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The 21st Century Goes Global

� Meanwhile everybody starts to feel, 
that we are living in a new century

� the century of globalization
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But there are many ways 
of globalization

� The churches dream of a world in which 
everybody follows their religious rules 
with 100%

� “ Green people” dream of a world where 
everybody respects nature and the laws of 
sustainability with 100%
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You might like it or not:

� Nearly everything starts to become a 
matter of business

� Therefore, the 21st century will above all 
become the world of global commerce and 
global business development
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Anyhow:

� Lets now forget the difference between 
commercial and non-commercial

� lets have a look at good and bad market 
intelligence

� and at useful and not useful market 
intelligence
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- Official statistics

- Publications
- Internet information

Secondary research sources, 
for most times at no cost

There is some 
Market Intelligence for free
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- Arrival and overnight data 

- Economic data like GNP, growth rates, etc.
- Internet information

For most times at no cost

Examples for that kind of 
“ secondary research information”
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Disadvantages of this 
free information 

Very limited data due to different methods 
(multiple arrivals, consideration of day trips, etc.)

- Very limited information content 

- Only hard, no soft facts
- Quite often not very reliable  



IPK International - International Tourism Consulting Group, World Travel Monitor Company 9

But the disadvantage is

> only available at considerable costs

Real market intelligence comes from 
“ Well Focused Primary Research”
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Examples for so-called 
“ Primary Market Intelligence”

� Trade interviewing
� Opinion leader interviewing 
� Consumer opinion polling
� Focus group discussions
� Personalized in-dept research
� In-house research
� Mystery shopping
� Product evaluation
� Advertisement tracking
� Etc.
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In “ Primary Research” we 
differentiate between:

� Ad-hoc research (more expensive)

� Multi-client research (less expensive)

� Consumer tracking studies 

� Syndicated market intelligence
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Coming to a first evaluation

� Information for free has limited information 
content and rarely offers good information value

� Complicated models built on a weak basement, 
quite often produce very strange results

� But primary research can perfectly well produce 
excellent targeted tourism market intelligence
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Frankly speaking …

� Actually, to my personal mind, ETC spends
too much effort on secondary research

� with the consequence of little gain in market 
intelligence, due to the limited information 
content of these sources

� Also the most complicated models run on this 
data don’t improve the research output
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Good information costs money

� Well done primary market intelligence 
creates high information value 

� and can save a lot of marketing money
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Why is there a need of more Why is there a need of more 
Primary Market Intelligence ?Primary Market Intelligence ?

Source: European Travel Monitor, 2005

Some concrete 
examples
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Performance 2005

Because you should know about Because you should know about 
trends by market segmentstrends by market segments

Short trips (1-3 N) +10%

Longer trips (4+ N)     +  2%

Source: European Travel Monitor, 2005 – All Trips
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Because you should know about                                 Because you should know about                                 
trends by transportation choicetrends by transportation choice

Reason:

- Cheap flights / low cost carriers
- Many inexpensive new connections

2004

> Flight trips + 14%
> Ground trips � 0%

2005

+ 7%
+ 1%

Source: European Travel Monitor, 2005 – All Trips
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Traditional flights +  1%

Low fare flights               + 28%

All outbound flight trips   +  7%

Because you should know where the Because you should know where the 
demand revolution does happen   demand revolution does happen   

Trend
2005

Market Share
2005 2004

67% 76%

33% 24%

100% 100%

Source: European Travel Monitor, 2005 – All Trips
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Because you should know, which Because you should know, which 
holiday types are or soon will be holiday types are or soon will be ““ inin””

Winners 2005

Source: European Travel Monitor, 2005

City
+ 6.6 million
+ 20%

Sun&Beach
+ 2.3 million
+ 3%
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Because you should know who will Because you should know who will 
be your best future business partnerbe your best future business partner

Source: European Travel Monitor, 2005 - Outbound Holiday Trips

42

Old Trade

New Trade

No Pre-
Booking44%

29%27% - 10%

+ 25%

+  6%
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Online booking 30% + 35%

Online information   15% + 1%

All Internet users     45% + 22%

Non-Internet users   55% - 5% 

MS 04/05

Source: European Travel Monitor, 2005

Because you should know if / when you Because you should know if / when you 
can stop printing promotional materialcan stop printing promotional material
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? ? Apocalypse NowApocalypse Now ??

Another example for primary 
market intelligence need

You might remember
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Will Avian Flu kill travel business 2006?
That was the big question last spring
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Our research on behalf of 
DZT told us….

� Continue business as usual

� Don’t read newspapers

� Don’t spend money for crisis management
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… my recommendation

Why doesnWhy doesn’’ t ETC establish some t ETC establish some 
““ Crisis Market IntelligenceCrisis Market Intelligence””

financed via a syndicated joint effort?financed via a syndicated joint effort?
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I think, you should know much earlier 
and much more precisely

� if crisis management is needed

� or if one must not react, as things are less 
important than newspapers are telling us 
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� The Travel Monitor Pool
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- The sole and largest tourism data bank of its kind, 
based on representative surveys of the population

- More than 500,000 persons are interviewed annually

- Analysis per source market

- Analysis per destination

World Travel Monitor®
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- Analysis by characteristics: holidays, business trips, 
flight trips, sun&beach holidays, winter holidays, etc.

- Most important characteristics:
Trip volume, spending, accommodation, transportation, 
holiday types / motives, booking behavior, information 
behavior, socio-demographic profile of travelers, etc.

World Travel Monitor®
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Benefit of the World Travel Monitor®:

- Underlying instrument for marketing decisions

- Comparable data for over 50 source markets and 
100 destinations worldwide (benchmarking)

- Relatively low costs (multi-client)

World Travel Monitor®
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- Has meanwhile been confirmed by the members for 
travel year 2006

- Following a survey we have done, only two out of 21 
pool members have asked for little changes in the 
information content

- But we are still open for some syndicated changes if 
needed at all

The ETC Pool - European Travel 
Monitor Agreement
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- The pool agreement covers only some 3% of the real 
information content of the Travel Monitor Database

- Therefore to ETC Pool Members the possibility to 
order more specific information at an ETC Pool 
Member Discount of 20% on list prices

New: The exclusive ETC Pool discount
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We could also imagine special ETC-Pools 

- For single source markets in depth information  
(France, Great Britain, … , India, South Korea, …)

- Including travel flow plus travel behavior 
characteristics

New: Syndicated Market by Market 
Intelligence from  World Travel Monitor
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Another example of well done 
syndicated market intelligence

� The Pisa Meeting
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In November we will have the 
14th  Pisa Meeting

� The meeting has developed from the ETC 
Pool Agreement and meanwhile has a 
great reputation, even around the globe

� Quite a few participants told us, that it is 
their best meeting of the year and that 
they would not like to miss it
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� The Pisa Meeting is an output of the
ETC Travel Monitor Pool Agreement with IPK, 

� in order to provide ETC’s Travel Monitor Pool 
Members with valuable latest market intelligence 
already before the end of the year

� which nobody else has at this time regarding:
- trends of the present year
- a rather good forecast for the next year
- and important longer term trends 

In November we will have the 
14th  Pisa Meeting
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But there is a little problem:

� In the early days the Meeting was 
sponsored by an annual ETC contribution

� meanwhile this ETC money is spent for 
other purposes

� and IPK has to finance the meeting alone 
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How to finance the Pisa Meeting

� The Pisa Meeting costs IPK some 1,200 �
per participant

� Pool Members pay their annual pool parti-
cipation plus the Pisa participation fee of 
550 �
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Maybe you can discuss the next days

� What could be the solution for ETC Members          
not participating in the Pool?

� Should they be allowed to join the Meeting?

� If yes: How much should they pay? 
- the same? 
- the double?
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By the way, By the way, 
our Pisa Forecast  2006 was our Pisa Forecast  2006 was ……

…… despite the Avian Flu and a despite the Avian Flu and a 

slightly slowing economic slightly slowing economic 

performance World Travel will performance World Travel will 

increase byincrease by

+3 to + 4%+3 to + 4%
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Another example for the need of Another example for the need of 
better market intelligence at ETCbetter market intelligence at ETC

� The Chinese Fata Morgana
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The Chinese The Chinese ““ Fata MorganaFata Morgana””

� Due to the lack of primary market 
intelligence many ETC members started to 
believe in the Chinese “ Fata Morgana”

� In many articles and internal market 
briefings it was said that China will very 
soon become the number one outbound 
market 
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Why? They believed in Why? They believed in 
free secondary informationfree secondary information

� 32 million outbound travelers in 2005

� Every year plus 15% 
(although it was only 3% more in 2005)

� 100 million outbound travelers in 2015
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““ Market IntelligenceMarket Intelligence”” (with cost)(with cost)
says the contrary: be careful !!says the contrary: be careful !!

You risk to waste a lot of marketing money

And some of you have already done so
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In reality there were only 24 million In reality there were only 24 million 
overnight trips outside Mainland Chinaovernight trips outside Mainland China

8 mil l ion day
excursions  

+48%

24 mil l ion 
overnight 

stays 
+36%

77%

Source: IPK International, China National Tourist Office, PATA, Hong Kong and  Macau Tourist Board

23%
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But only 9 million were But only 9 million were 
real outbound tripsreal outbound trips in 2005in 2005

Outside 
Greater China 

9 mil l ion
 +29%

Macau 
6 mil l ion 

+44%

Hong Kong 
9 mil l ion

+ 38%

39%
25%

36%

Source: IPK  International 
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4China16

5Sweden15

5South Korea14

7Austria13

8Russia12

8Canada11

9Spain10

9Switzerland9

11Belgium8

11Japan7

17Italy6

19Netherlands5

21France4

39USA3

42United Kingdom 2

55Germany1

All Holidays 2005
million

Country of OriginRank

And from 32 million trips, just 4 million outbound And from 32 million trips, just 4 million outbound 
holidays remain, not to speak about holidays in Europeholidays remain, not to speak about holidays in Europe

Source: World Travel Monitor 2005, 
IPK International
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Via Commercial Research:

- Realistic assessment of the Chinese outbound travel 
market

- Extensive additional information on the Chinese outbound 
travel behavior as an underlying base for marketing 
measures in China

Differences in secondary and primary 
market intelligence – Example China
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And now the Indian Fata Morgana?

- IPK was first in putting India on the list of the 54 
most important outbound markets 

- Since 2003 IPK is monitoring the Indian outbound 
travel demand

- Very few ETC members have bought so far this 
most valuable information

- But some are now already running behind the Indian 
Fata Morgana 
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Check your 
Secondary Research Priority

� Try to avoid other Fata Morgana 
productions

� It costs your members too much money
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Maybe it’s useful to think about a new 
World Travel Monitor Pool

- To our mind one could avoid millions of Euro of 
mis-investment in India, China or elsewhere 
overseas, by using better primary market intelli-
gence

- The inclusion of the World Travel Monitor 
outbound data from major overseas markets into 
the existing pool agreement could be one way   
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Call for more syndicated ETC primary ad-hoc 
research in selected overseas markets

� China

� India

� South Korea

� Australasia

� Southeast Asia

� Gulf Area

� Latin America
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- Clear definition of tasks / aims / benefits 
(together with the member states) –
“ What are the problems to be solved?

- Development of an excellent / customized method 
for the attainability of aims / solution of the problems 
(no super-ordinate / no sub-ordinate method)

General guideline for syndicated 
“ ETC Primary Market Intelligence”
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- Development of survey instruments aligned to a 
concrete task (questionnaires, guidelines, etc.)

- Detailed analysis of the survey results

- Conclusions

- Recommendations / strategies / measures

General guideline for syndicated 
“ ETC Primary Market Intelligence”
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The right research budget:

- Not over-budgetized: 
survey what one really has to know

- Not under-budgetized: 
� inadequate method / reliability of data
� deficient analyses / measure / recommendations

To my mind very important for 
future ETC Market Intelligence  
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- International Tourism Positioning

- International Advertising Tracking

- Marketing Strategies for Development of 
International Demand

Some other examples
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Task: 

- Ad-hoc survey in sixteen foreign markets of origin: 
France, Germany, GB, Italy, Portugal, Spain, Sweden, 
Argentina, Chile, Bolivia, Paraguay Peru, Venezuela, 
USA, China and Japan 

- On the Future Interest Potential and Image of Brazil

- Definition of a New Brand for international markets

- Definition of high potential markets / segments / 
target  groups

Example: International Tourism 
Positioning of Brazil
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Method:

- Population representative surveys 
(sample: n=1,000 / market)

Result:

- Development of a basis image positioning for 
international markets in dissociation from the competition

- Image adaptation for single markets
- Measures to realize this new image positioning
- Development of an international image campaign

Example: International Tourism 
Positioning of Brazil
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ETC

Development of
- an image positioning for Europe in overseas markets

Definition of
- high potential markets
- high potential segments
- high potential target groups

for “ Europe” in overseas markets
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Development of measures

- to achieve “ high potential markets / segments”
- to realize growth prospects

for Europe in overseas markets

ETC



IPK International - International Tourism Consulting Group, World Travel Monitor Company 61

Task:

- Advertising Tracking Study in the markets USA, Canada, 
Mexico, Europe (France, Germany, Great Britain, Italy, Spain)  
and Latin American markets (Argentina, Brazil, Chile)

- Assessment of the awareness of Mexico in international 
markets

- Assessment of the communication / advertising measures 
(TV, print, etc) 

- Gaining supplementary market information to support 
communication, planning and control measures

Example: International Advertising 
Tracking for Mexico
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Method:

- Focus groups in international markets
- Population representative surveys in international 

markets

Example: International Advertising 
Tracking for Mexico
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Result:

- Image positioning of Mexico in the international markets
- Competitive positioning of Mexico in the international 

markets
- Awareness of Mexico
- Awareness of communication measures / advertising 

campaign
- Impact of the campaign 
- Strengths / weaknesses of the campaign

Example: International Advertising 
Tracking for Mexico
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� Determination and assessment

- of the awareness of Europe in general in overseas 
markets

- of the awareness of Europe as a travel destination
- of the awareness of communication / advertising 

measures

ETC
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� Identification of strengths / weaknesses in relation to 
the market presence of Europe as a travel destination 
in overseas markets

� Development of a program of measures to improve 
the awareness of Europe in overseas markets

ETC
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Summary

� Non commercial research data (arrival statistics, 
economic data, etc.) are to be used

but

� they are an insufficient source for the fulfillment of 
tourism marketing tasks / the development of tourism 
marketing strategies
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Summary

� Commercial research costs money

therefore:

� cooperation / syndicated ETC research projects 
wherever possible
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ETC vs Overseas Markets

� Joint Research

� Joint marketing /
activities for the Tourism Brand “ Europe”

� Lower costs

� Higher efficiency

� Greater benefit
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Thank You For Your Attention

info@ipkinternational.com
www.ipkinternational.com


