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PRESIDENT’S FOREWORD
 

SIX YEARS OF ACHIEVEMENT 

Six years is a long time, not least in such a fast-paced 
business as tourism. 

When I was first elected president of the European Travel 
Commission in April 2003, we were still all very much 
under the influence of the events of 11th September. Less 
than a year and a half on, we pondered their impact on 
travel habits and tourism, and indeed the implications of 
terrorism for the industry’s future. 

When I was elected for a second term in 2007, the issue of 
climate change was just coming into focus. Concerns 
about security and terrorism were superseded by those 
about the ramifications of climate change and 
sustainability, and the prospect of additional costs and 
restrictions. Scarcely a year later, these concerns were in 
turn suddenly displaced by the global financial crisis and 
spectre of economic depression. 

These were just the most extraordinary events that 
tourism had to confront during the past six years. All 
during this time there have been the usual gyrations of oil 
prices, currency markets, and airfares, in addition to 
global health scares. 

How did ETC confront these challenges in pursuing its 
mission of marketing Europe - “the never-ending 
journey” - around the world during the six years of my 
presidency? 

We put in place a coherent integrated strategy for our 
organisation and its various groups. This was a first in the 
history of the ETC. We also focussed on themes of 
particular importance to members such as e-marketing, 
market intelligence, climate change and sustainability. 

We developed “Brand Europe”, giving the continent’s over 
thirty destinations a distinct brand and corporate identity 
for the first time. 

We expanded our membership to countries in eastern and 
south-eastern Europe. This was absolutely essential as 
the contours of a new Europe took shape, and it showed 
our commitment to promoting stability and prosperity 
through tourism. 

My first term saw development, in co-operation with the 
European Commission, of ETC’s first real web presence, 
visiteurope.com. From its inception, the website was 
intended as the principal means for marketing Europe in 
the world’s emerging markets. 

ETC sought to intensify co-operation with the European 
Union, World Tourism Organization, European Cities 
Marketing and other organisations to develop synergies 
and position our organisation as a powerful player, the 
voice of European tourism. 

Indeed the challenges and achievements of the past six 
years prove again the imperative of co-operation and 
solidarity. As Europeans co-operate ever more closely in 
an increasing variety of fields of endeavour, it would be ill-
considered, indeed absurd, not to work together to market 
“Destination Europe”. The motive is neither political nor 
idealistic. Every national destination accrues real and 
tangible advantages from Europe’s brand and image. 
These are advantages that ETC must seek to exploit more 
effectively. 

While I take leave of the presidency, I shall continue to 
take a lively interest in tourism and the European Travel 
Commission. I wish to thank all our members and the 
Executive Unit for their support and commitment, and I 
wish them every success. 

Arthur Oberascher 
President 
European Travel Commission 
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2009 HIGHLIGHTS ­
EXECUTIVE DIRECTOR’S REPORT 

EXECUTIVE UNIT IN 2009 

Executive Director: Rob Franklin OBE 

Head of Marketing: Lisa Davies 

Online Marketing Manager: Nicholas Hall 

Finance and ITC Executive: Romy Cywie 

Rob Franklin 

MARKETING EUROPE ENTERS 
A NEW ERA 

At a time of recession when budgets, including ETC's, are 
under pressure, it is good to be able to report a genuine 
innovation in destination marketing, and one that has the 
potential to transform the way in which Europe is 
promoted in international tourism markets. I refer, of 
course, to the completely redeveloped European tourism 
portal, visiteurope.com. 

The new portal was launched during the General Meeting 
in Budva, Montenegro in October. It was the culmination of 
nearly a year's intense activity, co-ordinated by Nick Hall 
and involving colleagues from almost the entire spectrum 
of ETC membership - from the Board to the Marketing 
and Technology Network and the Operations Groups in the 
marketplace. The resulting website is one that ETC is very 
proud of and the early indications are that it is proving 
popular with potential tourists too. 

The move to the new portal also heralds changes to the 
way in which ETC manages its online marketing strategy. 
Previously co-ordinated in Brussels, the strategy is 
becoming increasingly the responsibility of the Operations 
Groups with the Executive Unit assuming more of a 
supporting role in providing guidance and technical 

support. This shift and the cost savings made possible by 
the new portal mean that the Operations Groups are 
directly responsible for investment in digital marketing, 
promoting the portal and driving traffic to it - and they do 
so with increased resources that are very timely in the 
present economic climate. 

The new visiteurope.com is launched by Predrag Nenezic, 
Montenegro's Minister for Tourism (centre, next to ETC's 
President, Arthur Oberascher) 

PARTNERSHIP WITH THE 
EUROPEAN COMMISSION 

One of the consequences of redeveloping the portal is that 
the original technology developed by the European 
Commission (EC) has been superseded by the new. 
We should not forget that it was the Commission who 
made it possible for visiteurope.com to become a truly 
global presence responding to the needs of different 
marketplaces. We are indebted to Pedro Ortún and his 
team at the Directorate-General for Enterprise and 
Industry for their initiative and support. 

The fact that the portal is now a fully-owned ETC website 
does not mean, however, that the co-operation between 
us and the Commission has come to an end. Far from it. 
We have already been discussing plans with officials for 
visiteurope.com to feature the destinations celebrated by 
the EC's EDEN (European Destinations of Excellence) 
project and also the Calypso programme, which is 
intended to promote tourism in the off-season and make 
it more accessible to, for example, senior citizens and 
disabled people. 

We are delighted that the EC has responded so positively 
to the new portal and look forward to continuing our 
strong working relationship with them over the months 
and years ahead. 
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LEADERSHIP AT A TIME OF CRISIS 

The new portal and the renewed collaboration with the
European Commission are two examples of the increased
leadership role that I see for ETC now and in the future.

The ETC umbrella offers a unique resource to national
tourism organisations (NTOs) as Europe strives to take
advantage of emerging markets such as those in Asia and
the Far East - efforts complemented by the EC's interest in
using its new tourism powers under the Lisbon Treaty to
get involved with ETC in promoting Europe in new markets.

TOURISM AND TRAVEL
IN THE GREEN ECONOMY

ETC came together with UNWTO and VisitSweden to
organise a symposium on sustainable tourism in
Gothenburg in September.

The symposium, Travel and Tourism in the Green
Economy, was convened to examine the ways in which
tourism can play a leading role in the development of a
sustainable global economy. It attracted high-level
support from a range of organisations including the
European Commission, the Swedish government (during
its presidency of the European Union) and the United
Nations Environment Programme.

The importance of the subject was underlined by the
eminence of the speakers who accepted invitations to
address the symposium. Among those sharing the
platform with ETC's President, Arthur Oberascher, were
the Swedish Deputy Prime Minister, Maud Olofsson, the
UNWTO Secretary-General, Taleb Rifai, and Jean-Claude
Baumgarten, President and Chief Executive Officer of the
World Travel and Tourism Council.

ETC is very proud to have been associated with such an
important and prestigious event. An awareness of
European and global sustainability policies and
programmes is indispensable to NTOs' efforts to maintain
and improve the market share of their respective
countries.
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Panel session at the Gothenburg symposium
(From left to right: Mary Mulvey, CEO, Greenbox; Jenny McGee,
Head of Strategy & Engagement, VisitEngland; Rob Franklin,
ETC; Dimitrij Piciga, CEO, Slovenian Tourist Board and Vice-
President, ETC)

It is much to the credit of the Market Intelligence Group
(MIG) that they have already been using their resources to
conduct studies of markets in Russia, India, the Middle
East and China, all of which offer enticing prospects for
European destinations. They have also been keeping an
eye on the mature market in Japan. This work provides
hugely valuable intelligence for our members at a fraction
of the cost of doing their own individual studies.

It's not just about marketing. On the MIG pages of this
report, you will read about the analyses we commissioned
from Tourism Economics to help NTO directors assess the
impact of the global economic crisis on European tourism.
Indeed, we adapted these reports to provide a wider
destination and business readership outside ETC with an
accessible overview of Tourism Economics' main findings.

ETC is also a member of TERN, the Tourism Emergency
Response Network founded by the World Tourism
Organization (UNWTO). TERN brings together
representative bodies for private- and public-sector
interests across the tourism industry and exists to provide
advice to travellers and industry alike on mitigating the
impacts on tourism of natural and man-made disasters.
We have used our members-only extranet to circulate
TERN advice on the swine flu pandemic and, in 2010, on
the air-traffic disruption in Europe caused by the volcanic
ash from Iceland.

http://www.etc-corporate.org/market-intelligence/infoshop.html
http://www.etc-corporate.org/resources/uploads/ETC%20Trends%20and%20Prospects-2010Q1%20final%202.0.pdf


SIX FULFILLING YEARS
 

I'm writing this just a few weeks before my six-year term 
of office at ETC comes to end on 30th June 2010. I move 
on at a time of considerable change in the organisation as 
Petra Hedorfer, Chief Executive Officer of the German 
National Tourist Board, takes over from Arthur 
Oberascher as President and begins a review of ETC 
activities and priorities. 

The last few years have been among the most vital in 
ETC's history. The arrival of the European tourism portal, 
visiteurope.com, is having a profound impact on the way 
we market Destination Europe and the number of 
member NTOs has risen to 39, far more than at any other 
time in the organisation's history. We have set up a 
commercial trading arm, CET Marketing Services, to 
make our operations more tax-efficient and to be able to 
divert more resources into the activities that need them. 
We have deepened our relationships with international 
organisations ranging from the UNWTO to the European 
Commission. 

That all this has been possible at a time of more or less 
static income levels says much for the dedication of 
everyone involved in the organisation. I would especially 
like to thank Arthur Oberascher for his unfailing support 
and guidance during my time in Brussels and, of course, 
the team here at the Executive Unit for all their hard work 
and commitment - it has been a privilege to lead such a 
professional group of people. 

Rob Franklin OBE 
Executive Director 
May 2010 

DON MARTIN, 1922 - 2010 

Don Martin, whose company represented ETC in 
the United States for more than 40 years, died in 
New York on 23rd April 2010. He was 87. 

After serving in the US navy in the second world 
war, Don moved to New York to work in advertising 
and public relations. In 1950, he became public 
relations officer for the British Travel Association, 
the forerunner of today's VisitBritain. He set up 
Donald N Martin & Company in 1959, early in the 
jet age, and through his many years of work with 
ETC's US Operations Group, helped to build a 
transatlantic travel industry that saw the number 

of US visitors to Europe rise from fewer than 
1 million in 1960 to more than 13 million by 2000. 

He was an important figure in the development of 
ETC in the US and also represented individual 
tourist offices over the years, including those of 
Belgium and Italy. He was known in all European 
tourist offices in New York for both his 
professionalism and his love of Europe. He also 
had a keen sense of humour and a delightful 
chuckle. 

Donald N Martin & Company continues today as a 
partnership among Don's son, Neil, Hans Friis-
Jacobsen and Susan Vultaggio. It retains some 
involvement with ETC's US Operations Group, 
publishing the Trans-Atlantic e-mail newsletter 
and the visiteurope magazine. It also organises the 
annual Visit Europe Media Exchange (VEMEX). 

Don Martin, circa 1970 

ETC's Executive Unit in 2009
 
(Pictured above, from left to right, are: Rob Franklin, Lisa Davies,
 
Romy Cywie and Nick Hall)
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MARKET INTELLIGENCE GROUP
 

THE MARKET INTELLIGENCE 
GROUP IN 2009 

Chairman: Leslie Vella, Malta 

Vice-Chairman: Tom Ylkänen, Finland 

Vice-Chairman: Brian Maher, Ireland 

Co-ordinator: Lisa Davies, ETC Head of Marketing 

Leslie Vella 

MARKET INTELLIGENCE 
COMMITTEE MEMBERS 

Vincent Nijs, Belgium 

Mili Razović, Croatia 

Christian Brandt, Denmark 

Gaëlle Berréhouc, France 

Joachim Scholz, Germany 

Judit Sulyok, Hungary 

Helena Varona, Portugal 

Arturo Ortiz, Spain 

Carla Aguirre, Sweden 

David Edwards, UK 

PARTNERS 

European Cities Marketing (ECM) 

European Tour Operators Association (ETOA) 

European Travel and Tourism Action Group (ETAG) 

World Tourism Organization (UNWTO) 

MEMBERSHIP 

The Market Intelligence Group's (MIG) members are the 
research directors of all ETC's member NTOs. The 
steering and day-to-day management of the research 
programme are the responsibility of the Market 
Intelligence Committee (MIC), a small sub-committee of 
volunteers from the full MIG. 

MEETINGS IN 2009 

The 23rd Annual ETC Market Intelligence Group Meeting 
was held in February in Ljubljana, Slovenia. This annual 
meeting is the most important event in the group's 
calendar and is the forum at which the group discusses 
and agrees its programme for the coming three-year 
period. 

Working session at the MIG meeting in Ljubljana 

The MIC met five times during the year. These meetings 
took place in Brussels (twice), Stockholm, Vienna and Pisa. 
The Vienna meeting, held at MODUL University, coincided 
with the annual TourMIS Workshop and a seminar, 
Tourism Marketing and the Social Web, organised by the 
university. 

Several members also attended the 17th World Travel 
Monitor Forum held in November in Pisa. 

2009 WORK PROGRAMME 

The financial crisis and its implications for
 
European tourism
 

At the end of 2008, recognising the unprecedented scale 
of the global economic crisis, the MIG commissioned 
Tourism Economics (a division of Oxford Economics) to 
produce guidance for NTOs that would help them interpret 
the impact of the crisis on international tourism markets 
and trends. The document was published in December 
2008 and was so well received that the MIG commissioned 
Tourism Economics to produce quarterly updates 
throughout 2009. 
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The MIG subsequently asked the Travel Business 
Partnership to produce quarterly summaries of these 
reports for a wider tourism readership. These summaries 
were published free of charge on ETC's corporate website 
under the title, European Tourism 2009 - Trends and 
Prospects. 

European Tourism 2009 - Trends and Prospects, Q3/2009 

Middle East Outbound Travel Market study 

The MIG's 2009 market study, due for completion in the 
second half of 2010, looks at tourism from the Middle East 
to Europe. 

The region has rapidly become an important player on the 
international tourism stage in recent years, both as a 
destination and as an origin market. The new study will 
assess the current market trends and identify the market 
segments likely to be of most interest to European 
destinations, carrying out in-depth interview surveys of 
both consumers and travel trade. 

The study is being funded jointly by ETC and UNWTO, and 
is being undertaken by the Dubai-based company, Market 
Vision. 

Japan Outbound Travel Market study 

Originally part of the 2008 work programme, this study 
received further MIG funding in 2009 for additional focus 
groups with Japanese consumers in Tokyo. Interviews 
were also conducted with Japanese coach passengers in 
Europe, and these were sponsored by the European Tour 
Operators Association, a partner of the MIG. ETC is 
grateful to ETOA for its contribution to this research. 

The study is being carried out, and partly funded, by the 
Japan Travel Bureau Foundation in association with the 
Japan Association of Travel Agents. Publication is 
expected in the second half of 2010. 

Handbook on Tourism Product Development 

The latest in the long series of successful and highly 
regarded ETC/UNWTO best-practice publications, this 
new handbook was commissioned in December. It will 
look at the importance of product development in 

international tourism destination marketing and include 
advice for NTOs and destination marketing organisations 
(DMOs) on how they can best facilitate and encourage 
successful investment. 

Tourism Development International has been appointed to 
develop the handbook for ETC and UNWTO. 

Study on Demographic Change and Tourism 

This is another joint ETC/UNWTO project, with the MIG 
funding ETC's contribution from its 2008 and 2009 work 
programmes. The new study will be a reference work for 
NTOs and the wider tourism industry, giving them a better 
understanding of current and future demographic 
changes and their impact on tourism. 

Trajectory won the tender to carry out the study, which is 
due for publication in the first half of 2010. 

Seminar on Tourism Destination Branding 

This ETC/UNWTO seminar was held in Stockholm in June 
to launch the two organisations' joint Handbook on 
Tourism Destination Branding. It took participants 
through the 'nuts and bolts' of branding, using case 
studies and best-practice presentations as concrete 
illustrations of how to develop successful and effective 
destination brands. 

The seminar was very well attended, attracting over 100 
participants from destinations throughout Europe. It was 
led by Tom Buncle, author of the new handbook and 
Managing Director of Yellow Railroad, an international 
destination consultancy. 

Seminar on Tourism Destination Branding 

Market Insights 

ETC remains committed to this popular series of market 
profiles and published revised profiles for the US, Canada, 
Brazil and Japan this year. They were compiled for the 
MIG by the Travel Business Partnership. 

10
 

RETURN TO CONTENTS 

http://www.etc-corporate.org/market-intelligence/reports-and-studies.html
http://www.etc-corporate.org/market-intelligence/market-insights.html
http://www.etc-corporate.org/market-intelligence/market-insights.html


















29

WHO’S WHO

ETC BOARD OF DIRECTORS

Dr Arthur Oberascher, Austria - President

Ms Petra Hedorfer, Germany - Vice-President

Mr Frederico Costa, Portugal - Vice-President

Mr Dimitrij Piciga, Slovenia - Vice-President

Mr Peter De Wilde, Belgium (Flanders)

Mr Christian Mantei, France

Mr Ivan Rona, Hungary

Mr Magnús Oddsson, Iceland

Mr Shaun Quinn, Ireland (Fáilte Ireland)

Mr Niall Gibbons, Ireland (Tourism Ireland) 

Mr Paolo Rubini, Italy

Ms Gordana Plamenac, Serbia

Mr Antonio Bernabé, Spain 

Mr Jürg Schmid, Switzerland

Ms Sandie Dawe, UK

Mr Jean-Philippe Pérol, France
(Chairman - ETC USA) *

Ms Mirjana Sebek-Heroldova, Czech Republic
(Chairman - ETC Canada) *

Mr Paulo Machado, Portugal
(Chairman - ETC Latin America) * 

Mr Balint Rei Kosa (Chairman - ETC Japan) *

Mr Leslie Vella, Malta
(Chairman - Market Intelligence Group) *

Mr Andrew Duff, UK
(Chairman - Marketing and Technology Network) *

* observer

(As at 31.12.09)

HEADQUARTERS

European Travel Commission
19A Avenue Marnix (Boîte 25)
1000 Brussels
Belgium

Tel.: +32 2 - 548 9000
Fax.:+32 2 - 514 1843

Website: www.visiteurope.com 
www.etc-corporate.org 

E-mail: info@visiteurope.com  

Executive Director: Rob Franklin OBE

Head of Marketing: Lisa Davies

Online Marketing Manager: Nicholas Hall

Finance & ITC Executive: Romy Cywie

(As at 31.12.09)
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ETC members and staff at the General Meeting in Belgrade in
April 2009



ETC MEMBERS AND 
THEIR HEAD OFFICES 

AUSTRIA 
Austrian National Tourist Office 
(ANTO) 
Margaretenstraße 1 
1040 Vienna 
www.austria.info  

BELGIUM 
Office de Promotion du Tourisme 
Wallonie - Bruxelles (OPT) 
Rue Saint-Bernard 30 
1060 Brussels  
www.opt.be  

Toerisme Vlaanderen (TV) 
Grasmarkt 61 
1000 Brussels 
www.visitflanders.com 

BULGARIA 
Bulgarian State Agency for Tourism 
Sveta Nedelya Sqr. 1 
1040 Sofia 
www.bulgariatravel.org  

CROATIA 
Croatian National Tourist Board 
(CNTB) 
Iblerov Trg 10/IV 
10000 Zagreb  
www.croatia.hr  

CYPRUS 
Cyprus Tourism Organisation (CTO) 
Leoforos Lemesou 19 
2112 Aglantzia Lefkosia (Nicosia) 
www.visitcyprus.com    

CZECH REPUBLIC 
Czech Tourism 
Vinohradská 46 
120 41 Prague 2 
www.czechtourism.com  

DENMARK 
VisitDenmark 
3rd Floor, Islands Brygge 43 
2300 Copenhagen S 
www.visitdenmark.com  

ESTONIA 
Estonian Tourist Board 
Lasnamäe 2 
11412 Tallinn 
www.visitestonia.com   

FINLAND 
Finnish Tourist Board (MEK) 
P.O. Box 625 
Töölönkatu 11 
00101 Helsinki 
www.visitfinland.com 

FRANCE 
Atout France – French Tourism 
Development Agency 
Place de Catalogne 23 
75685 Paris Cedex 14 
www.franceguide.com   

FYR MACEDONIA 
Agency for Promotion and Support of 
Tourism 
Partizanska bb 
6300 Struga 
www.tourismmacedonia.gov.mk 

GEORGIA 
Department of Tourism and Resorts 
of Georgia 
12 Chanturia Str. 
0108 Tbilisi 
www.georgia.travel 

GERMANY 
German National Tourist Board 
(DZT) 
Beethovenstraße 69 
60325 Frankfurt am Main 
www.germany-tourism.de 

GREECE 
Greek National Tourism 
Organisation (GNTO/EOT) 
7 Tsoha 
11521 Athens 
www.visitgreece.gr 

HUNGARY 
Hungarian National Tourist Office 
(HNTO) 
Bartók Béla út 105-113 
1115 Budapest 
www.hungary.com 

ICELAND 
Icelandic Tourist Board 
Lækjargata 3 
101 Reykjavik 
www.icetourist.is  
www.visiticeland.com    

IRELAND 
Fáilte Ireland 
88-95 Amiens Street 
Dublin 1 
www.discoverireland.ie   

Tourism Ireland Ltd. 
5th Floor, Bishop's Square 
Redmond's Hill 
Dublin 2 
www.discoverireland.com 

ITALY 
Italian State Tourism Board (ENIT) 
Via Marghera 2/6 
00185 Rome 
www.enit.it 
www.italia.it  

LATVIA 
Latvian Tourism Development 
Agency (TAVA) 
Brivibas iela 55 
1519 Riga 
www.latviatourism.lv       
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