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Our Team
at Your Service
at ITB Berlin

W

e look forward to seeing you at
ITB Berlin. For the most up-todate live trade news at the show, our
editorial team again this year will be
covering all major announcements
and news as it happens. Please send
us all your news (see contact details
below) or drop by our offices in
Hall 6.3 at Messe Berlin, from 9am
Monday 6th March throughout the
entire show. The coffee is on us!

Information presented in this publication is purely indicative in order to illustrate
subjects contained therein. No guarantee can be given as to the accuracy of data or
content at time of printing and thus the latter should not be used for professional or
commercial ends. While all efforts have been made as to accuracy and pertinence of
content and data contained in this publication, CLEVERDIS may in no case be held
responsible for the consequences, whatever their nature may be, that may result
from the interpretation of this data or content, or any eventual errors therein. Any
reproduction of the content of this publication, even partial, by any means whatsoever,
is strictly prohibited without the prior autorisation of the publisher. Any copy, whether
by photography, photography film, magnetic tape, disc or other means constitutes a
forgery, liable to punishment under French law according to the legislation of 11th
March 1957 covering copyright. All brands cited in this publication are registered
trade marks and/or belong to companies which are their respective proprietors. The
publishers and editorial staff decline all responsibility as to opinions formulated in
this publication by those interviewed or cited therein. Their opinions are entirely their
own, and are included with the understanding that they contain, to our knowledge,
no malicious intent. The inclusion of all texts, photographs and other documents
supplied by those included in this publication imply the acceptance by their authors
of their free publication therein. Documents and photographs will not be returned. It
should be understood that this publication contains forward-looking statements that
involve risks, uncertainties and assumptions. All statements other than statements
of historical fact are statements that could be deemed forward-looking statements.
Risks, uncertainties and assumptions include assumptions relating to the timing
of the recorded date. If any of these risks or uncertainties materialises or any of
these assumptions proves incorrect, actual results could differ materially from the
expectations outlined in these statements. Cleverdis assumes no obligation and
does not intend to update these forward-looking statements during the period of
publication. Photo Credits and Copyright: All Rights Reserved.

ITB BERLIN NEWS • Thursday 2nd March 2017

4

NEWS

Personal Encounters,
Authenticity & Honesty
David Ruetz – Head of ITB Berlin –
sets the stage for this year’s “big event”

What is the general sentiment in the tourism industry as we arrive at
ITB Berlin 2017? We put this leading question to the Head of ITB Berlin
(Exhibition Director) David Ruetz…
The global travel industry
is currently facing a
number of challenges.
More than ever, regional
crises and terrorist attacks
are influencing tourists,
who have now become
unsettled, in their choice
of destination. This ITB
Berlin is really decisive.
The situation around
the world, with its lack
of order and certainties,
is impacting massively
on the travel industry.
In tourism terms, and
geopolitically, everyone
is living in very uncertain
times. The use of artificial

we bring supply and
demand together. I am
repeatedly impressed
by the solidarity that is
in evidence here. All
countries and operators,
including those stricken by
crises, are welcome here,
and all of them will be
treated with respect.
The character of the
i n n ov a t i o n s h a s a l s o
changed, and nowadays
they tend to be apparent
more in the processes
than in the products of the
travel industry. ITB Berlin
has expanded along with

ITB BERLIN HAS
EXPANDED ALONG WITH THE
DESTINATIONS, AND TODAY
EXPERTS CONGREGATE HERE
FROM ALL OVER THE WORLD
AND FROM THE ENTIRE ADDED
VALUE CHAIN OF TOURISM.

i n t e l l i g e n c e, c h a t b o t s
and virtual assistants
has opened up hitherto
unforeseen possibilities for
travel organisations.
For me, ITB Berlin is this
sector’s biggest annual
family reunion. We are all
motivated by a desire for
personal encounters, for
authenticity and honesty.
As an open marketplace,

the destinations, and today
experts congregate here
from all over the world
and from the entire added
value chain of tourism.
Our main task is to take
some of the complexity
out of the world’s largest
travel trade fair, and to
reveal the phenomena
that can be seen in the
tourism firmament. Travel
Technology 4.0, security
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and the paradigm change
in luxury travel are for me
the brightest stars. This is
where experts assemble in
person, to an extent never
seen at any other venue.
This year’s partner country
is Botswana. That’s an
interesting choice!
In
2016
Botswana
celebrated 50 years of
independence. 50 years
ago, the very first ITB Berlin
was held, so last year was
a special year for both of
us. I am very delighted to
announce Botswana as
the first partner country
ever from Southern Africa.
Botswana is special for
so many reasons: It is
especially popular with
travellers keen on safaris
and animal spotting. In
the Okavango Delta, with
a bit of luck, safari tourists
can spot the rare white
rhinoceros. Besides the socalled ’big five’, numerous
bird species, giraffes,
hippos and zebras are
among the animals that
tourists can observe here
from close range.
Two contrasting natural
features characterise
this African nation: the
Kalahari Desert and the
Okavango Basin with its
many animal species, large
forests, and innumerable
streams that empty into
small lakes. Botswana
is also a destination
where the naturally dark
night-time skies are free

David Ruetz
Head of ITB Berlin

of artificial lighting and
pollution. In this African
country, well-known for
its diverse flora and fauna,
astro-tourists have a clear
view into space and can
observe wildlife by night.
Botswana truly is Africa’s
best-kept secret and simply
a paradise for animal
lovers, astro tourists and
nature lovers.
The hospitality sector
is again very important
as a key ingredient in
the show. We’ve seen
a very dynamic year in
the sector, and a further
emergence of luxury
resorts as a “stalwart” of
the industry… What will
we see at ITB Berlin?

I n H a l l 9 t h i s y e a r,
visitors can find even
more hotels – including
the enlarged stands of
Hyatt Hotels & Resorts,
Hilton, AccorHotels, Jin
Jiang International – and
exhibitors as Expedia and
E Tour. Deutsche Hotel
& Resort Holding is a
newcomer this year and
can also be found in Hall 9.
On Thursday, 9 March, at
the ITB Berlin Convention
at the ITB Hospitality Day
topics will include how
meta-searching influences
booking behaviour, new
hotel safety concepts
and food and beverage
challenges

www.itb-berlin-news.com
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Sustainability
@ ITB Berlin
During ITB Berlin Convention’s CSR Day, on 10th
March, leading figures in politics, business and
science will discuss innovative concepts, best

“Travel Better”
Launched at ITB Berlin
Sustainable Travel International launches new
action as part of International Year of Sustainable
Tourism for Development

practices and the economic potential of sustainable
tourism. The main topic will be “Sustainable Food
and Beverages in the Hotel Industry and at Tourism
Destinations”. Food and drink are vital to life, a part
of people’s lifestyle and important in tourism. At an
event moderated by Prof. Dr. Christine Demen Meier,
the chair of Food and Beverages at École hôtelière
de Lausanne EHL, Olaf Koch, CEO of Metro AG, and
Prof. Dr. Carlos Martin-Rios, assistant professor at
Ecole hôtelière de Lausanne, will discuss the future
impact of “Sustainable food and beverages” and

The International Year of
Sustainable Tourism for
Development 2017 was
declared in December
2015 by the United Nations
General Assembly.

S u s t a i n a b l e Tr a v e l
International is on a
mission to make the world
a better place through
travel and tourism, but
insist they are just one
part of the big picture, in
their official communiqué:
“We
also
need
conscientious travellers
– like YOU – to join the
m ov e m e n t a n d s p r e a d
t h e w o r d ! We r e a l i s e
that it can sometimes be
difficult to know what the
best travel choices are

or understand how you
can make a difference.
That’s why we’ve set out
to help you! Our Travel
Better program, created
in a partnership with G
Adventures and Planeterra,
will help you get started on
your journey to becoming a
more sustainable traveller.
To g e t h e r, w e c a n u s e
tourism to combat some
of the planet’s greatest
environmental, economic,
and socio-cultural threats.”

YEAR OF SUSTAINABLE TOURISM DEVELOPMENT:
THE FIRST STEPS OF A LONG ROAD
In the context of the
universal 2030 Agenda for
Sustainable Development
and the Sustainable
Development Goals
(SDGs), the International
Year aims to support a
change in policies, business
practices and consumer
behavior towards a more
sustainable tourism sector
than can contribute to the
SDGs.
The #IY2017 will promote
t o u r i s m ’s r o l e i n t h e
following five key areas:
1. Inclusive and
sustainable economic
growth
2. Social inclusiveness,
employment and
poverty reduction
3. Resource efficiency,

environmental
protection and climate
change
4. Cultural values, diversity
and heritage
5. Mutual understanding,
peace and security.
“Every day, more than
three million tourists cross
international borders.
Every year, almost 1.2
billion people travel abroad.
Tourism has become a
pillar of economies, a
passport to prosperity,
and a transformative force
for improving millions of
lives. The world can and
must harness the power
of tourism as we strive
to carry out the 2030
Agenda for Sustainable

Development”, said United
Nations Secretary-General,
Antonio Guterres, in his
message on the occasion
of the International Year.
“2017 is a unique
opportunity for us to
promote the contribution
of tourism to achieving the
future we want – and also
to determine, together,
the exact role we will
have tourism play in the
sustainable development
agenda, to and beyond
2030. A unique opportunity
to ensure that tourism is a
pillar in achieving the 17
Sustainable Development
Goals (SDGs)”, said
UNWTO Secretary General,
Taleb Rifai

how hotel managers should address the issue and
what obstacles need to be overcome.
© Messe Berlin GmbH

In the latest of a number
of actions planned
throughout the year
by the World Tourism
Organisation, a new
NGO – “Travel Better”
– w i l l b e l a u n ch e d
at ITB Berlin - set to
work on advocacy and
awareness raising.

ITB Berlin 2016 - ITB CSR Day

Afterwards, a high-level panel discussion with
sustainable tour operators, commercial airlines
and experts from the German Travel Association
(DRV) will debate ’Climate – Customers –
Communication: How Can Sustainable Travel be
Marketed Successfully?’. The panel will discuss
the best communication methods for marketing
tourism, which tools are tried and tested and the
best arguments for convincing customers to book
sustainable tours.
Under the heading of ’Sustainable Tourism
Destinations – The Status Quo and Lessons Learned’,
one year after the practical guide to sustainable
tourism destinations was launched with the Federal
Ministry of the Environment (BMUB) and the Federal
Nature Conservation Bureau (BfN) at ITB Berlin
2016, the German Tourism Association (DTV) will be
summarising developments so far. Panel members
will include Jochen Flasbarth, permanent secretary
at the Federal Ministry for Nature Conservation,
Building and Nuclear Safety (BMUB), and Armin
Dellnitz, vice-president of the DTV

ITB BERLIN NEWS • Thursday 2nd March 2017
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ITB Berlin 2016 - Travel Technology

ITB Berlin 2016 - South Entrance

© Messe Berlin GmbH

ITB Berlin 2016 - Gay and Lesbian Travel

The Entire World in
26 Display Halls
Space fully booked for the world’s #1 travel and tourism show

This year again, ITB Berlin is fully booked. In
2017, in addition to established exhibitors the
world’s largest travel trade show has been
able to secure many newcomers. ITB Berlin
has also met numerous exhibitors’ requests
for more floor space. Some of the stands have
grown in height and the hall layout has been
improved. This year, the stands of many tourism
destinations, especially in the Mediterranean,
are now in different locations. Thus, from 8 to
12 March 2017 around 10,000 organisations
and companies will be represented in the largest
marketplace of the international travel industry.
This year, the spotlight is
on Botswana, the official
partner country of ITB
Berlin. This fascinating,
landlocked country in
southern Africa will host
the artistic performances
at the opening ceremonies
on the eve of ITB Berlin
and will be represented
on a larger, two-tier stand.
In Hall 20 visitors can find
out more about sustainable

tourism initiatives, safaris
and wildlife conservation
projects, this country’s
impressive flora and fauna,
and its cultural heritage.

INDIA – FOCUS ON
SUSTAINABILITY
Regardless of India’s current
economic crisis exhibitors
from the sub-continent
will be participating in Hall
5.2b, which once again
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is fully booked. 2017,
the International Year of
Sustainable Tourism, is
also important for India.
Sustainable tourism is the
focus of a stand in Hall
5.2b, which on 8 March
will be opened by Dr. Taleb
Rifai, Secretary General
o f t h e Wo r l d To u r i s m
Organization (UNWTO).
Many other exhibitors,
representing luxury
products in particular,
will be presenting their
sustainable tourism
products. In Hall 5.2b,
where India is featured,
Assam will be exhibiting
for the first time. Many firsttime exhibitors from Kerala
in the country’s south
will also be showcasing
attractive products. On the
stand of Enfield Riders, a
newcomer to this year’s
ITB Berlin, lovers of classic

machines can get tips on
touring India by motorcycle.
Among the European
countries occupying larger
display areas will be
Croatia in Hall 1.2, France
and Portugal in Hall 1.1,
and the Czech Republic
in Hall 7.2 b. Following
a prolonged absence
Andorra is back at ITB
Berlin in Hall 2.1. In Hall 18
the Scandinavian countries
will also be represented
on larger stands. In Hall
6.2 Bayern Tourismus will
be presenting a new stand
concept.

RETURN OF
COUNTRIES FROM
AFRICA AND
EUROPE
At ITB Berlin 2017, besides
the partner country
Botswana, fans of tours
in Africa can again find

numerous exhibitors. Thus,
Namibia will be hosting
several stands in Hall 20.
After a lengthy break, Togo
und Senegal are back and
can be found in Hall 21.
This year Colombia will be
occupying a larger stand in
Hall 23, as will Barbados in
Hall 22.
For culturally interested
visitors the Culture Lounge
in Hall 16 (for the first time
also in Hall 15.1) will be
worthwhile attending. This
year, the stand of Slovenia
in Hall 17 has grown too.
The Convention & Culture
Partner is sponsoring
the Wi-Fi network at ITB
Berlin. In Hall 9 this year,
visitors can find even
more hotels, including the
enlarged stands of Hyatt
Hotels & Resorts, Hilton,
Accor Hotels, Jin Jiang
www.itb-berlin-news.com

NEWS

International and Expedia.
Deutsche Hotel & Resort
Holding is a newcomer this
year and can also be found in
Hall 9. Airbus is also a firsttime exhibitor, in Hall 25.
This is also where Aeroflot
will be represented with its
own stand for the first time.
This year the Finnish airline
Finnair can be found in Hall
26. The number of car rental
firms and tour operators
in Hall 14.1 has risen
significantly. Several tour
operators exhibiting for the
first time can also be found in
Hall 25.

GROWTH IN ME
EXHIBITORS
The growth potential of
Middle Eastern countries is
also reflected at ITB Berlin. A
total of 32 major exhibitors
from the Middle East will be
represented at ITB Berlin. The
United Arab Emirates and
Qatar Airways on an area of
3,380 square metres as well
as Saudi Arabia on more than
300 square metres will be
occupying larger stands than
in 2016. Etihad Airways will
be presenting a new island
stand concept in Berlin.
Russia and the USA are now
no longer in Hall 2.1, and
instead can now be found
in Hall 3.1. The US stand
has grown and increased its
display area by 100 square
metres. This year Australia,
the smallest continent,
will also be represented
on a larger stand at ITB
Berlin. New Zealand will be
appearing individually with
its services and new products
in Hall 5.2a. This year Jakarta
City can also be found in Hall
5.2a.
Hall 26, which focuses on
Asia and has attracted many
international exhibitors,
is also booked up and has
waiting lists. Exhibitors
from Indonesia will also
be occupying more space.
HanaTour, one of Korea’s
largest tour operators, will
be represented on its own
stand and be appearing for
the first time. The stands of
Caissa Travel Management,
Beijing Nimbus Travel, China
Inbound and the Dossen
Hotel Group from China will
be adding to the range of

products displayed by one
of Asia’s leading growth
markets in tourism.

DIGITAL WORLDS
ON THE MARCH
Visitors interested in the
booming Travel Technology
segment can take a journey
into a digital world. In 2017,
due to high demand, the
eTravel World will feature an
additional hall. In addition
to Hall 6.1 visitors will find
almost only newcomers in
Hall 7.1c. At the same time
the eTravel World is attracting
more and more international
exhibitors and especially
startups from around the
world. The increasing
presence of payment system
providers also underlines the
growing importance of travel
technology.

DEBUT FOR
MEDICAL TOURISM
Medical Tourism represents
a new, fast-growing segment
at ITB Berlin. The Medical
Pavilion in Hall 3.2a will
feature a concentrated display
of new medical tourism
products and information
from the following exhibitors:
the Anatolia Hospital, the
Dünyagöz Eye Hospital Group
and the Acibadem Hospitals
G ro u p fro m Tu r k ey, the
Dubai Healthcare Authority,
the Bella Roma Medical &
Aesthetic Surgery Center and
the Al Zahra Hospital Dubai,
as well as the spa group
Polska Grupa Uzdrowisk
from Poland and the Vitebsk
State Medical University from
Belarus.
O n T h u r s d a y, 9 M a r c h ,
starting at 11.30 am,
presentations by the above
exhibitors, the Health Cluster
Portugal, Hotel School The
Hague and the Croatian
Tourist Board, as well as
lectures on the importance of
medical tourism for the hotel
industry and on cooperation
with Arab markets will offer
an insight into this growth
market. Afterwards, there
will be a medical networking
reception. Interested
exhibitors and trade visitors
can also find out more
about medical tourism every
day in the pavilion, on the
Information stand of ITB.

LGBT IN THE
SPOTLIGHT!
A world full of diversity awaits
visitors to Hall 21b, which is
where the booming Gay &
Lesbian Travel (LGBT Travel)
Pavilion can be found for the
first time this year. At the
newly designed, and currently
fully booked, Presentation
Corner exhibitors will be
able to present their latest
LGBT products. The Media
Breakfast, a popular event,
will also be taking place again.
Taking part in ITB Berlin
for the first time will be the
internet portal Hornet, World
Pride Madrid, Belmond Hotel,
Aspen Snowmass, Playa de
las Américas from Tenerife,
as well as the Asociación
Latinoamericana de Turismo
LGBT (ALAT.LGBT). Firsttime exhibitors in the Gay
& Lesbian Travel segment
also include Illinois, which is
sponsoring the LGBT media
brunch. The popular ITB
Gay Café is being organised
by mCruise together with its
partners Schauinsland, DER
Tour and Condor.

CSR TAKES ON NEW
IMPORTANCE IN
2017
The CSR activities undertaken
by ITB Berlin and many
other exhibitors in recent
years have met with positive
reactions throughout. In 2017,
to mark the International
Year of Sustainable Tourism,
even more activities await
visitors to the show. Among
the highlights will be the
presentation of the World
Legacy Awards, an event
co-organised by National
Geographic and ITB Berlin.
On the Wednesday of ITB a
festive awards ceremony
will be held in the Palais am
Funkturm for the first time.

The latest update of the hall plan
is now available here
(www.itb-berlin.de/en/
Exhibitors/ExhibitionGrounds/)
for downloading.
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ITB BERLIN
– FACTS &
FIGURES
As the Leading Travel Trade Show,
ITB Berlin is the foremost business
platform for global touristic offers.
In addition to very high exhibitor
satisfaction (over 90%), the
numbers* offer more proof: This is
where supply meets demand.
•
•
•
•
•
•
•
•
•

5 Continents
184 Countries
1000 Qualified Top Buyers
> 10,000 Exhibitors
> 26,000 Convention Visitors
> 60,000 Private Visitors
> 120,000 Trade Visitors
160,000 Square meters
7 Bn. Euro Turnover

*as of ITB Berlin 2016

THE
HISTORY
OF ITB
BERLIN
The name ITB Berlin stands
for a unique success story
which was “made in Berlin”.
What began in 1966 as a small
event in the framework of an
overseas import trade show
has developed into a true
global success. The original
five participating countries
and regions have grown to
over 180, the first 250 trade
visitors have increased to over
114,000 and the exhibition
space expanded from 580 m²
to today’s 160,000 m².
Nearly five decades have
passed since it all began
– an eventful time full of
important societal and
political changes. This is also
the time in which the tourism
industry developed into one
of the world’s most important
economic factors – along with
its leading trade show. Today,
ITB Berlin is the leading trade
show of the worldwide travel
industry and, at the same
time, the biggest travel show
for the German public.
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Responsible Tourism:
Meet the Creators
of Venice’s First
WheelchairAccessible Gondola
Gondolas4ALL, Venice’s first wheelchair-accessible
access to Gondolas, is officially represented at this
year’s ITB Berlin under the banner of Responsible
Tourism.
The project has seen the building of a special dock as
the first wheelchair-accessible landing place to allow
people with disabilities to comfortably get on and off
a gondola. The platform allows a person to board
directly and without exiting his or her wheelchair.
Enrico Greifenberg and Allessandro Dalla Pieta,
the organization’s founders, had been pushing for
permanent structure to be available to Italians and
tourists with disabilities for more than 20 years. Now,
with the help of The Tourism Department of Veneto
Region, the idea will is a reality
Hall 1.2 / Stand 225

Gianni Bastianelli
Director,
Italy’s National Tourism Organisation
(ENIT)

Italy – Tourism on Rise…

With New Focus on
“Borghi”

Tourism in Italy has been constantly on the rise over the past years.
But what are the key points of evolution in source markets? We put the
question to the new director of Italy’s National Tourism Organisation
(ENIT), Gianni Bastianelli.
Germany is the most important market
with regards to the number of arrivals
which achieved 11 million tourists in
2015, i.e. 20% of the incoming from
foreign markets. In 2015 International
tourist arrivals grew by 6.6% and
overnights by 3.1%. The forecast for the
upcoming season is very positive and the
most important German tour operators
are already registering double digit
increases in bookings. Our clusters focus
on luxury travel, green tourism, religious
itineraries, food & culinary itineraries,
art & culture, sport and events, MICE,
wellness and last but not least the so
called Borghi (villages). 2017 has been
declared by UNWTO International Year
of Sustainable Tourism for Development
and in Italy our Minister of Culture
and Tourism, Dario Franceschini, has
announced the Year of the Borghi in
Italy.   

What will Italy be promoting at this
year’s ITB Berlin?
We started a promotion plan that
includes several clusters aiming at the
different targets and touristic products
in line with the three year strategy
plan. The clusters are the reference for
our current marketing co-operations
with touristic partners and of our
advertisement campaign. Furthermore,
we focus on digital marketing with our
different social media tools and activities
like #IlikeItaly and #EntdeckeItalien for
the German speaking countries. At ITB
we promote, besides the Borghi and
the UNESCO sites, also cultural and
culinary events in collaboration with
the Italian Regions such as the music
festival Monteverdi (450 anniversary),
the vintage car race Mille Miglia and,
above all, Pistoia, the Italian Capital of
Culture 2017

EGTA Launches
New Award Category
With the addition of sports events
as an award category, the European
Group Travel Awards’ third edition
will be held at the Intercontinental
Hotel in Berlin on 9th March. ITB
Berlin News and our publishing
company Cleverdis are official media
sponsors of the black-tie event,
which sees the cream of the industry
gathered together under the auspices
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of HotelPlanner.com and Meetings.
com – the world’s leading hubs for
group bookings of all kinds. The event
is hosted by former CNBC journalist
and presenter Dylan Ratigan, and
an after party will feature one of the
top DJs in the Berlin Club Scene for
the last 10 years, Benjamin Fröhlich
as well as one of France’s best DJ
producers, David Vendetta

www.itb-berlin-news.com
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The German package tour
operator Anex Tour GmbH,
domiciled in Düsseldorf, will be
starting operations with its own
airline - AZUR Air - as of April.
Guests will also be able to take
off from Munich and Berlin and
fly non-stop for the best weeks
of the year. Destinations will
include Mallorca, the Canary
Islands, Croatia, Turkey and
the Dominican Republic. In the
winter season 2017/2018, the
portfolio will be expanded to
include long-haul destinations
such as Thailand, Cuba and
Egypt.

Costas Christ
Chairman of National Geographic
World Legacy Awards

National Geographic
World Legacy Awards
Spotlight Innovation in
Sustainability
The World Legacy Awards, a
partnership between National
Geographic and ITB Berlin,
showcase the leading travel
and tourism companies,
organisations and destinations
— ranging from entire countries
to small islands and from urban
hotels to jungle retreats —
driving the sustainable tourism
transformation of the global
travel industry.

MORE OF
THE TRAVEL
INDUSTRY
UNDERSTANDS
THAT THERE
CAN BE NO
FUTURE FOR
TOURISM
WITHOUT
SUSTAINABILITY

REDISCOVERING
THE PACKAGE TOUR…
WITH ANEX TOUR
In addition, Anex Tour has some
powerful sales arguments. In
the event that travel plans might
change at short notice - no
matter what the reason is - Anex
Tour guarantees rebooking free
of charge up to 14 days prior to
departure for bookings made
before April 30th.
For more information please
visit www.anextour.de
Hall 25 / Stand 142

To support the airline launch,
three Boeing 767-300 aircraft
will be based at the home airport
of Düsseldorf.

T h i s y e a r ’s Wo r l d L e g a c y
Awards entries span the planet,
representing 45 countries and
six continents, showcasing
how sustainable tourism has
no boundaries. Finalists in five
award categories were selected
by an international team of more
than 20 judges.
Costas Christ, Chairman of
National Geographic World
Legacy Awards, said, “We have
reached a tipping point as more of
the travel industry understands
that there can be no future for
tourism without sustainability,
i n c l u d i n g e nv i r o n m e n t a l l y friendly business practices,
protection of cultural and natural
heritage, and tangible social
and economic benefits to local
people in travel destinations.
Those countries and companies
that understand this today will be
the travel leaders of tomorrow.”
The awards will be officially
announced during ITB Berlin on
8 March 2017, from 4:00 pm to
6:00 pm, at Palais am Funkturm
(ITB Award Location).

Year of Legends in Wales with
UEFA Champions League Finals
and a photo opportunity with the
Trophy at ITB Berlin
In 2017 Wales is celebrating its
epic past, present and future. This
is the nation’s Year of Legends,
with attractions, events and
activities at legendary locations
across Wales.
Putting Wales on the world stage
in 2017, the men’s and women’s
UEFA Champions League Finals
are taking place in Cardiff in June.
To celebrate, the original UEFA
Champions League Trophies will
be on display at the Visit Wales
stand during ITB. Visitors to the

stand can take a photo with the
Trophies and will be able enter
a competition to win a week’s
holiday in Wales for two, including
tickets to the men’s and women’s
UEFA Champions League Finals.
Meanwhile, with more castles
per square metre than any other
country on earth, Wales is also
the ideal playground for anyone
l o o k i n g t o e x p l o r e c u l t u r e,
heritage, myths and legends
Hall 18 / Stand 121

ITB BERLIN NEWS • Thursday 2nd March 2017

TRADE TALK 11

The Ultimate
Buyers’ Club
The ITB Buyers Circle
is back – enhanced
contact and work
space for the world’s
top purchasers
Big Business is best in a small circle. The
ITB Buyers Circle is where 1,000 top buyers
from all around the world meet at ITB Berlin.
For more than five years, this has been the
exclusive place to be. ITB Berlin is proud to
host the 6th Edition.
At ITB Buyers Circle, companies from all over
the world, from start-ups, medium seized to
global players, from one to several thousand
employees, come together from fields such as
leisure travel, MICE, business travel or luxury
travel.
Every buyer is handpicked by an international
team and carefully chosen, and membership
is limited to one year. Buyers gain different on
site benefits. So establishing new contacts,
keeping up business connections, concluding
business and observing new developments,
markets and competitors is made easier and
more successful.
Additionally, ITB Berlin is organising events
with special focuses for buyers; and for the
first time, ITB Speed Networking, ITB Chinese
Night, a Luxury Reception and a Travel
Technology breakfast.
Sundance Travel Group powered by LATIF
Group is the official sponsor of ITB Buyers
Circle and ITB Speed Networking 2017

Speed Dating –
Simply Networking …
An effective way to network – where
senior buyers meet exhibitors face to face
ITB Berlin offers a large
variety of networking
instruments such as
the ITB Networking Tool,
but also many networking
possibilities during the
trade show in order to
enable an active exchange.
In addition to the ITB Berlin
Convention, ITB Berlin
offers other networking
events of a special kind: the
ITB Blogger Speed Dating
and ITB Speed Networking.
This year, on 9th March,
ITB Berlin is organising two
speed dating events that
will enable buyers as well
as bloggers to establish
valuable links with
exhibitors from around
the world in the shortest
possible time.
In the morning, members
of the exclusive ITB
Buyers Circle can meet
national and international
exhibitors at the ITB Speed
Networking event. With
this event, exhibitors and
buyers have 8 minute slots
for a first business talk. For
the participants, there will

be also refreshments. The
official sponsor Sundance
Travel Group powered by
LATIF GROUP will inform
about their current and
upcoming projects in Egypt.
ITB Speed Networking took
place for the first time during
ITB Berlin 2015. Since then,
top buyers from ITB Buyers
Circle meet exclusively
with exhibitors. And new
this year is the fact that
exhibitors and buyers are
able to pre-schedule fixed
meetings for the ITB Speed
Networking event within an
online matchmaking-tool.
About 1000 appointments
have been pre-scheduled
for the event.
Feedback from those
who have participated in
previous events underlines
the importance of the
meetings. Peter Strub,
Managing Director,
Studiosus Reisen said,
“I think that ITB Speed
Networking is a good
opportunity to gain a lot
of new contacts in a short
time. My calendar is quite

full during ITB Berlin and I
nearly have no time to meet
new exhibitors besides my
scheduled meetings. ITB
Speed Networking enables
me to win new contacts and
get to know new products
before the trade show even
starts. I encourage other
buyers to do the same and
to register for the event.”
In the afternoon, at the
ITB Blogger Speed Dating
event, experienced
bloggers can make use of
eight-minute time slots
to talk to representatives
sitting opposite from the
global travel industry. The
new ITB matchmaking tool
makes it easy to arrange
appointments beforehand
for both events.
Additional details and
contact information on
the ITB Speed Dating Day
can be found at www.itbberlin.com/Exhibitors/
SpeedDating/
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Interpark
Interested In New
Business
Huge online marketplace seeks to
expand tourism portfolio

Arie Linsker

The presence at ITB Berlin 2017 of South Korean
online giant Interpark Corporation demonstrates
how essential this event is for global tourism players.
Andrea Heawon Park (Sourcing Specialist, Hotel
Business Team, Interpark Corporation) told ITB
Berlin News exactly why she and her team are here:

“The main reason I decided
to attend ITB Berlin is I’d
like to seek new business
opportunities, to expand
the boundary of business.
My job is sourcing and
contracting hotels for the
outbound market from
Korea. Interpark Tour is
one of the biggest travel
agencies in South Korea
and I source hotels for
all of their departments.
Another role I have in the
team is to look for new
business opportunities
– for example ticket
and tour services,
new technologies; any
innovations to enhance
the experience of clients
at a new place during
their trip. By being
present at ITB Berlin, I can
meet existing business
partners and I can discuss
with them in person for
the strong partnership.”
What general trends are
you noting in terms of
consumer demand?
Trends in South Korea
are very fast-changing,
but I have noticed that
the FIT travel market has
increased tremendously
compared to the last
five or six years. People
design and book their
trip via online and mobile
channels and they love
to make their itinerary by

VP Global Operations & Business
Development, Tal Limousine

LIMOUSINES
THAT STRETCH
AROUND THE
WORLD

themselves. In addition,
most of the bookings are
generated through mobile
applications, thanks to
the advancing technology
and improved broadband
service.
Which destinations are
you mainly interested in?
Our focus is on the
Asia
Pacific
and
European regions, but
not exclusively - I am
interested in all over the
world, and that’s why I
am in Berlin!
How important is ITB
Berlin as a source of
business and inspiration
for you, and why?
It is an honour to join ITB
Berlin and I believe it will
definitely be a great event
for all of us. Its diversity,
creative people, insights
and detailed meetings
will bring me a lot of
opportunities that I could
not encounter anywhere
else. Plus the daily ITB
Berlin News is very useful
during the event period. It
is a great way of knowing
what is happening and
how better to navigate
the show
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Andrea
Heawon Park
Sourcing Specialist, Hotel Business Team,
Interpark Corporation

I’D LIKE
TO SEEK NEW
BUSINESS
OPPORTUNITIES,
TO EXPAND THE
BOUNDARY OF
BUSINESS.

As one of Isreal’s leading road transportation
companies, Tal Limousine already counts key
government figures and airlines including
El Al and Delta among its clients. Speaking
to ITB Berlin News, Arie Linsker (VP Global
Operations & Business Development, Tal
Limousine) explains the company’s interest in
ITB Berlin 2017. “My role inside Tal Limousine
is the entire overseas operation, for both
incoming and outgoing traffic” Linsker said.
“Right now we perform over 15,000 monthly
transfers and my job specifically consists
of constantly expanding our network of
worldwide suppliers, while at the same time
engaging and signing new companies to
serve for transfers across the Middle East and
beyond.”
The business of airport transfers has changed
dramatically in recent years, but the trends
in this market are not entirely negative for a
business model like that of Tal Limousines:
“Consumers are slowly but noticeably going
back to paying a bit more, to get more for their
providers they use,” said Linsker. “Low-cost
and truly cheap providers across the market
might have seen their peak, as getting more
for an extra dollar is now back on track.”
Building on this optimism in the market,
Linsker’s mission at ITB Berlin 2017 is
“Expanding: North America and Asia are of
specific interest to us during this upcoming
trip. ITB is the #1 must-attend show in the
world, and attracts many more attendants
and exhibitors than any other tourism show”
he added

www.itb-berlin-news.com
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Rajesh Nambiar
Executive Vice President,
Ottila International

Marcos Sydor

A Passage From India
Mumbai’s Ottila International maintains
presence at ITB Berlin
A s t h e E x e c u t i v e Vi c e
President
of
Ottila
International, Rajesh
Nambiar is tasked with
keeping this Mumbai-based
company at the forefront
of the industry. “I have the
overall responsibility of the
business and administration
for Ottila International,”
said Nambiar, speaking
to ITB Berlin News. “I am
actively involved in product
development and strategy,
market development and
contracting any partnerships
i n v o l v i n g t e c h n o l o g y. ”
T h e c o m p a n y ’s f o c u s a t
ITB Berlin 2017 - an event
which Nambiar describes
as “absolutely inspiring” - is
maintaining a reputation as
a leading wholesale TO, with
innovative B2B systems. “We
are looking for new products
and suppliers,” said Nambiar:
“Exploring products from
new destinations, product
and destination updates,
the renewal of existing
partnerships, seeking
technology solutions and
being updated with the latest
offerings; getting to know
new trends in international
markets.”
W i t h i n O t t i l a ’s g l o b a l
portfolio, it is Eastern Europe,

Scandinavia, USA and Canada
that are particularly of interest
to the company at ITB Berlin
2017. This is in response to
consumer demand, according
t o N a m b i a r, a d d i n g t h a t
“Customers are increasingly
aware of niche, and long
haul destinations, so these
are in demand. Likewise
the preference for visa-

OTAs and hotel websites.
Ottila International have been
attending ITB Berlin for over
ten years, and as well as the
“energy we feel in hall after
hall” Nambiar summarizes
how essential this annual
pilgrimage is: “Because of
the amount of effort buyers
have put into covering the
event, it means that serious

CUSTOMERS ARE
INCREASINGLY AWARE OF NICHE
AND LONG HAUL DESTINATIONS,
SO THESE ARE IN DEMAND
free destinations, and for
holidays which include a
mix of product experiences –
sightseeing, entertainment,
activity, relaxation, shopping.”
Nambiar also highlighted the
way the purchasing processes
has evolved, and how their
annual presence at ITB Berlin
helps them keep up with latest
trends. “Consumers want
shorter booking procedures,
due to fear of increase in rates
as a result of dynamic pricing,”
said Nambiar, adding that this
is made more unpredictable
by the active comparison of
rates with offers made on

buyers have a lot of things to
take back home if they focus
correctly. It is possible to meet
the senior decision makers
at ITB Berlin and that makes
the value come through.” He
added that, due to the sheer
size of the event, “Very often
we are not able to meet with
as many exhibitors as we’d
like, so the fact that updates
from these exhibitors are
available through the daily
ITB Berlin News is essential.
It is also useful to get some
insights into latest thoughts
and trends in travel, on a daily
basis.”

MDC Turismo Argentina and Chile

SEEKING
THE ROAD
LESSTRAVELLED
Speaking to ITB Berlin News,
Marcos Sydor (MDC Turismo
Argentina and Chile) reveals
what he and his organisation are
looking for at ITB Berlin 2017:
As Development Director of New
Programs for MDC Argentina and Chile I
will be looking for stronger relationships
with those unusual, uncommon
destinations that are getting more and
more attention in our countries. ITB
Berlin is our main source for quality
contacts for the type of business we are
looking to develop in our regions.
Which destinations are you interested
in?
Mainly Antarctica, Bhutan, Sikkim,
Tibet, North India, Mongolia, Tanzania,
Mozambique,
Madagascar, Seychelles, Mauritius
and Maldives among others. Also trips
related to health and meditation.
What general trends are you noticing
in terms of consumer demand?
Due to easy access and the current
cheap exchange US Dollar and Euro
rate, our consumers are now travelling
more to long haul destinations and
unusual countries; and when they get
there, often using four- and five-star
facilities where available
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Prof. Dr. Roland Conrady
Scientific Director of the ITB Berlin Convention,
University of Applied Sciences Worms

THE SLOGAN AT THIS
YEAR’S CONVENTION IS
“DISRUPTIVE TRAVEL – THE
END OF THE WORLD… AS
WE KNOW IT”.

OPENING
OF THE CONVENTION
Date: March 8, 2017
Time: 11:00 a.m. - 11:10 a.m.
Location: Hall 7.1b, Auditorium London

Key trends at the 2017
ITB Berlin Convention
An event preview by the convention’s Scientific
Director, Prof. Dr. Roland Conrady
The ITB Berlin Convention
is renowned as being a
true “harbinger” of future
trends. We asked Prof. Dr.
Roland Conrady what the
key trends will be at this
year’s event
The role of the convention is
to highlight the trends that
will shape the future of our
industry. This year, we have
two major topics at the ITB
Berlin Convention. One is
“safety and security”, due to the
terrorist attacks and political
turmoil in different parts of
the world – something that
has changed tourism figures
sometimes very dramatically.
All in all, we have seven
sessions focusing on safety
and security, with an empirical
study exclusively conducted for
ITB, looking closely at the fears
of tourists worldwide regarding
destinations. Another focus is
Artificial Intelligence. We are
now at a turning point in AI, as
we see concrete examples like
the roll-out of IBM’s Watson,
and numerous applications in
different markets. We also think
this is very relevant for the travel

and tourism industry, so we are
taking a closer look at what an
increased use of AI might mean
for our industry.
Aside from these two key topics,
we are still concentrating
on sustainability and CSR
issues, at the ITB CSR Day
and together with the German
Federal Ministry for Economic
Cooperation and Development
we’re hosting the first ITB
To u r i s m f o r S u s t a i n a b l e
Development Day. The fourth
topic I would like to highlight
is food and beverage. We have
four sessions on this topic, and
we think this is also a matter
o f s u s t a i n a b i l i t y, h e l p i n g
destinations build a better
brand.
S l o v e n i a i s t h i s y e a r ’s
Convention & Culture Partner
and they are also participating
quite actively in the convention.
Please tell us more about that.
It’s quite interesting to see that
Slovenia is not well known in
the global tourism market. It’s
a very small country, but when
one takes a look at what they
have done over the last years it is
quite astonishing that they had

some very impressive successes
regarding the development into
a “green” destination. This is
something we should highlight,
as sustainability is one of the
core topics at ITB. On the other
hand, they have done some
very interesting research. For
example, they have one climate
change researcher who was
working with Al Gore, and will
be presenting her latest findings
at this year ’s convention.
Slovenia is thus very much at
the heart of our sustainability
presentations.

is “Disruptive travel – the end of
the world… as we know it”. We
think the world is in a dramatic
process of change, and this
keynote will look at where it’s
all going. The second keynote
will be by Professor Hans
Uszkoreit, Scientific Director &
Head of Language Technology
Lab at the German Research
Center for Artificial Intelligence
(DFKI). He will be showing us
just what AI is, and how it will
change society and economies
– particularly in the tourism
industry.

There are a number of keynotes
this year. Which for you will be
the most notable among them?
I would say the keynotes at the
ITB Future Day – on Day 1 of
ITB. We will start with a keynote
from John Christian Kornblum
- a former US Ambassador to
Germany. He will be looking at
the “new world order” in this
world where the industry is
undergoing massive changes.
With Brexit, the arrival of Trump
in the US, and crisis areas in the
near East, it’s a period of high
uncertainty. That’s why the
slogan of this year’s convention

Another important session
will be an interview with the
Vice President, Engineering,
Shopping and Travel at Google.
We all know how relevant
Google is, but one of the core
questions is, “What is the
goal of Google in the future?”
Many industry representatives
are worried that Google is
going to become an Online
Travel Agency, competing
with tour operators and travel
agencies in the future. It will
be very interesting to hear
what Google’s plans are in this
regard
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ITB BERLIN CONVEN
WEDNESDAY 8TH MARCH 2017
ITB MICE DAY
10:30 a.m. - 6:00 p.m.
Hall 7.1a, Auditorium New York 3
Digitalization, demographic change, disruption,
Corporate Social Responsibility, etc. – these
megatrends and buzzwords govern event planners’
everyday routine. What are all these MICE sector
megatrends and buzzwords really about? How are
they put into practice? Are they even real? Is everything
that glitters truly gold? How effective and efficient are
these developments?

ITB FUTURE DAY
11:00 a.m. - 5:45 p.m.
Hall 7.1b, Auditorium London
For 14 years, the ITB Future Day has been the most
important day of the ITB Berlin Convention. This
is where mega trends in economy and society and
key topics of the global travel and tourism industry
are discussed. Exclusive empirical study results and
examples of Best Demonstrated Practices from market
and innovation leaders offer valuable insights and
concrete decision-making support for entrepreneurial
strategies and measures. The international speakers
are “hand-picked” - they are top-level managers or
specialists with unique know-how.

eTRAVEL LAB DAY 1
10:30 a.m. - 5:00 p.m.
Hall 7.1c, eTravel Lab

10:30 a.m. - 5:30 p.m.
Hall 6.1, eTravel Showroom

eTRAVEL STAGE DAY 1
10:30 a.m. - 6:00 p.m.
Hall 6.1, eTravel Stage

ITB YOUNG PROFESSIONALS DAY
11:00 a.m. - 7:00 p.m.
Hall 11.1, Young Professionals Stage

At the ITB Young Professionals Day, career entrants
and junior staff in the global travel and tourism industry
will be given food for thought for their future careers.
The convention topics include tourism companies’
requirements of university graduates in the areas of
leisure and business travel as well as practical support
for self-employment in the tourism industry and for
studying and working abroad.

ITB DESTINATION DAY 1

11:40 a.m. - 6:00 p.m.
Hall 7.1a, Auditorium New York 1

The ITB Destination Days are dedicated to the
challenges and perspectives of international
destination management. Here the focus is on forms
of travel and destinations with great growth potential,
innovative approaches to destination marketing and
specific aspects of selected tourism destinations.

BUSINESS TRAVEL WORKSHOPS
11:45 a.m. - 3:15 p.m.
Hall 4.1, Room Regensburg

ITB CONVENTION AWARDS
2:00 p.m. - 6:00 p.m.
Palais am Funkturm (fairground)

© Messe Berlin GmbH

Innovative session formats addressing the use of
digital technologies and social media in marketing
and distribution can be found in the ITB Berlin eTravel
World. The Travel Technology area is reserved
exclusively for Digital Marketing, Social Media and
Mobile Travel Services.

eTRAVEL SHOWROOM DAY 1

ITB MARKETING AND DESTINATION
WORKSHOPS DAY 1
3:30 p.m. - 6:15 p.m.
Hall 4.1, Room Regensburg
The ITB workshops satisfy ITB visitors’ demand for
an intensive, professional exchange with experts in
small groups. This is where valuable contacts are
established and individual questions and problems
are taken up.

THURSDAY 9TH MARCH 2017
eTRAVEL LAB DAY 2
10:30 a.m. - 5:30 p.m.
Hall 7.1c, eTravel Lab
Innovative session formats addressing the use of
digital technologies and social media in marketing
and distribution can be found in the ITB Berlin eTravel
World. The Travel Technology area is reserved
exclusively for Digital Marketing, Social Media and
Mobile Travel Services.

eTRAVEL SHOWROOM DAY 2
10:30 a.m. - 5:30 p.m.
Hall 6.1, eTravel Showroom

eTRAVEL STAGE DAY 2
10:30 a.m. - 6:00 p.m.
Hall 6.1, eTravel Stage

ITB EXPERTS FORUM WELLNESS
10:30 a.m. - 5:15 p.m.
Hall 7.3a, Auditorium Berlin 1
Since 2004 the ITB Experts Forum Wellness is a
place to be for spa and wellness professionals. The
internationally oriented event established in 2004 has
become a major date in the calendar of the wellness &
hospitality sector in Europe.

ITB MARKETING AND
DESTINATION WORKSHOPS DAY 2
10:30 a.m. - 5:30 p.m.
Hall 4.1, Room Regensburg
The ITB workshops satisfy ITB visitors’ demand for
an intensive, professional exchange with experts in
small groups. This is where valuable contacts are
established and individual questions and problems
are taken up.

ITB BUSINESS TRAVEL
CORPORATE DAY

ITB Berlin 2016 - ITB Destination Day 1
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10:30 a.m. - 5:45 p.m.
Hall 7.1a, Auditorium New York 3
Curb costs, minimize risks, enhance productivity:
the program assists decision makers in the business

www.itb-berlin-news.com
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NTION

*
PROGRAMME
ITB MARKETING AND
DISTRIBUTION DAY

Cooperative Efforts for Sustainable Tourism - In
2015 the global community committed itself to new,
ambitious goals: the Agenda 2030 for sustainable
development and the climate agreement from Paris.
Only when politics and business cooperate can
sustainable development and climate protection goals
be reached.

travel world to continue their successful work by
identifying and evaluating trends at an early stage.
Top-class speakers share their insights and offer
sound judgements.

ITB HOSPITALITY DAY
10:30 a.m. - 6:15 p.m.
Hall 7.1b, Auditorium London
ITB Hospitality Day topics reflect the industry trends,
its participants are the “Movers & Shakers” of the
international hotel industry. This prestigious Think
Tank discusses the impulses for the industry – with
a critical view, pointing out facts and figures and
highlighting the different perspectives.

ITB DESTINATION DAY 2

4:30 p.m. - 6:00 p.m.
Palais am Funkturm (fairground)

FRIDAY 10TH MARCH 2017
eTRAVEL LAB DAY 3
11:00 a.m. - 4:00 p.m.
Hall 7.1c, eTravel Lab
Innovative session formats addressing the use of
digital technologies and social media in marketing
and distribution can be found in the ITB Berlin eTravel
World. The Travel Technology area is reserved
exclusively for Digital Marketing, Social Media and
Mobile Travel Services.

10:30 a.m. - 5:00 p.m.

Hall 6.1, eTravel Stage

ITB Berlin 2016 - eTravel Stage

Hall 7.3a, Auditorium Berlin 2
This dynamic and informative session is moderated by
global sustainable tourism expert and Editor at Large
for National Geographic Traveler, Costas Christ, and
will include lively discussion with the 5 winners of the
World Legacy Awards, along with questions from the
audience on what it takes to be an international leader
in sustainable tourism.

ITB TOURISM FOR SUSTAINABLE
DEVELOPMENT DAY
1:15 p.m. - 5:45 p.m.

10:40 a.m. - 5:15 p.m.

Hall 7.1a, Auditorium New York 1
The ITB Destination Days are dedicated to the
challenges and perspectives of international
destination management. Here the focus is on forms
of travel and destinations with great growth potential,
innovative approaches to destination marketing and
specific aspects of selected tourism destinations.

MICE WORKSHOPS
10:45 a.m. - 11:30 a.m.

Hall 7.3a, Auditorium Berlin 2

12:00 - 1:00 p.m.

ITB DESTINATION DAY 3
© Messe Berlin GmbH

The ITB Destination Days are dedicated to the
challenges and perspectives of international
destination management. Here the focus is on forms
of travel and destinations with great growth potential,
innovative approaches to destination marketing and
specific aspects of selected tourism destinations.

NATIONAL GEOGRAPHIC
WORLD LEGACY AWARDS PANEL
DISCUSSION

ITB Berlin 2016 - ITB Destination Day 2

eTRAVEL STAGE DAY 3

Hall 7.1a, Auditorium New York 1

10:45 a.m. - 11:45 a.m.

The ITB Marketing and Distribution Day provides
valuable know-how for innovative marketing and
distribution strategies. The focus is on keynotes from
CEOs and new findings about the important luxury
and air transport market segments. The potential of
artificial intelligence for marketing and distribution
purposes is one key focal point. Furthermore, future
prospects and best practice examples about the most
important marketing instrument – pricing – will be
discussed.

ITB CONVENTION AWARDS

10:40 a.m. - 5:45 p.m.

OTHER ITB MARKETING SESSIONS

Hall 7.1b, Auditorium London

© Messe Berlin GmbH

ITB Berlin 2016 ITB Marketing and
Distribution Day Roboter Chihira Kanae,
Toshiba Corporation

10:30 a.m. - 5:30 p.m.

Hall 4.1, Room Regensburg

ITB CSR DAY

10:30 a.m. - 5:30 p.m.
Hall 7.1a, Auditorium New York 3

For ITB, sustainability isn’t just some hollow expression
– it is a strategic element – and our mission. The ITB
CSR Day takes up the latest sustainability issues and
provides suggestions for dealing with the biggest
challenges of our time. The main topic is sustainable
food & beverages in the hotel industry and in tourism
destinations. Climate change and effective, sustainable
travel marketing measures are on the agenda as well.
There are also valuable, practical recommendations
for the implementation of sustainability targets in
tourism destinations. The ITB CSR Day ends with a
fierce debate in a “hot seat” format featuring a cuttingedge topic.

ITB MARKETING AND
DESTINATION WORKSHOPS DAY 3
12:00 - 5:15 p.m.

Hall 4.1, Room Regensburg
The ITB workshops satisfy ITB visitors’ demand for
an intensive, professional exchange with experts in
small groups. This is where valuable contacts are
established and individual questions and problems
are taken up.

*Programme is subject to change.

Hall 7.3a, Auditorium Berlin 2, Convention
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Jens Thraenhart

Richard Singer

Executive Director,
Mekong Tourism Coordinating Office

President,
TravelZoo Europe

MEKONG TOURISM
FORUM: HUMAN CAPITAL
DEVELOPMENT

TRAVEL SAFETY, FEARS
AND COUNTERREACTIONS
OF GLOBAL TOURISTS

Category: ITB Marketing
and Destination
Workshops Day 1
Date: March 8, 2017

Date: March 8, 2017

Time: 3:30 p.m. - 4:45 p.m.
Location: C
 onvention Hall 4.1,
Room Regensburg

Time: 4:15 p.m. - 4:45 p.m.
Location: C
 onvention Hall 7.1b,
Auditorium London

Tourism Got Talent?
The most valuable resources in tourism is human,
according to Jens Thraenhart (Executive Director,
Mekong Tourism Coordinating Office)
Speaking to ITB Berlin News, Jens Thraenhart (Executive Director,
Mekong Tourism Coordinating Office) explains why qualified
and committed employees are a top priority for a tourism-based
economy:
Human Capital Development (HCD)
is macro. It’s about improving the
whole system of human interaction
in the tourism experience. We believe
that HCD should be a strategic pillar
that drives investment, higher spend,
as well as inclusive growth. Being
able to have talent available that can
deliver on consumer expectations
increases companies’ willingness
to invest, and allows for new
experiences to be developed. That
will in return increase infrastructure
and connectivity, which increase
demand, and then supply.
What are the key challenges when
it comes to finding talent in high
growth tourism areas like Mekong?
The lack of partnership and
engagement between stakeholders
is perhaps the single most important
challenge in HCD, and it is rarely
substantively included in policy and
strategy frameworks. Education and
industry training for new entrants to
the workforce is of a poor quality,
even as the existing workforce
requires training. In addition, the
hospitality and tourism industry is
ITB BERLIN NEWS • Thursday 2nd March 2017

Category: ITB Future Day

still perceived as low paying.
How damaging is it for individual
hotels not to be able to find
qualified staff?
The private sector continues to
grapple with a mismatch between
skills taught and skills required,
including soft skills. Training
providers, in general, are not doing
enough to align their programs with
reality.
What are the solutions?
These issues can be addressed at a
national level. Governments must
initiate HCD-oriented policies with
agreed action plans. There is also
need for research demonstrating
clear evidence of tourism’s significant
contribution to employment,
economic growth and its multiplier
effect, to achieve Sustainable
Development Goals. Ultimately, PR
and communication is essential
to build awareness of the career
and entrepreneurial opportunities
tourism offers. Of course, to improve
public perceptions, work conditions
could be improved and career paths
better defined

Getting Over
the Fear Factor
At ITB Berlin, TravelZoo will be presenting the results of
their study on global security and the “fear factor”. Richard
Singer, President of TravelZoo Europe, tells ITB New Berlin
about some of the key findings.
TravelZoo surveyed over 6,000
people from China, the United
States, Germany, the UK, France,
Russia, India and South Africa.
It’s clear that safety is more
significant now than ever, with
97% admitting that safety is on
their mind when they are deciding
on a holiday destination for 2017.
Given the high-profile
nature of recent terrorist
attacks in popular tourism
destinations, this is of little
surprise. What is surprising, and
reassuring for European travel
providers, is that consumers
are proving to be resilient, and
the majority are still choosing
European holiday destinations. In
fact, of the top 10 safest holiday
destinations – as voted for by our
survey respondents – seven are
in Europe.
Is much of the so-called fear
factor a result of media hype,
assuming that the real risks are
very low?
We have found that terrorist
attacks on European tourists
are down for the past 10 years,
when compared to the two

decades before. Yet, despite
this, fear among European
travellers (and global travellers)
is at an all-time high. While it’s
fair to say that the media and
social media have contributed
towards creating a culture of
“fear” among travellers, terrorism
remains a very real threat that
consumers need more guidance
around.
What should be done to improve
safety, and what other advice
do you have for industry
professionals?
We’ve been sharing the global
research results with hoteliers,
t r a v e l p r ov i d e r s a n d t o u r
operators, and agreeing on a
realistic call to action for the travel
industry. One of the greatest
fears is inconsistency in terms
of information and standards –
we believe the travel industry
needs to take a more uniformed
approach and provide clear and
easy-to-understand information
to global consumers

www.itb-berlin-news.com
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Dr Jeroen A. Oskam

Prof. Dr Martin
Lohmann

Director Research Centre,
Hotelschool The Hague

SHARING IS
FINALLY BECOMING
TRANSPARENT: DETAILED
ANALYSIS OF AIRBNB IN
EUROPE’S METROPOLISES

SECURITY AND TRAVEL:
GERMANS’ TRAVEL
PLANS IN 2017

Category: ITB Marketing
and Destination
Workshops Day 2

Category: ITB Marketing
and Destination
Workshops Day 2

Date: March 9, 2017

Date: March 9, 2017

Time: 1:30 p.m. - 2:15 p.m.
Location: C
 onvention Hall 4.1,
Room Regensburg

Time: 5:00 p.m. - 5:30 p.m.
Location: C
 onvention Hall 4.1,
Room Regensburg

Sharing Is Finally
Becoming Transparent
Detailed analysis of airbnb in Europe’s metropolitan
areas revealed @ ITB Berlin Convention
For the first time, reliable data on Airbnb offers and the
booking behaviour of Airbnb users has become available
and will be presented at the ITB Berlin Convention by Dr
Jeroen A. Oskam, Director Research Centre, Hotelschool
The Hague. We asked him to tell us more…
Airbnb, just as other platforms
such as Uber, are unwilling
to share data about their
operations… and this
secretiveness is fundamental in
their strategy. At Hotelschool
The Hague, we are working
(in cooperation with Collies)
on European cities with large
collections of scraped data, or
website information collected
in databases. As an indication,
for our London study for 2015,
we used 13 million transaction
records, linked to data about
more than 90,000 properties.
As we speak, we are analysing
Berlin data for 2016, with almost
12 million transaction records
for over 48,000 units.
Are there regional differences?
Yes, it is important to realise
that Airbnb evolves in each city,
country and location according
to local market circumstances
and regulations. London and
Amsterdam have high hotel
ADRs, and therefore have the

Managing Director,
NIT

strongest appeal for those who
want to invest commercially
in Airbnb. In rural or tourist
areas with high seasonality
such investment would have
more risks. In those areas,
Airbnb seems to evolve as an
additional channel for existing
accommodation providers; an
alternative for Online Travel
Agents, we could say.
How does/should this
affect decision making for
political leaders in key tourist
destinations?
There is a push by globalised
businesses like Airbnb for
deregulation. In fact, the
unavailability of data makes
it almost impossible for cities
to effectively manage visitor
streams or collect taxes.
Certain interests certainly need
protection through regulation:
think of consumer safety or,
especially, less affluent residents
of city centres who now compete
economically with tourists

New Insights
on Travel Safety
The head of the NIT (Institut für Tourismus- und
Bäderforschung in Nordeuropa), a vital source of tourism
research in northern Europe, Prof. Dr Martin Lohmann’s
work in tourism market research and consulting has been
presented in a vast range of universities and institutions.
Back at ITB Berlin to present his latest research findings,
we asked him to assess the current security situation and
its impact on the tourist industry.
The global security situation has
not become worse or better in
the last year compared to prior
decades. For tourists, safety and
security is an important condition
for travelling, however for many
tourists the actual political
situation has not been a major
issue in choosing a destination
(think of Spain in Franco times,
or Italy with Berlusconi, the rise
of Arab Emirates as destinations
and so on).
Terrorism is surely a threat,
however. Mainly due to terrorist
attacks early in 2016, Turkey
has experienced a severe
drop in tourist numbers, e.g.
from Germany, the decline is
30 percent. The remarkable
decrease is based both on tourists
not wanting to take the risk, and
reduced capacities offered by
tour operators as a precaution.
Thus, for the destination the
impacts of terror attacks can be
severe.

How much of the perceived
danger is just media hype?
Surely it’s still more dangerous
to walk down the street in
downtown Chicago than it is to
take a holiday on the beach in
Turkey or Tunisia?
Definitely. A tourist’s knowledge
about terror attacks or the
actual political situation in a
destination can only be based on
what the media reports, and this
information mostly comes with
an emotional interpretation. A
bias in risk perception may be
what follows, even a bias in the
perception of statistical data. At
the end this may even play into
the hands of the terrorists, as
they wanted to destabilize this
specific destination
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Percy von Lipinski
President,
Travel Media Group

HUMAN BEINGS
ARE HARDWIRED TO
TRAVEL.

SAFETY & SECURITY:
SOCIAL MEDIA AND MOBILE
TECHNOLOGIES: CRISIS
INTENSIFIER OR INFORMATIVE
SUPPORT?
Category: ITB Destination Day 2
Date: March 9, 2017
Time: 2:15 p.m. - 2:45 p.m.
Location: C
 onvention Hall 7.1a,
Auditorium New York 1

Rebranding Tourism
Markets Socially
How social media like YouTube can regenerate
struggling markets

Percy von Lipinski, President of the Travel Media Group
and a former award-winning reporter for CNN travel where he was known as the CNN Travel Guru - is back at
ITB Berlin for a 4th year to share his exclusive insights on
tourism and social media. He starts off telling ITB Berlin
News about about the secrets of YouTube.
In my ITB presentation I’ll
show how to create content
that Google and YouTube loves
to promote. Of the four main
social sites (Facebok, Instagram,
Twitter, YouTube), only Google
and YouTube have a serious,
vested interest in created
content such as video, and the
search engine that can find it
[YouTube is owned by Google].
In other words, if you have the
right video, Google will promote
your content. On the other
hand, if you want to be seen
on Facebook you have to pay.
On YouTube, make really, really
good content and YouTube even
pays the creator. No other social
platform does this on the same
scale as YouTube.
How can social media be
utilised to allay safety concerns
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in tourism markets affected by
terrorism, for example.
Any location that has
experienced a cataclysmic
event such as terrorism or any
serious natural disaster must,
once the dust has settled, begin
the process of rebranding.
Some countries may have fairly
predictable weather or a safe
retreat from the fury of mother
nature for the most part, but no
country is immune to terrorism.
As such it’s vital that any tourist
location has a strategy to deal
with this unfortunate reality.
I have worked successfully with
numerous countries to help
them deploy successful social
network strategies, especially
with YouTube. Countries that
were once thought of as tourist
no-go zones, including (but

certainly not limited to) places
s u c h C o l o m b i a , Vi e t n a m ,
Mozambique, the former Soviet
Union, Burma, Bali, India,
Rwanda or Central America,
had all fallen into the abyss. But
they have all have come back
stronger than ever. In fact, every
year that tourists stay away will
only create more long-term
demand with people looking for
new places to visit once they
“believe” they are safe.
After a disaster, the first thing
to do is accept that the problem
has occurred and that it must
be dealt with using a plan.
Sometimes a country will either
try to minimize, even pretend it
didn’t happen, or insinuate that it
was a rare one-off event. That is
of course a huge mistake. Focus
on rebranding. Begin by showing
the rebuilding, invite YouTubers
to your location (when you’re
sure it’s safe), show them success
stories and your determination
to come back. Now is the time
to sponsor a festival. Have fun!
Stay away from suffering and
the political message of the

attack. Realize that a segment
of the tourist market will always
be on the lookout for the next
great travel bargain which
they assume will be happening
at your destination at some
point. Help them. Your local
tourism partners must all be in
on your plan. Everybody loves
a comeback story. In my ITB
Berlin talk I will provide several
effective strategies that I have
used with countries to speed up
the rebranding strategy.
Why do you think the tourism
industry remains so durable,
despite the significant
challenges?
At times like these it’s good to
remember some of the reasons
we travel in the first place.
Human beings are hardwired to
travel. We started out as nomads,
and we still are and always will
be. In the words of that futuristic
traveller, “I’ll be back”.

www.itb-berlin-news.com
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Arnaud Masson

Laurent Queige

Chief Operations Officer Europe,
Voyages-sncf.com

Managing Director,
Welcome City Lab

SMART TOURISM:
KNOWING WHAT
CUSTOMERS WANT
BEFORE THEY DO

WELCOME CITY LAB,
INCUBATOR DEDICATED
TO TOURISM INNOVATION
IN PARIS

Category: eTravel Stage

Category: eTravel Stage

Date: March 10, 2017

Date: March 10, 2017

Time: 1:00 p.m. - 1:30 p.m.
Location: Hall 6.1, eTravel Stage

Time: 3:00 p.m. - 3:30 p.m.
Location: Hall 6.1, eTravel Stage

Smart Tourism

Welcome City Lab

Knowing what customers want
before they do

Incubator dedicated to tourism
innovation in Paris

With the exponential growth of the Internet of Things
and the surge of open data platforms, Smart Tourism
is becoming a buzzword for the future of the travel
and tourism industry. At the eTravel Stage of the ITB
Berlin Convention, Arnaud Masson, Chief Operations
Officer Europe, Voyages-sncf.com will look at how
social networks can be utilised, trends can be identified
and patterns of customers’ booking behaviour can be
anticipated. We asked him to tell us a little more…

The ITB Berlin Convention’s eTravel Stage takes a close
look at “inventing the future of tourism” in Paris. We
asked Laurent Queige, Managing Director, Welcome City
Lab, to tell us about his presentation…

Big data technologies allow us to
learn how our customers behave
so that we can anticipate their
requests when they come to us
on subsequent occasions. By
identifying trends and patterns in
customer booking behaviour, we
can deliver them the information
and options which will most suit
them at the most appropriate
time and via the most convenient
d e v i c e . We a r e c o n s t a n t l y
learning from customer activities,
analysing data and using that
accumulated knowledge to
deliver solutions at the right
time and in the right place. Each
month, we deal with more than
90 TB of data that we use in order
to facilitate and enhance our
clients’ customer experience.
Consumers today expect
e-commerce businesses to
remember their details and
preferences and its part of
building a relationship with the

customer. It is vital to guarantee
customer loyalty and that’s why
we invest heavily in our technical
and development teams. Over
one third of our total employees
are involved in development and
innovation.
How do you leverage social
networks in this respect?
A. It must be simple for people
to get in touch with companies
and so you have to make sure
that your brand is present on the
channels that people use every
day.
With 1.79 billion monthly active
Facebook users and 1 billion
Messenger users, it is clear to
see the online space consumers
are inhabiting. Social media is an
extension of company websites
and apps and consumers now
expect to be able to manage their
bookings directly via their social
channels

We are convinced that young
entrepreneurs contribute to
designing the future of travel. But
usually start-ups don’t come from
this industry. They have 3 kinds
of profiles: they have a strong
international background; they
are serial entrepreneurs who have
already created companies in
other economic sectors; they are
digital engineers. So they need 3
services: 1/ a place where they can
meet major tourism companies
in order to find their first clients;
2/ someone who can coach them
to grow faster than they would
if they stayed working in their
garage; 3/ an opportunity to meet
investors and venture capitalists
to finance their development.
These 3 services are provided by
Le Welcome City Lab.
What are the key goals of
Welcome City Lab and how does
it work?
Our major goal is to position Paris
as the leading city in tourism
innovation. We aim at helping
start-ups become international
references on their market. We

also help traditional operators
(hotels, agencies, venues, etc.)
learn about innovation. We now
run an academy: we organise
events, meetups, brainstorming
sessions in order for our
ecosystem to find answers to their
questions.
Who’s behind the project? How
did it come about?
Le Welcome City Lab is managed
by a steering committee composed
of 10 industrial groups (Amadeus,
Air France, Paris Airports,
Carlson Wagonlit Travel, Galeries
Lafayette, Paris Inn Group, RATP,
SkyBoard, Sodexo, Viparis) and
5 public entities (City of Paris,
Paris Tourist Office, Ministry for
Tourism, National Investment
Bank, Caisse des Dépôts). As a
tourism professional for the past
25 years, I realised that no-one
before had the idea of dedicating
an incubator to the travel industry.
I worked on the project for one
and a half years and found the
financial partners. Le Welcome
City Lab was officially launched in
July 2013
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Caroline Bremner
Head of Travel, Euromonitor International

THE USA COULD
POTENTIALLY SEE
1.9MILLION FEWER PEOPLE
GOING ABROAD OVER THE
NEXT TWO YEARS

BREXIT AND THE USA:
TOURISM IN TIMES OF POLITICAL
DISRUPTIONS
Category: ITB Marketing and Destination
Workshops Day 3
Date: March 10, 2017
Time: 1:30 p.m. - 2:30 p.m.
Location: H
 all 4.1,
Room Regensburg

Tourism In The Time
Of Brexit And Trump
Travel restrictions and currency fluctuations are not the only
politically-driven challenges, says Caroline Bremner (Head of
Travel, Euromonitor International)

Caroline Bremner (Head of Travel, Euromonitor International)
is hosting a workshop called Brexit And The USA: Tourism
In Times Of Political Disruptions, March 10. Speaking to ITB
Berlin News about this developing situation, she expands
upon the many ways that the changing political climate
in the USA and Europe is affecting tourism, and how the
industry should prepare to tackle these challenges:
The political sands have shifted
greatly in the USA and UK in the
past year. The respective votes
for Trump and Brexit are expected
to impact the forecast economic
performance of both countries,
which will take their toll on travel
and tourism. From a source
market perspective, the US and
UK are the first and fourth largest
sources of outbound demand
in the world, and changes in
their economic performance
has a knock-on effect on travel
activity in destinations across the
globe. US outbound departures
experienced strong growth of 4%
in 2016, however, growth will
decelerate to 2% in 2017, due
to the uncertainty following the
new President during his first few
months in office.
The pre-Trump forecast pointed
to 110 million outbound trips in
2018, whereas Euromonitor’s
ITB BERLIN NEWS • Thursday 2nd March 2017

Travel Forecast Model predicts
that the US could potentially see
1.9
million fewer people going
abroad over the next two years,
with Mexico impacted the most.
Other destinations that will feel
the brunt of a US slowdown will
be Canada, France, Italy and
the UK. In the UK, the outlook
for outbound tourism has been
revised downwards since the
Brexit vote due to dark clouds
gathering over the country’s
future and the depreciation in the
pound, with departures expected
to hover around 83 million over
2017-2018. In the event of a
Disorderly Brexit, the impact on
outbound travel would be acute,
with a potential 8 million outbound
trips cancelled or postponed over
2016-2018, amounting a sharp
revision downwards to 75 million
UK departures.

What are the economic and
other effects we are seeing - and
will see?
Euromonitor’s Macro Model
predicts that the US economy will
grow by one percentage point
less under President Trump,
with GDP growth of 2% in 2017,
rather than the 3% pre-Trump
forecast if Hillary Clinton had
been the victor. Following the
Brexit vote, the UK faces the very
real prospect of a Hard Brexit,
a scenario that assumes that
negotiations with Europe will
lead to an acrimonious divorce,
with no trade agreements set in
place after the UK leaves the EU
once Article 50 is triggered. Spain,
France and Ireland would feel the
biggest negative impact on their
tourism industries, with Spain
potentially witnessing almost 2
million fewer UK tourists over
2016-2018.
How can industry professionals
counter the negative effects?
As with any major upheaval, the
global travel industry is highly
resilient and it will be important
for travel brands and destinations
to apply a razor-sharp focus as

always in providing consumers
with a connected and seamless
b o o k i n g j o u r n e y, e n s u r i n g
that the travel product offers
value for money and that the
technology and customer service
enhances the customer’s overall
experience. This attention to
detail in the delivery and the
importance on the execution and
delivery of the user experience
is critical in driving the virtuous
circle of loyalty and trust.
Are there any destinations
benefitting from this?
It is interesting to see that the
main beneficiary of the political
upheaval in the case of Brexit is
the UK itself as a destination. The
depreciation of the pound has
made the UK a more attractive,
value for money destination
for international visitors with
Americans and Europeans
particularly taking advantage
of the weak pound. Inbound
arrivals are expected to reach hit
39 million by 2018

www.itb-berlin-news.com
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René Du Terroil

Christopher Engl

Iran Doostan Tours

Managing Director,
Brand Trust GmbH

OUTLOOK KEYNOTE:
DESTINATION BRANDING:
CREATING DESIRE FOR
TRAVEL

SOCIAL MEDIA,
TECHNOLOGY AND
TOURISM IN IRAN

Category: ITB Destination Day 3

Category: eTravel Stage

Date: March 10, 2017

Date: March 10, 2017

Time: 4:45 p.m. - 5:15 p.m.
Location: H
 all 7.1a,
Auditorium New York 1

Time: 1:30 p.m. - 2:00 p.m.
Location: H
 all 6.1, eTravel Stage

Social Media,
Technology and
Tourism in Iran
Never before had a developing destination such a high level
of internet penetration and a proactive young audience. At
this year’s ITB Berlin Convention, René M. Du Terroil,
Representative for North America, Adventure, Cultural
and Educational Programming for Iran Doostan Tours will
enlighten the audience on how citizens in this nation are
engaging with tourism… We asked him to tell us more
about his presentation…
My presentation is twofold, first
introducing Iran as a destination
and how tourism works and then
go into how social media and
the internet are at the heart of
the fastest growing segment of
tourism in Iran. Something that
has not happened elsewhere
where P2P is taking the place of
B2P - due to a number of factors
(sanctions) this has been a help
and hindrance to the traditional
tourist industry and players.
What lessons can be taken from
this for other destinations?
Well I think in a country like Iran
how do you do both B2B and
B2C education without having an
active and present tourist board
in multiple countries doing a lot
of the basics as well as not just
the promotion of our programs
but greater awareness about the
region at large and specifically
the country. So, in many ways
we cannot use the blueprint that

other neighbors – for example
Turkey – have used.
Who should come to your
presentation?
Firstly, people interested in
learning about the Iranian market
- this is not about WHAT to see
but how it works, what the trends
are and the interdependency of
technology specifically social
media is in the development of
both traditional and new types of
tourism.
Travel agencies and operators
looking to work in Iran should
come, as should tech companies
with platforms that can feature
Iranian businesses and media
looking for fresh statistics and
trends about Iran tourism industry.
For the latter, it’s a case of looking
at who is going and what are
they doing; not the usual story
about mosques, minarets and
museums

Be Bold With Branding
It is better to be different than simply
better, according to Christopher Engl
(Managing Director, Brand Trust GmbH)

Speaking to ITB Berlin News, Christoph Engl (Managing
Director, Brand Trust GmbH) explains how important
destination branding is – creating a powerful brand out of
a geographic name.
Often there is a great
misunderstanding between
destination branding and
destination marketing. Branding
is about three questions: Who
are you? Where do you want to
go in the future? Which tools
help you to manage your brand?
You have to know your values
and your character first, then
you can focus on what makes
you different in comparison
to your competitors. Branding
is the basis for marketing!
Destination marketing is about
communicating your character
as well as your positioning. If
you don’t know your character,
a large marketing budget doesn’t
help to clarify it.
Do you feel DMOs could do better
when it comes to explaining
their USPs to travel and tourism
professionals?
DMOs can do better by not only
focussing on marketing. The big
virus in the tourism industry –
more than in any other industry

– is imitating competitors by
trying to use better pictures,
claims and logos. In the end, for
the customers it looks all similar;
they do not know what to choose,
and why. You have to be different
not better! This is hard work and
also very risky.
Can you give us an example of a
bold branding success story?
Serfaus-Fiss-Ladis in Austria.
Those responsible for this
destination made a very bold
decision 20 years ago: they
decided to focus on families as
a target group. They started to
develop a destination with hotels
specialised toward families, with
family-friendly cable cars and ski
schools, and a transport system
connecting the villages like a
tube. Serfaus-Fiss-Ladis is now
THE family destination in The
Alps. Focusing helps to give you a
clear profile as a brand; extending
offers for too many target groups
weakens a destination´s brand
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Jean-Claude
Balanos
Vice-President of Leisure Sales,
AccorHotels worldwide

A New Hotel Every 36
AccorHotels presents its new enlarged portfolio for the

IN
TERMS OF
GLOBAL
TRENDS,
REVENUES
ARE
INCREASING,
BECAUSE
TOURISM IS
ON THE RISE
ALL AROUND
THE WORLD.
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Jean-Claude Balanos Vice-President of Leisure Sales at
AccorHotels worldwide is in charge of three key pillars:
Setting the strategy for the entire group in terms of the
B2B leisure segment (covering a number of different subsegments) and adapting the strategy across all regions;
Managing the animation of strategic clients all over the
world; and examining ways to digitise the segment (which
remains quite traditional) for both individual or group
clients. We asked him what he sees as being the key trends
in the market today…
In terms of global trends, revenues
are increasing, because tourism
is on the rise all around the
world. What is changing is more
and more the channels through
which they are booking. Looking
at the different regions, in the
AccorHotels group we measure
the regions by large zones. In the
Asia-Pacific region, which is doing
very well, there is an increase in
intra-zone travel. You also have
a lot of “Rest of the World” going
to Asia-Pacific… so these zones
are booming in terms of tourism.
North America is also booming –

in a similar fashion to APAC. We
have some difficult zones, such as
Middle East, Egypt and Africa, due
to all the geopolitical problems in
those regions. Then we have the
case of Dubai, which is a different
issue, more due to the opening of
a lot of new properties, meaning
demand has not increased as
we might have hoped. Eastern
Europe is doing very well, while
the rest of Europe is quite stable,
despite problems in France and
Belgium in 2016 due to the terrorist
attacks. We are starting to see a
recovery in these regions this year,

nevertheless these difficulties have
been compensated by southern
Europe – Italy, Portugal and Spain,
and also Eastern Europe. South
America can be divided into two,
as Brazil has been suffering since
last year, while the rest of the
Hispanic countries are doing very
well. Our footprint is now very
important in France, Brazil, Dubai,
Egypt and Morocco, so even if we
compensate by other zones, these
countries are still quite affected.
How are group travel bookings
evolving?
As you probably know, three years
ago, we launched a new tool – an
online group booking tool – which
was a major innovation. We were
the only hotel group to do that –
allowing a client to directly book
online for a group, by blocking the
allotment with the best rate of the
day. They can do this at any time,
from any place, from any computer,
iPad or smartphone. This tool
www.itb-berlin-news.com

EXCLUSIVE INTERVIEW 25

enables the user to save a lot of
time by booking online. For the
rest – the traditional bookings,
or via contracted clients, the
trend is quite stable. There has
of course been some degree of
geographical evolution due to
global political events, but the
trend has been maintained and
is even increasing, especially
from the Chinese and the Indian
markets. All the rest of the
markets remain stable, whereas
Japan and South America are
not performing well. The US
and Australia are remaining
stable, but I foresee that the
group business will continue to
increase across the board.
At this year’s ITB Berlin, we are
highlighting our Leisure Online
tool for groups, as we have
added a brand-new important
function to this. Now, groups
can book online on a halfboard package basis… this was

NOW,
GROUPS CAN
BOOK ONLINE
ON A HALFBOARD
PACKAGE
BASIS

the coin, if you have a static
rate that is negotiated one year
in advance, of course you can
never match the reality of the
day. So we tend to reduce the
number of individual static
contracts and go towards
connectivity.
Obviously in the past months
we have seen big news with

Yes, because there’s a mix of
cultures. Fairmont, Raffles and
Swissôtels Hotels, as you know,
have a strong US culture. This
is quite interesting for us, as it
brings us a lot of fresh air and
new ideas. We are trying to take
the best from each side in terms
of processes and negotiations
with clients. The cultural mix
is enriching for all of us and
brings more added-value for
the client, who of course is
the most important part of the
equation! In sales, we have one
single contact and approach per
client, for the whole portfolio.
What will be the key difference
at your stand at ITB Berlin
this year?
It will be the first time all our
brands will have been included
on one stand at the same major
show. Up to last year, we had
two separate stands. We are
also including our new lifestyle

FORMER FRENCH
PRESIDENT
NICOLAS
SARKOZY JOINS
ACCORHOTELS’
BOARD OF
DIRECTORS TO
SUPPORT ITS
INTERNATIONAL
VISION
As part of the acceleration of the
expansion strategy of the Group
and its portfolio of international
brands, the Board of Directors
decided in a meeting late February
to set up an International Strategy
Committee. This Committee will
focus on the development of
AccorHotels’ network and brand
portfolio throughout the world, as
well as on the promotion of French
tourism.

Hours

With the resignation of Nadra
Moussalem as a Director, following
Colony Capital’s decision to sell
its shareholding in Accor, the

first time at ITB Berlin

Board unanimously coopted
Nicolas Sarkozy as an independent
Director, to succeed him.
In an official statement,

introduced just last month. This
is the only such online tool
available in the market done
directly by a hotelier. The first
version was introduced two
years ago, and it has already
been working very well, so
with this new functionality, it
will be taken to a new level
and we expect to have a rise in
bookings due to this.

Looking at the individual
leisure segment, what is your
strategy there, and how is
this strategy evolving at the
moment?
The strategy is evolving
through connectivity. We want
to develop more and more
connectivity with our clients,
giving a freer level of rates.
Today, with dynamic rates, we
have the possibility to put the
best rate of the day at the right
time. On the opposite side of

the integration of new luxury
brands into the group. Why
has this been so important?
It’s a great opportunity for us
to include those luxury brands
into the AccorHotels portfolio.
On the one hand, they are
luxury brands, which is an
added value for us. On the other
hand, they are based in a region
where we wanted to have more
presence – North America.
This gives us a better footprint
in these regions, and in this
market segment. The brands
have been totally included in
our day to day life and they are
fully part of our negotiations.
They have a very good visibility
towards our clients and they
are now following our strategy.
The teams from these groups
have also been integrated
into the AccorHotels system.
This is an interesting factor
as well…

companies, such as 25 Hours,
the brand based in Germany…
or Mama Shelter. The entire
portfolio will be at the stand.
While ITB Berlin brings us the
opportunity to show that we
are now “all in one” with our
new brands, it also gives us
the opportunity to present our
private rental brands, such as
Onefinestay.
What does the future hold?
The first thing that’s important
to remember is that we are
opening a new hotel every 36
hours. This brings us more and
more opportunities with our
existing brands… and there are
always ongoing negotiations
for more acquisitions

AccorHotels stated that this
appointment reflects the ambition
of the Group to pursue the
implementation of its strategy
and to promote both AccorHotels
brands worldwide and the
unrivalled French know-how in
tourism. Nicolas Sarkozy will
chair the International Strategy
Committee whose missions and
members will be further detailed by
a forthcoming Board meeting.
Mr Sarkozy declared, “I am glad
to contribute to the development
and the international reach of
Accorhotels, one of France’s
flagship companies. The success
of the Group as well as the quality
of its management are outstanding
assets, shaping AccorHotels into
one of the leading showcases of
the French economic landscape.”
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Slovenia

– ITB Berlin’s Convention
and Culture Partner
This year sees Slovenia as the official partner
of the ITB Berlin Convention. Added to this,
numerous participants from Slovenia will
participate in the event. We asked Zdravko
Počivalšek, Slovenia’s Minister of Economic
Development and Technology, why he decided
to partner with ITB Berlin…
Cooperation of Slovenian
Government at the ITB
Berlin was never brought
into question. We just
needed to decide on the
scope of our involvement.
Since ITB Berlin has a
worldwide reputation and
has become a respectful
brand in the field of
tourism we have decided
to become a “Convention
& Culture” partner. This
gives us an opportunity
to present Slovenia as an
attractive destination with
a developed model for
systematic implementation
of sustainable tourism.

TOURISM
CURRENTLY
CONTRIBUTES
CLOSE TO 13%
TO SLOVENIA’S
GDP AND
REPRESENTS
8% OF TOTAL
EXPORTS AND
37% OF
EXPORTS OF
SERVICES.

Your country has made
huge leaps and bounds
over the past decade in
becoming a true “green”
destination. How has this
been possible, and why
was it so important?
First and foremost, we
had to make a conscious
decision to commit to the
so called “green path”.

The official strategy for
Slovenian tourism states
that our tourism is based on
sustainable development.
During the past decade,
we became aware that
this sector represents a
very successful industry of
the national economy and
importantly contributes to
our country’s social welfare
and reputation in the
world. But it will only stay
this way if we continue to
develop it in a sustainable
manner and follow the
green model closely. For
the implementation of the
principles of sustainable
development in tourism, it
was of crucial importance
that decision-makers
and key holders in other
areas, such as agriculture,
transport, and environment
also pursue the achievement
of sustainability principles.
Our efforts didn’t go by
unnoticed. In 2016 Slovenia
was declared the first Global
Green Destination (Slovenia
Green Destination) at
the international Global
Green Destinations Day
conference. Ljubljana, our
capital, was European
Green Capital, and
Slovenia was ranked the
fifth greenest country
in the world according
to the Environmental
Performance Index (EPI).
How important is tourism
to Slovenia’s economy, and
what is your “roadmap”
for tourism?
Tourism is an increasingly
important economic sector
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Zdravko Počivalšek
Slovenia’s Minister of Economic
Development & Technology

f o r S l ov e n i a . To u r i s m
currently contributes close
to 13% to Slovenia’s GDP
and represents 8% of total
exports and 37% of exports
of services. But our goals go
far beyond statistic. We want
quality of life for everyone,
excellent experience for
guests and good examples
in development and
promotion of sustainable
models.
What are the main themes
of your nation’s presence
at the show?
Our mission is to present
Slovenia as an attractive,
green, active and healthy
destination with the
emphasis on sustainable
development and rich
culture. Slovenia is also
a land of healthy water.
Our thermal and mineral
springs are the backbone
of our tourism and that is

another theme that we want
to emphasise and promote.
For the professional public
we are preparing a panel
called “Slovenia Makes
You Green” that will offer
interesting discussion with
highly renowned experts
and scientists. In short we want to make sure that
visitors will leave ITB Berlin
a little bit greener.   
Your portfolio also covers
technology. Are you also
able to bring technology
into play in the tourism
sector?
Without a doubt. Even in
the field of tourism we strive
to support and encourage
the development of new
and innovative products
and services. Just to give
you one example. Slovenia
is the first country with a
beer fountain in the city
centre. If that isn’t the best

combination of technology
and tourism I don’t know
what is.
What could you say are
the three main “USP’s” of
Slovenia as a destination?
The first and most important
selling point of Slovenian
tourism is our determination
to become a green
destination with a highly
developed sustainable
model. Slovenia is a green,
active and safe destination
also capable of developing
products with great added
value. When talking about
our selling points I have
to mention our most
visited icons: Piran with
saltpans, Postojna Cave,
Bled, Ljubljana, Lipica with
beautiful horses and our
spas. Come and experience
it yourself, why don’t you?
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YOUTH TRAVEL

Youth Travel exhibitors in Hall 4.1 at ITB Berlin
will have information on new language courses
abroad and summer trips, discussion rounds on
festival tourism and communicating with emojis.

At last, the ITB Berlin Youth
Travel segment in Hall 4.1
has come of age, and in
order to mark its eighteenth
anniversary the youth tour
operator ‘ruf Reisen’ has
produced a special film.
Inside the Language Zone,
Europe’s market leader will
also have information on
language courses abroad
and summer trips with a
focus on ’sports and beach’,
’partying and beach’
and ’chilling and beach’
holidays. VR goggles will
be available for visitors to
enjoy sports on the beach
with, and for chilling out
afterwards in a special
area.
In 2017 ‘Das Reisenetz –
Deutscher Fachverband
für Jugendreisen’ will
be occupying its largest
combined stand to date
in Hall 4.1. Schliersee and
Arberland, two youth tour
destinations of the future,
will be exhibiting for the
first time. These two regions
will be represented as a
pilot project of the travel
network ‘JugendreiseQualitätssiegel für
Destinationen’ alongside
Bayerischer LandesSportverband e.V. The

South African Youth Travel
A s s o c i a t i o n ( S AY T C ) ,
a new partner of the
travel network, will have
information on youth
tours in South Africa.
Together with several of
its members, this is the
first time the organisation
will be represented at ITB
Berlin. Numerous events

Tour Radar, Emmanuelle
Legault of Destination
Canada, and Dom Carter
of What Marketing
Company, who will provide
some interesting ideas
and examples of best
practices. The event will be
moderated by Rhett Lego
of The Conjoint Marketing
Group.
School trips are fun.
However, when travelling,
knowledge of safety and
legal aspects is needed.
This where Germany’s first

SCHOOL
TRIPS ARE
FUN.
HOWEVER,
WHEN
TRAVELLING,
KNOWLEDGE
OF SAFETY
AND LEGAL
ASPECTS IS
NEEDED.

Young, Digital
and Keen to Travel
Virtual Reality and new destinations at heart
of Youth Travel offering at ITB Berlin
organised by the travel
network and featuring
high-ranking figures from
politics and business
will have information
for visitors on the latest
developments in the youth
tour market on the stage
in Hall 4.1 and in the Youth
Incoming Germany Lounge
(YIG).
On Thursday, 9 March
2017, a get-together of the
youth tour sector will take
place at the big ITB travel
network party (tickets
at www.reisenetz.org/
en/).
In Hall 4.1a, at numerous
workshops, the World Youth
Student and Educational
Tr a v e l C o n f e d e r a t i o n
(WYSE) and other
experts will be discussing
millennials and Generation
Z. They will present case
studies and best digital
marketing practices as
well as strategies for youth
destinations and working
with bloggers.

On Thursday, 9 March 2017,
from 1 to 2 p.m., visitors to
the stage in the Youth Tour
hall can also find out more
about ’Sound Destinations:
Music, Festivals and the
Youth Visitor’. Moderator
Nick Hall, founder and
CEO of the Digital Tourism
Think Tank, will be talking
with Katja Hermes of
Sound Diplomacy, Prof.
Greg Richards of the WYSE
Travel Confederation, and
Matthieu Betton of Sojern,
about the attraction that
music and festivals exert
on young people and
how destinations can
benefit. Colourful emojis
have changed the way
G e n e r a t i o n
Z
communicates and also
pose a challenge for
tourism managers. Thus
on Friday, 10 March 2017,
from 11 a.m. to 12 noon,
’How to talk to Generation
Z in five emojis or less’ will
be the topic of a discussion
round. Taking part will
be Michael Pötscher of

’school trip licence’ should
be of help. On Friday, 10
March 2017, over four
sessions and in cooperation
with Hochschule Bremen,
A&O Hostels & Hotels
and Welcome Berlin Tours
will have information on
topics including school
trip guidelines, safety,
sports trips and learning
in different locations on
school trips. On Saturday,
11 March 2017, on the big
stage in Hall 4.1, ’school
trip licence’ certificates will
be presented for the first
time
© Messe Berlin GmbH

Tour operators, tourism
associations
and
organisations will be
showcasing their latest
products and innovations
in the Youth Travel &
Economy Accommodation
segment. Exhibitors will
be presenting digital
innovations such as VR
goggles, information on new
youth travel destination,
events on festivals, and
communicating with
emojis. All these things will
be just the ticket for their
target audience, a new
generation that is keen to
travel.

On Wednesday, 8 March
2017, from 1 to 3 p.m.,
t h e f i r s t Yo u t h Tr a v e l
Startup Forum will have
information on trends
and developments in this
growth segment. Among
those taking part will be
Andre Baumeister of FRAM
– Science Travel, Mark van
der Heijden of Wanderbrief,
Frauke Schmidt of
Unplanned, John Donnelly
of Welcome Groups, and
Sebastian Döpp of IT
Jugendreisen.com.

Youth Travel - RUF Reisen
@ ITB Berlin 2016
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CAREERS

ITB Career Center –
the place to kick-start
one’s career
ITB Berlin Career Center joins exclusive partner
Bundesagentur für Arbeit in order to further careers
at the show, while the
advisory service of the
Federal Employment
Agency will be making it
possible to get one’s job
application thoroughly
checked. Experts will
examine the documents
and offer valuable tips.
Applicants can also get
photos, professional styling
and advice free of charge.

SHE TRADES –
INTERNATIONAL
TRADE CENTER
IS A PLATFORM
FOR FEMALE
ENTREPRENEURS
AND A NEWCOMER
TO ITB BERLIN
Located in Hall 26, this is
where visitors can find out
about the latest projects of
Deutsche Gesellschaft für
Zusammenarbeit (GIZ). For
those looking for a new
job in the travel industry
or advanced training ITB
Berlin is just the place to
be. At the ITB Career Center
in Hall 11.1, which features
the Federal Employment
Agency as its exclusive
partner, more employers
will be exhibiting than
ever before. Some 40
universities from Germany
and abroad will be on hand
to provide individual advice
on courses and advanced
training.

MORE EMPLOYERS
THAN EVER
BEFORE
Major tourism companies
including DER Touristik,
Marriott International and
Sixt Autovermietung will
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be represented with their
own stands. On the stand
of the Federal Employment
A g e n c y, t h e C a r e e r
Center’s exclusive partner,
personnel managers
from Accor Hotels, Adina
Apartment Hotels, Cruise
Net Hamburg, Eurowings
and Viking River Cruises,
among others, will have
information on current
training and job vacancies.
“More employers are
offering their services
than ever before”, said
David Ruetz, head of ITB
Berlin, commenting on the
growing importance of the
Job Market at ITB Berlin.
“The current lack of young
professionals and qualified
employees is one of the
most pressing issues in
the tourism industry. The
Career Center at ITB Berlin
offers valuable information
and brings big-name
employers and potential
employees in contact with
one another.”

IMPORTANT
CAREER AND
VOCATIONAL
TRAINING TOPICS
ON THE STAGE
AND AT THE
ITB BERLIN
CONVENTION
A
wide-ranging
programme of supporting
events
featuring
podium discussions and
informative lectures
awaits visitors on the
stage of the Career Center.
Newcomers can gain an
overview of Bachelor’s and
Master’s degree courses

i n To u r i s m . L e c t u r e s
given by the International
Placement Services (ZAV)
of the Federal Employment
Agency will provide tips
on how to find work and
degree courses abroad.
Daily lectures on ’Living
a n d Wo r k i n g A b r o a d ’
will also provide useful
knowledge and information
about EURES, an EU
initiative that promotes
job mobility. Full details of
the programme of stage
events will be available
from the end of February
onwards at http://www.
itb-berlin.com/Visitors/
CareerCenter/

shaping their future. The
focus will be on the latest
topics, including what
qualifications graduates
will need in 2025 for a
job in tourism, on being
self-employed in tourism,
career paths, digitalisation
in the tourism industry
and business etiquette,
for example greeting,
communication and
business dinner rules. The
presentation of the ITB
Science Awards by DGT
will round off the day’s
events at the convention. In
cooperation with ITB Berlin,
Deutsche Gesellschaft für
Tourismuswissenschaft e.V.

© Messe Berlin GmbH

ITB Berlin brings jobseekers
and personnel managers
from tourism companies
together – big programme
of stage events – free
advisory service, photos,
styling tips and help with
job applications
A chance to find the job of
one’s dreams at the World’s
Largest Travel Trade Show:
the Career Center in Hall
11.1 will have information
for job newcomers and
experienced specialists
on training courses and
career opportunities in
tourism. More than 50
exhibitors, including
German and foreign
universities, technical
colleges, professional
academies and other
service providers will be
offering advice on degree
courses and advanced
training. Jobseekers can
find out what the travel
industry has to offer and
establish important links
with leading hotel chains,
cruise companies and tour
operators.
At the ITB Career Center,
hosted in cooperation with
the Federal Employment
Agency (Bundesagentur
für Arbeit), newcomers
and those already in
jobs can find numerous
vacancies in the tourism
industry. The job wall has
100 places alone currently
being offered by exhibitors
and the job market of
the Federal Employment
Agency. Jobseekers can
make immediate contact
with personnel managers
and apply for jobs directly

Career Center - Zittau-Görlitz
University of Applied Sciences
@ ITB Berlin 2016

The ITB Young Professionals
D a y o n We d n e s d a y, 8
March 2017 is an important
event for jobseekers and
a ca dem i ca l l y qualif ied
newcomers in the tourism
industry. Examples of best
practices and concrete
advice given by experienced
CEOs will provide ideas
and information for

will honour achievements
in the following categories:
Dissertations, Promotion
of new talent, Promotion
of sustainable tourism and
eTourism
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EUROPE
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MAIN TRAVEL
DESTINATION

Mixed Fortunes for EU
Tourism Destinations in 2016

EUROPE

IPK International underlines key trends in inbound
and outbound travel over past year

These trends are also reflected
in figures from the World
Tourism Organization (UNWTO)
which show that growth in
European tourism slowed this
year following the various
challenges that the continent’s
tourism has faced over the
past year. International arrivals
grew by 1.6% between January
and September 2016, according
to the UNWTO World Tourism
Barometer. This was significantly
lower than the good growth of
4.6% seen in 2015 as a whole.

There was a diverse picture
over the first nine months of
2016 in terms of sub-regions
and individual destinations.
Northern Europe (+6.4%) and
Central and Eastern Europe
(+5.3%) both performed well,
with double-digit increases
in countries such as Hungary
and Ireland, according to
UNWTO figures. In contrast,
results were weaker in Western
Europe (-1.3%) and Southern
Mediterranean Europe (+0.4%).
Strong increases for major
destinations such as Spain and
Portugal were offset by weak
results in France, Belgium and
Turkey.

OUTBOUND

Outbound travel by Europeans
grew by 2.5% in the first eight
months of 2016, according to
World Travel Monitor figures.
Outbound trips to destinations
within Europe increased by 3%
as travellers stayed closer to
home, while trips to Asia grew
only 2% and there was a 1% drop
to the Americas. Top performers
in terms of outbound growth
were Poland and Ireland (both
+7%), UK, Netherlands, Spain
and Denmark (all +6%) while
the German market grew by

4%, according to World Travel
Monitor figures.
Dr. Martin Buck, Messe Berlin’s
Senior Vice President Travel
& Logistics, commented:
“The flat growth for beach
holidays reflects the concerns
of many tourists about visiting
some destinations that have
experienced terror attacks.
Some countries are growing
well, and others are really
struggling. However, the strong
growth for city trips shows that
Europeans are not being scared
away from visiting cities.”
IPK predicts a 4% rise in
European outbound trips in
2017, based on its European
Travel Confidence Index which
measures travel intentions for
the next year
© Johnw

European destinations certainly
felt the wind of change during
2016 with fluctuating fortunes.
In the Mediterranean, countries
such as Spain and Portugal
welcomed many more tourists
from abroad while Britain
enjoyed an increase of over 8%
in international visitor numbers
largely due to the weaker
pound. But heavyweights such
as Italy, Greece and Germany
generated only low growth of
1-3%, according to World Travel
Monitor figures. The big losers
this year after suffering terror
attacks were Turkey, France and
Belgium. Moreover, Asian trips
to Europe declined by 1%, World
Travel Monitor figures showed.
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EUROPE

Europe
Outbound
European traveller trends amid
economic uncertainty
TRAVELLER
POPULATION
In France, the threat
of terrorism and high
unemployment have created
a changing travel landscape:
The traveller pool is growing
but with more cost-conscious
travellers. Germans remain
confident due to an expanding
economy, strong GDP growth
and low unemployment,
leading to a stable and strong
travel environment. Brexit,
rising inflation and an already
wavering economy has caused
Britons to cut back on leisure
travel, casting a shadow on the
near-term outlook for travel
and tourism in the UK

CUTTING BACK ON
TRANSPORTATION
COSTS
With travellers spending less
on leisure trips, air and rail
transportation took a hit in
France, Germany and the UK
Less air and rail means more
drive trips. In France, which
had the biggest jump in budget
travellers, nearly two thirds
of travellers who didn’t book
airfare ended up driving to
their last destination.
Intentions for transportation
purchases in the coming year
remain modest. Intentions
for car travel is decreasing
in France, where one in five
travellers plan to travel more
by rail. On the other hand,
Germany is likely to continue
seeing more leisure trips close
to home, as travellers have
much stronger intentions for
increasing road travel than air
or rail trips.
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It’s a marketplace of mixed signals and
lingering economic uncertainty. More
French, German and UK travellers are
exploring, but they are not necessarily
spending more amid shifts in where
they go and what they buy.
Travellers are cutting back where they
can, meaning fewer trips and packaged
holidays. However, they are holding
out for long, international excursions
to new places.

TRAVELING LESS, BUT LONGER
More of the population is traveling, but fewer trips.
France’s travel population is climbing, however
seven in 10 travellers now just take one to two
trips per year. The UK has the most travellers
taking more than three trips annually, but that has
dropped 11 points in two years.

French travellers may be cutting back on the
number of trips annually, but they are holding out
for bigger and longer excursions. The percentage
of quick getaways fell 14 points since 2014. The
same is true for British travellers; the number of
trips lasting two weeks or longer is increasing.

LODGING PREFERENCES VARY
Lodging consumption is rising in France and the UK
to the highest levels in years, but accommodation
preferences are changing among all travellers.

6.1, eTravel Stage). The briskly paced program
addresses Europe’s payments landscape,
consumer travel trends and more.

Over a third of French travellers stayed at midscale
hotels. However, all lodging categories dropped
within the past year, and staying with friends and
family remains a top choice for travellers on a
budget. UK travellers shifted away from staying
with family and friends and contributed to more
resources to paid lodging – good news for threeand four-star hotels.

Phocuswright’s European Consumer Travel
Report Sixth Edition (www.phocuswright.com)
provides a detailed analysis of European traveller
behaviours and purchase trends to help travel
companies gauge how macroeconomic conditions
are impacting the European travel industry. The
report lends insight into online/offline channels
and features used during destination selection,
travel shopping and purchasing, and measures
the growing impact of mobile devices

German travellers prefer a variety of lodging
types. While most categories decreased, midscale
resorts and B&Bs received a nice boost in 2016.
But the rise of rentals, combined with the declining
euro and a still shaky regional economy, may now
increasingly impact traditional lodging options. In
France and Germany, hotel use has mostly slipped
as more travellers use private accommodation.
Learn more about European consumer travel
trends at Phocuswright’s Fast Track at ITB Berlin
on Thursday, 9 March 2017 (11:00 – 12:00, Hall

www.itb-berlin-news.com
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European Family Trips
On The Rise
Facts and figures from IPK’s World Travel Monitor
highest demand for family
trips are Germany, the
UK and France, which
altogether account for more
than one-third of European
family trips.

OFF TO
THE BEACH
Beach holidays are the
most popular type of family
holidays, with two in five
spent on lakes or by the
sea. The main motivation
for families is to relax,
while sunbathing and
swimming as well as good
food and drinks are also
very important. Although
having been on the rise
in recent years, with 17
percent, city breaks follow
beach holidays by far
in popularity. The focus
here is on sightseeing
and experiencing a city’s
atmosphere. With 15
percent, round trips are the
third most popular type of
family holidays.

HOTELS
INCREASINGLY
IN DEMAND
More than 50% of families
choose to stay in hotels.

Over the past ten years, this
market has experienced
steady growth, with about
25% of overnights spent in
4-star hotels. Besides hotels,
the second most important
type of accommodation are
rented holiday homes and
apartments which are more
popular among family
holidays than in the overall
holiday market, while in
contrast, the market for
private accommodation
has declined.

outbound family trips were
booked online, while travel
agencies came a distant
second. Around a quarter
of family holidays were
booked via this channel.
© iStock-Goodluz

Despite declining birth
rates, family trips are on
the rise.
Over the past ten years,
the annual average growth
rate of holiday trips with
children (aged under 15)
has been around 2%, which
corresponds to the growth
rate for all holiday trips
undertaken by Europeans.
For family trips, Europe is
the preferred destination as
90% spend their holidays
there. The most popular
destination for families
is Spain, where around
15% spent their holidays,
followed by France. In
recent years, Germany has
registered high growth
in this segment. While in
2007 it was ranked sixth
b e h i n d S p a i n , F r a n c e,
Italy, Austria and Turkey,
Germany is ranked third
and the number of family
tourists to the country has
almost doubled. Outside
Europe, the most popular
destinations for European
families travelling abroad
are the USA, followed by
Egypt, Morocco, Tunisia
and Thailand. The three
source markets with the

TRAVEL
INFORMATION
AND BOOKING IS
MAINLY ONLINE
DRIVEN
In order to plan their
holidays, families obtain
m o s t o f t h e i r o n l i n e,
yet approximately onethird also consults travel
agencies and a quarter gets
tips and information from
friends and relatives. Also
in regards to bookings, the
internet has become the
most important channel
and has gained a strong
market share in recent
years. Almost threequarters of all European

Source: IPK International - World Travel
Monitor®, a unique database for international
tourism demand, based on 500,000
interviews worldwide. For further information,
please contact info@ipkinternational.com or
visit www.ipkinternational.com
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With a growing Chinese outbound tourist market,
Europe is working towards building stronger
tourism relations with this nation. We asked
Eduardo Santander, Executive Director of the
European Travel Commission, to tell us what
exactly is being done to foster relations…
China is the main driving
force for growth in
international tourism.
Outbound travel from China
has grown at a double-digit
pace in the last decade,
reaching record numbers

in 2016. However, if we
place these figures into a
European context, Europe
currently reaches only 2%
of these travellers. That’s
why more effort is needed
to welcome Chinese

travellers in Europe, as well
as to reinforce the positive
perceptions that Chinese
have of our destination.
Why is it important to
partner with an event like
ITB China now, and what
do you hope will be the
results of this partnership?
The Chinese outbound
travel market offers
destinations worldwide
one of the most promising
growth opportunities

Europe Vies for
a Bigger Slice of
Growing Chinese
Outbound Tourism Pie
Exclusive interview with Eduardo Santander –
Executive Director of the European Travel Commission
on plans to improve east-west relations

in recent times. But
competition is fierce. The
European travel industry
is aware of the need to
remain competitive in
China and being the official
partner destination for ITB
China will help us to better
understand the needs of
Chinese visitors and to
deepen our cooperation
with the Chinese authorities
and the local travel and
tourism industry, especially
in the view of upcoming
initiatives such as the
World Bridge Tourism.
What is the World Bridge
Tourism event all about
and who will participate?
The World Bridge Tourism
is a project funded by the
European Union to increase
the flows of visitors from
China to Europe. It is jointly
organized by the European
Tr a v e l C o m m i s s i o n
and the European Tour
ITB BERLIN NEWS • Thursday 2nd March 2017

Operators Association
(ETOA) in cooperation
with Welcome Chinese, the
China Outbound Tourism
Research Institute (COTRI)
and Kairos Future. It
comprises two major B2B
matchmaking events, one
in China and one in Europe.
The first one takes places
in conjunction with ITB
China in Shanghai next
May. We are matching 150
European tourism suppliers
from all over Europe
with the corresponding
number of Chinese travel
product buyers. Besides
its pure B2B character
the event is supported by
an extensive program of
research and webinars
aimed at increasing the
understanding of the
needs of Chinese visitors
within the European travel
community. The second
event will follow a similar
patter and it will take place
in autumn.
The World Bridge Tourism
project is the curtain raiser
for a major initiative that
will take place next year:
the 2018 EU–China Tourism
Year. During that year, an
unprecedented level of
attention will be paid to
the growing importance
of China as an origin
market, and the changing
preferences and behaviour
patterns of Chinese visitors.
What more needs to be
done on a European level
to better host Chinese
visitors and how is the ETC
helping in this respect?
The European Union
and the European Travel
Commission are preparing
an ambitious programme
of activities in the frame of
the forthcoming EU-China
Tourism Year, including
more B2B matchmaking
events and communication
marketing campaigns.
We are also planning a
series of conferences and
seminar addressed towards
European travel providers
about the characteristics of
different demand segments
of Chinese travellers, the
specific structure of the
Chinese tourism industry

WE ARE
PRESENTING
THE WORLD
BRIDGE
TOURISM
PROJECT AND
THE UPCOMING
EU–CHINA
TOURISM YEAR
TO THE
INDUSTRY AT
THE ITB
CHINESE
NIGHT.

and best practices for the
successful interaction with
Chinese business partners.
At the same time, the EU
expects to progress ChinaEU visa facilitation during
that year. In terms of market
access, the EU is working
with the Chinese authorities
to facilitate investments
in their respective
tourism sectors. Chinese
companies clearly see
Europe’s touristic potential
and have invested heavily
in past years. And China
is progressively opening
up to EU investments in
its tourism sector as well.
We are confident that this
evolution will continue in
the next few years.
What will be your other
key axes of interest at ITB
Berlin this year?
We are presenting the
Wo r l d B r i d g e To u r i s m
project and the upcoming
EU–China Tourism Year
to the industry at the ITB
Chinese Night. We also
expect to build up new
contacts and exchange
ideas on the Chinese travel
market with the broad
European industry during
these intense days in
Berlin

www.itb-berlin-news.com
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On Sino-European Relations…
and Building Bridges, Not Walls…
ETOA’s head of tour operator relations Nick Greenfield outlines key
activities of the association in 2017
with a newer, emerging
market like this, to ask
yourself from a European
perspective, “Are we staying
up to date with the market
and are we providing the
right kinds of services

code reforms. What’s the
latest with this?
There
has
been
some movement and
improvement over the past
five years. But a concern at
the moment is that there

WE CAN’T DEPEND ON
THE FACT THAT EUROPE
IS THE WORLD’S NUMBER ONE
TOURIST DESTINATION – AND
THATEVERYONE WANTS TO
COME HERE.

Nick
Greenfield
Head of Tour Operator Relations, ETOA

A big topic for the European tourism association
this year and next year is the build-up to the
2018 EU-China tourism year. As he arrives at
ITB Berlin 2017, we ask Nick Greenfield, Head
of Tour Operator Relations at the association to
tell us more…
In conjunction with ETC,
we won the tender to host
some events this year and
one of these is “World
Bridge Tourism” – a project
supported by the European
Union aiming to increase
the flow of visitors from
China to the EU, to be
held just before ITB China.
Wo r l d B r i d g e To u r i s m
Shanghai will be held in
conjunction with ITB China
on the 9th-10th May 2017.
The programme combines
a conference and a B2B
workshop between tourismrelated EU companies
(particularly SMEs) and
Chinese operators. The
event is suited for European
SMEs in particular, who
deliver product such
as accommodation,
attractions, destinations

and the like, who can go
over there and be hosted to meet directly with travel
industry professionals in
China. There will be around
150 suppliers meeting
face to face with a similar
number of buyers or agents.
The thing about China is that
we all know the potential is
massive, with 100-million
outbound travellers, the
largest outbound market in
the world. If you’re talking
about longer haul into
Europe, everybody in the
industry expects a lot from
the market and is already
getting quite a lot. But
promise and potential can
very often be quite different
f r o m w h a t ’s a c t u a l l y
being delivered. It’s very
important, when working

here?” We can’t depend on
the fact that Europe is the
world’s number one tourist
destination – and that
everyone wants to come
here. For one thing, do
they? And secondly, if they
do, what are they looking
for when they get here. I
believe the Chinese market
– in the modern world with
all the technology and
internet access we have – is
developing a lot faster and
morphing a lot quicker than,
say, the Japanese market or
the American market did
back in the 1960’s.
Europe, for Chinese
travellers, might seem
quite exotic, but it must
be underlined that our
connections with these
travellers are different than
with those in the USA or
Japan. So yes, the potential
is huge, but this EU initiative,
is vital. As China is such a
massive market, we really
need to give European
SMEs the opportunity that
they might not otherwise
easily have, to learn more
about the market and at
the same time show travel
professionals in China what
they have to offer.

is a tendency to mix up
issues about security and
immigration with people
being able to travel. There is
an idea that only by putting
up barriers and halting
reforms that are being
made to the visa process
– such as the possible
introduction of a longhaul visa waver project –
we can have security. All
the great reforms that are
taking place are on ice at
the moment for political
reasons. Of course, it’s in

our interest in Europe that
we have as secure and safe
a destination as possible.
When these terrible
incidents happen here, this
can impact the millions
and millions of people who
travel to Europe, having
great experiences, and we
don’t want the people who
commit these acts to win
that way. Our argument
would be that rather
than imposing barriers or
freezing all the good work
that’s already been done in
the Schengen area, surely
intelligence is where the
money should be invested.
We have thus written an
open letter to the President
of the European Parliament
asking that delays to
reforms be reconsidered,
and that this work, which
is essential to the healthy
growth of tourism across
the continent, continues

Hall 9 / Stand 320

One of your big bugbears
over the past years has
been Schengen and visa
ITB BERLIN NEWS • Thursday 2nd March 2017

34 REGION

EUROPE

3

German Travel
Market Trends
to Watch

For brands active in Germany’s vibrant
travel landscape, here are three trends
shaping the market:

SUPPLIERS LEAD ONLINE,
AND CONTINUE TO GAIN
Suppliers controlled 59% of the online
travel market in 2016, compared to just
41% for online travel agencies (OTAs).
OTAs will lose share to travel providers
in the coming years, due to aggressive
efforts by suppliers in all segments to drive
direct online bookings, as well as pricing
policy regulations in the hotel market that
favor suppliers. By 2020, OTAs’ share of
the online market will fall to 38%.

MOBILE A KEY DRIVER
OF ONLINE BOOKINGS
Mobile has become a vital travel-planning
tool for Germany’s smartphone users.
Half of all trip research is conducted
via smartphone, and the leap to mobile
transactions will occur quickly as travel
supplier s an d O TA s d e v e l o p m o re
sophisticated apps and mobile-optimized
websites, and as consumers embrace

emerging mobile payment technologies.
Mobile travel revenue totaled more than
€5 billion in 2016 and will double by 2020.

WHILE NOT SOARING,
AIR SEGMENT SHOWS
STEADY GAINS
Despite an increase in European terrorist
attacks and a strike by German flight
controllers, gross bookings for Germany’s
airlines climbed
nearly 3% in 2016,
and the segment will
experience similar
growth through
2020. Lufthansa,
the country’s largest
airline, continues
to reinvent itself
to counter stiff
competition from
European lowcost carriers (e.g.,
Ryanair and easyJet)
on short-haul travel,
as well as Middle
Eastern carriers
(i.e., Emirates,
Qatar Airlines and
Etihad) on longand medium-haul
routes.
And for a deeper dive into Germany’s
dynamic online travel market, check out
Phocuswright’s German Online Travel
Overview Twelfth Edition at www.
phocuswright.com. The report also
includes trends and sizing through 2020
for the broader European travel market

FAST TRACK @ ITB BERLIN
Want more travel industry trends? Be sure to
attend Phocuswright’s Fast Track at ITB Berlin
on Thursday, 9 March 2017 (11:00 – 12:00, Hall
6.1, eTravel Stage).
This series of mini-sessions leverages
Phocuswright’s travel industry research and
event expertise. Take a dive into Europe’s
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payments landscape and learn from recent
Phocuswright research. Norm Rose presents
on topics such as key trends, industry players,
the potential for disruption, and more, then
leads a roundtable discussion with payments
executives for further insight. Florence Kaci
then takes the stage to share data and analysis
on the European travel consumer.

THE HANSA
PROJECT –
SMALL CITIES
MAKE GREAT
THINGS!
Nine small Hanseatic cities from
Sweden, Estonia and Latvia are
cooperating to gain more impact
on the tourism market.

© Helmut Weishaeupl

With a 3% increase in gross bookings in
2016, Germany’s travel market maintains
its position as one of Europe’s largest.
The country is a favorite destination for
inbound travellers, and although both
domestic and outbound travel have been
impacted by economic uncertainty and the
threat of terrorism, Germans are traveling
in record numbers to destinations such
as Greece, Spain and others. Overall,
most Germans remain confident about
their economic status, thanks to low
unemployment and moderate GDP
growth.

The “Explore HANSA” concept
is developed by the HANSA
Project (Hanseatic Approach to
New Sustainable Alliances). It is
implemented with financial support
from the European Regional
Development Fund Central Baltic
Programme 2014-2020.
What is there to experience in
smaller Hanseatic cities? Well,
the advantage of smaller cities is
the nearness to everything that is
important for a traveller. The best
experiences come from enjoying
a city and its closest surroundings
on foot or by bike. The most
adventurous can even try visiting
several cities in one region – going
by bike means having enough time
and endless possibilities to enjoy
splendid views and magnificent
offers. The landscape is perfect for
biking – the distances are short and
there are no high mountains, just
pleasant slopes.
Some cities are rich in buildings
and architecture from Hanseatic
times. Other depend more on story
telling or festivals to make history
revive and be visualized. All our
cities organise a historic festival
where one can taste, smell, hear,
see and test the wing-beats from
Hanseatic times
Hall 18 / Stand 106
www.itb-berlin-news.com
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Slovenia – Europe in Miniature
ITB Berlin’s Convention & Culture Partner opens its doors
to the world
Slovenia is sometimes called “Europe in
Miniature”. Why so? We put the question to
Majda Dolenc - Director, Slovenian Tourism
Office – Germany (Munich).

in Slovenia, Jože Plečnik, his
architectural heritage and
his long-lasting work with
sustainable materials.

The key cultural attraction
of the cities in Slovenia is
the architectural diversity
with the influence of the
surrounding and history like
Roman, Italian, French and
alpine influences as well as
influences of the AustrianHungarian region. The
Slovenian cities are a scene
for excellent culture events
from ethnographic heritage
festival to high-ranking art.
Just in Ljubljana more than
10,000 cultural events with
tradition for decades take

Sustainability has become
an essential ingredient to
your destination. How did
that come about?
Slovenia made great steps
into sustainability in the
last years not only in
nature but also in culture
and society. A very good
example is Ljubljana itself
in the field of traffic. Already
at present Ljubljana attracts
visitors with a car-free city
centre and at 1.6 million
commutes, the municipal
bike-sharing system
“BicikeLJ” meets with the
current trend. Electric cars,
called Cavaliers, are as well
highlights as the electric
train to the castle. Ljubljana
was European Green Capital
2016 with many good cases
and Slovenia itself is a
certified green destination.

Slovenia is diverse, located
at the junction of the
three biggest European
landscape types: the Alps,
the Mediterranean Sea and
the Pannonian Plain. The
small picturesque country
Slovenia offers a great
spectrum of possibilities
to spend eventful holidays.
Active holiday, spas with
wellbeing or also a short city
break in the green capital
Ljubljana are highlights
as well as excellent
gastronomy and wine.

SLOVENIA IS DIVERSE,
LOCATED AT THE JUNCTION
OF THE THREE BIGGEST
EUROPEAN LANDSCAPE TYPES
The biggest competitive
advantage of Slovenia is the
large diversity in nature and
in culture.
What are the key cultural
and natural attractions
that are under the spotlight
at ITB Berlin 2017?

place, for example the “Jazz
Festival Ljubljana”, the
“Ljubljana Festival” or the
“Taste Ljubljana Festival”.
Another highlight this year
is called “Plečniks year”
recognising the influence
and work of one of the
most important architects

How and why is ITB an
important factor in your
growth?
Every year presentation on
ITB Berlin is important for
growth of recognition as
well as image of Slovenia
as competitive tourism

destination. As a small
country Slovenia is fighting
against bigger and stronger
players on the global tourism
ground. With success, as in
the year 2016 the number
of overnight stays from
Germany increases by 8.7%
and international overnight
stays by 8% compared to
the year before. In total,
Slovenia counted 10 million

overnight stays in 2016. At
ITB Berlin 2017, Slovenia
is located in hall 17 nearby
Austria and Switzerland
which
are
strong
competitors but don`t have
46 km of Mediterranean
coast
Hall 17 / Stand 109
Hall 4.1 / Stand 105b

Majda Dolenc
Director,
Slovenian Tourism Office,
Germany (Munich)
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Georgia Welcomes
the World

Marija Labovic
Director,,
National Tourism Organisation, Serbia

The past years have been very successful for Georgia: with
the population of only 3.5 million, the country attracted 6
million visitors in 2016.
The key factor is that Georgia is an appealing destination for
many categories of visitors. It is attractive for fans of hiking,
trekking, rafting, paragliding, for those looking for treatment
with mineral waters, for food and wine connoisseurs, for
party animals and for culture diggers. The country offers
authentic experiences and is also quite affordable!
Learning more about Georgia’s tourism development and
meeting with its representatives is possible at the country’s
stand in hall 15.1
Hall 15.1 / Stand 103

Serbia: Interactive,
Compelling Online
Tourism Marketing

Our focus for 2017 will be on interactive,
compelling online marketing! The
National Tourism Organisation of
Serbia (NTOS) conducted a survey in
2016 on attitudes and behaviours of
foreign visitors to Serbia. According to
preliminary data, the most interesting
fact is that, foreign tourists most
frequently used websites and often
social networks (64%) as “sources of
information about Serbia as a tourism
destination”. These results confirm our
aim to put an emphasize and to focus
our promotional activities this year
on the creation and implementation
of e-marketing campaigns and other
digital activities, with a very strong
presence on social networks as
generators of a significant number of
tourists. One of the hashtags we will
be using is #MySerbia, so follow us
throughout the year!
How important is the development of
“responsible tourism” in your region
and how are you promoting this?
Responsible tourism is very important
for Serbia, in terms of protecting
our natural sites, local sourcing and
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on retaining a motivated workforce.
Tourism is an important sector for
our country, providing many jobs and
opportunities, especially for the young
generation and entrepreneurs. Serbia
has never been and will never be a
mass tourism destination, we rather
want to focus on tourism that creates
value for all those involved.
Vi s i t o r s c a n e x p e r i e n c e a t r u e,
authentic tourism product, for example
during a stay at our traditional salas
(farmhouses in the countryside),
tasting local flavours and experiencing
the renowned Serbian hospitality. But
also in our cities you will find that our
culture, lifestyle and local products are
present wherever you go, in the kafanas,
markets and in the many parks. There
exist a number of ecotourism initiatives
in Serbia, like in Western Serbia around
the city of Užice, where the local tour
guide association Kapedunum has
instantiated a sustainable tourism
project, which encompasses a nature
experience trail in the protected area
of Djetinja, hosting numerous events
for the local community and tourists,
such as a cross-country cycle race, a
half-marathon for kids or photography
classes

Hall 1.1 / Stand 212

LJUBLJANA, EUROPEAN
GREEN CAPITAL 2016,
DEDICATES 2017 TO JOŽE
PLEČNIK’S ARCHITECTURE
Being the 145th anniversary of the birth and 60th anniversary
of the death of the famous Slovenian architect Jože
Plečnik, 2017 has been named as the Plečnik Year. This
Slovenian architect left a lasting mark on three central
European cities: Vienna, Prague and Ljubljana. After
1921, Plečnik’s greatest impact was on the appearance of
his native Ljubljana. Plečnik’s Ljubljana rates among the
20th century’s most prominent holistic art. According to
Friedrich Achleitner, a renowned art critic from Vienna,
Plečnik’s singular style may come to be considered the
architecture of the future. Plečnik Year will also be marked
by numerous events held in Ljubljana
Hall 17 / Stand 109
© Mihael Grmek

Following a new survey, Serbia is
re-honing its tourism promotion.
We asked the new director of the
National Tourism Organisation
of Serbia, Marija Labovic what is
planned for this year…

Ljubljana, view from Ljubljanica river

www.itb-berlin-news.com
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Double Digit Tourism Growth
for Australia & New Zealand
Tourism expenditure up 13% in Australia – Chinese
inbound up 22%
As the two main tourism markets in Oceania,
Australia & New Zealand are indicative of general
trends in the region. In 2016, the trend overall has
been extremely positive.
There were 971,800 visitor arrivals to Australia
during December, an increase of 8.1% relative
to the same period of the previous year. This
brings the total to 8.26 million visitor arrivals for
year ending December 2016, an increase of 11%
relative to the previous year and represents an
extra 819,000 visitors on the previous year.
Leisure arrivals (Holiday + VFR) continued to drive
international arrivals growth, with an increase
of 13.7%% over the 12-month period. Arrivals for
the purpose of employment is showing signs of
softening for the same period.

MAIN TRAVEL
DESTINATION

These strong gains in international tourism
will help Australia continue to move towards
attaining the lower bound of its Tourism 2020
growth target ($115 billion per year) for overnight
visitor expenditure by the end of the decade. With
international visitors set to increase their share of
spend from 31% of total spend in 2014–15 to 41%
in 2024–25, and domestic overnight visitor spend
continuing to grow, but at a moderate pace, total
overnight expenditure is forecast to reach $127
billion in nominal terms by 2019–20 – continued
on page 38.

OCEANIA

Meanwhile in the “International Tourism Snapshot”
to 30th September published by Tourism Australia,
International arrivals and spending were both at
record levels. Visitors injected $38.8 billion into
the Australian economy over the 12 months. Total
international aviation capacity to Australia also
grew by 9% year-on-year.

AUSTRALIA
COOK ISLANDS

HALL 5.2 A / 104

FIJI ISLANDS

HALL 5.2 A / 103

NEW ZEALAND

HALL 5.2 A / 104

PAPUA NEW GUINEA

HALL 5.2 A / 106

Visitor arrivals now
more than 3.5m
New Zealand also records an 11% hike in arrivals

Two key markets are also on the
cusp of significant new markers
with Germany just 528 visitors
away from reaching 100,000
for the year and USA nearly at
300,000 visitors.
The Statistics New Zealand
results released today showed
that this peak season is on

track to be the biggest ever with
December 2016 arrivals also a
record for the month.

HALL 5.2 A / 120, 121B

NEW CALEDONIA

SAMOA HALL

The number of visitors to New
Zealand passed the 3.5 million
mark with total arrivals up 11%
for the year ending January
2017. The big drivers were
holiday arrivals, up 15% on the
previous 12 months. Leading
the way were holiday arrivals
from Australia (up 9%), China
(up 13%) and USA (up 24%).

HALL 5.2 A / 119, 121A
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SOLOMON ISLANDS
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TAHITI
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VANUATU
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to get around the country more
than many others.”

Tourism New Zealand acting
chief executive Brighid Kelly
said the numbers show just
how popular New Zealand
has become as a destination.
“This is fantastic result for our
industry. International tourism
is incredibly competitive. Such
a successful year shows how
desirable New Zealand is as a
destination and how powerful
our brand is. It’s great to see
important markets such as
Germany and the USA getting
close to big targets. They are
high spending visitors who tend
ITB BERLIN NEWS • Thursday 2nd March 2017
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The Weird
and the Whacky
Queensland, Australia has a quirkier side…
with some “unique” events!

>>> (Continued from page 37)
All of Australia’s top 15 key
international markets posted growth
in 2016, with nine markets recording
double digit increases.
“The record results confirm the
strength of Australia’s tourism
industry and desirability of our

Camel Races

Chinchilla Melon Festival

tourism offering internationally,” said
Tourism Australia Managing Director
John O’Sullivan.
“It is terrific to see that alongside
our key markets in Asia such as
China, South Korea, Japan, Malaysia,
India, Singapore and Indonesia, that
the USA also posted a double digit
increase in visitors in 2016,” he said.
In the 12 months to December 2016,
arrivals from China, Japan and South
Korea grew by 16.9%, 22.7% and
23.7% respectively.
Other markets to post double digit
growth in visitor numbers for the year
included the USA (16.4%), Malaysia
(14.3%), India (11.3%), Indonesia
(13.8%) and Singapore (10.7%).
New Zealand remains Australia’s
largest market by visitor arrivals, also
delivered a 2.7 per cent increase to
reach 1.3 million visitors in 2016.
Growth in visitor numbers to Australia
was driven by the leisure segment
(+13.7%), in particular by holiday
arrivals (+21.6%) across the 12
months.
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CHINCHILLA MELON
FESTIVAL
February
Where’s the one place you can
compete in watermelon-fueled
obstacle events? Only at the
Chinchilla Melon Festival of
course, where melon-choly is
not on the menu. Thousands
of cheery patrons will flock to
the small town to participate
in sweet events such as melon
skiing, melon bungy, melon
ironman and a melon chariot
race.

MARY POPPINS
FESTIVAL,
MARYBOROUGH
Date: 23 June - 2 July, 2017
Put your babysitting skills to
the test at the Mary Poppins
Festival. Parade your finest
hat and umbrella, and put on
your most comfortable shoes
to dash a pram to the finish
line in the Great Nanny Race.
You’ll also be able to jazz-up
your cleaning routine in the
Chimney Sweep Challenge,
raise your voice in the Mary’s
River Cruise Singalong. Mary
Poppin’s author, P.L. Travers,
was born in Maryborough
in 1899, and this year’s 10day program will highlight
storytelling for all ages through
various art forms, such as music

concerts, pop-up performances
and art installations, allowing
merrymakers to be a part of
the Maryborough Story Trail
experience.

VIVA SURFERS
PARADISE, GOLD
COAST
Date: 7-16 July, 2017
What do you call a group of
Elvis Presley tribute artists?
A gaggle of Elvi. And you will
find them rocking it out for the
coveted Ultimate Elvis Tribute
Artist crown at VIVA Surfers
Paradise. Relive the toetapping tunes of the 50s and
60s with live performances,
marvel at an array of vintage
cars at show ‘n’ shines, and
even renew your vowels in a
mass ceremony on the beach,
officiated by Elvis marriage
celebrant, Dean Vegas.

BOULIA CAMEL
RACES, OUTBACK
Date: 14-17 July, 2017
A hidden gem of outback
Queensland is home to the
Boulia Camel Races, a wacky
and wonderful 4-day event
held from the 14 – 17 July 2014.
From belly dancing to sky
diving, camel rides to market
stalls, this festival is absolutely
jam packed with way-out things

to see and do, culminating in
the Quarter-Mile Flyer and the
Camel Cup races. Known as
the ‘Melbourne Cup’ of camel
racing, see these majestic
creatures hurtle down 1500m
of red dust, alongside plenty
of live entertainment for the
whole family.

WINDORAH
INTERNATIONAL
YABBY RACES,
OUTBACK
Date: 30 August, 2017
Cheer on a sea of blue claw
crustaceans as they crawl to
the finish line in the Windorah
International Yabby Races.
Each of the ten yabbies in every
race in named and auctioned
off, as the main street outside
the Western Star Hotel fills with
eager punters and live music.
The event has been running
since 1998, all to raise much
needed funds for the Royal
Flying Doctors Association and
local community groups, with
auctions held for charitable
organisations like Breast
Cancer Research and Tie Up
The Black Dog
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Wave Rock, Western Australia

CROWN TOWERS PERTH
TAKES CENTRE STAGE IN
HIGH-END AUSSIE TOURISM
MARKET
Crown Towers Perth was
officially opened on 14 th
December 2016 by the
Premier of Western Australia
and Tourism Minister, The
Honourable Colin Barnett
MLA, cementing the arrival
of Perth’s newest and most
luxurious hotel.
Four years in the making,
Crown Towers Perth sets a
new standard in the high-end
tourism market - targeting
the high-growth potential
domestic and international
luxury traveller.
With luxury travel as a
category predicted to grow
by 6.2% - a third faster than
overall travel - Crown Towers
Perth has been designed
to capitalise on this. The
hotel is the largest in Perth,
featuring 500 guest rooms,
suites and villas, restaurants,
bars, a 1,500-seat ballroom,
business centre, luxury retail
outlets, resort pool and
world-class spa facilities –
overlooking the iconic Swan
River.
Premier and Minister for
Tourism, Hon. Colin Barnett
MLA said Crown Towers is a

world class development that
builds on the unprecedented
investment in hotels currently
occurring in Perth. “With the
development of the new Perth
Stadium nearby, the opening
of Elizabeth Quay and the
recent announcement of
direct flights from Europe to
Western Australia, the state is
now well placed to increase
the value of tourism,” said
Mr Barnett.
With over 31 million visits
across Perth and Melbourne,
Crown Resorts is already
Australia’s largest tourism
generator, excluding airlines
- a mantle the company is
keen to protect by expanding
its reach and relevance for
this sector of the travel
market.
Built at a cost of $645 million
including land purchase,
according to initial forecasts
the hotel alone will draw
in an additional 200,000
hotel guests to Western
Australia, with more than
79,000 international visitors
and injecting $60 million
in additional tourism
expenditure per year

Global Deal to
Promote WA
Through Expedia
To u r i s m We s t e r n Au s t r a l i a
has struck a global marketing
agreement with the world’s
largest online travel company,
Expedia.
T h e d e a l w i l l s e e We s t e r n
Australia promoted as a travel
destination through seven of
Expedia’s online platforms from
December 26, 2016 until June
2017, through Expedia Media
Solutions, the advertising sales
division of the Expedia group.
Tourism WA Chief Executive
Officer Gwyn Dolphin said the
resulting digital marketing
campaign would run across
some of WA’s key travel markets
including Japan, New Zealand,
U.S., Singapore, Malaysia, U.K.
and Australia.
“The Expedia group is the world’s
largest full-service online travel
company with a portfolio of more
than 15 brands,” Mr Dolphin said.
“Tourism WA’s agreement and
subsequent marketing campaign
will be featured on Expedia sites
including Wotif.com and Hotels.
com. The deal will provide a
great opportunity to share our

Just Another Day in WA campaign
with potential travellers from
around the world.”
The agreement is supported
by Tourism WA through the
Regional Tourism Marketing
Program, which is made possible
by Royalties for Regions.
Mr Dolphin said the other
advantage of the deal was that it
would give WA tourism operators
the opportunity to support the
campaign with travel deals.
“We are encouraging members
of WA’s tourism industry to get
involved by uploading special
deals onto a campaign website,”
he said. “We want to see offers
from across our extraordinary
State to drive bookings and
increase visitation.”
Mr Dolphin said in 2015-16
We s t e r n Au s t r a l i a ’s v i s i t o r
economy was worth $9.6 billion
and Tourism WA had a strategy
in place to see that grow to $12
billion by 2020. “Marketing
agreements such as the one with
Expedia play an important role
in helping us reach that goal,” he
said
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White Island, Bougainville,
Papua New Guinea

Paga Hill Development project

PNG Named Among World’s
Top Destinations
P a p u a N e w G u i n e a ’s
To u r i s m P r o m o t i o n
A u t h o r i t y
h a s
announced that Papua New
Guinea has been selected as
one of National Geographic
Traveller ’s 21 “Best of
the World Destinations” for
2017.   
The highly anticipated
annual list was unveiled

in the December 2016/
January 2017 issue of the
magazine and has gone on
sale on newsstands globally
since November 29 and is
also online at NatGeoTravel.
com/BestTrips2017.   
TPA chief Executive officer
Mr Jerry Agus said National
Geographic is the world’s
top traveller’s magazine

and for PNG to get its
endorsement as one of
the world’s best ‘must see’
destinations in 2017 was
simply awesome.   
Mr Agus said despite
the many challenges in
marketing and promoting
PNG to the world as a
desired tourism destination,
the efforts by TPA and

our tourism industry
partners was slowly but
surely paying dividends on
the world stage.   
“To be also named by
National Geographic as
one of the best cultural
destinations in the world
further enhances PNG’s
profile as the cultural capital
of world,” he said.   

“We all know our unique
and diverse cultures and
traditions are a major
tourism attraction and
such glowing global
endorsements from
National Geographic should
only encourage us as a
people and a nation to
continue to strengthen and
maintain our cultures and
traditions.”

PLANNED TOURISM CITY FOR PORT MORESBY
A Tourism City is being
constructed in Papua New
Guinea’s capital of Port
Moresby that is expected
to be completed in the next
two decades.
The tourism city will
be built on Paga Hill, a
prominent headland in
Port Moresby harbour with
commanding views of the
city and its coast-line.
The PNG Tourism Promotion
Authority is supporting the
development of the Paga
Hill Development project
by entering into a publicprivate partnership with
the Paga Hill Development
Company (PHDC) and
other key government

stakeholders.
The Paga Hill tourism
city will be home to a
cultural centre, a world
war two museum, hotels,
resort, night market,
green space, marinas,
waterfront promenade and
a cable car transporting
tourists between key sites.

NEW OPERATOR
“VIL’LINK TOURS
& EXPEDITIONS”
EXHIBITS AT ITB
FOR THE FIRST
TIME
Vil’Link is short for “village
link”. The operator’s primary
aim is to link guests to the
villages, where they can
immerse in nature, learn
local culture, live with locals
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and have an authentic PNG
experience. Vil’Link, based
in Alotao, the capital of
Milne Bay Province, offers a
range of experiences on the
main land as well as on the
islands off the coast. The
focus sits on eco-tourism
in order to empower local
communities to better
understand and appreciate
nature and their cultural
heritage.
The offering comprises a
guided city tour of Alotao,
Island Hopping, Bird
Watching, the Kenu &
Kundu Festival as well as
village overnights. Tailor
made programs are also
available upon request.
The development project will

be a massive enterprise and
the PNG Government will be
working with the Paga Hill
Development Company to
attract private sector
investments.
The public will be able to see
one of the first construction
sites completed in January
2018 – the APEC Haus,
which will host the PNG
A P E C 2 0 1 8 M i n i s t e r ’s
Summit. The building will
be an iconic landmark by
way of its unique design
and its foreshore location.

HILTON OPENS ITS
FIRST HOTEL IN
PNG IN 2017
With the opening of the 1,1
billion Hilton Hotel in Port
Moresby the city grows

its offering for high end
accommodation. The 16
storey five-star hotel with212
rooms is currently under
construction at Hohola
(Star Mountain Plaza). The
stage one development will
also include a car park, a
convention centre modeled
on the traditional long
house of Lake Kutubu and
a residential tower with 128
apartments. Completion of
works is scheduled for end
of 2017. With the entry of
the Hilton Group in PNG for
the first time, Government
hopes that confidence in
business and tourism in
PNG will be reinforced
Hall 5.2a / Stand 106
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NEW
CALEDONIA:
JUST A SLIGHT
CHANGE OF
SCENERY
New Caledonia Tourism is launching a new
“singular” international advertising campaign to
promote the destination.
Starting with a major display campaign in Paris from
23 December to 30 April 2017, this communication
continues in London, Geneva, Berlin and Tokyo…
The slogan, “Just a slight change of scenery…”
features on the backs of the buses circulating around
the capital, catching the attention of Parisians and
creating a desire to get away in the middle of winter!
In addition, web advertising and other digital tools
will be used to reinforce this advertising course of
action.

One-stop Flights Mean
Visiting New Zealand
From Europe is Easier
Than Ever

Pip Casey, Tourism New Zealand’s
Regional Manager Europe says European
visitors are crucial to New Zealand
tourism, offering unrivalled value to the
economy. “They stay longer, visit more
regions and are the biggest spenders of
all our visitors. European visitors account
for nearly a quarter of New Zealand’s
total visitor spend”.  
The logistics of getting to New Zealand
have long been a barrier to travel from
Europe, particularly for those travelling
from regional cities, but that’s changing
with the new flights.
The arrival of the new Qatar flight on
Waitangi Day, added to the popular
Emirates Dubai-Auckland route means
more one-stop flights to New Zealand,
meaning it’s easier to travel from more
cities. Qatar services Berlin, Frankfurt,
Munich, Birmingham, Edinburgh, London,
Manchester and Dublin. Emirates flights

leave from Frankfurt, Munich, Hamburg,
Dusseldorf, Birmingham, Glasgow,
London, Manchester, Newcastle and
Dublin.
In the year to December 2016, 71,376
Germans visited New Zealand for a
holiday, up 15% on the previous year.
There were 95,888 holiday visitors from
the UK, an annual increase of 12%.  
Total international visitor spend in New
Zealand reached a new high of $10.1
billion for the year ending December
2016, up 4% on the previous year. Holiday
visitor spend is up 10% on last year to
$6.4 billion due to increased holiday
arrival numbers.
“This is the highest level of international
tourism expenditure on record and it’s
predicted to increase as tourism numbers
grow,” says Acting Tourism New Zealand
Chief Executive Brighid Kelly.
“Tourism spend is wide reaching,
benefiting retail owners, supermarkets,
petrol stations, restaurants and cafes
plus many more in addition to traditional
accommodation and travel spend.”
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The arrival of the new daily Qatar flight
from Doha, the longest duration flight
in the world, is one more important
milestone to opening up New Zealand
to more European visitors. The flight is
expected to bring in excess of NZ$50m
in incremental tourism revenue to NZ
per year.

Poé Lagoon,

In keeping with its digital strategy, New Caledonia
Tourism is also previewing a totally new 360° Virtual
Reality (VR) application. Using this innovative
initiative enables the destination to experiment with
a new style of cultural and tourist development,
through a series of videos, where one can snorkel
off the fine white sandy beaches of the Isle of Pines
and watch the cowboys, from the real Caledonian
bush, fly over the Heart of Voh, and much more.
New Caledonia Tourism has also launched a
brand-new website: www.newcaledonia.travel,
including package suggestions, events calendar,
supplier listings, etc. The website, available in
English, French, Italian and Japanese, is adaptable
to smartphones and tablets.
New Caledonia is located in the heart of the Pacific
Ocean, east of Australia. This oceanic archipelago
includes a mainland of 450 km long surrounded by
the Loyalty Islands to the east (Ouvéa, Lifou and
Maré), the Bélep Archipelago to the north and the Île
of Pines to the south. Protected from the ocean by an
immense coral reef, New Caledonia has the largest
closed lagoon in the world
Hall 5.2a / Stand 104
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Islands of Tahiti Tourism
– A Two-Pillared Approach
Exclusive interview with Nicole Bouteau,
Minister for Tourism and Transport

With a long background in Tahiti’s international tourism promotion,
Nicole Bouteau took the position as the archipelago’s Tourism Minister
at the beginning of the year (also in charge of international transport
and institutional relations). We asked her to describe her vision for the
development of tourism in French Polynesia…

Nicole Bouteau
Minister for Tourism, International Transport
and Institutional Relations, French Polynesia
Having already held the portfolio of
Tourism Minister in 2001 and 2002,
Noicole Bouteau has, over the following
years, been a representative of French
Polynesia’s Assembly in several different
roles. From 2006 to 2010 she was notably
responsible for the Bureau of Studies for
the Terrestrial Transport organisation.
Since 2015 she has also been President of
the Commission of Tourism, Ecology and
Culture, for development of the territory
and for air transport.
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Our vision for the
development of tourism in
French Polynesia is based
on two pillars.
The first one is seaside
tourism
which
is
successfully provided by
the professionals of the
destination with Bora
Bora, Moorea, Tahiti as
key holiday destinations,
and renowned, top-class
hotels and international
brands. Renovations and
creations of new hotels
have been planned. We
are aware of the needs. In
line with this approach, the
modernisation of our port
and airport infrastructure,
and the steady increase in
the provision of air services,
or the contribution of new
aircraft in the coming years
for Air Tahiti Nui, all of this
guarantees the Premium
status of our destination.
The other pillar, which I
would describe as powerful
or even bewitching
or enthralling, is the
Polynesian identity. We
propose a wide array of
experiences, encounters,
which have made us
famous beyond our borders

for decades, and which we
are particularly attached
to. I am talking about our
Pacific and Polynesian way
of life. This signature is
already present in each of
our upmarket hotels, but
it can also be particularly
felt across our network
of smaller type of tourist
accommodation in more
than 30 different islands
across five archipelagos
with very distinctive
natural assets. Our
promotional campaign
called “Embraced by Mana”
which still goes on this year
is definitely in line with this
strategy.
By relying on these two
pillars, our wish is to
preserve our natural
heritage and make sure we
provide an exclusive tourist
experience. We work on
maximising the value
chain, especially as far as
distribution is concerned,
but also by supporting
commercialisation, the
creation of new targeted
products, and we remain
attentive to the latest
trends and the evolution
of each segment and of

each market. Over the
past three seasons, the
number of tourists has
increased in a notable,
steady and coordinated
manner. This is not due to
circumstances. This results
from background work on
the destination.
Lastly we have structural
challenges to tackle: I’m
thinking for instance here
of the listing by UNESCO of
one of our major historical
and cultural sites or
enabling the development
of Polynesian-style smart
tourism in about a dozen
islands which are rather far
one from the other. Lastly,
over the past years we have
witnessed a significant
increase in cruise tourism.
We are currently working
towards consolidating this
sector and planning a new
growth phase from now
until 2020.
In concrete terms, what is
your analysis of the current
situation (importance of
tourism in GDP and in
terms of employment)
and what actions do you
envisage taking in the
www.itb-berlin-news.com
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short to mid-term? What
are your priorities?
For French Polynesia, for
Tahiti and her islands,
the economic weight of
tourism is higher than the
French national average
and closer to the world
average, since tourism
accounts for about 10%
of our local GDP and 40%
of our own resources. In
addition, expressed in fulltime jobs, tourism accounts
for about 20% of all jobs
(public and private). The
contribution for the French
Polynesian economy has
no equivalent in the world.
The
development
challenges for French
Polynesia go well beyond
tourism alone. The
expanse of our territory,
the scattering of our islands
and the concentration of
tourism and economic
flows are criteria which
are obviously taken into
account when designing
our tourism development
strategy.
In a very summary way,
also, the measures we take

must best preserve us from
external circumstantial
fluctuations, whether
m o n e t a r y, c l i m a t i c ,
commercial, etc. This is
why we need to strengthen
our structures, our
structuration. This is how
we consider our mid-term
action.
The Islands of Tahiti are
today very well-known
thanks to Bora Bora and its
luxury hotels. But a much
more diverse offering exists
in terms of accommodation
types. What means are you
employing for this diversity
to become better known?
You are right. Various
measures need to be
taken. Regarding the type
of accommodation you
are mentioning, which
we call family-run hotels
or guesthouses, I can
tell you that their level
of professionalism has
considerably increased
over the past years. They are
now rated through French
or international labels. They
have also streamlined their
commercial circuits, and
they are slowly developing

networks and relations
with TOs and TAs, mainly
national ones, but also
recently, an opening onto
North America and various
European countries.
The other important point
is about the improvement
of air services, which
should match the flow of
tourists and our offer in
terms of accommodation
for tourists. While
maintaining a consistency
and stability in order not to
disturb existing packages,
we bring in every year
some evolutions in order
to improve the flow of
such traffic and facilitate
commercialisation.
Lastly, as I mentioned
earlier, the creation of
innovative products
and public involvement
towards a sustainable type
of tourism, cultural tourism,
blue or green, provides
concrete opportunities to
support this alternative
offer in tourism.
Do you plan to develop
your international
transport offering to also
enable a more “modest”

clientele to be able to
experience the hospitality
of your destination?
Our remote location
requires long-haul aircrafts
on exclusively tourist
routes, which are not
propped up by business or
corporate air traffic. Many
airlines became interested
in our destination and
carried out market research
related to existing or new
routes. To date, no operator
has managed, even with
the most recent aircrafts,
with fuel-efficient engines,
or with the decrease in fuel
price, to propose an actual
competitive and costeffective offer.
What is your key message
to the TOs and TAs from
around the world present
at ITB Berlin?
I invite you to discover
other products, the diversity
of experiences you can
propose to your customers.
We are aware of the fact
that finalising a package to
Tahiti and her islands is not
always as easy and quick
as for other destinations.
Preparing a “Tahiti and her

islands” package is a real,
gratifying experience. Ask
those who have already
done it. They have fallen in
love with the destination.
As far as commercialisation
is concerned, the
perceived value of the TA’s
contribution is immediate
and obvious. And the
resulting appreciation
and loyalty of customers
also provide direct
benefits. In addition, our
D M O, o u r t e a m s , o u r
representations in each
feeding market are there
to assist you and imagine
with you how to propose
bold and non-standard
packages. They have
developed the “Embraced
by Mana” campaign,
whose implementation
this year really focuses
on “experiencing the
destination.”
Lastly, excuse me for using
this argument, but our
destination is absolutely
safe and secure. Pacific is
Pacific, in every respect.
And in the current world
we live in, this is also a
significant asset

ITB BERLIN NEWS • Thursday 2nd March 2017

Hall 5.2a / Stand 105

46 SPECIAL DOSSIER: ISLANDS OF TAHITI

There’s NOTHING Like Being
Embraced by Mana!
Tahiti Tourism COO Gina Bunton outlines the new philosophy
of the Islands of Tahiti islands’ DMO

What do YOU think about when people talk about
Tahiti as a tourist destination? If you have an image
of newlyweds holding hands on a sandy beach with
overwater bungalows in the background, you’d be like
most people. We asked Gina Bunton, Chief Operations
Officer – Tahiti Tourism, how travel professionals
should be selling the Islands of Tahiti today…
I get asked very often, “Why
would I sell the islands of
Tahiti rather than the Maldives
or Seychelles?” Depending
where you are in the world,
and our perspective is that you
can find a beach anywhere
else, you can find a nice
resort anywhere else, but
what we have to offer is the
diversity of experiences. We
have launched a campaign
that’s trying to change
people’s awareness of all
the possibilities they can
find in the Islands of Tahiti.
Many people still see us as
a Honeymoon destination,
where you stay in an
overwater bungalow and
there’s nothing much to do,
which is of course not true
at all. Today, we are trying
to change that perception,
by showing that there’s so
much more to the Islands
of Tahiti. You can of course
come for your honeymoon,
you can come as a couple
for a celebration, but you
can also come as a family,
or as a senior person, or
as a group of friends, and
there’s a whole lot of things
to do.

are so welcoming. We love
sharing our culture, and we
love sharing our history. You
see it in the old ladies when
they’re making the Lais. They
love it when the tourists come

The new tagline in your
publicity campaigns is
“Embraced by Mana”. What
does this mean exactly?
Mana is the life force that
you find in everything in the
Tahitian Islands, whether it’s
the people, the environment,
or the food. Mana is the
essence of the Polynesian
people, and the reason we

and want to know how to
make a Lai. It’s literally about
sharing our culture; sharing
o u r k n o w - h o w, w h e t h e r
it’s “Come and learn how to
dance with us,” or “Come
and learn how to make a
flower Lai or a crown”. Many
of these cultural activities
are now being developed as
tourist products that become

truly authentic experiences
for the travellers. By the same
token, tour guides in Tahiti
are very unlike what you will
find in other places. Going on
an excursion in Tahiti is like
going on the discovery of your
guide’s story. During the day,
you get into that person’s life.
Because they love sharing,
it’s natural for them to talk
about their families and their
everyday lives. They may even
stop at their mum’s place and

main inbound markets have
been growing. Our biggest
market is North America, and
the second market is France.
They’re both performing well
and have been doing well
for the past couple of years.
Today, our fastest growing
market is China, but we of
course started with very low
numbers. Also in Asia, we are
seeing Korea picking up thanks
to improved air connections
with Air Tahiti Nui. Japan is

WE HAVE
LAUNCHED A
CAMPAIGN THAT’S
TRYING TO CHANGE
PEOPLE’S
AWARENESS OF ALL
THE POSSIBILITIES
THEY CAN FIND IN
THE ISLANDS OF
TAHITI
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take you into the garden to eat
the fruit there! These are the
kinds of elements that make
us very different.
What source markets are
growing the fastest and
where are you dedicating the
biggest efforts at the moment?
Overall, 2016 was a very
good year, and most of our

our third inbound market. It
went through a rough patch,
especially after Fukushima,
but over the past year it has
been picking up very well.
But we’re not a mass-market
destination, so it is clear
that if we don’t promote the
destinations beyond the “big
three” islands to the travel
trade, we are going to hit a
ceiling. 2017 will not only be
about diffusing visitors to all
of our islands, but also getting
them to come throughout the
year, rather than just in high
season
Hall 5.2a / Stand 105
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Evelyne Gaudin
Independent travel advisor,
affiliate of En Route Travel, Santa Monica

THERE’S NO
TIPPING IN TAHITI,
AND THERE’S A
REASON FOR
THAT. IT’S
BECAUSE THE
SERVICE THEY
GIVE YOU IS A
GENUINE.

A True Passion for Polynesia
The point of view of a top-level independent travel advisor
Evelyne Gaudin, an independent affiliate of En Route Travel
in Santa Monica, USA and member of Virtuoso, is a true
“expert” on the destination, having visited the region more
than 45 times over the past 25 years. We asked her whether
she still marvels over the islands after all this time…

tipping in Tahiti, and there’s a
reason for that. It’s because the
service they give you is a genuine.
And that is something you take
home with you.

the beauty of the destination, I have
also found a genuine quality in the
Tahitian people – a true kindness.
If I may quote someone, in 2008, I
was in Bora Bora and I met Pierce
Brosnan. I knew he was coming
every single year like I did – in fact I
would go two or three times a year.

Indeed, Tahiti Tourism is running
a campaign based on this
“authentic” aspect of the Tahitian
people, and they are increasingly
encouraging tourists to stay at
family lodges for this reason. You
are very much oriented towards
ultra-luxury tourism… Can one
find this same authenticity in very
high-end establishments?
It all comes down to management…
between the owners and general
manager who train the team, and
the team itself – made up of local
people – because by law they have
to employ local people (unlike
Hawaii, where this is not the case).
With properties that have the “real”
touch with the population, visitors
will get an authentic Polynesian
experience. On the other hand, at
properties that try to “over-train”
their employees, you will not find
it. It’s important that the local staff
do not greet visitors with “Hello”,
or “Hi”, but still say “La ora na”.
It’s also important that visitors
show respect for the local customs
by learning one or two basic
words like that. It makes a big
difference

Like anything in life, when you
have a passion, it doesn’t matter
how many times you revisit a
place. French Polynesia touched
me profoundly in 1992. Someone
said to me, “You will cry when you
arrive and you will cry when you
leave”, and I have the same feeling
every time I go. Even though
it’s very familiar to me, there is
a magnificence which for me
personally transgresses beauty.
Thanks to this passion, I am able
to sell the destination very easily.
I have difficulty selling something
I don’t believe in, but on the other
hand, when you have a passion for
a place, selling it becomes a real
pleasure.
Yo u h a v e s e e n s o m a n y
destinations in your life as a
Virtuoso travel advisor… What
would you say are the key “USPs”
of the islands of Tahiti compared
to other “dream” destinations?
French Polynesia remains
untouched. Even though we have
seen new hotels and constructions
on islands such as Bora Bora, it
does not take away the colour of
the lagoon, or the way the colours
change all day long depending on
the position of the sun. But besides

I was curious as to why he would
always go there too, and he told
me something very interesting.
He said, “I come here because I
can be me”. I asked him what he
meant by that, and he said, “I’m no
longer Pierce Brosnan. I left Pierce
Brosnan in the United States. Here
nobody judges me because of my
name, or my image as an actor,
they just take me for who I am.”
In Tahiti, people are as they are
because that’s the way you should
be. You don’t have to buy kindness
or smiles or service. There’s no

MAJOR
TOURISM
BOOST
FROM
MOANA
As the first and only Disney
animation film based in
the Pacific Islands, Moana
is turning the world’s
attention to the beauty,
mysteries and cultural
richness of the Tahitian
islands.
Air Tahiti Nui and Tahiti
tourism have been closely
associated with the
release of the new film
in Europe, partnering
with The Walt Disney
Company France to
highlight the destination.
Through this partnership,
Ta h i t i To u r i s m h a s
invited a number of VIP
media to experience the
destination, visiting the
islands of Tahiti, Moorea
and Bora Bora in the
footsteps of Moana.
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Getting There…
From around the globe, it’s never been easier to fly to the Islands of Tahiti
Air Tahiti Nui – Connecting the
Northern Hemisphere to Oceania
Starting from Tahiti, offering
optimised schedules, Air Tahiti
Nui connects cities in the Northern
Hemisphere – Paris, Los Angeles &
Tokyo – to the most popular places
in Oceania: French Polynesia,
Australia and New Zealand.
In all, Air Tahiti Nui offers flights to
destinations in 9 countries:
• Tahiti
• France: Paris and French
towns and cities, plus
Brussels(Codeshare partner
SNCF)

• United-States: Los Angeles and
other American cities(Codeshare
partner American Airlines)
• Japan: Tokyo and other Asian
countries(Codeshare partner
Japan Airlines)
• New Zealand: Auckland
and other New Zealand
cities(Codeshare partner Air
New-Zealand)
• Australia: Sydney (Codeshare
partner Qantas)
• The New Caledonia: Noumea
(Codeshare partner AirCalin)
• South Korea: Seoul (Codeshare
partner Korean Air)

Air Tahiti Nui
announces
extension to
codeshare
agreement
with American
Airlines

Nui commented, “These new
developments will give us a
better reach across the United
States to develop the inflow of
tourists to Polynesia. It will also
help us consolidate our position
on the transatlantic service”.

Air Tahiti Nui has announced
the extension of its codeshare
agreement with American
Airlines. Since January this
year, American travellers have
been able to fly direct from Los
Angeles to Paris-CDG, while
Tahitian travellers have better
and easier access to new cities
being added to the Air Tahiti Nui
route network.

Thanks to the new codeshare,
American Airlines has extended
its code on Air Tahiti Nui’s Los
Angeles to Paris-CDG flights. Air
Tahiti Nui has also extended its
code to 5 new cities in North
America on American Airlines
with Charlotte, Portland,
P h i l a d e l p h i a , S e a t t l e, a n d
Toronto.

Michel Monvoisin, Chief
Executive Officer of Air Tahiti

AMADEUS
migration

POLYNESIA’S
REGIONAL LINK:
AIR TAHITI
The regional carrier, Air
Tahiti, operates a fleet made
up of ATR-72 (68 seats),
ATR-42 (48 seats) and Twin
Otter DHC6-300 (19 seats).
It is a private Polynesian
company, and is a leader of
tourism growth in French
Polynesia. Air Tahiti covers
a network of 47 islands
in French Polynesia,
across an area the size of

Europe (5,500,000 km2),
connecting more than 90%
of the population. It provides
administrative, school and
medical transport between
Tahiti and the islands,
contributing in this way to
the country’s regional and
economic development.
In 2016, Air France and
Air Tahiti signed a special

prorate agreement offering
the two airlines’ customers
increased services to the
islands of French Polynesia.
With this agreement,
customers will be able
to more easily book
their flights to 19 islands
of French Polynesia on
departure from Paris, Los
Angeles as well as the
entire global network
served by Air France and
its partner airlines.
Travelers can now book
a single ticket from their
departure airport through to
arrival at their destination,
including a long-haul trip

Air Tahiti Nui has announced it
has adopted the Amadeus Altea
system, to provide travellers with
a larger selection of personalised
services. The integration of this
new IT solution was activated over
the airline’s entire network on
November 10th, 2016

with Air France and interisland flight with Air Tahiti.
Announcing the agreement,
Marnix Fruitema, SVP
North America Air FranceKLM stated: “With so many
cultural, economic and
historical connections
between France and these
idyllic islands, this new
partnership means more
passengers from around
the world can experience
all that these islands have
to offer with a simplified
travel itinerary on board Air
France and Air Tahiti.”

“This agreement marks
the beginning of a close
cooperation between Air
France and our airline. It
allows us to more widely
showcase Tahiti and its
islands, which will benefit
from Air France’s extensive
global distribution network.
Facilitated access to the
network for travel agents
worldwide will allow
them to more easily sell
the destination. Air Tahiti
welcomes the signature of
this agreement which helps
to promote tourism in the
destination”

Joël Allain, Chairman and
CEO of Air Tahiti, stated:
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Tahiti: Improving Connections
ADT spends up big to bolster infrastructure and welcome new airlines
Eric Dumas took over as the new CEO of the airport
of Tahiti (ADT) in August 2015. In the run-up to ITB
Berlin 2017, we asked him what his vision for ADT is
for the years to come…
The actions taken since the
creation of ADT (2010) are
beginning to bear fruit and will
in the coming months see the
completion of the upgrading
of our infrastructure that will
ensure new levels of comfort
in relation to the standards
of other major international
airports. On the commercial
side, more air operators are
becoming interested in the
potential of French Polynesia
and its positioning in the
heart of the Pacific. They
are anticipating excellent
prospects for tourism and we
are in contact with several
airlines for the opening of
lines to China, North America,
Europe and the Middle East.
These lines will complement
the existing supply and will
expand the typology of our
clientele.
What are international
destinations are directly
served from Tahiti-Faa’a?
Tahiti is connected directly
with the United States with 11
weekly flights to Los Angeles
(Air Tahiti Nui and Air France)
and 1 to Honolulu (Hawaiian).
Among these 11 frequencies,

6 carry-on to Paris CDG (Air
Tahiti Nui and Air France). A
service to Tokyo is run 2 to 3
times a week by Air Tahiti Nui
while Auckland is serviced
6 times a week by Air Tahiti
Nui and Air New Zealand. The
continuation on to Australia
is possible with 2 operators.
LATAM flies 1 time per week to
Easter Islands then Santiago in
Chile with good connections
to South America. Finally, Air
Calin offers 1 weekly flight to
Noumea in New Caledonia, as
well as Air Tahiti to Rarotonga
- Cook Islands.
A year ago, Mr Jean-Christophe
BOUISSOU, Chairman of the
Board of Directors of ADT
and yourself presented for
the first time the drafts of
the project retained as part
of the extension and renewal
of the public concourse of
the airport of Tahiti-Faa’a.
Can you describe this project
more completely?
After investing €35m between
2011 and 2016, the renewal of
the public hall constitutes the
flagship of ADT for the next 3
years. €12m will be engaged
from the end of 2017 to rebuild
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parks cars, road access then
all passenger registration
and circulation areas in the
terminal. Eventually, we will
have a modern terminal,
marked by a strong Polynesian
i d e n t i t y : a i r i e r, b r i g h t e r,
better organised and with
an expanded and diversified
offering of shops & services.
This project will be completed
by 2 other operations related
to the reconfiguration of
baggage sorting infrastructure
and the redevelopment of the
domestic terminal. In total,
nearly €25m will be invested
between now and 2020.
How important is ITB Berlin
for ADT?
ITB Berlin is a wonderful
showcase to seduce the
tourism professionals
and convince them of the
considerable potential
of French Polynesia. The
message I want to deliver to
professionals is that Polynesia
isn’t only Bora Bora and
Moorea, but 5 archipelagos
each having their identity
and a multitude of attractive
and varied Islands waiting
to reveal their natural and
cultural treasures

Eric Dumas
CEO, Airport of Tahiti (ADT)

WE ARE IN
CONTACT WITH
SEVERAL AIRLINES
FOR THE OPENING
OF LINES TO CHINA,
NORTH AMERICA,
EUROPE AND THE
MIDDLE EAST

www.itb-berlin-news.com
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TAKING IT SLOW…
A DIFFERENT
WAY TO CRUISE
THE ISLANDS OF
TAHITI
CPTM (Compagnie Polynésienne de
Transport Maritime) developed the
concept of the Aranui cruise to the
Marquesas, a great way to visit the
islands and discover them in a different
way. We asked Jules Wong, founder
and owner, Aranui, to tell us more.

Your hosts for a luxury small ship voyage
to Tahiti’s islands
Paul Gauguin Cruises offers luxurious, small
ship voyages in Tahiti, French Polynesia,
and the South Pacific on the award-winning,
332-guest m/s Paul Gauguin. Seven- to
14-night itineraries highlight exquisite islands,
Polynesian culture and stunning scenery. The
Gauguin’s onboard troupe of Tahitian hosts, Les
Gauguines and Les Gauguins, share in-depth
expertise in Polynesian lifestyle and traditions,
activities, and performances.
In select ports, the ship’s
watersports marina is
available to launch a
kayak, windsurf, or paddle
board from and a PADI
certification scuba diving
program is also offered.
Paul Gauguin Cruises
also offers complimentary
and exclusive access to
Motu Mahana, a private
islet where guests can
swim snorkel, kayak,
participate in Polynesian
activities, order drinks
from a full-service bar and
floating lagoon bar, and
enjoy delicious barbecue.
Complimentary access is
also offered at a private
beach on a motu with
views of Mt. Otemanu in
Bora Bora for guests to
enjoy for the day. This
year, Paul Gauguin Cruises

is offering a new way for
families to explore this
breathtaking part of the
world together on the
high seas through a new
partnership with the
Wi l d l i f e C o n s e r v a t i o n
Society (WCS). During
the summer months
and holiday season,
Stewards of Nature, a
WCS experiential family
program, is offered aboard
The Gauguin and invites
guests to discover and
value nature through
hands on, interactive
learning for children ages
7-17, as well as family
members. In conjunction
with WCS, Paul Gauguin
Cruises will also offer the
Wildlife Discovery Series
where guests can learn
about marine wildlife

and habitats when some
o f t h e w o r l d ’s m o s t
interesting scientists,
oceanographers, and
conservationists share
their research and
expertise during lectures
and presentations on
board on select sailings.
Oscar Abello, Vice
President, product
planning and revenue
management, Paul
Gauguin Cruises, says ITB
Berlin is an important part
of the organisation’s global
marketing plan: “Anytime
there are events that
involve the travel trade, we
look forward continuing to
cultivate relationships in
the industry and showcase
the Paul Gauguin Cruises
brand and the destinations
we sail we to in Tahiti and
French Polynesia.
We enjoy working with
travel professionals from
around the world which
is the key segment of our
business.”

The media coverage of the Aranui 5 is
impressive. What makes this boat so
exceptional and so successful with media
coverage?
The concept of the Aranui cruise is unique
with passengers and freight calling exotic
ports. On board, only Polynesians are
employed in manning the vessel, loading and
unloading cargo, serving, and entertaining
the passengers. Polynesians by nature are
friendly, happy and curious to meet people
outside of their country. Our crew is able to
assimilate and befriend with strangers coming
on board whether American, European, or
other nationalities. In one word the Aranui is
operated by a small family with a crew also
like a family. We believe this is the reason
why medias in general find the Aranui cruise
unique and interesting.
The message that we want to convey at ITB
Berlin is, “Come and experience the most
authentic small cruise sailing to the most
exotic place that seduced the painter Paul
Gauguin, Jacques Brel and countless other
adventurers to this corner of the Paradise: the
Marquesas islands”
Hall 5.2a / Stand 105
© Aranui Cruises

Meet Les Gauguines
and Les Gauguins…

Our goal is to continue serving the people of
the Marquesas islands, and to help them to
preserve their culture which was dying before
the Aranui ships calling on their islands.
Prior to serving the Marquesas islands with
passengers, the Marquesans population were
diminishing, people left their home to settle in
Tahiti. Today the population is increasing and
their economy is much improved.

Hall 5.2a / Stand 105
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ROMANCE,
CULTURE, PEOPLE
AND BEAUTY…
CREATING GREAT
MEMORIES

Mélinda Bodin
President of the “Association des Hôtels de
Famille de Tahiti et ses îles”

One Big Family
“l’Association des Hôtels de Famille de
Tahiti et ses îles” aims to change the face
of local tourism
While many think of Tahiti as a luxury-hotelonly destination, family lodges are growing in
popularity as an alternate solution. We asked
Mélinda Bodin, President of the “Association des
Hôtels de Famille de Tahiti et ses îles” to tell us
more.
We are one big family
with over 115 members
representing 32 islands.
Our primary mission is to
give this sector a voice both
locally and internationally
and create opportunities
for
sustainable
development. This starts
with the development
and implementation of
promotional marketing
programs to increase
our global visibility but
even more important is
listening and exchanging
with our members on their
challenges, needs and
opportunities for growth.
This is what the association
is about: fostering
collaboration to create and
continuously enhance the
family lodge experience.
What are your THREE main
“unique selling points” – of
your members ?
I t ’s a b o u t d i v e r s i t y,
authenticity and unique
experiences:
Diversity: our members
cover 32 islands each of

them with their unique
specificities mixing a variety
of activities including water
sports, deep-diving or
cultural heritage. With each
new archipelago, you can
start a new experience.
Authenticity: we are often
asked how to discover
French Polynesia as a local.
Well the answer is “family
lodges”. Owners are deeply
involved in their respective
communities and will share
with guests their way of life
through stories, food and
just good laughs! Each
of them in their own way
capture the essence of their
island.
Unique experiences: The
environment, the people
and those moments of
exchange with hosts and
locals are the ingredients
that will make for those
memorable experiences.
Just full of serendipity that
you can’t find anywhere
else.
What kind of people stay at
your members’ properties
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and who are you targeting?
It’s very diverse. Many of our
guests have been in resorts
before but are not expecting
or even looking for this
type of experience. What
they want is something
more personal, a deeper
connection with the
country/place they visit
and better understand of
the local way of life. This is
luxury redefined!
So while there are obvious
segments for the family
lodge experience such the
adventurous (young and
old) and sports fanatics
type, we believe that we
can have a much broader
appeal across segments.
The product is so diverse,
unique and accessible
that we are for many the
opportunity to finally get
their Polynesian dream
experience.

South Pacific Management runs a swathe of
Polynesia’s top resorts, including Le Manava
Suite Resort Tahiti ****, Le Manava Beach
Resort & Spa Moorea ****, Le Tikehau Pearl
Beach Resort & Spa ****, and Le Hangaroa Eco
Village & Spa *****. Established in 1987, SPM
offers “intimate and authentic experiences in
tranquil and secluded locations throughout
Polynesia”. Hotel locations include Tahiti,
Moorea, Tikehau and Easter Island.
The group’s director of sales and marketing,
Sophie Bessou, is no stranger to professionals
at ITB Berlin, having previously worked as
Sales Manager of Tahiti Nui Travel Group for
11 years, as well as working for five years for
Hilton group.
According to Ms Bessou, the three “USPs” of the
group are: “We provide luxury accommodations
within an authentic Polynesian setting; priority
is given to traditions, culture and ecology of
Pacific’s Hidden Paradise; and Manea Spa, the
signature spa brand of SPM, embraces the
Tahitian holistic care philosophy of massage.”
She tells ITB Berlin News that key target
groups include honeymooners, wedding
anniversaries, celebrations, families, senior
& divers. The goal being to send people back
home with a lasting memory of Polynesia’s
“romance, culture, people and beauty, which
we hope will always be present in our life”
Hall 5.2A / Stand 105

What word would you use
to best describe the client
experience while staying in
a small family-run hotel ?
Authentic. It defines our
environment, our people,
our way of life… and
the experience you will
enjoy!
Hall 5.2a / Stand 105

www.itb-berlin-news.com
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NEW
MAN AT
HELM OF
TAHA’A

B ora-Bora Pearl
Beach Resort & Spa

A New Challenge – and an
Exceptional Project
Julien Bressolles takes the helm of operations of the
most Polynesian hotel group in the Islands of Tahiti

For the Bora Bora Pearl Beach
Resort & Spa, for which we took
over the management from
January 1st, 2017, our main goal
is to enhance the guests’ service
and experience and to give this
hotel its true Polynesian soul.
Our priority is to introduce the
great culinary experiences that
our guests expect in this magical
place.
For the Tahiti Pearl Beach, the
only hotel on the East coast
of Tahiti, the will is really to
promote the assets of this
property located on a fabulous
site, in the famous Matavai Bay.
Finally, the lodges of the
Marquesas are small jewels

nestled on a mountainside
with views of the ocean. The
Marquesas are a somewhat
different destination compared
to the Society Islands, and
with a specific clientele: those
seeking soft adventure, culture,
history and an experience offthe-beaten-paths. Many artists
and explorers have fallen in love
with those powerful islands. And
there truly is something mystical
in the Marquesas Islands!
What would you say are the
three main “USPs” of the
Taha’a and the Bora Bora
Pearl Beach Resort & Spa?
For the Taha’a, we respect the
DNA of Relais & Châteaux with
exceptional F&B and exemplary
service while retaining a very
friendly atmosphere. The
special feature of this hotel
and I am particularly proud
of, is the exceptional kindness
and authenticity of the mainly
Polynesian staff. The key point
is of course the amazing coral
garden which borders the hotel.

General Manager,
Le Taha’a Island Resort & Spa

Le Taha’a Island Resort &
Spa in French Polynesia has
announced the arrival of a
new General Manager: Laurent
Campi – replacing Julien
Bressolles. We asked Laurent
how he is approaching the
challenge of managing this
mythical property…

After having succeeded in making the Taha’a, in just
a few years, a symbol of Polynesian style luxury and
turning the concept of “Where Luxury meets Human
Warmth” into reality, since January Julien Bressolles has
taken the helm of operations of the Pearl Resorts of
Tahiti group, which includes Le Taha’a Island Resort &
Spa, Bora Bora Pearl Beach Resort & Spa, Tahiti Pearl
Beach Resort, Nuku Hiva Keikahanui Pearl Lodge, and
Hiva Oa Hanakee Pearl Lodge. We asked him what his
ambitions are for the future of these properties.
We work in a spirit of boutique
hotels, of preservation of
authenticity, and respect for
Polynesian hospitality with
mainly Polynesian staff - for
an experience we want to be
the closest possible to the “real
Polynesia”.

Laurent Campi

The resort is in a positive dynamic, and
has undergone a continued growth

Julien Bressolles

and optimal improvement. Therefore,

General Manager,
Bora Bora Pearl Beach Resort & Spa

to perpetuate its development while

I think my biggest challenge will be
bringing my added value to the
property. The aim now is to present
Le Taha’a to the mind of all as the
authentic exclusive luxury alternative
to the island of Bora Bora for a
memorable escape.
Unique Relais & Chateaux in French

We also invest a lot in this area
to preserve its exceptional
heritage.
Concerning the Bora Bora Pearl
Beach Resort & Spa, I would say
that its location and its park are
unique, its Tävai Spa, probably
one of the most beautiful in
Polynesia and I am currently
working to make it one of the top
gourmet places of the Islands of
Tahiti
Hall 5.2a / Stand 105

Polynesia, Le Taha’a is an authentic
Polynesian 5-star resort built by a
local architect and serviced by staff
who are native from Taha’a. It is
situated on an islet located in the
middle of a lagoon that shares the
island of Taha’a and the island of
Raiatea. The resort proposes a luxury
stay while immersed in the amazing
nature of the islands. At Le Taha’a,
we emphasise the cuisine, and with
3 restaurants onsite and one chef per
restaurant, we create a true creative
culinary experience for our guests
ITB BERLIN NEWS • Thursday 2nd March 2017
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Hall 6.2, stand 301

Bavaria – Germany’s #1
Tourism Region

FACTS
AND
FIGURES

This year, Bavaria again presents more than 100 exhibitors at ITB Berlin.
In addition to the various regions and cities, cultural highlights such as the
Apassionata Park Munich or the Oberammergau Passion Play are being
presented. Further partners are scenic and sporting highlights such as the
Bavarian national parks, the Bavarian network for cyclists as well as technical
highlights like the Audi Forum. What are the key trends concerning your
foreign source markets? We put the question to Jens Huwald, executive director
BAYERN TOURISMUS Marketing GmbH…

 avaria is the number one travel
B
destination in Germany.
One-fifth of the overnight stays in
Germany are assigned to Bavaria.
About 20% of the overnight stays in
Bavaria are made by international guests.
BAYERN TOURISMUS Marketing GmbH is
the official marketing company for the
Bavarian tourism and leisure industry.
BAYERN TOURISMUS Marketing GmbH
deals with the most important
international markets in recent years.
The company presents the entire range
of tourist attractions in the Free State of
Bavaria under the Bayern umbrella brand.

For Bavaria, European markets such as
the Netherlands, Italy and Great Britain are
particularly important. The ongoing trends in
these markets are short trips and the experience
of the Bavarian culture and traditions.
People want to enjoy nature and countryside
combined with the Bavarian way of life. The
strongest overseas market in 2016 were
the US, strongest potential we see in China.
Americans are interested in shared activities
such as wine or beer-tastings, cooking classes.
Always in demand are offers off the beaten
path and insider tips. We also recognize an
increasing interest in the Passion Play 2020,
mainly from the travel trade. In China especially
a combination of sightseeing and shopping is
important. Chinese people seem to be more
independent and curious; they want to get to
know the foreign cultures.

Since 2015, the marketing activities have
focused on changing year-round campaigns
with attention-grabbing focal themes. In
addition, the sub-brands WellVital in Bayern
and Kinderland Bayern and the hotel brand
Sightsleeping guarantee target groupspecific offers for bon vivants, families and
culture lovers.
Projects that the company has initiated
itself, such as “stade zeiten” (quiet times),
“Filmkulisse Bayern” (film set Bavaria) and
“Herrschaftliches Bayern” (Aristocratic
Bavaria), combine tourism with other
industries and form valuable synergies

For Bavaria, as the number one travel
destination in Germany, the ITB Berlin is the
most important trade fair, both in Germany

www.bavaria.by.

and globally. It is always important to get in
touch with the international travel industry
and the people who are potential travelers
to Bavaria and the ITB Berlin as the World’s
Leading Travel Trade Show is the perfect place
for it

Jens Huwald
Executive Director,
BAYERN TOURISMUS Marketing GmbH

AUDI AG “WORLD OF
DISCOVERY” AT THE
COMPANY’S MAIN BUSINESS
SITE
Whether visitors are picking up a new
car, taking a factory tour or experiencing
tradition, culture or gastronomy, the Audi
Forum Ingolstadt offers many different
opportunities for experiencing the brand
with the four rings. The Audi Forum

Ingolstadt is open to everyone with an
interest in the brand and around 400,000
visitors a year witness 100 automobiles,
bikes and multimedia presentations
illustrating the long tradition of Audi in a
captivating way

© context verlag Augsburg-Martin Kluger

Martin Luther and the Reformation
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“Luther was here” – the monk
from Wittenberg stayed in
Augsburg for 14 days. In
October 1518, in a threeday dispute with Cardinal
Cajetan in the Fuggerhäuser,
he refused – despite the
prospect of death at the
stake – to retract his theses.

This and other globally
respected events, as well
as the monuments of the
confessional age and of
the religious controversy,
attract numerous tourists to
Germany’s Lutheran cities
such as Augsburg, one of five
Bavarian Luther sites

www.itb-berlin-news.com
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sites and pristine landscapes. The
Romantic Road, which leads from
Würzburg through the Tauber
Valley to Füssen, the Castle Route
from Mannheim/Heidelberg to
Nuremberg, and the Bocksbeutel
Strasse through the vineyards
between Aisch and Tauber, are
just some of the options that
traverse southern Germany’s
rolling tributary valleys.

Tauber Valley: Germany’s
Romantic Gateway
As Franconia once lay at the heart
of the Holy Roman Empire, so
today’s Tauber Franconia region
lies at the heart of the reunited
Germany. The southern German
tourism board branded Liebliches
Taubertal (Lovely Tauber Valley),
is promoting the romantic
landscape lying between BadenWürttemberg and Bavaria, a valley
that extends for 120 kilometres and
whose lush meadows and gently
sweeping slopes are chequered
with pristine medieval towns like
Rothenburg ob der Tauber.
Six tourist routes cover the valley,
offering a diverse palette of cultural

From historically rich sites like the
castle ruins at Wertheim to the
Bronnbach monastery, the Teutonic
Order castle in Bad Mergentheim,
Baroque wine merchants’
houses and the Kurmainz castle
i n Ta u b e r b i s c h o f s h e i m , t h e
Tauber Valley also offers famed
Franconian wines, beer from
locally-grown barley, and rich
local cuisine. Meanwhile, a range
of comfortable accommodation
can be found in in the numerous
towns and villages, from boutique
hotels to cosy farm guesthouses
and campsites with a full range of
facilities

Promoting Soft Tourism
in the Rhön
In the heart of Germany, the
Rhön is one of Central Europe’s
most renowned areas for natural
beauty and recreation. Centred
by a mountainous plateau with
peaks that offer panoramic views
over one of Germany’s most
charming landscapes, the Rhön
hosts four main rivers and is
one of the most water-abundant
regions in Germany.
In 1991, the Rhön was designated
as a UNESCO Biosphere Reserve.
The Rhön tourism association
is committed to protecting the
Rhön’s biodiversity by promoting
“soft tourism” such as hiking,

which is the most nature-friendly
way of moving through the
landscape, and of experiencing
nature without harming it. Next
to the Hoch-Rhöner Premium
Trail, which stretches for 180
km over the Rhön mountains,
the region also boats another 25
circular trails as well as countless
other attractive footpaths.
The Rhön is also a prized
location for health and wellbeing tourism, the region
hosting eight spa towns that
offer visitors diverse vitality and
beauty treatments

© Rothenburg Tourismus Service, Plönlein, Exkl. WP
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REDISCOVER THE PAST
IN ROMANTIC ROTHENBURG

Goldsteig: famed hiking
trail celebrates 10 years
Ten years ago in 2007, the vast
Goldsteig hiking trail named
was declared open, allowing
visitors to traverse 660
kilometers of trails that lead
through the Upper-Palatinate
and the Bavarian forests —
from Marktredwitz to Passau.
Goldsteig follows a number of
medieval trails including the
Golden and Castle paths, and
a number of former trading,

smuggling and border routes.
Hikers on the Goldsteig trail
have the possibility to explore
one national park and five
natural parks that offer a variety
of unique, pristine landscapes.
While Goldsteig’s main trail is
a challenge reserved for longdistance walkers, another 750
kilometers of side paths offer
smaller stages for day and
weekend tours

Rothenburg ob der Tauber is
famed as an architectural gem
on Germany’s Romantic Road.
But while Rothenburg offers
unparalleled middle ages and
renaissance heritage, the city
wants visitors to experience
its rich, vibrant history in more
sensory and interactive ways.
Twice a year more than 20
historical groups participate
in activities which recreate
Rothenburg’s times as an Imperial
City of the Holy Roman Empire.
Every spring, for example, the city
becomes a stage that recreates
the events of the devastating 30

Years War (1618-1648). Visitors
can visit the encampments and
hear the echoing cannon fire
reverberating in Rothenburg’s
narrow alleys and streets.
On the first September weekend,
Rothenburg’s Imperial City
Festival recreates 500 years of
Rothenburg’s historical past.
Highlights include the Teutonic
knights encampment in front of
the City’s gates and a recreation
of the royal court in all its
splendour, while large firework
displays and public theatrical
productions round out the
program
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Record Tourism Figures
For Bad Kissingen

© KissSalis Therme Bad Kissingen

As a theatrical experience, Apassionata’s ‘The Dream’ has
already gathered momentum and ticket sales on its European
tour. But from the autumn of 2017, the immersive fantasy
experience will have a permanent home in Bavaria, at the
world’s first horse-based theme park. Ambitious and innovative,
the new entertainment space called Apassionata World Munich
includes a unique building, designed to offer a 360° experience,
enveloping the audience physically, visually and acoustically.
Using cutting edge technology – including shaking seats, Dolby
surround sound, and new projection techniques – the audience
are placed at the heart of a spectacular show which includes
real horses, acrobatics, music and dance, telling the touching
fairy story of a lost swan feather stolen by dark forces. The
theatre is the centrepiece of the new equine attraction, and
aims to attract new visitors of all ages and backgrounds from
both within Germany and internationally

popular attractions to life. The unique
spa architecture by Max Littmann and
Friedrich von Gärtner, the German
star architects of the 19th century, is
now included in a dedicated themed
guided tour, exploring the buildings
and examining the role of King Ludwig
I in the development of Bad Kissingen.
The town’s architectural history is
detailed, with highlights including
the arcade, Europe’s largest roofed
spa promenade, and the landmark
Regentbau wherein the large main
hall, with its cherry wood panelling,
is acknowledged as one of the best
concert halls in the world due to its
perfect acoustics
© Bayer. Staatsbad Bad Kissingen GmbH-Foto: Heji Shin

Bring On The Dancing
Horses

T he Germ a n spa tow n of Ba d
Kissingen set new records in 2016.
With 255,149 arrivals it achieved an
increase of 2.48 per cent compared
to 2015. This is the highest visitation
figure since records began. This
increase is also reflected in the
occupancy numbers: with more than
1.64 million room nights in 2016,
Bad Kissingen continues the recent
upward trend - representing the
highest number of room nights in 20
years and an increase of 1.29 per cent
year-on-year.
Among efforts to promote continued
growth, an initiative has been
launched to bring some of the town’s

DANUBE CYCLISTS
AIM FOR INGOLSTADT

Royal Bavarian Culture
Sings Again
The highest town in Bavaria is about to
reach new levels of cultural elevation,
as Füssen’s Festival Hall finally reopens
for the 2017 season. On the shore of
the Forggensee Lake, Festspielhaus
Füssen has been closed for major
renovations, and the grand opening
will see a cultural makeover as well
as a practical one. While its strong
historical links with King Ludwig
ITB BERLIN NEWS • Thursday 2nd March 2017

Cycling tours are
increasingly popular for
both traditional cyclists
a n d t h o s e d r aw n t o
electric bikes. The Danube
Cycle Path – already a high
quality tourist attraction
providing rolling access
to this great European
waterway – has now been
awarded a four star rating
by the ADFC (German
Cyclist’s Association).
The certificate will be
presented at ITB Berlin
2017, as part of the
unveiling of ADFC’s latest
cycling tour study. One
of the key milestones on
the Danube Cycle Path

is Ingolstadt, with its
impressive attractions,
restaurants and shopping
facilities.
The city serves as an ideal
destination for extended
bike tours, its mixture
of pulsating modernity,
cordial Bavarian tradition
and relaxing nature
experiences making it
an ideal stop on any
Danube tour. Cyclists and
tourists alike can enjoy
Ingolstadt’s rich natural
and cultural landscape
with the added comfort
of many high-class hotels
and spas

continue to be honoured, the creative
output has been modernised with
a fresh team and innovative ideas,
in the hope to attract a new wave of
visitors. The opening weekend of April
1st will see the start of the new era,
culminating in production of Ludwig²
the musical, to mark King Ludwig II’s
birthday in August

www.itb-berlin-news.com
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Berlin After Dark

Exploring the night in the city that never sleeps
Berlin is a 24-hour city renowned for its diverse, and sometimes wild, nightlife, an endless
panorama of bars, clubs and late night cafes and restaurants. According to Stuart Braun, a
Berlin-based Australian writer and journalist whose book City of Exiles describes Berlin’s special
allure for foreign artists like the late David Bowie, the city really switches on after dark. He
begins by describing how Berlin’s nightlife has migrated east since west-end neighbourhoods
thrived with clubs and cabarets.

Stuart Braun
Writer and journalist

In the 1920s, Weimar-era Berlin was called the
Babylon on the Spree due to its notorious nightlife, a
scene immortalised in the film Cabaret starring Liza
Minnelli. The city’s decadent clubs and bars were then
centred in the upmarket boulevards of Schöneberg and
Charlottenburg in the west, but today the upcoming
districts of Mitte, Kreuzberg and Neukölln are where
you’ll find streets buzzing long into the wee hours. In
Neukölln, for instance, relatively cheap rents have
attracted young and restless creatives from around the
world, sparking a thriving bar, restaurant and gallery
scene focused around Weserstrasse.
What are some of your favourite bars in this area?
Ankerklause is a unique Kreuzberg kneipe (bar) located
on the bridge that spans the Landwehr Canal. Marinethemed, with faux fish tanks and a terrace that edges
across the water, this late-night Berlin staple caters to a
diverse crowd who also like to dance around the 60s
juke box. On the other side of the bridge, Das Hotel

is compact with lush atmospherics—from the lavish
bouquets that fill out every candle lit recess, to the piano,
which is often being played, and high, muslin-draped
ceiling. The young artists who typically staff the bar
typically speak German, English, French and Spanish,
and dispense a fine, heady Hefeweizen (wheat beer)
while DJs get people hopping on the creaking wood
floors.
Any other tips?
If you can first make it for dinner at Max und Moritz
on Oranienstrasse in Kreuzberg, a gemütlich, or cosy,
wood-lined tavern established in 1902 that serves local
specialties including salty pickled pork foot and seasoned
meatballs (vegetarian options also available), head
after for a digestif among a row of lively, sophisticated
bars on nearby Dresdener Strasse. At Würgeengel, the
Bauhaus-esque décor is matched by sharply dressed
waiters who serve top-shelf cocktails that fuel animated
conversation late into the morning.
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Berlin
Restaurants
SPINDLER & KLATT

Design and culinary virtuosity
Head cook Marek Oertel and his team use only
the freshest ingredients in their pan-asianeuropean cuisine, guaranteeing best quality in a
unique atmosphere.
The dinner set up inside the restaurant is
transformed into a club in just a few steps, and
the summer terrace not only offers magnificent
views on the Spree, but also makes a perfect
setting for unforgettable dinners.

Spindler & Klatt
In der heeresbäckerei
Köpenickerstr. 16-17
Berlin 10997
office@spindlerklatt.com
Metro: U Schlesisches Tor U1
S & U Warschauer Str. U1 S5 S7 S75

Clubs

equipment. More than 1,000 guests celebrate in
front of one of the largest LED screens in Europe
to the best of dance music and classics mixed by
the best DJs in the world. A-listers in the past have
included stars like Rihanna, George Clooney and
Michael Jackson. Come and celebrate with us in
one of the most beautiful clubs in town.
Open Friday-Saturday until 11 pm.
Adagio
Marlene-Dietrich-Platz 1
10785 Berlin
Tel: +49 30 25 89 890
Info@adagio.de
Metro: S & U Potsdamer Platz U2 S1 S2 S25

Bars
ENVY BAR
Taste the Beat

Whether you want to enjoy one of the most
beautiful views of the Spree River from the
spectacular nhow hotel or celebrate the night
away at one of the hotel’s “Music Nights” with
Berlin’s music scene, you’re always welcome at
the Envy Bar!
The drink concept is based on cocktails as well
as an extraordinary selection of spirits and is as
unconventional and colourful as the Envy Bar
design itself.
The music is fresh, new and surprising. From
Thursdays to Saturdays, a DJ’s will take the mood
even to a higher level.
Open till 2am.
Envy Bar
Stralauer Allee 3, Berlin
Tel: +49 (0)30 290 299 0
www.nhow-berlin.com/en/
Metro: S+U Warschauer Str. S5, S7, S75, U1
Tram: M10

Museums & Exhibitions
EAST SIDE GALLERY
An East German Trabant car, which appears
to be breaking through the concrete. Honecker
and Breschnew locked in a kiss of brotherly,
socialistic love. With the East Side Gallery, a
segment of the Berlin Wall has been turned into

the longest open air gallery in the world.
The Kunstmeile – or art mile in English – is
located along the banks of the river Spree in
Friedrichshain.
At 1316 m long it is also the longest segment
of the Berlin Wall still standing. Right after the
fall of the Berlin Wall, the East Side Gallery
was painted by 118 artists from 21 different
countries. Using various artistic means, the
artists commented on the political events that
took place in 1989 and 1990 in over 100 works
of art found on the eastern side of the wall. Over
the years, many of the images became greatly
weathered and in 2009, forty of these works of
art were restored.
East Side Gallery
Mühlenstraße 1
10243 Berlin Friedrichshain
Tel: +49 (0)30 25 17 159
info@eastsidegallery-berlin.com
Metro: S & U Warschauer Str. S5 S7 S75 U1

ADAGIO
Right in the city centre at the Potsdamer Platz
you will find the Adagio with a modern lounge
design placed in a setting of impressive baroque
arches under a sky filled with angels. During
the modernisation in 2014, great emphasis was
placed on the improvement of the technical
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