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The German population is aware of the clouds on the horizon
and the rumble of the approaching thunderstorm: 64% of the
population (2008: 33%) expect the general economic situation
in Germany to get worse — but only 30% (2008:25%) believe
that their personal economic situation will also deteriorate — and
holiday plans are primarily influenced by the latter assessment.

First results
ITB 2009

» The personal

economic situation is
crucial for the travel
intentions

For this reason, the travel intentions for 2009 are more positive
than expected. The overall picture is not very much different
from last year’s — only a little bit more hesitant (e.g. fewer book-

ings, more undecided in destination choice).

Development of travel intentions 2008/2009 '

» The assessment of the
general economic
situation and the
financial crisis only
have a limited effect 25 26
on travel intentions
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75% of the population consider the financial crisis as worrying,
but only 15% state that it has an influence on their holiday plans
for 2009. Altogether, it seems that the Germans are more re-
laxed than they are usually said to be. This is a reassuring
situation for tourism suppliers, but the situation can still change
if many Germans will experience a worsening of their personal
economic situation due to a more drastic economic downturn.
However, data of the RA 09 shows that in this case people will
probably rather try to limit expenditure while still going on holi-
day instead of foregoing their holiday completely.

Hence, there is no reason for panic, but the all-clear cannot be
given either. However, even in times of crises holiday trips are
still very important to German travellers and will only be ‘sacri-
ficed’ as a last resort.

» Travellers having to
cut down on costs
2009, will try to limit
holiday expenditure
while still going on
holiday
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76% of Germans on
holiday trips 2008

Development of holiday
travel propensity:
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Regular travellers
contribute to stability:

60
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Current holiday travel demand

In the past year 49.4 million of the 64.9 million Germans aged
14 years and above took at least one holiday trip of 5 days or
more. The corresponding holiday travel propensity of 76.2%
was therefore slightly higher than in 2007 (74.8%).

Altogether, 64.0 million holiday trips were undertaken in 2008 —
a million more than in 2007. Among other things, the continu-
ously growing number of the regular travellers (2008: 60%),
who undertake one holiday trip every year, contributes to this
positive result. For the majority of Germans one holiday trip per
year is a standard, two or more holiday trips are, for most, a
luxury that one can only indulge in from time to time, not least

because of economic preconditions.

German holiday trips — key figures

2004 : 2005 : 2006 : 2007 : 2008
Population aged 14 yrs. + (million) 64.7 64.9 | 65.1 64.8 64.9
One or more holiday trips made
(in % of the pop.) 74.4 736 747 74.8 76.2
One holiday trip made
(in % of the pop.) 55.0 586.3 | 56.3 58.3 58.9
Several holiday trips made
(in % of the pop.) 19.4 18.2 18.4 16.6 17.3
Number of holiday travellers
(million) 48.1 478 1 486 48.5 49.4
Holiday travel frequency
(holiday trips per traveller) 1.36 1.34 183 1.30 1.30
Number of holiday trips
(million) 65.4 64.1 64.4 62.9 64.0

The reasons for the overall positive development of demand -
apart from the above mentioned reasons - can be found in the
positive economic development of the first nine months in 2008.
These were characterised by a relatively low unemployment
rate and a positive economic outlook. It was only after the
summer time that this tourism demand stimulating environment
was affected by the financial crisis which therefore only had a
limited influence on holiday travel in 2008.
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Despite overall stable
destination preferences,
there are dynamics within
the regions

Non-European
Mediterranean gains
further market share:
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Holiday destinations 2008

With a market share of over 30%, Germany continues to be the
most popular holiday destination for Germans. A further third of
holiday trips led 2008 again to destinations around the Mediter-
ranean, the last third to remaining destination around the globe.

This distribution has proved to be stable over the years;
changes from year to year take mainly place with these larger
regions. To some extent, these changes are quite dynamic and
influenced by positive factors such as new or cheap products,
improved accessibility, e.g. through low-cost airlines. However,
negative factors such as political uncertainties, diseases and
weather extremes also play a role.

The Mediterranean is a good example for these dynamics: Des-
tinations like Turkey and Northern Africa were able to further in-
crease their market share in 2008 and to even outperform their
so far best result from 2005. The more traditional European
Mediterranean destinations lost some market share, but without
being in danger of loosing their dominant position in the market.

Holiday destinations 2008 '
1997 2002 2007 2008

All holiday trips = 100% % % % % Mio.

Domestic total 314 30.5 31.4 31.2 20.0

Abroad total 68.6 69.5 68.6 68.8 44.0

Mediterr. (Europe)

- European regions directly adjacent to the

Mediterranean - 26.3 27.3 254 239 15.3

Mediterr.

(non-European)

- Turkey, Northern Africa, etc. - 6.6 7.8 9.7 10.9 7.0

Western Europe

-GB, IRL, F,NL, CH, A- 15.9 15.8 13.2 13.5 8.6

Eastern Europe

-H, CZ, PL, GUS, ec. - 55 6.4 7.6 71 4.5

Scandinavia

-DK,N, S, FIN - 3.7 3.2 3.5 3.1 2.0

Long-haul 74 5.3 6.0 6.2 4.0

Basis: All holiday trips (million) 62.2 63.1 62.9 64.0
Please note: Only selection of destinations shown, numbers do not add up tp 100% @

Please note that this data is based on holiday trips (5 days and longer) of the
German speaking population aged 14 years and above. Business trips and trips
lasting less than 5 days are not included in the table. This has to be taken into
account when comparing data to e.g. official statistics which usually use diffe-
rent definition criteria.
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Holiday destinations 2008

Domestic holiday trips 31% of all holiday trips 2008 led to domestic destinations,

2008: Coast or mountains most of them to Bavaria. Mecklenburg-Western Pomerania,
Schleswig-Holstein, Lower Saxony and Baden-Wurttemberg fol-
low in position 2 to 5. Compared to the previous years the rank-
ing of these destinations has not changed.

Domestic holiday destinations 2008: .

Coast and mountains are the most popular!

Bavaria

Mecklenburg-
Western Pom.

Schleswig-
Holstein

Approximately 75% of all
domestic holiday trips
go to the Top-5
federal states!

Lower Saxony

Baden-
Wiirttemberg

Basis: Holiday trips 2008 @
~ —_—

The ranking of the most popular destinations abroad remains
also unchanged: Spain continues to be the market leader with a
clear distance to its followers. Italy and Austria remain stable,
while Turkey continues to gain market share. Croatia and Po-

Spain remains the
most popular holiday
destination abroad for

Germans St
land are able to uphold the market position that they have
gained in the past few years.
Holiday destinations abroad 2008: '
Mediterranean and Austria at the top!
Turkey gains further Spain 12.9%
market share in 2008 Italy

Turkey
Austria
France

Greece

Almost 80% of all
holiday trips abroad
go to the destinations shown!

Croatia
Poland
Netherlands
Denmark
Switzerland
Long-haul




Car for domestic
holidays, plane for
holiday trips abroad

Hotels dominate the
accommodation sector

Less demand for
‘old-fashioned’
accommodation

Travel expenditure per
day and person increased
by 26% since 1998

Travel behaviour varies
strongly between
domestic holidays and
those abroad
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Holiday travel behaviour 2008

As with the holiday destinations, developments and tendencies
in travel behaviour can only be seen in a long-term perspective,
in the short run only marginal changes usually become appar-
ent.

The comparison over the past ten years shows that the majority
of holidays are still undertaken by car, especially if the holiday
has a domestic destination. The plane has gained market share
over the years, even though this development has not been lin-
ear. The reasons for these changes are mainly altered destina-
tion preferences in combination with improved accessibility, e.g.
through low cost airlines, which have lead to the current distri-
bution.

Concerning holiday accommodation, hotels have steadily in-
creased their share and now dominate the market by 50%,
even more so abroad. At the same time, B&Bs, private rooms
and camping have lost market share. This is due to the pre-
ferred destinations and their tourism product (rather hotels on
Southern coasts) as well as the more and more demanding
customer, whose expectations seem to be fulfilled better in
‘modern’ hotels than ‘old-fashioned’ guest houses.

The travel duration and travel expenditure of Germans have
also changed over the years: In 1998 the average duration of a
holiday trip was 13,9 days, today it is only 12,5 days. The travel
expenditure has increased in the same period: from 53,- EUR
per day and person in 1998 to 67,- EUR in 2008, an increase of

26% in 10 years.

Holiday travel behaviour 2008

All holiday trips = 100% 1998 2008
Transportation Total Total Domestic Abroad
Car/mobile home 49.6 47.3 75.2 345
Plane 325 36.3 0.8 52.4
Coach 9.6 9.0 9.7 8.6
Train 6.6 4.9 121 1.7
Accommodation

Hotel/guest house 43.5 50.1 29.5 59.4
Holiday apartment/home 237 224 325 17.7
B&B/private room 12.4 8.1 13.1 5.8
Camping 7.3 6.3 9.0 5.1
Travel expenditure total per

person per trip (& in EUR) 737 834 525 974
@ travel duration

in days 13.9 12.5 10.4 13.5
Holiday trips total (million) 63.4 64.0 20.0 44.0




Increasing travel
experience A

more demanding and
professional holiday
makers

(Modular tour) packages
dominate the market

Accommodation is
booked separately on half
of all domestic trips

Booking channels:
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Structural change
towards more online
bookings

74% of Internet users
search information on
holiday trips online

Organisation and booking

With increasing travel experience, Germans not only become
more demanding, but also more professional holiday makers
who are happy to use the services offered by the tourism indus-
try. In doing so, they increasingly use the opportunities which
the Internet offers them.

Packages and modular tour packages continue to be the most
important organisation type with a market share of 47%, es-
pecially on holiday trips abroad. However, the number of holi-
days for which accommodation and/or transport is booked indi-

vidually is increasing.

Organisation of holiday trips

All holiday trips = 100% 2005 2008

Total Total Domestic Abroad
(Modular tour) packages 48 47 22 58
Accomm. booked separately 27 31 47 23
Transport. booked separately 11 10 8 12
Other services booked sep. 6 5 6 5
Nothing booked in advance 17 16 26 11

Multiple answers possible

| — e —

The data for the place of booking shows an increase for direct
bookings with the accommodation as well as bookings through
Internet portals. The share of bookings made through travel
agencies has slightly decreased. However, in total 57% of all
bookings are made through the travel industry (travel agencies,
tour operators and Internet portals).

This structural change towards more online bookings can also
be seen in the chosen booking channels : 23% of all holiday
trips with prior booking were booked online or via email in 2008.
Therefore, the share of this booking channel has increased by
ca. 60% since 2005 (2005:14%).

The reason for this development is the further dispersion of the
Internet: in January 2009 64% of Germans (aged 14+) had
Internet access (2008: 62%). Of these, 74% had already
searched online for information on holiday trips, 37% had al-
ready booked a holiday trip (or part of it) online.








