sustainable
future for global travel

and through all parties continued efforts, the aviation and
tourism communities will work closer together for the benefit of
the global travel and tourism industry as a whole.

Global Report on Aviation: Responding to the needs of new tourism markets and destinations
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Introduction
The importance of tourism as a driver of global economic growth
and development

Over the past six decades, tourism has experienced continued
expansion and diversification, becoming one of the largest
and fastest-growing economic sectors in the world. Many new
destinations have emerged, challenging the traditional ones
of Europe and North America. Despite occasional shocks,
international tourist arrivals have shown virtually uninterrupted
growth – from 277 million in 1980 to 528 million in 1995, and
983 million in 2011.

3.4 billion a day on average. Tourism exports account for as
much as 30% of the world’s exports of commercial services
and 6% of overall exports of goods and services. Globally, as
an export category, tourism ranks fourth after fuels, chemicals
and food. For many developing countries it is one of the main
sources of foreign exchange income and the number one
export category, creating much needed employment and
opportunities for development.

According to Tourism Towards 2030, UNWTO’s recently
updated, long-term outlook and assessment of future tourism
trends, the number of international tourist arrivals worldwide
is expected to increase by 3.3% a year on average from 2010
to 2030. This represents some 43 million more international
tourist arrivals every year, reaching a total of 1.8 billion arrivals
by 2030.

Based on the information from countries with data available,
tourism’s contribution to worldwide gross domestic product
(GDP) is estimated at some 5%. Tourism’s contribution to
employment tends to be slightly higher and is estimated in
the order of 6-7% of the overall number of jobs worldwide
(direct and indirect). For advanced, diversified economies, the
contribution of tourism to GDP ranges from approximately 2%
for countries where tourism is a comparatively small sector, to
over 10% for countries where tourism is an important pillar of
the economy. For small islands and developing countries, the
weight of tourism can be even larger, accounting for up to 25%
in some destinations.

As an internationally traded service, inbound tourism has
become one of the world’s major trade categories. The overall
export income generated by inbound tourism, including
passenger transport, exceeded US$ 1.2 trillion in 2011, or US$

The data in this section was kindly provided by the UNWTO Tourism Trends
and Marketing Strategies Programme

mkt.unwto.org
For more information about UNWTO Tourism Towards 2030 see p.46
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In focus: tourism,
aviation and
UNWTO
The increasingly widespread application of the jet engine in
civilian commercial aviation in the 1960s was a trigger for the
advent of global tourism as we know it today. The exponential
growth of international tourism in the last decades – from 25
million tourists in 1950 to over 1 billion anticipated for 2012 – is
very much due to the advances in air transport as well as to
growing wealth in industrialized and emerging countries plus
the influence of globalization.
Currently just over half of tourists crossing borders worldwide
each year arrive at their destinations by air. In many parts of
the world, including most long-haul and developing country
destinations, notably small island and landlocked states, the
proportion is much higher.
As air transport has expanded and become more complex, so
has the relationship between the industry and governmental
bodies at all levels. Given the inherent international nature of
air transportation, the need for cooperation between States
on all areas of civil aviation has been present since the very
first passengers flew from one country to another. Today, policy
makers from across the globe negotiate almost constantly,
bilaterally and through multilateral bodies, seeking agreement
on areas as diverse as flight rights, airline ownership, landing
slots, competition, taxation, environmental protection, safety
and security, to name just a few.
Throughout its history, the World Tourism Organization has
played a significant role in bringing stakeholders together to

discuss how the air transport industry can best contribute
to the development of tourism. These discussions have
focussed on the areas of economic regulation, cross-border
travel facilitation, taxation, consumer protection and climate
change, which is the foremost environmental issue common
to air transport and tourism. An overview of UNWTO’s policy
analysis and guidance in these areas is presented here.

Economic regulation and connectivity
The air transport industry has been highly regulated throughout
the whole of its history. Technical and operational standards
have been strictly controlled worldwide in the interests of
safety and security, with the necessary collaboration between
all actors involved at international level, led by the International
Civil Aviation Organization (ICAO), a sister agency of UNWTO in
the United Nations. This will continue to be the case. However,
it is the economic and commercial aspects of airline operations
that are of greatest interest to UNWTO, given their widereaching impact on tourism development.
An intergovernmental conference on aviation in Chicago in
1944 developed the Convention on International Civil Aviation,
which established ICAO and still guides international aviation
today. However, the Conference failed to reach agreement on
the multilateral exchange of air services and the exchange of
rights became an issue dealt with on a bilateral basis between
States. This developed in an ambiguous fashion, often through
opaque bilateral agreements on routing, tariffs and capacity,
with operational details available only in confidential side notes.

Global Report on Aviation: Responding to the needs of new tourism markets and destinations
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The way forward
While UNWTO recognises the right of States to determine
their own transport policies and safeguards, the Organization
strongly advocates the considered liberalization of air
transport as instrumental for stimulating tourism growth and
job creation. The principles concerned should not just apply
to the question of airline ownership and route networking,
but also to wider issues such as airport ownership, handling,
ticketing and infrastructure in the destination.

Even today, it is common to see governments fiercely protecting
their national carriers from foreign ownership and competition,
regarding them as a key element of national sovereignty,
rather than basing policy on net national and economic social
benefits. Therefore it could be said that even the most liberal
of agreements reached between two nations has been in
some ways protectionist in its scope. In recent years, there
has been a more insightful approach in some world regions,
notably within Europe, where a truly open marketplace now
prevails, and to some extent in Latin America, but, with the
limited exception of US-EU routes, there has minimal progress
inter-regionally to improve connectivity.
The 1994 UNWTO publication Aviation and Tourism Policies
concluded that ‘by the end of [the 90s]… multinational airlines
will be free from almost all forms of economic regulation except
those like competition rules and merger controls that apply
to all industries’. This prediction proved unduly optimistic.
True, much progress has been made, not least with the rapid
expansion of low cost carriers, boosted by an information
technology boom and more widespread use of the Internet.
Nevertheless, many States continue to keep a firm grip on
the commercial activities of their airlines and maintain strict
controls on air routes to point of stifling the development of
their and other countries’ destinations. All this in spite of the
fact that the air transport industry has traditionally had a more
powerful, coordinated voice when addressing policy makers
than other providers from the highly complex and fragmented
tourism sector.

10
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To advance the interests of the tourism sector and promote
the basis for liberalization, an important step is to measure
accurately the scale and economic impact of tourism
and articulate the results effectively so that governments
may strike a more equitable policy balance. The adoption
and thorough implementation of the UNWTO Tourism Satellite
Account is one of the measures governments can take to
better understand the economic impact of tourism, verifiable
by international standards. For that purpose, UNWTO provides
the knowledge and support for its Members to do this. This
sets the stage for a second step – to evaluate the impact that
open skies and open aviation areas (the latter including lifting
of foreign investment limits) have on growing tourism demand
and thus the impact on economic growth and job creation at
the destination.
These issues should bring transport (in particular aviation) and
other tourism stakeholders to the same table. Given the high
coincidence of interests, the mechanisms to make this dialogue
effective need to include all levels of government, airlines and
the destinations they serve – always with an effective balance
of public and private cooperation.

Travel facilitation
Security measures at airports, while of fundamental
importance to society, are not always implemented in a way
which facilitates the flow of passengers and can raise such a
negative perception of air travel that demand is dampened, to
the detriment of tourism as well as air transport. There is need
to integrate aviation facilitation with security, to reduce irritation
for travellers, to control security costs and to provide assistance
in relieving the cost burdens for developing countries. Aviation
safety and security management should be promoted as a
fundamental component of national social and economic
priorities, planning and operations. UNWTO is pursuing
these objectives with the leading global partners responsible
for aviation security, namely ICAO and the International Air
Transport Association (IATA).
Broader facilitation issues which have been long been a concern
of tourism authorities are restrictive visa-issuance policies and

complicated entry formalities which are stifling tourism growth,
along long queues in several stages of the process. Ahead
of the 2012 G20 Leaders Meeting, UNWTO and the World
Travel and Tourism Council (WTTC) presented research to the
4th T.20 Ministers Meeting (the tourism ministers of the G20
countries) demonstrating that improving visa processes and
entry formalities could generate an extra US$ 206 billion in
tourism receipts and create as many as 5.1 million additional
jobs by 2015 in the G20 economies. As a result of this work,
the G20 Leaders Summit Declaration acknowledges that
tourism can make an important contribution to many of the
world’s most pressing challenges. Indeed, for the first time in
its 13-year history, the G20 recognized the role of tourism as
“a vehicle for job creation, economic growth and development”
and furthermore committed to “work towards developing travel
facilitation initiatives in support of job creation, quality work,
poverty reduction and global growth.” So the issue is: how can
the air transport industry support and benefit from these efforts?

The way forward

been through the air transport industry, generally in the form
of taxes or duties levied in the country of departure. In cases
such as the UK Air Passenger Duty (APD) the tax level applied
is not only substantial but varies according to the distance
flown which leads to long-haul destinations (particularly those
in small island States and other developing countries that are
most dependent on tourism) suffering disproportionately.

The way forward
While properly constituted taxes and duties are a fundamental
and legitimate fiscal tool of governments worldwide, there is
a growing concern regarding unsubstantiated levies on both
air transport and tourism. While the industry should contribute
its due, there is an increasing proliferation of taxes and duties
which can actually produce a net disbenefit to the general
economy. This is killing the goose which lays the golden egg and
needs to be addressed, as with travel facilitation, by collective
positioning of the benefits of air transport and tourism.

While fully recognizing the sovereign right of States to control
the access of foreign nationals to their territories and preserving
the functions of visas, the UNWTO/WTTC Report identifies
various policy opportunities that would facilitate tourist travel:
• Improve delivery of information
• Facilitate the process to obtain visas
• Differentiate treatment to facilitate tourist travel
• Institute eVisa programmes
• Establish regional agreements
Possible measures can include Visa Information Systems (e.g.
EU, Australia) which store key data, enabling the creation of
‘expected movement records’ against which actual movements
(check-in, arrival, departure) can be cross-checked to facilitate
the arrivals process, reduce airport congestion, improve entry/
exit management and reduce visa overstays.
Border protection agencies, airlines, airport authorities
and destinations must also work together to ensure
that arriving passengers are processed as quickly and
as efficiently as possible to reduce congestion and thus
provide the best possible welcome to the passenger’s
chosen destination.

Taxes and duties
As tourism has occupied increasingly larger space in the global
economic landscape, legislators have inevitably taken greater
interest in the sector’s capacity to provide revenue from taxation.
For some time now, a significant proportion of this tax-take has
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Consumer protection
There is an insufficiency of binding rules at the global level
governing the rights and obligations of tourist consumers and
of travel organizers, a fact clearly illustrated in April 2010 by
the crisis provoked by the eruption of the Icelandic volcano
and its tremendous effect on the travel and tourism sector.
In October of that year, the UNWTO Executive Council
consequently approved a proposal to carry out a preliminary
study on tourists/consumers protection. The main aim of
the subsequently established UNWTO working group on
the protection of tourists/consumers and travel organizers
is to draft an international convention dealing with the key
scope elements identified. The working group consists of
official expert delegates from Member States of every region,
intergovernmental organizations such as ICAO and the
European Commission, and representatives of the travel and
tourism private sector.

The way forward
During its session in October 2011, the UNWTO General
Assembly confirmed that the legal instrument on tourist
consumer protection would be an international convention.
UNWTO has no intention to substitute or duplicate any related
regulatory frameworks which have been already adopted by
the European Union or other international organizations (e.g.
ICAO) in this field or create any obstacles especially at the
travel market. Furthermore, an international convention would
not operate only with binding rules. The focus is on building
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adequate and effective solutions at global level. This project
should contribute to a better protection of both tourists
and tourism service providers worldwide through making
international and multilateral some of the standards already
existing and functioning effectively.

Climate Change
The tourism sector as a whole is both fundamentally affected
by climate change and a contributor to the global emissions of
greenhouse gases (GHGs). In total, tourism is estimated to be
responsible for about 5% of global carbon emissions, a value
about equivalent to the sector’s weight in the global economy.
Of total global emissions, some 2% comes from air passenger
transport, whose own economic weight is around 1%. Air
transport contributes some 40% of the carbon emissions
from tourism and no less than 60% for international tourism.
This produces a conundrum for the air transport sector whose
sustained growth is expected to continue – UNWTO Tourism
Towards 2030 estimates an increase in international tourist
arrivals by air of 23 million on average each year over the next
two decades. This growth in air transport is likely to continue
to outpace aviation’s technical and operational improvements
for the foreseeable future, although the margin should be
reduced if the promise of biofuels can be fulfilled. Although
the air transport industry is gradually increasing its efforts
to mitigate its effect on climate change through technology,
air traffic management and alternative fuels, the investment
needed for mitigating future growth will be great and some
form of market-based mitigation measures, already applicable

within Europe and, controversially, to and from Europe, will
inevitably also be required.

The way forward
Tourism has an interest and a responsibility to
reduce global emissions, advancing mitigation as well as
adaptation strategies in all its segments, from air transport to
accommodation and other activities. UNWTO has long been
working, within the evolving United Nations framework, to
develop a long term post Kyoto response to climate change.
The Davos Process on Tourism and Climate Change, initiated
by UNWTO in 2007, includes firm recommendations and
a clear commitment for action, requiring the sector inter
alia to “mitigate its GHG emissions, derived especially from
transport and accommodation activities”. In this regard,
UNWTO continues to work closely with ICAO on mitigation of
air transport emissions and in 2010 developed a Statement
Regarding Mitigation of Greenhouse Gases from Air Passenger
Transport, which was presented to the ICAO Assembly in that
year: http://sdt.unwto.org/en/climatechangedocs
UNWTO cautions against mitigation measures for air transport
taken in isolation, without considering the broader tourism
framework. It also calls for the application of the UNFCCC
principle of ‘Common But Differentiated Responsibilities’
amongst countries to alleviate possible negative impacts of
heavy cost burdens on long haul travel to developing countries
in particular, where the sector accounts for as much as 45%
of the service export earnings. All revenues from levies and
trading of emissions permits should also yield measurable,
reportable and verifiable mitigation results including projects in
transport and other tourism-related activities, and financial and
other incentives for the earliest possible global introduction of
sustainable additional or alternative fuels for air transport.

Speaking with one voice
Moving forward in many of the issues identified above requires
a stronger coordination between the air transport industry

- notably airlines and airports - and the various levels of
government. Tourism development will only advance optimally
if it is incorporated strategically as an integrated component of
national, regional and global economic and social policy. Given
the critical contribution of air transport to international tourist
arrivals and the symbiosis between air transport and tourism.
There is an imperative to establish coordination mechanisms
between the portfolios responsible in each country for infrastructure, transport and tourism.
At the global level, UNWTO is working with ICAO and with
industry bodies – notably WTTC and IATA –to increase the
coordination between air transport and tourism. The approach
is to position travel and tourism collectively as a strategic
industry, with air transport as an interconnected core, with
a single voice on such issues as liberalization, security and
facilitation, climate change, economic impact and taxes.

Compiled by Peter Jordan, UNWTO Affiliate Members
With kind collaboration from:
UNWTO Communications Programme
UNWTO Sustainable Development of Tourism Programme
UNWTO Risk and Crisis Management Programme
Chris Lyle, UNWTO Advisor
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CHAPTER 2

The airline destination
relationship
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The relationship
between tourism
demand and
capacity growth:
Which comes
first?
ASM
A division of UBM Live

The model for tourism development has continually evolved
over the past 20 years. In leisure tourism during the nineties,
tour operators were all-powerful. For the most part, they
understood what their clients wanted in terms of a vacation
and they simply had to had create the “package”, source
the bed-stock and ground arrangements, source the flights
(charter) and sell it all at a price the market would pay.
Tourism destinations worked on their infrastructure,
accommodation, attractions and facilities and promoted these
to the tour operator product managers in order to sell allocations.
Broadly speaking the roles became established thus:
• The Tourism Authority was responsible for the brand
awareness of the destination in each target market: with
the public, trade, press etc
• The Hoteliers were responsible for ensuring bedstocks in the destination and selling allocations to tour
operators in each target market
• The tour operators were responsible for selling their
contracted room allocations and pairing these up with
transport: largely they did this via travel agents
• Travel agents sold these packages to the clients
The model worked well for years and still continues to work
today in certain areas.
Then, two factors changed which fundamentally altered the
dynamics of the travel industry:
1. Distribution. With increased access to the internet, all
parties in target markets have access and connectivity
like never before and internet penetration continues to
increase:
a. Tour operators now have a way to reach their
audience in their own homes
b. Travel agents now have a means of communicating
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with and sourcing stock directly from suppliers
c. Consumers now have a way of bypassing the agents
d. Hoteliers could now sell bed-stock directly to
consumers like never before
2. The Rise of Low Cost Carriers.

Embracing the

enhanced distribution which the web brought, airlines
could now sell directly to consumers without the
distribution costs associated with travel agents and tour
operators. Relieved of this significant cost, the rise of
low cost carriers accelerated, frequently rendering their
involvement in the old model un-necessary.
The result is that today, in countries where internet penetration
is high, low cost carriers can sell seats without the need for
travel agents or tour operators (for the most part) meaning that
a significant part of the former packages are today booked by
clients themselves.
So, in this increasingly web-driven world, how can hoteliers
market themselves to the masses?
The low cost carriers have established that there will always be
a market for those who wish to pay as little as they can for a
vacation and that for the right price, such consumers are happy
to travel anywhere in order to have a different experience.

places where the world’s airlines and airports came to discuss
new air services and tourism authorities remained outside of
this equation. Last year at World Routes in Berlin however,
there were more tourism authorities working closely with their
airports as “destination teams” than at any other previous event.
The airline network planners need deeper information on the
market to be served than ever before in order to understand
where their passengers are likely to come from.
There is a growing realization that there are a number of key
stakeholders in the route development process who stand to
benefit from new air services. Tourism authorities which exist
to bring more visitors to a destination, and airports which exist
to bring more airlines to their airport, both have much to gain
or lose as a result of the route development process. Route
development and the airline relationship is now accepted as
the starting point for a destination’s capacity growth and it is
now accepted that tourism organisations, as key stakeholders,
must share the responsibility for the route development function
of a destination.
With many new air services taking months (and in the case of
long-haul, years) from initial contact to the commencement of
service, tourism demand and capacity growth must be
worked at simultaneously. The demand for a destination
depends on its accessibility and cost and the capacity available
depends on demand and the destination’s infrastructure.

When the cost of transport was the most significant aspect of
a holiday cost, the destination was an important choice and
often a limiting one. With transport costs right down, there
is now a much greater choice of destination. Also, with the
significantly reduced flight costs of the airlines (and the low
cost carriers in particular), consumers are now able to spend
more on their accommodation, frequently upgrading their
accommodation choices.
In many cases, hoteliers are striking deals with the airlines in
order to promote their properties on the airlines’ websites. A
cursory glance at any low cost carrier website will highlight
that a consumer can purchase flights, hotel accommodation,
car hire, ground transfers and in many cases excursions all
on the one site. Low cost carriers are now the new breed
of tour operators for the future and their attention to costs
should ensure their survival. Provided that the conditions are
right, carriers are driving a significant and expanding chunk of
the world’s tourism flows and are largely responsible for the
steady increase in international tourism arrivals which UNWTO
routinely publishes.
The evidence for this can be seen clearly every year at World
Routes and the Regional Routes Events (www.routesonline.
com) In the year 2000 there were no tourism authorities
present at Routes events. Routes events were the meeting
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An interdependent
relationship for
developing new
tourism markets
Gareth James
Secretary, European Travel and Tourism Action
Group (ETAG)

The role that airlines and airports have played in opening up
new destinations has been massive. Without airlines some
continents, many countries, regions, and islands would
have remained inaccessible for most of us and even
established destinations would have had far fewer
tourists - or in many cases no tourists at all.
It is not just routes to new destinations that have been crucial
in opening up new destinations to tourists but the frequency
and reliability of flights as well as advances in aircraft design
and technology - all of which have contributed to bringing
down the cost of air travel in real terms and in doing so,
increasing accessibility to tourism for larger sections of the
global population.
It is sobering to reflect back to the 1960s when the cost of
a return ticket from Europe to Australia was equivalent to 10
months of an average income. In 2012 the fare is closer to
the wages of a few weeks’ work. These pioneering airline
routes and airports opened up a new world of opportunities first to business and independent travellers and then through
charters and jumbo jets to the mass market.
The impact of this growth across the tourism sector has
been enormous - none more so than for Small and Medium
Enterprises (SMEs). SMEs (those that employ fewer than 10
workers) make up 92% of all tourism enterprises in Europe.
The new routes, airlines and airports that have sprung up
across Europe have been a lifeline to such businesses.
Farmhouses, bed and breakfast establishments, villas,
apartments, camping sites and small hotels have flourished
all over Europe, often in remote regions of a country where
perhaps a low-cost airline had re-opened an old military
airbase as a cheaper alternative to larger hubs. Such
developments have transformed the visitor experience and

Without airlines some
continents, many countries,
regions, and islands would have
remained inaccessible for most
of us and even established
destinations would have had far
fewer tourists

18

UNWTO • AM Reports: Volume five

have improved the living standards of SME owners. From
camping sites to châteaux, from sports bars to restaurants,
there has been an explosion of entrepreneurial opportunities
to match an ever-expanding mix of visitor demands. But the
picture is not entirely positive.
Many of these small enterprises are under-capitalised. Relying
in many cases on the sale of the family home to finance a
property in a popular area for tourism, on bad weather or
other factors that can cut a season short, as well as fierce
competition means that such businesses can be extremely
vulnerable to economic downturns and other crises that
sporadically affect the tourism sector.

After this, the SME’s own local efforts become effective.
Destinations have too often been encouraged to give
financial incentives to airlines and airports on the assumption
that traffic flows will increase to a point that a subsidy is
no longer required. This is rarely the case. More often the
airline will switch destinations rather than invest in the long
term development of the route. Airlines and airports are
crucial in opening up new destinations but this should not be
contemplated at the expense of proper strategic planning, of
a strong marketing campaign and without a long term goal of
developing a sustainable tourism sector.
www.etag-euro.org

Airlines can reduce services and change routes to adapt to
shifting market conditions but SMEs in a fixed location have to
either carry on or find buyers for their struggling businesses.
Many have invested their life savings in a property on the
assumption that their asset will appreciate in value but they are
at the mercy of those airlines that influenced their investment
decisions in the first place. As many of these enterprises
rely on price-led offers it is not surprising that customers are
fickle. Many of inexperienced entrepreneurs assume that a
combination of a ‘no-frills airline’ offering cheap fares and a
decent website is all that is required to stimulate business
and that there is no need for expensive advertising to ‘sell’
the destination as a whole. This is not true.
Instead, the formation of alliances with local and regional
authorities is required so that all partners are engaged
in ‘selling’ a destination. It is not enough to assume that
prospective visitors have wide-ranging knowledge about a
destination’s attractions - these must be constantly promoted
- in the media through advertising and public relations as well
as on the internet and through social media. The first task is
to make sure that the destination is on the ‘must visit’ list’.

Gareth James
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Connectivity and
tourism demand
in the air transport
industry
Felipe González Abad,
Air transportation expert

While air transport is only a means of transport like any other,
nearly every time I have carried our work on air transport policy
and tourism, I have found authorities in tourism destinations
interested in buying connectivity or ‘subsidizing’ airlines to
operate at their airports, thinking that this is the best way to
stimulate demand. However, in most of the cases the problem
with such destinations is not so much low air connectivity but
instead the over-supply of some other tourism component,
usually accommodation.
So what is ‘air connectivity’? What is it for? How much does
it cost? Who pays for it? How can we solve the problem of
connectivity? All these questions must be considered while
bearing in mind that the business goal for airlines is to fly
as much as possible and that many airports are already too
congested. Furthermore, when a destination is desirable for
tourism and/or business, airlines consider their slots at these
locations as valuable assets and consequently connectivity is
not even called into question.
We can define the direct air connectivity of a destination as the
number of points of origin, the frequency and capacity with
which the destination is linked by direct flights, within in a given
unit of time. The connectivity between two points is usually
measured in terms of seats per given unit of time. Indirect
connectivity can be defined as connectivity of origin and
destination connectivity with flights through an intermediate
point, usually a hub.
Depending on the origin and destination of the traffic we must
also distinguish domestic and international air connectivity. The
connectivity between points in a given country only depends
on the decision of airlines that can operate within that country.
International connectivity depends on bilateral agreements or
on for the civil aviation authorities involved to approving flights.
An exception to this is Europe where flights between countries
are deregulated.
Establishing air connectivity between two points means
not only facilitating ﬂight operations by an operator in
regulatory and economic terms. It’s also essential to
define capacities, daily or weekly frequencies, timetables
and type of aircraft to be used. All of these components
have a value when it comes to connectivity.
When air connectivity is defined as the supply between origin
and destination this does not allow for judgments about the
kind of passengers that can be potentially carried, nor of the
usefulness of this traffic for the development of other local
projects. In Europe, the connectivity between some points has
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been increased by low cost airlines (LCCs) and yet it is not
clear if there is any benefit for the destination in question.
What use does air connectivity have? In theory it’s for meeting
the needs of the market. The higher the frequency of flights that
best suit the customer’s needs and the greater the capacity
available, the easier and cheaper it is to get a seat. But the real
answer depends on who’s paying for this supply...
If the one paying for this connectivity is any of the service providers
(hoteliers, leisure businesses and/or the public administration of
the destination), then the answer to this would be to try to attract
more tourists to the destination thereby increasing more tourism
activity and income. However it would be interesting to examine if
this is really the result.
How much does connectivity cost? The issue of costs, rates and
prices in air transport is complex and requires a detailed analysis.
Usually the price of connectivity should be established on the
basis of the costs and demand. In this way the destinations most
in demand, or most attractive to the market, allow airline operators
achieve higher margins and increase the value of the service. In
these cases it is the airline that is interested in establishing and
commercializing flights while assuming all operating risks.
If service providers are the ones approaching the airline aiming to
buy their services, then the pricing process is weighted according
to apparent value of the required service to the providers. In this
case is the buyer assumes, in whole or in part, the value of the
transaction and consequently the operating risks. In any case,
carriers in this situation expect to receive the cost of operation
plus a profit as compensation.
Costs and operating margins are usually very similar for most
airlines. Price differences between companies, or between flights
of equivalent distances, only can be explained by the intervention
of third parties i.e. if others pay or subsidize the difference.

the standard market rules. So then, how do we solve the
problem of connectivity? The most effective and efficient
way to solve the problem of connectivity would always be
to generate and develop the demand by incorporating
attractiveness to destinations; no-one doubts why tourists fly
to New York, London, Paris or Madrid.
The attractiveness of destinations can be different in
nature but it is only useful if serves to meet the real
needs of the market: holiday, business, health, sports, and
to work out if these are adequate, there’s nothing like asking
those markets directly. Once this is done, then you have to
“sell”, something quite different to “promoting”. Promotion
is usually solved by money while selling is essentially a
professional activity that is carried out through distribution
networks intensely, and according to the rules of the market.
Finally, it is often useful to foster the development of
domestic connectivity which is also fundamental for the
development of national capillarity as well as for facilitating
the development of indirect connectivity. Being aware of the
Open Skies Policy and air transportation over-supply can be
also effective and efficient ways of solving the dilemma of
connectivity and demand.
felipe.gonzalezabad@gmail.com

Who pays for connectivity? In principle, connectivity should
be paid for by passengers. Customers are those who feel the
need to travel and receive the service. Nevertheless when there
is a shock demand for a destination, then the passengers are
no longer market protagonists as they make way for service
providers which in principle have the capability to negotiate
directly with airlines, in this case service attributes are tailored
to meet the needs of those who pay. This practice can affect
the attractiveness of the destination. Buying air transport
supply is not the solution.
Here we have reviewed some of factors affecting air
connectivity; we have seen that there is no shortage of
transport capacity and that the air transport industry meets

Felipe González Abad.
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Tourism Victoria:
airline attraction
and urban
regeneration
Compiled by Justin Wastnage
Policy Director - Aviation, Tourism
& Transport Forum Australia

The Australian state of Victoria was the first state to recognise
the value in an interventionist approach to airline attraction.
Lacking Sydney’s famous harbour and Brisbane’s access to
the Great Barrier Reef, its state capital Melbourne could not
rely on natural assets to attract international visitors.
Instead, the government adopted a whole-of-government
approach to airline attraction and route facilitation to provide
consistent and reliable growth in visitation to the state. The
approach was threefold: build up the major sporting and
cultural events calendar in Melbourne; have a single bid team
when entering route development negotiations with foreign
carriers; state government and airport contribute jointly to an
airline attraction fund.

The Government is continuing
to develop strong relationships
with airports and airline partners
through joint airline negotiations
and liaison activities.
The latter element, the fund, is used to pay for marketing
of the new route. Due to world Trade organisation rules on
state aid, it is not an operating subsidy. Victorian government
incentives are offered on the provision of being matched

22

UNWTO • AM Reports: Volume five

dollar-for-dollar by an airline and then utilised on an inbound
cooperative marketing program to help stimulate tourism for
the state which stimulates revenue for the airline.
The government recognises the fundamental link between
improving direct air services between Victoria and key
international markets and growing the state’s export sectors
over the long term.
The Government is continuing to develop strong relationships
with airports and airline partners through joint airline
negotiations and liaison activities. The strong relationship
between Tourism Victoria and Melbourne Airport, for
example, is regarded as a competitive advantage by
airlines.
The positive capacity growth achieved, particularly over the
last 12 months (6.7% increase in international capacity to
Melbourne Airport – southern hemisphere summer 2012
versus 2011), has been achieved as a result of the united

involvement in air services development undertaken by
Tourism Victoria and Melbourne Airport; presenting to airlines
and airports as ‘Team Melbourne.’
Expenditure by international and domestic visitors makes a
significant contribution to the state economy. In 2010-11,
Victoria welcomed 1.7 million international visitors, 16.4
million domestic overnight visitors and 38.8 million day
trippers, representing 91.1 million visitor nights. According to
the most recent state tourism satellite accounts, the tourism
industry in Victoria accounted for a total of $19.6 billion in
consumption.
Victoria now boasts an impressive track record in growing
aviation services to the state, an approach that has been
copied by other state governments.

www.ttf.org.au
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A success story
for tourism and
air transport in
the Dominican
Republic
Arturo Villanueva,
Executive Vice-President, The Hotel and
Tourism Association of the Dominican
Republic. (ASONAHORES)

Based on a decisions made by the State, the Dominican
Republic has been able to successfully overcome the effects of
the economic crisis that has gripped other Caribbean nations’
source markets. Several factors have contributed to this but the
open skies policy applied by the Dominican Republic through
the Civil Aviation Board has been particularly instrumental in
the generating traffic and thereby driving Dominican tourism
development. Since the country does not have a national flag
carrier, the policy has allowed us to encourage international
airlines to fly here from around the world.
Since 2005 and with the full aim of liberalizing the sector,
restrictions on operations capacity were gradually eliminated,
first for passenger and later for cargo flights. Later, rules on air
passenger tariff fixing were relaxed, allowing airlines to decide
prices based on demand but with the State reserving the right to
intervene only in the case of unfair or predatory competition. This
policy was reaffirmed following a review in 2010.

Ensuring connectivity
The establishment of new bilateral air services and the
strengthening of existing ones, has significantly expanded the
country’s connectivity with the rest of the world, something which
has greatly benefitted the travelling public, since consumers can
freely choose the most competitive flights on the market.
An example of this can be seen in the growth of new source
markets such with scheduled flights from Russia and charter
flights from Ukraine and the Czech Republic.nationals flew from
Moscow. In 2011 alone 124,000 Russian nationals flew Moscow
and St. Petersburg with an occupancy rate above 82%.
During the period 2005-2012, the Dominican State concluded
26 air service agreements (ASA) with countries in the Americas,
Asia and Europe (see chart). In total, the Dominican Republic
maintains formal air transport links with 41 countries. Naturally,
the Dominican Republic offers all facilities for operating flights
which are subject to verification of compliance with international
standards on safety and aviation security issued by the ICAO.
It’s also encouraging to see that many charter operators have
regularized their operations into scheduled flights, demonstrating
their confidence in the in the Dominican Republic as a destination.

Airports, entry points and hotel
infrastructure
The key elements for the development of air transport and
tourism have included:
1. The creation of a solid airport management structure
In the Dominican Republic airports are privately managed
and operators participate proactively in the image given not
only to when arriving and leaving the country, but also in
destination promotion and the facilitation of new air routes by
the application of flexible tariffs. Today, across the 48,000 sq
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At the end of 2011, passenger traffic to and from the Dominican Republic totaled 9,627,759 passengers.

km of Dominican territory there are eight international airports
with the capacity to receive wide-bodied aircraft, which greatly
facilitates access to the country’s different tourism regions.
2. Hotel infrastructures.
The Dominican Republic has around 70,000 high-class hotel
rooms across the nine different tourist regions, as well as
major tourist real estate developments, among which feature
several marinas and twenty-eight golf courses.
3. Road network. In recent years, the Dominican
government has built key communications routes through
works tendered out to the private sector to ensure fast, safe
connections between the country’s major population centres.
4. Legal certainty for foreign investment.
Measured by region, the strongest growth in Dominican
inbound tourism has come from South America, a market that
has only attracted attention in recent years. In 2005, approx.
117,000 visitors arrived from southern Latin America. By 2011
that number had risen to 402,000.

Arturo Villanueva

www.asonahores.com
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State policies
as an engine
for tourism
development:
the contribution
of Aerolíneas
Argentinas
to tourism in
Argentina
Cámara Argentina de Turismo
Aerolineas Argentinas

Since 2010 Argentina has been the biggest receiver of
international arrivals in Latin America. For the first time in
the last decade the arrival of foreigners, grew faster than in
Brazil, making the country the queen of South America in
terms of inbound tourism. Between 2003 and 2011 inbound
tourism grew steadily (8.3% annual average) and this
accelerated particularly in 2010, when it reached a growth
rate of 23.6%, more than double the increase observed in
other South American countries which grew 10% that year.
In 2011, according to the UNWTO, Argentina remains the
primary destination in the region, having registered an interannual growth of 6.3%.
It’s not just international tourism that has grown in Argentina.
Hand in hand with the economic recovery, domestic tourism
also grew steadily (average 4% between 2005 and 2011),
and currently represents 76% of total tourism, constituting
a key pillar of the sector. According to estimates by the
Argentinian Chamber of Tourism, in 2010 tourism accounted
for 7.3% of GDP. Also, according to the Argentina’s Ministry
of Tourism employment in characteristic tourism industries
accounted for 1 million jobs in 2010, representing a growth
of 18.7% in the period 2004-2010.
The remarkable success of tourism in Argentina during the
2000s did not happen by chance. The general expansion
of tourism and the many cultural and natural attractions of
the country were promoted and encouraged by a number
of policies that required joint action by the public and private
sectors. Prominent among these as the creation of a legal
framework for tourism, long called-for by the private sector
and the Federal Council of Tourism. Argentina also has
the National Institute of Tourism Promotion (INPROTUR), a
body that links the public and private sectors in international
tourism promotion activities in the country. In 2010 Argentina’s
Ministry of Tourism was created and soon after it enacted
the Law on Public Holidays and the Promotion of Tourism
Activity, demonstrating that tourism in Argentina today is
considered a state policy and reflects the determination of
the National Executive to aligning all gravitating bodies and
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nature (operational, fleet, financial, etc.), and the second is
most linked to tourism per se. While general transformations
do not directly affect the tourism industry, they are necessary
for the airline to contribute positively to tourism. These
include the normalization of trade and financial relations with
the airline industry, and the renovation, modernization and
standardization of the Aerolineas Argentinas fleet among
others. These measures significantly helped to promote stability
and punctuality in operations and provide a quality service.
The second group of actions included the re-drawing of the
airline’s route map. The company implemented measures that
transformed (and in some cases revolutionised Argentina’s
commercial air network) and thereby promoting the development
of tourism and the country’s connectivity. Today Aerolíneas
Argentinas serves 33 destinations accross the country.
Furthermore, Buenos Aires’s Aeroparque Metropolitano airport
became a regional hub creating air links with neighbouring
countries (Brazil, Chile, Paraguay and Uruguay) with national
destinations that hadn’t previously been served. The final
action which had a positive impact on tourism was the creation
of regional hubs, whereby international passengers could
reach the country’s major tourism destinations (Iguazú, Salta,
Mendoza, Córdoba, Bariloche, El Calafate, Ushuaia, etc.),
without having to connect in Buenos Aires.
sectors in order to promote tourism both inside and beyond
the country’s borders. Finally, another central state policy for
tourism development involved the nationalization in 2008 of
Aerolíneas Argentinas (AR), the country’s flag carrier.
AR’s mission clearly exemplifies the importance attached by
the government and the company to tourism development.
As stated in the Business Plan of the company approved by
the National Congress, Aerolíneas Argentinas’s mission is:
To connect the Argentine people and promote the country
as an international, cultural and business destination,
contributing to national development
The considerable investment, control of costs and strong
management of the airline reflects in the Argentine government’s
view of the State as a vital institution for promoting the integration
of the country’s territory, connecting the country with the rest of
the world and promoting tourism. Indeed, without an airline
that could effectively carry tourists to new destinations,
the country’s tourism sector probably wouldn’t have
made the considerable progress that it has in recent
years. The contribution of Aerolíneas Argentinas to Argentina’s
tourism development can be divided into two main areas.
The first is related to business transformations of a general
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evidence of the company’s important social work, making its
services accessible to the widest possible range of consumers
in society.
The airline makes a point of collaborating widely with public
bodies such as the Ministry of Tourism and the Federal Tourism
Council with which it continually analyses demand and proposes
solutions for growth in the tourism sector. AR also interacts
extensively with private bodies, mainly through active participation
in industry associations and chambers of commerce; particularly
the Argentinian Chamber of Commerce. The company believes
that this type of continual collaboration with public and private
bodies is essential to tourism development, as well as wider
economic development in Argentina.
www.cameraargentinadeturismo.travel
www.aerolineas.com.ar

© Daniel Korzeniewski / shutterstock.com

Aerolíneas Argentinas has long had an active policy
of creating alliances and agreements with the tourism
sector’s key players. While the clearest sign of this has
been joining the SkyTeam global alliance (completion due
in August 2012), AR has also signed agreements with other
airlines (Delta, Air France-KLM, Aeroméxico) extending AR’s
route network considerably and thus creating further capacity
for tourism development. Other agreements signed include
those with hotel industry associations, car rental companies
allowing the sale of a whole range of holiday packages through
Aerolíneas Vacaciones. The airline has also signed a number
of agreements to promote accessibility to domestic tourism
for low-income groups such as pensioners, students and
labourers. One example of this is the agreement signed with the
national social security administration through which holidays
taken by those entitled to benefits can be paid through up to
36 instalments. As well as supporting domestic tourism, this is

Buenos Aires City
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The development
of low cost
carriers in Europe
ASM
A division of UBM Live

tourism, commerce and markets. Could they have anticipated
how the low cost carriers would be the vanguard in achieving
these ideals?

The low cost airline phenomena has been one of the most
discussed aspects of commercial air services for the past 10
to 15 years. In Europe the market share of low cost operators
continues to creep up. Back in 2011 they accounted
for just 5% of capacity but 10 years on, in 2011, this had
grown to 26%, according to OAG schedule data. Certainly
the deregulators who brought in continent-wide open skies
in the 1990s envisaged that a new era of aviation freedom
would lead to lower fares, expanded access and would boost

The attraction of giving lower fares to consumers is evident
in the growth of low cost carriers and is beautifully illustrated
by the example of travel between the UK and Spain. By 1997
when open skies deregulation was completed, this market
had been exhibiting healthy growth, albeit with a slight dip in

Figure 1: Growth in UK-Spain Air Passengers
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1996. Thereafter followed ten consecutive years of growth.
Often it can be assumed that in a growing market there is
room for both old and new players but here we have seen
how the entry of low cost carriers decimated the charter
operators, and by 2009 was even hurting full service carriers.
The picture is even more striking when passenger traffic
is expressed in terms of market share by type of carrier. In
not little more than 10 years, low cost carriers became the
dominant force in this market with a market share of 69%.
The dramatic growth of low cost air travel in Europe is a news
story in itself but perhaps more interesting is the way in which
the low cost phenomenon has changed the way Europeans
travel and the impact this has made on the tourism sector.

Growth in Regional Air Markets
One of the key features of this change is the way that low cost
operations have opened up regional markets for air travel. No
longer do travellers have to assume they will first have to travel to
their nearest major airport in order to get to their final destination.
Instead they can use local airports to travel from and maybe
even arrive at regional airport at their destination too, saving time
and inconvenience.
Looking again at Spain (one of the worlds’ top tourism
destinations), until the economic crisis hit in 2009 many of
the regional markets had been experiencing steady growth in
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inbound arrivals while a few, like Madrid, grew rapidly. The region
of Murcia on the Mediterranean coast saw tourist numbers rise
by 62% in the ten year period from 2001 to 2011 as low cost
carriers added flights and second home ownership in the region
grew. Asturias, on Spain’s northern coast saw little more than
125,000 tourist arrivals in 2001 but this grew by 57% over the
same 10 year period as low cost carriers saw an opportunity
to provide easier access to this less developed, coastal region.
The strongest growth by far, however, has been in Catalonia.
Despite being part of a single airport group (AENA) Barcelona
Airport, Girona Airport and Reus Airport each compete and work
together to ensure the market is well-served and as a result, low
cost airlines have thrived.
Right across Europe, low cost air travel has also given new
life to the city break and short break markets across Europe
as weekend trips to Prague, Dublin, and Venice have become
commonplace and smaller tourism destinations have been firmly
placed on the map through a combination of improved access
and niche product marketing.
One of the more remarkable instances of regional airport
development facilitated by low cost carriers has been in
Poland. Following accession to the EU in 2004 several low
cost operators recognised the opportunities in what had
been a constrained market where Warsaw was the dominant
airport and the national carrier, LOT, routed all international
traffic via the capital.

Figure 3: Growth in Tourist Arrivals by Region in Spain, 2001 to 2011
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Figure 4: Growth Tourist Arrivals by Region, 2001 to 2011
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Figure 5: Growth in Passenger Traffic at Polish Airports
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Between 2001 and 2009 14 low cost airlines entered the
market, although this has since dropped back to 10 low
cost operators. A handful of airports grasped the opportunity
to work with the new carriers and total traffic grew 146%
between 2004 and 2011. While Warsaw Airport saw
passenger numbers rise a modest 53%, the regional airports
responded with passenger growth of 352%.
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A stimulus to independent travel
Another, perhaps long overdue consequence of the
success of low cost operators has been the stimulus given
to independent travel. Air travel has been available to
the masses for decades but even in a country like the UK
where propensity to fly has been high, package holidays
remained popular. In this environment charter airlines could
thrive and so, as we saw in the example above of the UK-

Spain passenger traffic, charter traffic accounted for 82%
of all passengers at the point when European open skies
commenced. The UK CAA survey shows that as recently
as 2000, 56% of UK residents flying out of Gatwick Airport
for leisure purposes were still booked on a package holiday
of one type or another but by 2010, as low cost airlines
had become established at Gatwick Airport, this had fallen
dramatically to 40%. This means that now the majority of
leisure travellers are booking their flights separately from
accommodation and other products and services.

Lower fares, more choice and
commercial growth
The aim of deregulation in European air travel was always
to reduce fares, provide more choice for consumers and
encourage growth but it is clear that much of the success
of deregulation has been delivered by low cost carriers.
While deregulation provided a platform for change, it has
been the low cost airlines which have truly changed the
way we travel.

Table 2: Type of Travel for UK Residents Flying Internationally from London Gatwick
2000

2010

Holidays – fare paid separately

18.5%

27.6%

Holiday – IT/package

56.1%

39.7%

Visiting friends & relatives

13.5%

22.8%

Other

1.4%

1.1%

Business

10.5%

8.8%

Total

100%

100%

Leisure

Source: UK CAA Survey 2000, 2010
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The impact
of low cost
companies on
Porto Airport
Jorge Costa
IPDT – Tourism Institute

With kind colaboration from:
Rui Alves
ANA - Aeroportos de Portugal,
Porto Airport

Álvaro Leite
ANA - Aeroportos de Portugal, Porto
Airport

Melchior Moreira
Porto and North of Portugal Tourism
Entity

Operations by low cost airlines started at Porto Airport in
November 2004, with a daily connection to Palma de Mallorca
(Spain), operated by Air Berlin. However, we must go much
further back to understand the success story of the growth of
tourism traffic at Porto Airport and, naturally, the Porto region.
Traffic demand at Porto airport grew steadily in the 1990s but
the city (the second largest in Portugal) needed modern and
functional architecture. The late 90’s saw the construction of
a new terminal, with modern accessibility and investments in
operational areas that would mean that it could comfortably
accommodate 9 million passengers per year. The new terminal,
built over the former terminal with no disruption to airport
operations was completed in October 2005, with excellent
facilities for managing all types of traffic: full service, low cost
and cargo.
At a time when the growth of the world’s airports was primarily
resulting from the growth of low cost companies, building a new
terminal and adopting an aggressive marketing policy to win
these companies was not enough. The airport needed a dynamic
product to offer in terms of regional tourism attractions. Located
11 km from the Porto city center with a metro connection that
brought passengers from the largest catchment area in the
country1, and with four UNESCO world heritage sites close by,
Porto Airport had all the conditions to enhance air traffic growth.
Tourism traffic really took off in January 2005 when Ryanair
launched a twice-daily flight to London Stansted, triggering a
revolution in Porto’s tourism market, bringing more tourists to
the city and allowing those living in the Porto region to travel
easily and at low cost. As the years progressed, we witnessed a
transformation in the airport’s traffic profile, as easyJet, Transavia
and Clickair launched services from Porto, steadily increasing
routes and frequencies. This was to a large extent due to the
marketing work done by the airport in order to capture more
traffic. In 2008 the airport exceeded, for the first time, the
milestone of 4 million passengers. As new routes have been
launched, Porto Airport has organized promotional campaigns
in various cities across our Euro-region, including Galicia, to
show the range of new destinations available and that air travel
is a “commodity” that is accessible to almost everyone.
In 2009, ANA, the Portuguese National Airports Authority
reached an agreement with Ryanair to set up an operations base
at Porto Airport - first operations base for a foreign airline in the
country. Initially, three aircraft where based in Porto, but given
how successful operations were, in 2010 the airline decided to
increase the capacity offered from 3 to 5 aircraft. The process
occurred without severely affecting existing traffic, as can be
seen by the blue bars in the adjoining chart, since traffic grew
at annual average rate of 10%. Other airlines launched new
direct services to the city and in 2011, Porto Airport reached the
historic milestone of 6 million passengers.
At the same time, the municipal authorities carried out extensive
renovation and the historic center, once overlooked by locals
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who preferred to move to the city’s modern suburbs started
to attract people back to the area - first tourists and then the
region’s inhabitants. This new chapter in the city’s development
was undoubtedly boosted by the thousands of tourists that
visited, and continue to visit the city and who mostly stay in the
city, boosting its economy.
Porto’s transformation is especially noticeable for the city’s
residents but visitors have also noticed it too. Today, the city boasts
21 new hotels and 18 hostels (including international chains and
family accommodation) creating a total of 2,000 new rooms. The
city centre has been rejuvenated while preserving its architectural
roots in a perfect symbiosis between the modern and ancient.
New restaurants, shops and bars have opened and in total the
number of visitors to the city has grown by 15% since 2005.
As for the airport, it should be noted that from 2005 to 2011 the
number of passengers doubled (from 3 million to 6 million) and
the number of direct destinations tripled from 20 to about 60.
Today, 14 airlines (of which 4 are low cost) operate from Porto
Airport, serving 64 direct destinations. In terms of total airport

2009

2010

2011

traffic, low cost carriers represent a market share of about 55%.
In summary, the presence of low cost carriers at Porto Airport
has contributed to the revitalization of the hotel industry in the
city and in the region, as well as the restructuring of Porto
downtown. The number of tourists in the streets has increased
significantly and also the participation of the citizens in the
downtown life, thanks largely to the restlessness and cultural
vibrancy of the place. To respond to the new needs of tourists
who come to the city, Porto has opened the doors to hostels,
inexpensive restaurants, low-cost car parking, among other
businesses.
After years of degradation, the heart of Porto resumed vibration
from ancient times and is now a renewed and cosmopolitan
place, capable of generating new opportunities, jobs and
revenue for the city and the region.
www.ipdt.pt
www.ana.pt
www.portoenorte.pt

1.
The catchment area of Porto Airport is the largest in the country, having about 4 million inhabitants living within 90 minutes. This catchment area
reaches as far as the south of Galicia (Spain) that currently originates 12% the airport’s total traffic.
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Joining forces:
essential for
setting up new
routes
Pere Duran
Director General, Barcelona Tourism

Barcelona Tourism is the body responsible for promoting
tourism in the capital of Catalonia. In the last decade, we’ve
contributed significantly tourism revolution that the city has
undergone as it’s taken its place among the world’s leading
urban tourism destinations. Barcelona Tourism is a publicprivate entity, with participation split equally between city
council and chamber of commerce, and is 95% financed
with resources generated by tourism itself.
At times our promotional consortium has had to take on
initiatives that exceed its mandate, such as business
venture of trying to give Barcelona airport a company that
would base itself in the city. In the last two years, Barcelona
Tourism has participated in a highly ambitious project for
the city and the tourism sector industry that has involved
acquiring, managing and operating an airline to feed
Barcelona’s tourism sector.
In the end, due to the forces of the market the project was
unsuccessful. In spite of the effort that was put in by the
various Catalan businesses and institutions, the airline –
which had suffered from diverse problems, was not able
to reach its final objective of serving’s Barcelona’s tourism
sector. It’s a shame, because currently the Catalan capital
still remains without the services of an airline that sufficiently
connects Barcelona with major powers and emerging
economies on other continents.
For a tourism destination like Barcelona that is both mature and
growing, having an airline that uses its main airport as a hub
is probably the best way possible of meeting the considerable
expectations for tourism that the city generates.
On this occasion, Barcelona’s potential as a prime tourism
destination has not been easily squared with the current
global economic climate which has been particularly
challenging for industries such as aviation and, to a certain
extent, tourism.
However, Barcelona’s demand from international tourism
requires other measures to be taken to promote the city’s
connectivity with its source markets. We’ve been working on
just such measures since Tourism Barcelona was set up in
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Pere Duran

1993. Since then, the city council with the participation of its
tourism consortium has fought to attract better connections
and more airlines to operate from the city’s airport.
That has been the goal of the Air Route Development
Committee, established in 2005 by the Catalan Government,
the Barcelona Chamber of Commerce, Barcelona City
Government and Spain’s national airport authority AENA to
promote the development of new air links to Barcelona el
Prat airport. The Committee is a great example of how forces
can be joined to achieve the unwavering goal of attracting
meaningful routes to Barcelona.
To build a solid, sustainable future for Barcelona’s air routes
we must be bold. Our destinations and our society are worth
the efforts we are making to ensure their welfare and common
progress, and tourism is one of the industries contributes
most effectively to that goal. In Barcelona, tourism is at the
service of society, of the city’s residents and of the millions of
tourists who visit us each year.
www.barcelonaturisme.com
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Looking ahead:
UNWTO Tourism
Towards 2030
UNWTO Tourism Towards 2030 is UNWTO’s recently updated
long-term outlook and assessment of the development of
tourism for the two decades from 2010 to 2030. It is a broad
research project building on UNWTO’s on-going work in the
field of long-term forecasting, initiated in the 1990s. The
new study substitutes the earlier Tourism 2020 Vision, which
has become a worldwide reference for international tourism
forecasts.

UNWTO

Key outputs of Tourism Towards 2030 are quantitative
projections of international tourism demand over a 20-year
period, with 2010 as the base year and ending in 2030. The
updated forecast is enriched with an analysis of the social,
political, economic, environmental, and technological factors
which have shaped tourism in the past, and are expected to
influence the sector in the future.
According to Tourism Towards 2030, the number of
international tourist arrivals worldwide is expected to increase
by an average 3.3% a year over the period 2010 to 2030.
Over time, the rate of growth will gradually slow down, from
3.8% in 2011 to 2.5% in 2030, but on top of growing base
numbers. In absolute numbers, international tourist arrivals
will increase by some 43 million a year, compared to an
average increase of 28 million a year during the period 1995
to 2010. At the projected pace of growth, international tourist
arrivals worldwide will exceed 1 billion in 2012 and reach 1.8
billion by the year 2030.

© Iakov Kalinin / shutterstock.com

International tourist arrivals in emerging economy
destinations of Asia, Latin America, Central and Eastern
Europe, Eastern Mediterranean Europe, the Middle East
and Africa will grow at double the pace (+4.4% a year)
of advanced economy destinations (+2.2% a year). As a
result, arrivals to emerging economies are expected to
surpass those to advanced economies by 2015. In 2030,
57% of international arrivals will be in emerging economy
destinations (versus 30% in 1980) and 43% in advanced
economy destinations (versus 70% in 1980).
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By regions, the biggest growth will be seen in Asia and the
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UNWTO Tourism Towards 2030: Actual trend and forecast 1950-2030
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Pacific, where arrivals are forecast to increase by 331 million
to reach 535 million in 2030 (+4.9% per year). The Middle
East and Africa are also expected to more than double their
arrivals in this period, from 61 million to 149 million and from
50 million to 134 million respectively. Europe (from 475 million
to 744 million) and the Americas (from 150 million to 248
million) will grow comparatively less.
Thanks to their faster growth, the global market shares of
Asia and the Pacific (to 30% in 2030, up from 22% in 2010),
the Middle East (to 8%, from 6%) and Africa (to 7%, from 5%)
will all increase. As a result, Europe (to 41%, from 51%) and
the Americas (to 14%, from 16%) will experience a further

1990
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2020

2030

decline in their share of international tourism, mostly because
of the slower growth of comparatively mature destinations in
North America, Northern Europe and Western Europe.

Global tourism transport towards 2030
Air transport will continue to increase its market share, but at
a much slower pace
Over the past three decades travel by air has outgrown travel
over the surface (road, rail, water) by a considerable margin,
respectively at a rate of 5.2% a year versus 3.4% a year. Since
2006 more international arrivals have been reaching their
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Air transport will continue to increase market share, but at a slower pace
International tourism by means of transport
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Source: World Tourism Organization (UNWTO) ©

destination by air than over the surface, compared to 38% in
1980. Air transport is expected to continue to grow at a slightly
faster pace of 3.4% a year, versus 3.2% a year for transport
over the surface. By 2030 52% of international arrivals are
expected to arrive by air versus 48% over the surface.

You can consult UNWTO Tourism Towards 2030 online in the
UNWTO e-Library www.e-unwto.org (free access for UNWTO Affiliate
Members) or purchase a copy through the UNWTO Infoshop www.
unwto.org/infoshop (50% discount for UNWTO Affiliate Members).
The data in this section was kindly provided by the UNWTO Tourism
Trends and Marketing Strategies Programme

mkt.unwto.org
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How the growth of air
access to the Middle East
is driving tourism growth in
the region
ASM
A division of UBM Live

In established tourist markets we tend to think of tourism as
the result of the attractions that a place - perhaps a city or
region – has to offer. Tourism is seen as something distinct
from the infrastructure that makes it possible. Not so in the
Middle East, where the growth of tourism is intimately bound
up with national economic strategies and airport development.

In this article we look at three different Middle East markets,
each at a different stage of tourism development, economic
development and infrastructure development with a view
to understanding the role that air access plays in facilitating
tourism growth in emerging markets.
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Dubai
The first example is Dubai, home to the largest and most
established aviation hub in the Middle East. Investment in aviation
has taken place in a policy environment which recognises aviation’s
strategic importance and its potential for creating growth in other
sectors. The creation of an open skies environment in the United
Arab Emirates acted as a stimulus to airlines seeking new routes,
destinations and connecting opportunities.
The airport has the terminal capacity to handle 60 million
passengers per year and this will rise to 75 million passengers
per year when the dedicated new A380 Concourse 3 opens.
Passenger traffic is projected to reach 56.5 million in 2012 and
the airport already ranks as the fourth largest in the world in
terms of international air passengers after London Heathrow,
Paris Charles de Gaulle and Hong Kong. By 2020 the airport
aims to handle 98 million passengers.
Emirates is the dominant airline and continues to increase its
capacity share at the airport, which increased from 50% to
57% of all seats offered to the market between 2005 and 2011.
Over the same period total seat capacity at the airport rose by
108% and the number of flights increased by 187%, indicating
that the trend is for more, but smaller, aircraft presumably
serving destinations that are closer.
As the diagram below shows, alongside the growth in air travel
has been strong growth in tourist arrivals. The chart shows
that there were just over 9 million guests in Dubai hotels and
apartments in 2011, up 48% from 2005, with the largest rise in
tourist arrivals coming from other Arab countries.

Figure 1: Growth in Aviation and Tourism to Dubai
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Abu Dhabi
Our second example is Abu Dhabi. The emirate has had a much
lower profile as a tourism destination but that may be changing in
part due to the success of the aviation sector. Abu Dhabi’s airline,
Etihad, was launched in 2003 and has already earned a global
reputation for its rapid growth, massive aircraft orders and quality
on-board service. In 2011 the airport offered capacity of over 8.5
million seats with 68% of these on Etihad flights.
The creation of the airline was one strand of a deliberate economic
development strategy which recognised the country’s overdependence on oil and gas revenues and its need to diversify
away from petroleum-derived exports. Using its huge oil wealth,
the emirate set out to transform itself into a global hub for tourism,
finance and transport. Other parts of these plans include world
class theme parks, museums, hotels and golf courses.
The Abu Dhabi Tourism Authority has a target of 2.7 million hotel
guests in 2012 (from fewer than 1 million in 2004) and the task
now is to entice more of the many millions of travellers connecting
at Abu Dhabi International Airport to spend a few days in the
emirate. While both air passenger traffic and tourism numbers are
significantly lower than neighbouring Dubai, it would appear that
many of the ingredients are in place for Abu Dhabi to achieve its
tourism ambitions.
Indeed, across the UAE, tourism is now a major part of the region’s
economy. According to the World Travel & Tourism Council, the
total contribution of travel and tourism to the GDP of the UAE is
now 13.5%, slightly below the world average of 14.0%.

Figure 2: Growth of Seat Capacity at Abu Dhabi International Airport by Carrier
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Jordan
In contrast, Jordan, our third example, is a country where tourists
from around the world continue to be drawn by the country’s
mix of history, culture and excellent weather, rather than directly
stimulated by a rapidly growing aviation sector. Petra, perhaps the
best known tourist attraction in Jordan, is on a par with Machu
Picchu and Angkor Wat as one of the world’s most dramatic ‘lost
cites’ and so perhaps it is no surprise that travel and tourism
contributes a total of 18.9% of Jordan’s GDP.

Expansion and diversification of the
region’s airlines
The rise of major air transport hubs across the Middle East
has been followed by the market entry of low cost carriers in
recognition of the untapped demand for intra-regional air travel
whether it be for leisure or business purposes, visiting friends and
relatives or religious travel. Carriers such as Sharjah-based Air
Arabia, Kuwait-based Jazeera Airways and Flydubai, Emirates’
low cost airline are all meeting the needs of the under-served
intra-Middle East point-to-point market segment. For instance,
Flydubai has achieved a market share of capacity at Dubai of
14% from nothing in the space of three years.
While low cost carriers may provide additional feeder traffic
into the main airport hubs they may also spur on creation of
new regional airports, thereby improving access throughout
the region and further facilitating tourism growth.
UNWTO anticipates that international arrivals to the Middle
East will almost double from 36 million in 2010 to 69 million by

2020. Whether those tourists are attracted by the traditional
combination of beaches, sun and cultural attractions, or by the
new developments with their shopping malls, golf and luxury
hotels perhaps, for once, the old adage “if you build it, they will
come” may be true.
Either way, there are solid reasons for Lonely Planet Guides to
state that ‘The Middle East is quite simply extraordinary, one of
the world’s most fascinating and rewarding travel destinations.’

Figure 2: Growth in Aviation and Tourism to Jordan
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The role of local
governments in
Northeast Asia
in developing air
transport routes
Hwan Myung Joo
Secretary General, Tourism Promotion Organization
for Asia Pacific Cities

The tourism sector in the Asia Pacific region has been
growing very fast and in a region which has is experiencing
such rapid growth we cannot overemphasize the importance
of air transportation which accounts for approximately 51%
of global passenger transportation volume. If we take into
consideration the relative under-development of international
surface transportation in Northeast Asia (NEA), cross-border
tourism in this region is sure to depend more greatly on airtransportation than that of the rest region of the world for
many years to come.

Centrally planned, locally implemented
The continuous increase of international arrivals in NEA
is not just the result of a rise in disposable income among
the population but also the ceaseless endeavor of local
governments which for some time have dedicated resources
to developing local tourism destinations and attracting
international visitors. Whether through budgetary or political
support to local governments such efforts are frequently
stimulated by central governments. In NEA, three cities in NEA
stand out for their close collaboration between city tourism
authorities and the air transport industry: Busan (Republic of
Korea), Fukuoka (Japan) and Dalian (China).

Busan, Fukuoka and Dailan
There are several approaches that cities take when looking
to stimulate tourism through air traffic but the strongest focus
of the tourism policy of local governments is usually placed
on increasing direct flights between their home and other
overseas cities with a view to attracting international visitors.
Through the first method, local governments usually try to
establish new air routes to populous cities in other countries.
Though it is not always easy to bring airlines to the table,
cities incessantly seek for dialogues with them by showing
them various supporting plans. When their efforts prove
successful, the results are positive for all concerned. Dalian
is a useful example of this first method. The city succeeded in
opening up direct air routes to Singapore in 2010 and Taipei
in 2011. As the result of their efforts they saw about 50,000
international visitors on annual average enter the city through
their local airport.
A second way that local governments will often take is to
increase frequency of international flights or to extend air
routes by adding a new destination to the existing ones.
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Fukuoka in Japan offers a good example of this since it
encouraged China Southern Airlines to add Tianjin in China
to the existing Fukuoka-Dalian route in March 2011, resulting
in an increase of 3,452 international visitors from March to
December in 2011 compared to the same nine months of
the previous year. In December 2011, Fukuoka succeeded
again in inviting T’way, a small Korean airline to operate two
flights a day between Fukuoka and Incheon, Korea. Korean
Air and Asiana had run three flights every day respectively
but this addition of flights resulted in increase of 224,537
international visitors from December 2011 to February 2012
over the same three months of the previous year. Busan, the
largest port city of Korea, also made a similar success. The
city ran a project to increase flights between Busan and Hong
Kong in December 2010, which resulted in a dramatic rise
in international arrivals at Busan Kimhae Airport. Similarly,
in January 2011 Busan saw similar success with its BusanTaipei route, which raised the number of international arrivals
from Taipei by 209%.
Thirdly, when local governments have had difficulty securing
scheduled flights for a new air route, they will usually often
turn their attention to charter flights. As there is no need to
make an aviation accord between nations when they commit
a charter flight to a new international route, local governments
can see quick results which is important for local authorities,
despite the drawbacks of this for long-term operations. For
this reaons, many of local governments in NEA including
Busan and Fukuoka are now subsidizing charter flights
landing at local airports in order to increase inbound tourism.

The fourth way:
set up a new low cost carrier

most of Japanese LCCs are concentrating their business on
domestic routes. However, it is worth noting that a few LCCs
based at local airports such as Peach in Kansai Airport and
the Starflyer at Kitakyushu Airport have made an decisive
entrance into operation on international air routes.

Meeting the demand for rapid
infrastructure growth
As mentioned above, local governments in NEA have made
every effort to connect their home town with other overseas
cities by direct airlines. As a result arrivals by air have
increased and naturally have created the necessity to extend
existing airports or to construct a larger new airport. However
the construction of a new airport sometimes causes serious
conflicts between local governments as each competes for it
to be located closest to their jurisdictions. Meanwhile demand
continues to grow at saturated airports as has been the case
in Busan for some time.
As many reports predicted, the tourism industry of the
NEA will grow continuously for a few more decades. As a
necessary result of the growth, international air transport
will also increase with diversification of local air routes. And
capacity of local airports will be immensely expanded to
satisfy the demand of airlines and travelers. In that process
of the growth local governments will play a very active role in
NEA. Therefore, the cooperation between air transportation
businesses and local governments will be essential for coping
with rapidly changing business environments as well as
maintaining stability of the air transport market in NEA.
www.aptpo.org

Some local governments have not stopped at just cooperating
with major airlines. In some cases, some have been aggressive
enough to induce local businesses to establish a low cost
carrier (LCC) with has a base in their local airport, which is the
fourth way for increasing direct flights to overseas airports.
In Korea since the birth of Hansung Air (renamed as the
T’way in 2010), began domestic service in 2005, four more
LCCs have been established so far: Jeju Air in 2006, Air
Busan in 2008, Jin Air in 2008 and Eastar Jet in 2009. All
except Jin Air which is a subsidiary of the largest Korean
airline have a base in a regional airport. Though these small
airlines only accounted for 4.3% of Korea’s international air
transport arrivals in 2011, their market share is expected
to increase rapidly with backing of local governments. In
Japan the interest in the LCC business reached its peak
when three LCCs were established almost simultaneously in
2012: Airaisa Japan, Jetstar Japan, and Peach. Nowadays
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Connecting the
best of South
America
LAN Airlines

LAN’s extensive route network in this part of the world makes
the region a particularly attractive tourism destination. Of course,
it’s well known that tourism destinations are strongest
when they can boast a wide range of direct ﬂights.
With so many destinations to choose from, visitors from
North America, Europe, Oceania or Asia tend to choose more
than one destination or country on the same trip. Indeed,
tourism sector statistics show us that more than 50% of longhaul visitors who come to Chile also tour Peru or Argentina
immediately before or after their visit. The same goes for
visitors to Buenos Aires; especially for visitors flying from
Europe, the majority of whom visit Rio de Janeiro before or
after their visit to Argentina.
The reason for this is simple. It’s still a long way from these
source markets! Less than 4% of outbound tourists from
Europe choose South America as a holiday destination and
those that come tend to choose the ‘must-see’ sights if it’s
their first visit. If this region’s tourism sector is to become
more competitive simply providing more direct flights to the
region’s destinations is not sufficient. We also have to improve
connectivity within the region by increasing the number of
flights between secondary airports. As recently as 2010, only
5% of visitors that came to the region to visit Iguazú had opted
to visit Cuzco and Machu Picchu on the same journey. Both
destinations take 4th and 5th place in the list of the continent’s
most visited attractions.
Partly to respond to this opportunity, in January 2011 LAN
launched a route to connect Lima with Iguazú, cutting down
on the journey from Cuzco to the famous Iguazú falls from
twenty-four to just five hours via two connecting flights. Since
then, the number of visitors from Asia to South America has
grown on an unprecedented scale because today in just
one trip lasting less than 10 days, visitors can take in more
destinations in less time and at lower cost.
LATAM airlines, the new airline created with the integration of
LAN Airlines and TAM Líneas Aéreas, firmly believes in South
America’s tourism development. Improving regional integration
through offering more routes to more destinations won’t just
benefit business development and the connectivity of the
region’s capitals with the rest of the world. It will also bring the
region closer to its source markets and make it easier to visit both for overseas visitors and for South American – who want
to discover the wonders South America has to offer.
www.lan.com
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ABEAR - A new
partnership for
Brazilian aviation

Recent data, published in a study by Oxford Economics
and IATA in (2011, realizes that the aviation sector in Brazil
contributes with U$ 32 billion (1% of the Brazilian GDP).
Moreover, there is an indirect contribution of an additional
U$ 9.9 billion through tourism, totaling 1.3% of the GDP. The
aviation sector provides almost one million jobs (938 000) in
Brazil - 684 000 direct and indirect jobs - and an increase
of 254 000 jobs, if we consider the supply chain of tourism
and businesses that have the airline as a facilitator. The airline
industry also collects R $ 5.3 billion annually in taxes.
The Brazilian Association of Air Lines (ABEAR) was officially
launched during Aviation Day, event organized by the
International Air Transport Association (IATA) held in Brasília in
August 2012. ABEAR was created by the five biggest Brazilian
airlines - Avianca BLUE, GOL, TAM and TRIP – with the mission
to encourage the flying as a means of transport in Brazil.
The Association was set up to address institutional issues in
the airline industry as well as to plan, implement and support
activities and programs that promote the growth of civil aviation
in a consistent and sustainable way, both for passengers and
cargo transport.

ABEAR

In 2011, according to the National Civil Aviation Agency (ANAC),
86 million airline tickets were sold in Brazil. Since 2010, more
Brazilians use the air transportation than buses on interstate
journeys of more than 75km. Together the members of ABEAR
represent 99% of the market, employ 57,000 people, operate
more than 450 aircraft and make about 2,700 flights every day.
‘We want more people to fly – and as more people fly, higherquality services will be offered on the market’ said Eduardo
Sanovicz, President of ABEAR. ‘We will seek to expand and
modernize the Brazilian airline industry, in constant dialogue with
the government, the private sector, professional associations
and consumers. Today the traveler Brazil has more flight options
and air companies, a lower average ticket than ten years ago
and more purchase payment facilities. The goal is to further
expand the supply and quality of services, both those supplied
by airlines and by other sectors” said Mr Sanovicz.
‘The creation of new routes and the strengthening of the flight
network will bring benefits to destinations with economic and
tourism potential, as well as providing consumers with more
flight deals and cheaper tickets. More Brazilian cities are being
better served, allowing people to get to know their country
better. The emerging class in Brasil is changing the discomfort
of a long journey by bus to the convenience of air travel. We
want the travelling experience to be an enjoyable one and that
means taking into account all the stages of the journey, even
those beyond the direct responsibility of the airlines. Figures
show that whether in terms of GDP contribution, employment
or tax revenue, tourism is an important source of revenue for
our airlines and for the country’s economy’.
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UK Air Passenger
Duty and its
impact on the
Caribbean
Hugh Riley,
Secretary General & CEO, Caribbean
Tourism Organisation

The Caribbean is thirteenth globally in absolute size of its
tourism economy; first in tourism’s relative contribution to our
national economies and tenth internationally in its contribution
to long term national growth. Moreover, tourism is our biggest
employer after the public sector, the largest single contributor to
GDP, and is worth around US$40 billion annually to our region.
It almost goes without saying that an industry that accounts
for up to 1 in 4 jobs has an impact on the lives of the general
population. Much of the income needed by Caribbean
governments for providing social services such as education
and health is raised from tourism. Import duties and taxes result
from local consumer activity, sourced largely from expenditure
by the thousands of visitors who holiday in the Caribbean.
Any negative impact on tourism in the Caribbean will have farreaching consequences across a range of welfare services.
The UK is an important source market for tourism in the
Caribbean. For example, in Barbados around a third of total
stop over arrivals are from the UK. When you consider that
almost half of the GDP of Barbados is attributable to tourism,
you can begin to build a picture of just how much a fall off in UK
arrivals hurts the Barbados economy. The Caribbean is also
an important destination for the 800,000 strong Caribbean
Diaspora in the UK who need to visit friends and relatives in
the Caribbean.
The significance of the UK market to the Caribbean was
highlighted by the massive increases in UK Air Passenger Duty
(APD) in 2009, when the structure of the duty was changed.
Since then we have seen APD increases in 2010 and 2012, with
the next increase scheduled for April 2013.
While it is difficult to disaggregate statistics in this challenging
economic climate, the fact that in 2010, the first full year of
trading following the large 2009 increases, arrivals to the
Caribbean decreased from the UK, but increased from other
destinations, suggests that APD’s impact on the cost of airline
tickets is hurting the Caribbean. Statistics produced by the
UK Civil Aviation Authority show that international passenger
traffic between the UK and the Caribbean decreased by 5.5%
in the first quarter of 2012 compared to the same period in
the previous year. This compares to a reported 9.7% increase
between the UK and the USA. Eastern Caribbean Central
Bank figures show that the only major source market for OECS
nations to register double digit declines in arrivals between 2008
and 2011 is the UK.
The Caribbean Tourism Organisation recognises that many
factors contribute to the decisions that customers make about
their choice of destination, however there can be no doubt that
in difficult financial times, cost is a significant factor. Therefore,
when there are fixed increases to the cost of travel such as Air
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The hotel sector represents a significant proportion of tourism
income in the Caribbean. While arrivals data can assist in
painting a picture of the health of the industry, another key
indicator is the amount of money that hoteliers are making on
the rooms that they sell, and the average amount of money that
they maker per available room.
Smith Travel Research figures for the first three months of 2012
suggest that the average daily hotel rate in the Caribbean is 9.2%
lower than it was at the same time in 2008. The data also shows
that revenue per available room has reduced by 12% in 2012
compared to 2008. The reduction in ADR suggests that hotels
have been discounting more heavily in recent years. Anecdotal
evidence indicates that in part this reduction in room rates has
been required in order to offset the 100% increase in APD rates.

Passenger Duty, one knows that this can only be bad news.
APD rates on economy flights to the Caribbean have risen by
102.5% from 2007 to 2012. Because of the way that the UK
restructured APD in 2009, creating four ‘bands’ for charging
rates depending on an arbitrary distance marker, flights to US
destinations of similar distance from London, such as South
Florida destinations, have seen increases of 62.5% over the
same period. This means that a family of four travelling to
Miami would pay £64 less in APD than if they chose to visit
the Caribbean.
It is no accident that the Caribbean is one of the premier holiday
destinations for UK tourists. The Caribbean offers fabulous
destinations to meet all tastes. Over the years we have excelled
at marketing our destinations. However, recently we have
observed that Caribbean destinations are having to spend more
money on marketing in the UK. It is no accident that in 2010
one of our CTO member Governments allocated an additional
$5million to its UK marketing budget. This was a direct result
of the decline in visitors from the UK, to which we believe APD
contributed. It means that the people of that country spent
$5million that could have been used for something else.

Tourism crosses all borders, and for this reason national
policies can have an unintended extraterritorial impact. The
Caribbean Tourism Organisation has been seeking to engage
with institutions from across the world to establish a stronger
dialogue on the value of tourism to the Caribbean. Our goal is
to encourage our international partners to factor into policymaking an understanding that in the Caribbean tourism is the
industry most likely to be affected by changes to development
policy, or the taxation of aviation, security, climate change,
education and trade.
What we have not yet seen is our international partners placing
enough emphasis on the development potential of tourism. We
are seeking to work with them to ensure that tourism is given the
attention it deserves.

www.onecaribbean.org

We know that tourism is not just about arrivals figures.
The key factor that makes tourists so valuable to the destinations
that they visit is the amount of money that they spend on their
accommodation and other products and services while on
holiday. In short, it boils down to their disposable income.
There is no other way to reach the Caribbean from the UK than
to fly. So if the cost of getting there increases, be it through APD
or any other reason, then it means that the customer has less to
spend in restaurants, at attractions, on gifts, on entertainment,
on taxis…the list goes on.

Hugh Riley
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The case for
public-private
partnership
in air service
development
ASM
A division of UBM Live

As it is now accepted that destinations and their tourism
authorities have as much to gain from air service development
as airports, clearly the need for these parties to work closer
together in this area has never been greater.
Generally, national and regional tourism authorities are either
government departments such as Ministries of Tourism or, at
the very least, funded by governments in the majority of cases.
Airport authorities tend to be split between private and public
bodies which can make for an interesting set of dynamics
when both parties are seeking to work alongside each other
towards a common goal. As such, for the most part, there
are relatively few airport/tourism partnerships in the sphere
of global route development. However, those that are able to
work around their many differences in order to achieve greater
air connectivity, find that the ensuing rewards are significant.
As there are so few true ‘destination teams’ (ie. airport
and tourism stakeholder groups) operating in this way,
the competitive advantages of taking this approach are
substantial. The overriding reason for working together
in a destination team is that airlines have been seeking
to work in this way for quite some time.
Every year, UBM host a senior panel of airline network
planners and other key stakeholders at a meeting in order to
establish how the dynamics in the route development arena
are changing. They also look at what could make the process
simpler, more streamlined and ultimately more effective for all
parties. The result is that each year, the same concept of a
“Golden Triangle” is repeatedly brought up. In essence, the
golden triangle consists of three pillars which are essential for
an effective and meaningful process of route development;
airlines, airports & tourism authorities. Every year we find
that when airports and tourism authorities work together
as a destination team, the information required for a proper
evaluation of new air services will be easier to establish.
When establishing the viability of new air services, airlines
consider the following:
• Who will be sat at the front of the plane? (and why?)
• Who will be sat at the back of the plane? (and why?)
• What is the demand for the route? How consistent is
this demand?
• Will the route make money? Is this the most proﬁtable
use of our aircraft?
The airport will have much data required to address the above,
however, the tourism authority is best placed to answer
questions on indicators such as:
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• Number of bed nights
• Total visitor numbers for the region (current and historic)
• Source markets for current visitors (current visitor flows)
• Past, present and future plans for promotion in source
markets
• How a new air service would be supported with promotion,
and integration with the authority’s strategic tourism plan

Additionally, if the proposed route is clearly a part of both the
regional and national strategy for tourism, then this will help
to assure the airlines that the destination team is committed to
ensuring the success of the route. For airlines, it is important for
their partners to understand that the commencement of a new
route is a risk. Anything tourism stakeholders can do to mitigate
or reduce this risk will be well received. Demonstrating that the
airport and its regional and national tourism authorities are working
together as a team in order to ensure the success of a new air
service will certainly help this process.

Problems within destination teams may sometimes occur when it
comes to sharing budgets. Additionally, there can be issues with
“which party will be seen as getting the credit for a success”. As
with any collaboration among differing parties, there can be many
obstacles. However, we’ve identified a series of characteristics in
destination teams that can lead to success:
• All parties are run by true people who can see the ‘bigger
picture’
• Personal egos are not allowed to disrupt the collaboration
process
• The team acts together for the purposes of route
development
• It is clear that the team’s collaboration is a year-round
process and does not begin and end solely by meeting the
airlines at Routes
• Each party plays to its own strengths and understands the
other party’s strengths

Malaysian tourism & aviation working in partnership
Tourism Malaysia has an ambitious target to increase annual
visitor numbers to over 25 million by the end of 2012. Last year
Malaysia welcomed over 24.7 million visitors (2011) and they
generated 18.3 billion USD in tourism receipts alone. The wider
economic impact of these visitors will have been even greater.
Tourism Malaysia not only recognizes the importance of tourism
to the country’s economy. It also understands how to deliver
tourism growth through focusing on the development of air
services. Tourism Malaysia focuses on air service development
by working closely with its partner stakeholders, including the
Ministry of Transport, airports and suppliers and most importantly
the airlines themselves. They have one common strategy and
one common goal: to increase air services and in turn increase
visitor numbers.
Focusing attention on air service development is one of the most
efficient approaches to attracting new tourists and can often
be more cost effective than directly trying to drive consumer
demand – it can be expensive trying to communicate market
messages to a global audience of 6.2 billion!
So what does Tourism Malaysia do right? The Ministry of Tourism
works with Malaysia Airports Holding Berhad in attracting new
air capacity. The tourism authority offers marketing funds for joint
promotions with the airlines, using a system of match funding.

This year Tourism Malaysia has launched a similar programme
offering marketing support for any tour operators and airlines
that are new to Langkwai.
Tourism Malaysia use Malaysia Airports’ links with the aviation
community to work with carriers to increase capacity /
frequency and start new air services. You will often find these
two stakeholders working in partnership at tourism and aviation
events throughout the world focusing on bringing new visitors
to the country.
www.tourism.gov.my

Global Report on Aviation: Responding to the needs of new tourism markets and destinations

59

Airline services
and destination
management: an
interdependent
relationship
Dr. Jos van der Sterren
Course Director, International Tourism
Management Studies
Dr. Herman J.G. Mensink
Associate Professor Aviation Management

Breda University of Applied Sciences
Growing and expanding airline services have enabled many
tourism destinations to disclose their products to more and
higher volumes of visitor numbers. Low Cost Carriers in
particular have contributed to the competitive positioning of
new destinations while air access has a significant impact on
visitation to a destination and aviation is thus increasingly a key
driver of tourism growth for many domestic destinations and
more remote regions.
At destination level, though public and private actors recognize
the importance of accessibility, they rarely have capacity to
understand the dynamics and risks of airline industries while
opening and maintaining new routes. It seems that building
a mutually beneficial relationship of destination management
is complex; it requires more than a fancy airport and a
new highway to the city centre to increase a destination’s
competitiveness through better air access.
At the Tourism Destination Management Centre of NHTV
Breda University of Applied Sciences, research is undertaken
to understand key drivers for successful destination
management. Most of these areas fail to exploit their
potential for competitiveness, as they oversee the cultural
and organizational complexity that goes with entering into
partnerships of different (public and private) tourism actors to
attract more visitors.

Key factors for successful privatepublic relationships in tourism
destinations
First and foremost, collection, analysis and sharing of
relevant data on potential existing and future tourism
demand segments is essential. At destination level,
government and many private actors in the tourism value
chain (like accommodation) are currently overseeing potential
market segments. It is not only destination branding, but
also diversification into a good blend of air travel segments
(business, leisure and VFR) that will enhance chances of
success for long term airline services.
Destinations should therefore improve their capacity to
innovate their tourist products and services in order to cater
for different visitor flows at destination level, to cater to the
tastes of increasingly independent) travellers and airline
passengers. This however requires targeted destination
product development and marketing which mitigate
seasonality influences, while delivering tourism products that
serve different market segments at different times.
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Dr. Jos van der Sterren

Recognition of cultural organizational differences enhances the
success of partnerships between local public stakeholders,
airport management companies, destination management
companies and airline companies. Any public/private business
case for route development and related investments will
only be successful if institutions and companies understand
the interdependent power-relations as and share a sense of
urgency to address joint issues related to air accessibility.
Finally, there is a need for key players in destinations to
improve their understanding of the changing planning and
regulatory environment for aviation as well as their compliance
with environmental and reporting standards. It’s also worth
considering that strong impact of high carbon dioxide
emissions and the search for solutions to this will influence the
options for collaboration between destinations and air service
providers in the future.

www.tourism-master.nl

Dr. Herman J.G. Mensink

www.nhtv.nl
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Airports Council
International The voice of the
world’s airports
ACI - Airports Council International

Airports provide the essential infrastructure to support
regional social and economic growth. They generate returns
on investment for their shareholders, other stakeholders
and to society as a whole. Indeed, airports are widely
recognized as having positive economic and social impacts
on their surrounding regions, which extend beyond airports’
immediate neighbours to include regional business interests
and consumers. Therefore, it is no surprise that, when it
comes to air service development planning, all stakeholders
show a keen interest to participate.
Generally, the most successful air service development
initiatives have been those where all air transport stakeholders
have worked in close collaboration. Airport companies
and the regions they serve, greatly benefit from air service
development. As passenger and cargo air traffic grow, this
translates into positive economic and social impacts.
ACI studies have determined that, on average, airports
support around 1,000 jobs per million passengers per
annum. In Europe, for example, for every million passengers,
airports support close to 3,000 jobs nationally, 2,000 jobs
regionally or 1,500 jobs sub-regionally. Airports can make a
substantial contribution to the overall economy of the areas
that they serve, when the combined effect of their direct,
indirect and induced impact is taken into account. Hence, the
importance of airports and stakeholders aligning their interests
to ensure the sustainable environmental, social and economic
development of air transport.
In the case of tourism, airports also play a major role in the
development of inbound tourism. Besides the obvious
accessibility that airports provide to a region or an entire
territory by serving as the essential link between air and surface
transport, airports play an important role in providing the
necessary capacity to accommodate tourism air traffic during
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periods of high demand. However, at many airports peak
capacity is determined by the characteristics of the tourism
supply and demand of the region served; which are factors
not necessarily controlled by the airport operator. Hence, even
in terms of capital expenditure and aeronautical and terminal
operations, airports and stakeholders must work together
in order to ensure the sustainable environmental, social and
economic development of air transport.
Management of stakeholder relationships is of importance in
terms of air service development on a number of levels. Political
support can be useful from a bilateral perspective; Tourism
boards can provide the framework for the positioning of the
destination in the wider international market; and both public
and private entities can contribute to promotional budgets that
may be used in support of the development of new air services.
Restricting the growth of the air transport industry, through
capacity restrictions at airports can have damaging implications
for the economy. These implications go beyond the direct
impact on employment and income generated by the industry,
to negatively impact the wider economic performance of the
region and inbound tourism—stakeholder collaboration and
stakeholder relationship management is key to greater social
and economic benefits.
Airports Council International is the only global trade
representative of the world’s airports. Established in 1991,
ACI represents airports interests with Governments and
international organizations such as ICAO, develops standards,
policies and recommended practices for airports, and provides
information and training opportunities to raise standards
around the world.
www.aci.aero
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A collaborative
approach to
solving air
transport delays
in Australia
Compiled by Justin Wastnage
Director Aviation Policy, Tourism & Transport
Forum Australia

Aviation is a major contributor to the Australian economy,
responsible for A$32 billion of the national economy; or 2.6%
of the country’s gross domestic product, according to a 2012
Oxford Economics report commissioned by IATA.
Aviation is also singly important to the Australian tourism
industry due to the country’s size and isolation. Of Australia’s
neighbours, only Papua New Guinea is close enough to allow
for personal vehicle border crossings, by ferry in this case.
Every other visitor must fly here.
Domestic travel also relies heavily on aviation. The Sydney to
Melbourne route is the fifth busiest city pair in the world, with
four airlines flying services between the two cities and flights
departing every 15 minutes.
Yet Australia has only eight international airports to service
some 28 million passengers coming in and out of the country
last year. Of these, more than two-fifths -some 12 million- flew
through Sydney Airport, where they competed for air space
with the 24 million passengers travelling on domestic flights.
Sydney is fairly unique among global cities of its size in that
it only has one airport. Even within Australia, Melbourne and
Brisbane both have secondary airports within 100km. Debate
has raged for decades over the need for a secondary airport
in Sydney, but until and unless a decision is taken, congestion
at Sydney has the potential to plague not only the city, but the
whole Australian tourism sector.
Air traffic delays result in significant costs not only to travellers
and airlines but also they also have knock-on effects to other
sectors of the tourism economy relying directly or indirectly on
air transport.
Delays are caused by a complex series of interrelated
operational issues with no single party - airlines, airports, air
traffic management providers or governments - to blame.
TTF will commission a report to detail the causes of these
delays and quantify the cost these delays have to Australia. The
report will finally put a figure on the cost to the passenger, the
aviation industry and more broadly, the wider Australian tourist
economy. This type of work has been successfully undertaken
in Europe and North America, but this research has not been
undertaken in Australia. This paper will be the first to highlight
the cost of inaction and the potential loss in output associated
with the projected increase in air passengers.
TTF will be required to advocate on some issues related to air
delays in the future as congestion increases. But this document
will primarily be a tool for our members to further shape the
narrative around aircraft noise and assist in highlighting the
value and importance of aviation.
www.ttf.org.au
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Intelligent ways of
managing delays:
GERETUR
SEGITTUR

With the support of Turespaña through SEGITTUR’s funding
scheme for Spanish Innovative Trade Associations in Travel
and Tourism, turisTEC (a business cluster of information and
communication technologies – ICT - for tourism, based in the
Balearic Islands Technological Innovation Park) developed a
R&D project, GERETUR [GE]stión de [RE]trasos en [TUR]ismo
over the course of 2010 and 2011 to monitor delays within the
chain of value of travel and tourism transportation.

Its main conclusions were that:
1. Air transportation is the main source of delays in any
typical tourism transportation chain (airline > transfer >
accommodation), accounting for more than 85% of the
duration of delays.
2. In Spain, air transportation delays are poorly
communicated along the tourism value chain; if less than
a certain duration (2h), delays were not communicated
at all, producing a vast amount of expenses and
distruption to the accommodation sector.

Due to these core conclusions, GERETUR designed and
developed the basis for a single system of monitoring of delays
for the whole tourism and travel transportation value chain.
Some of the companies in the business cluster developed ICT
products and services based on the modeling of GERETUR,
the most relevant one being BeOnTime (http://www.beontime.com), marketed by BinaryMenorca.
Now turisTEC is working in order to establish an open standard
for the communication and management of delays via ICT,
evolving and improving GERETUR and adding it to the CAVAL
standardization set, an initiative that aims for the development
of an open standard for data interoperability in the travel and
tourism industry (http://www.caval.travel).
Antonio López de Ávila, SEGITTUR´s President, commented:
“There is a clear need in travel industry for a common
management system for transport delays. GERETUR manages
efficiently the delays that occur along the tourism value chain.
This system consequently improves the traveler’s experience
in a destination and managerial decisions in real time.”
www.segittur.es
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The exponential growth in international tourism arrivals
wouldn’t have been possible without the innovation and
expansion of the air transport industry which today accounts
for more than half of cross-border tourist arrivals worldwide.
Over the next twenty years, growth in international arrivals
is forecasted at 3.3% annually. However for this to happen
policy makers, Official Tourism Organizations (OTOs), airlines,
airports and tourism service providers will have to develop and
intensify their relations, basing them on many of the principals
outlined by the contributors to this report.
In this regard, UNWTO has played and should continue to
play a significant role in bringing stakeholders to the table to
debate how air transport can contribute to the sustainable
development of tourism. UNWTO analyzes key policy areas and
aids the sharing of best practices on matters as diverse as the
liberalization of air transportation, improving travel facilitation,
consumer protection, strategies to work on advance mitigation
of GHG emissions, public-private cooperation as well as the
positioning of travel and tourism as a strategic sector of the
global economy.

Strategies for success in building
partnerships and increasing tourism
traffic
According to the authors of the previous articles, there are some
useful strategies that governments can adopt to foster tourism
and help airlines to develop new routes, markets and destinations.

Economic regulation: the liberalization
of air transport
Many governments have implemented open skies policies in
order to remove protectionist and restrictive barriers between
countries, reaching multilateral agreements such as those
seen in the EU and to some extent in Latin America. Interregional agreements following the example of US-EU are the
next challenge for governments regarding policy development.
An open skies policy like that implemented in the EU has
led to lower fares and expanded access, encouraging the
growth of Low Cost Carriers. The result has been a ten year
increase in the number of air passengers and the openness
of regional markets for air travel. Consumers have more
choices, independent travel has been given a significant boost
and the commercial approach to running an airline has been
revolutionized. The impact of this policy at regional level is
highlighted well by the article on the regeneration of Porto,
Portugal which describes how the number of passengers
passing through the airport doubled in the last six years, from
3 million to 6 million passengers.
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Flexibility on Taxes
Tax and duty policies on air transportation must take into
account the net impact on the tourism sector and the economy
in general. As we have seen in the case of the Dominican
Republic, taking a flexible approach can have positive effects
on the attractiveness of a destination for airlines. Such an
approach can also work well in destinations facing extreme
seasonality issues.
On the other hand, when taxes penalize outbound tourism,
this can have a severe effect on key receiving destinations particularly when these are developing countries or small
island states. In his article “UK Air Passenger Duty and its
impact on the Caribbean”, Hugh Riley of the Caribbean
Tourism Organization highlights how countries like Barbados
are vulnerable to increases in Air Passenger Duty in the UK
(ticket price rises in the UK contributed to a 5,5% decrease on
international passenger traffic in the first quarter of 2012).

Destinations and air service
development: from the first meeting
to setting up long-term public private
partnerships on route development
All the articles in this report have highlighted the importance
for destinations, airports and airlines to work together. The
objective is to work simultaneously at increasing tourism
demand and capacity growth, reducing operating risks for
airlines and ensuring the long-term viability of routes that
are set up.
It has also been pointed out in this report that this development
has to be reached subject to market conditions. A change in the
market dynamic will affect carriers and destinations differently. In
order to adapt to lower demand, carriers transfer their capacity to
other routes, while destinations have more difficulties attracting
other tourism markets as quickly as an airline does. Adaptation
to changes in visitor flows is particularly tough for small and
medium sized enterprises, as explained by Gareth James from
the European Travel and Tourism Action Group.
Successful examples of collaboration among the three pillars of
“the golden triangle” (OTOs, airlines and airports) are supported
by strategies for further route developments, effective
destination management and the sharing of information among
all the stakeholders involved. This cooperation should be for
the long-term and not determined by opportunistic strategies.
Several authors in this report have warned that subsidizing
carrier operations creates a distortion in the market, putting
a normal competitive environment in jeopardy and ultimately
damaging business at the destination.

Increasing air service and
connectivity: The emerging markets
Many emerging countries are faced with a lack of connectivity that
can hamper their regional development. To address this challenge,
it is important to implement strategies that aim to develop and
enhance international connectivity, promoting organized and
sustainable growth. Some governments have promoted the
growth of airport hubs in order to increase the number of routes,
reduce costs for companies and ticket prices for tourists, as can
be seen in the case of Dubai. Other strategies can be to increase
flights to populous cities (thereby targeting big markets), increase
frequencies on existing routes or create new routes by extending
existing routes to include new source markets.
Some local authorities have induced low cost carriers to
establish a base at their local airport, as some have done in
the Republic of Korea and certain countries in the Middle East.
Such low cost carriers may provide additional feeder traffic into
the main airports sometimes they can spur on the creation of
new regional airports, improving access throughout the region
and facilitating tourism growth.
Similarly, several companies worldwide have joined forces to
increase regional passenger transport and cargo transport, mainly
by creating economies of scale, such as the new airline created
by LAN Airlines and TAM Líneas Aéreas or the agreement reached
by the five largest airlines of Brazil (Avianca, BLUE, GOL, TAM and
TRIP) in order to boost air transportation in Brazil.

Effective destination marketing
New destination marketing strategies are increasingly being
focused on the creation of new products and services and
establishing experiential and emotional elements as central
to the visitor experience. However these new products need
to be marketed by building effective strategies for destination
promotion directly in source markets. This is much more likely
to bring success further down the line when negotiating with
carriers to open new routes.
It is also important to look at new ways of commercialization
because the distribution model in the tourism industry has
changed, and as a result there are multiple ways to “sell” what
a destination has to offer. Almost as important as promotion
are selling strategies, which aim to sell products through the
right channels in order to reach the target market. Tourists are
becoming more independent in their purchasing decisions
and destinations need to recognize this and embrace it.
Some companies like LCCs have driven this change and have
designed strategies to offer several services like hotel and
car hire, drawing advantages from the direct contact with the
customer at the time of purchase.
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The importance of generating data,
information and knowledge... and
sharing it
Though the tourism sector is an information-intensive industry,
there is often a lack of useful knowledge available when it’s
time to make a decision. Many actors have a partial view of
the whole and this poses a challenge for management and
coordination of the information in this industry: OTOs and
tourism service providers in a destination need information
about connectivity to perform a better selling and promotion
strategy; at the same time airline network planners are need
deeper information on the market to be served in order to
understand where their passengers are likely to come from.
On a basic level, airlines need vital data such as bed nights,
visitors, promotion planning budget, source markets, in order
to be able to make their decisions on routing and connectivity.

In summary
The strategies explained in this report to foster tourism through
air service development are an indication of the options that
can be put in place by stakeholders across the industry. It has
been proved in this report that liberalization of air transport by
governments helps to increase tourism which in turn generates
growth and job creation. Strategies on opening new routes in
destinations have been successfully applied when collaboration
and public and private partnerships between OTOs, airports
and airlines are set up and are properly managed. A successful
collaboration between “the golden triangle” of airports, airlines
and tourism authorities should be based on the sharing of
information, effective destination marketing, based on clear
strategies for future sustainable development.

Integrating of all the information and knowledge can ultimately
result in improving the tourism experience for visitors and
improving conditions for the whole industry. SEGITTUR’s
example of GERETUR, a tracking system for tourism delays
contributing to the value chain of trip transportation, clearly
shows this trend.

everis is an employee-owned multi-national consulting
company offering business and strategy advisory,
transformation
programs,
solutions
integration,
technological applications maintenance and outsourcing
services. Nearly 12.000 highly qualified professionals work
within the banking, consumer goods and retail, energy
and utilities, healthcare, insurance, media, manufacturing,
public administration, telecommunications and tourism
sectors. everis has 27 offices in 13 countries with
representation in many more.
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everis has a special department dedicated to the leisure
and tourism composed of a group highly specialized
professionals focused on developing innovative services
covering the entire business life-cycle for:
• Tourism national and regional policy agents and
destination management organizations
• Tourism services providers (Hotels, resorts, etc.)
and intermediaries
• Transportation companies

Policy and Practice

for Global Tourism
This major new publication from UNWTO is a guide to the major themes in world tourism
today. Through 11 chapters, it presents an overview of topics ranging from sustainable
tourism to social networks or emerging markets to creating a successful destination brand.
Examples of UNWTO’s work in key areas are highlighted throughout the publication, and
these are complimented by case studies and opinionsfrom business leaders, destinations
management organizations, academics and NGOs.
In this comprehensive publication, UNWTO is proud to
include contributions from over 30 Affiliate Members
from around the world, as well as input from experts
from the UNWTO Secretariat.
Policy and Practice for Global Tourism is aimed at
decision makers working in the public and private
sectors alike, as well as those who are simply interested
in learning more about this fast-moving and dynamic
sector of the global economy.

The publication is available to consult in electronic
format in the UNWTO at e-Library www.e-unwto.org to
which Affiliate Members can benefit from free access.

Policy and Practice for Global Tourism is
now on sale through the UNWTO Infoshop
at www.unwto.org/infoshop at the price of
50 EUR. UNWTO Members
can benefit from a 50% discount on all
purchases through the Infoshop.
To find out more about becoming an Affiliate Member of the
World Tourism Organization visit

www.unwto.org

www.platma.org
Global Report on Aviation: Responding to the needs of new tourism markets and destinations
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Tourism Towards 2030
Global Overview
Presented at the UNWTO General Assembly in October 2011, Tourism Towards
2030 is a broad research project in continuation of UNWTO’s work in the area
of longterm forecasting initiated in the 1990s. It has the following objectives:
• Assisting UNWTO Members in formulating policies and long-term strategic plans;
• Providing a global reference on tourism future development;
• Reinforcing UNWTO’s role in agenda setting for tourism-related subjects;
• Constituting a reference for UNWTO strategic documents, programme of work and activities.
Tourism Towards 2030 enriches existing forecasts with an overview of the social, political, economic, environmental and technological
factors, which shaped tourism in the past, and are expected to lead development and growth in the future.
You can consult Tourism Towards 2030 online in the UNWTO e-Library www.e-unwto.org (free access
for UNWTO Members) or purchase a copy through the UNWTO Infoshop www.unwto.org/infoshop
(50% discount for UNWTO Members).
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Further reading from the UNWTO
Affiliate Members Programme…
AM Report Volume 1
Technology in tourism

The first in the series of AM Reports examining specialist tourism markets and the latest trends in the
tourism sector, Technology in Tourism draws on the results of the international seminar held at Fitur
2011 on technology and innovation. With commentaries and case studies from Affiliate Members and
other selected partners, this report discusses how tourism will continue to be shaped by technology
and how destinations can employ innovative strategies to stay ahead of the game.
Available in English and Spanish

AM Report Volume 2
The Power of Youth Travel

With outbound travel from the world’s emerging economies being boosted by new, affluent
travellers and the age bracket for youth travel expanding across the world, young people are
quickly becoming a consumer group to take seriously. The Power of Youth Travel features
commentary from specialists, UNWTO Affiliate Members and other selected organizations on the
importance of Youth Travel for economic development, global development and young
travellers themselves.
Available in English, Spanish and French

AM Report Volume 3

Global Report on LGBT Tourism
As the global visibility of the lesbian, gay, bisexual and transgender (LGBT) community increases,
there has been a steady increase in interest in this community as a consumer group, a trend which
is particularly evident in the travel industry. With the knowledge and support of the International Gay
and Lesbian Travel Association, as well as the UNWTO Affiliate Members, this report examines LGBT
tourism from a social, political and economic perspective.
Available in English

AM Report Volume 4

Global Report on Food Tourism
For many of the world’s billions of tourists, returning to familiar destinations to enjoy tried and
tested recipes or travelling further afield in search of new and special cuisine, gastronomy has
become a central part of the tourism experience. Against this background, food tourism has
gained increasing attention over the past years. This report analyses the current situation of
Food Tourism, through a survey of the UNWTO Affiliate Members as well as the reflections of
professionals with extensive experience in international organizations, destination management,
tourism companies and the training schools.
Available in English

All reports are available free to download at www.platma.org
Global Report on Aviation: Responding to the needs of new tourism markets and destinations
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The World Tourism Organization, a United Nations specialized agency, is the leading international
organization with the decisive and central role in promoting the development of responsible,
sustainable and universally accessible tourism. It serves as a global forum for tourism policy issues
and a practical source of tourism know-how. Its membership includes 155 countries, 7 territories,
2 permanent observers and over 400 Affiliate Members.
UNWTO Affiliate Members bring together over 400 companies, educational & research
institutions, destinations and NGOs whose activities are related to tourism and which contribute
to the UNWTO their knowledge and expertise to promote the development of tourism that’s
responsible, sustainable and accessible for everyone. Over 80 countries are represented among
the Affiliate Members, the world’s premier forum for exchanging tourism knowledge.
ASM. Leveraging on its partnership with sister companies Routes, Airport Cities and OAG, ASM
offers route development consulting, data, analytics and intelligence.

World Tourism Organization
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Capitán Haya 42, 28020 Madrid, Spain.
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