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P R E F A C E 

The present voluæe is part of s series of sectoral studies on the 
evolution of concentration in the seaber states of the European 
Community. 

These reports were compiled by the different national Institutes and 
experts, engaged by the Cosaission to effect the study programme in 
question. 

Regarding the specific and general interest of these reports and the 
repcsibility taken by the Commission with respect to the European 
Parliament, they are published wholly in the original version. 

The Commission refrains fro» consenting, only stating that the 
çesponsibility for the data and opinions appearing in the reports, 
rests solely with the Institute or the espert who is the author. 

Other reports on the sectoral programme will be published by the 
Commission as soon as they are received. 
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Chas t e r One 

ANALYSIS OF THE BASIC CHARACTERISTICS 
OF THE TOURIST INDUSTRY 

1.1 . Economic Significance of Tourism in the 
EEC, in Single Count r ies , and by Type of 
Tourism — Internat ional and Domestic 

At the beginning of the 1980s Europe alone took up 701 of in ternat ional 
tour is t a r r i va l s : the Americas absorbed 20%, while the remaining 10% 
was split among Africa, South Asia, East Asia — the Pacific and the 
Middle East . This indication is enough to show the degree of concen
trat ion of in ternat ional tourism in Europe. If we pu t North America's 
f igures (USA + Canada) alongside those of Europe ' s , we see that the 
two areas r eco rd 83% of the en t i re movement of in ternat ional tour i s t 
a r r iva l s . (Source : World Tourism Organization (WTO), 1981) This 
increases tc over 90% when the a r r iva l s r eco rded in the remaining 
countr ies of the American Continent are added . 



But if international tourism represents a very significant 
aspect, in that it provokes an international redistribution of deman, it 
is nonetheless vital to see that up to now the relationship between na
tional and international tourism is 8 to 1. In 1981 national tourism 
recorded more than 2 billion arrivals. (WTO estimate: 2.323 million) 
The shortcomings of the statistics in the various countries are general
ly more marked in recording national tourism: it is necessary there
fore to reassess the relationship between national and international 
tourism to the advantage of the former. (For national tourism: see 
Appendix A. ) 



Table 1 

International Tourism - Arrivals 

(000) 

Intra- European 
Inter- Extra- Region Arrivals 

Extra- Region Region in in 
World European European in in Extra- Extra-

Year Total Total Countries Europe Europe Europe Europe 

1967 139,500 103,600 35,900 87,700 15,900 32,722 3,178 

1981 290,000 202,000 88,000 170,100 31,900 73,670 14,330 

index numbers 1967 = 100 

1967 100.0 100.0 100.0 100.0 100.0 100.0 100.0 

1981 207.8 194.9 245.1 193.5 200.6 225.1 450.9 

(our elaboration of WTO data) 

intra-regional tourism: tourist flow between the various countries of 
the same continent 

extra-regional tourism: tourist flow of people from other continents 



In the last fifteen yea r s the volume of t ravel for tourism has all but 
t r ip led , while the in ternat ional component has doubled: the access to 
tourism of those social classes with lower incomes and spending power 
concerns nea re r des t ina t ions , jus t a s , from 1974 onwards , the notable 
increase in t r a n s p o r t costs has negat ively influenced long dis tance 

t r ave l . 
The data show tha t : 

It is possible to speak of a 'boom' in national tour ism, even 
if in some European countr ies (especially Great Britain 
(GB), the Ne the r l ands , the Federal Republic of Germany 
(FRG), Switzerland e t c . ) the tendency to t ravel abroad in 
the last ten yea r s has over taken that of spending holidays 
in the respec t ive home coun t r i e s . The p re f e r r ed areas are 
the Medi terranean, the American cont inent , Africa, Eastern 
Asia and the Pacific. 
While the European continent - - a l ready mature from a 
tour is t angle — has seen a new increase and doubled 
in ternat ional tour i s t a r r i va l s , the remaining countr ies in the 
world also appear on the scene , record ing more consis tent 
inc reases of 2 .5 . (See Table 1) 
Again concerning the 1967-81 period in Europe the increase 
in foreign a r r iva l s r eg i s t e r ed in all the continental count r ies 
indicates a 'parallelism' between the in t ra - reg iona l compo
nent and that of ex t r a -European o r ig ins , both increas ing by 
about 100%. (See Table 1) 

Europe cont inues to be the major component of the world 
tourism market with a total of national and internat ional a r r iva ls in 
1981 tha t has been estimated at about 1,390 million. The s t r e n g t h of 
EEC tourism is due to the fact t ha t : 



a) More ihan half of the population takes a period of holidays 
and le isure every year and Europe alone r e p r e s e n t s 50 
pe rcen t of world tour is t a r r iva ls and d e p a r t u r e s . 

b) European incomes are h igher than the incomes of many 
countr ies of the world, the re is a general ised system of 
paid leave, flexible frontier cont ro ls , protect ion of tour i s t s 
and a tendency ίο develop tourism by many governments . 

c) There is a large quant i ty of employment in the tour is t field 
and hospital i ty i n d u s t r y . 

d) Natural and historical r e s o u r c e s . 
The world total (again national -*- in ternat ional tourism) has 

been estimated by the OMT, for 1981, at about 2.323 million a r r i v a l s . 
That European tourism is a phenomenon tha t can be pu t down 

almost ent i rely to the mobility of the Europeans can be shown by the 
following da ta : 

1) The incidence of national tourism in this area is ve ry high 
— about 85% of the en t i re t raff ic; 

2) In ternat ional a r r i va l s , coming from within the region ( i . e . 
from other European Sta tes) r e p r e s e n t in Europe 83% of the 
total . 

Europe , with a surface area equal to 7.7 of total emerged 
land, abso rbs 64.6% of world tourism ( internat ional + domestic t o u r 
ism): the f igure should be sl ightly adjusted to take into account the 
insufficient da ta , when it is not completely missing, of some European 
coun t r i e s . On the o ther hand , even within Europe , t he re is no s t a t i s 
tical s t a n d a r d . Although data may va ry we are still able to work out 
useful or at least sufficient est imates to at tempt in ternat ional compari
sons . Within Europe , the EEC count r ies receive about 50% of the 
in ternat ional tour i s t a r r iva ls from Europe as a whole, and about 35% of 
total world in ternat ional tourism. 



"Arr ivals of In ternat ional Tourism" means the number of people 
who have vis i ted or spent the i r holidays in a count ry other than the 
one in which they l ive. In genera l , the s ta t i s t ics of the var ious 
coun t r i e s , unde r this head ing , do not include people on day t r i p s , 
tha t i s : those who do not book and whose stay is less than 24 h o u r s . 
While they do inc lude , toge ther with normal a r r iva l s , those who may be 
s taying for one night only before going on to the country in which 
they in tend to spend thei r holidays (take for example countr ies like 
Ireland and Greece which, in this context , can be considered as 'final 
des t inat ions ' and therefore in the total number of a r r iva ls r e g i s t e r e d , 
those 'in t r ans i t ' r e p r e s e n t a smaller p e r c e n t a g e ) . 

If, to these fac tors , we add the d ivers i ty in the ways of 
p re sen t ing 'information' and the difficulty in ga ther ing toge ther e v e r y 
thing concerning tourism, it is clearly advisable to t rea t with caution 
the available data and use it as an indication r a t h e r than a t r ue mea
su re of the actual s i tua t ion. 

In the p r e s e n t work, the majority of the comparative s ta t i s t ics 
have been set against data re la t ing to 1967. A comparison with more 
recen t y e a r s would not have indicated the major developments in the 
in ternat ional tour i s t movement of these last five y e a r s , the great 
t ransformation in the way holidays are t aken , and the s t ra teg ic role of 
the tour opera to rs which had developed by 1967. 

The Importance of the Tour is t I n d u s t r y in the 
Individual Count r i es , by Type of Tourism 

The desire for holidays by European cit izens is continually on the 
inc rease , despi te the r i se in tour i s t p r i c e s , inflation and t r a n s p o r t 
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costs , beginning in 1974 with the petrol c r i s i s . 
Worldwide the growth has been u n i n t e r r u p t e d : 

From a world total of 76 million in ternat ional tour is t a r r iva ls in 
1961, the f igure increased to 290 million in 1981, with an 
annual average r ise of about 7.5% (based on WTO es t imate) . 
This is the case even if the h ighest pe rcen tage increase took 
place between 1960 and 1970 (+ 14,2 and + 16.1 respec t ive ly in 
1963 and 1964, and + 13.2 and + 10 .3 , compared to the p r e v i 
ous y e a r s , in 1966 and 1969). 

The desire for hol idays, r e co rds a continual increase among the Euro
pean populat ions and is documented not only by official data on tour is t 
t raff ic , bu t also by the 'national inves t iga t ions into home count ry 
ci t izens ' hol idays , ca r r ied out in most European countr ies from the 
beginning of the 1960s. 

These sample inves t iga t ions have shed l ight on ano ther cons is 
tent phenomenon, which developed in the 1970s — the taking of "more 
than one" holiday a y e a r , by millions of people . This is due to an 
increase in the prac t ice of tourism (in general ) and the spl i t t ing up of 
holidays into more than one season. 

But the grea t and in many ways explosive r ise in national and 
in ternat ional tourism has not p r e v e n t e d critical s i tuat ions in the hotel 
sec tors of some EEC count r ies - - in some cases the number of b u s i 
nesses has d ropped , as has the number of b e d s . 

Three grea t changes have cont r ibu ted to these negat ive a s 
pec t s in the hotel sector of some European a reas and have been p a r t i c 
ular ly influential in the last twenty y e a r s : 

a) The high increase in the demand for ex t r a -ho te l hol idays , 
much h igher than tha t in the hotel sector itself. The 
'p le in-air ' sector and o ther forms of non-hote l lodging have 
expanded g rea t l y , to such a point that the tour opera to r s 
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— for some yea r s now — have been offering more and more 
space to apa r tmen t s , to r en t ed houses , to vil las, to r e s i 
dences and to house /ho t e l s . 

b) The development of new tour is t a r e a s , outside the EEC, 
with lower pr ice levels than the EEC a v e r a g e , and less 
tour is t s a tu ra t ion . 

c) The influence of the tour opera to r s on the decisions and 
choices made by tour i s t s in Europe . The tou r i s t ' s choice 
however is determined by a mix of fac tors , geographical 
posi t ion, t r a n s p o r t , image, publ ic i ty , available facilit ies, 
pr ice and management which seem to be the most impor tant . 

Discussions and elaboration of p rev ious r e p o r t s on the econom
ic significance of tourism does not give a clear indication of how th ings 
are p rog re s s ing between the Eur 10 . The capacity of each Region to 
multiply the effects of tour i s t a r r iva ls certainly looks s ignif icant . The 
se rv ices , the commodities, and the ability of a Region to a t t r ac t con
sumption of tou r i s t s has a multiplier effect on economic benef i t s . The 
importance cf data for a r r i v a l s , number of n i g h t s , rooms, and hospi 
tality serv ices seems to be the bes t indicator in formulating new cat
egories of data and new theor ies on consumerism in the tour is t field. 
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Figure 1 

I N T E R N A T I O N A L î c i r a i s r « R E C E I P T S   r r a Η Λ 3 Ι ? Α Γ : Τ : ; Ε Ο 1 9 6 2 

( c u r e l a b o r a i i o r . on '.ïTO l a t a ) 

i n ECDa 

NETHERLANDS 

IR ELAND DENMARK 

GREECE 

(1) In spite of the fact that the sources of information are not 

homogenous in terms of receipts, gross or net, the above figure is 

representative of' the income produced per resident by international 
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The desire to spend holidays abroad is h ighest among the Dutch 
populat ion, followed by the Germans and Danes . Among the non EEC 
countr ies the Swiss data is i n t e r e s t i ng : nearly 70% foreign s tays for 
every 100 i nhab i t an t s . In s h o r t , within the main countr ies that gene r 
ate in ternat ional tourism the demand for holidays abroad has grown at 
a h igher r a t e than home tour ism, even if Belgium and above all 
F rance ' s ra te of increase of national tourism is h igher than the i n t e r 
national i nc rease , which nonetheless is still pos i t ive . 

There i s , in any case , a correlation between "family income" 
and travel l ing abroad . An estimation r epo r t ed by Prof. Bu rka r t on 
"The Management of Tourism" s ays : "every one pe rcen t increase of 
income, t r i g g e r s a 2.2 pe rcen t increase in the number of t r i p s . More 
income means more foreign t r i p s " . 

The Central i ty of Europe and the 
'Re t rea t ' of the EEC 

The flow of tourism abroad genera ted by European countr ies as a 
whole continues to favour European dest inat ions even if the re has been 
a net increase in ex t ra continental t r ave l . However these countr ies 
still only r e p r e s e n t a minority of the total of foreign t ravel done by 
Europeans : 

3.4% of the total flow in 1967 (equal to 3,178 million a r r iva l s ) 
9.4% of the total flow in 1981 (equal to 14,330 million a r r iva l s ) 

tourism. As a consequence those coun t r i es with the l a r g e s t popula
t i o n s , inc luding those of p a r t i c u l a r t o u r i s t importance (France, 
I t a l y , . . . ) show p ro -cap i t a data i n f e r i o r to those coun t r i es with 
smaller popu la t ions . In terms of absolu te va lues , obviously, the 
c l a s s i f i c a t i o n would be d i f f e r e n t : France in f i r s t pos i t i on 
followed by I t a l y and Great B r i t a i n . 
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However these f igures do allow us to note a t endency for the fu ture — 
a fundamental role , as far as European demand is concerned, in the 
ext ra European holiday market . 

But the central i ty of Europe , concerning internat ional tourism, 
has pe r s i s t ed th rough the y e a r s . Within Europe the re is in p r o g r e s s a 
red is t r ibu t ion of touris t demand that has favoured areas outs ide the 
EEC, with the exception of Great Britain and Greece, and that on the 
whole sees the EEC record increases below those of the remaining 
European coun t r i e s . 

An assessment of the t r e n d s of internat ional tourism within the 
EEC is based on such d ivers i ty of data from the var ious countr ies tha t 
i ts value can only be indica t ive . Never theless the grea t increase in 
the amount of in ternat ional tourism reg i s t e red by Greece and Great 
Britain should be considered as highly signif icant , an increase r e s p e c 
tively of 500% and 167.8% in the period between 1967 and 1981. For 
Greece and Britain the information is based on s ta t i s t ics r eg i s t e r ed at 
the f ront ier ; however the cr i ter ia have been sl ightly modified. 

On the o ther hand the countr ies which p re sen t the lowest ra te 
of development, in the per iod 1967-1981, are Belgium, Luxembourg and 
Denmark. For Belgium and Denmark a comparison can only be made 
us ing data re la t ive to the bookings r eg i s t e r ed by the receiving o r 
ganisa t ion: + 9.6% for Belgium and + 22.7% for Denmark. For Luxem
bourg the pe rcen tage increase is 19.2 based on total a r r iva l s in hotel 
accommodation in 1981 as compared with 1967., 

For the same period Europe as a whole showed an increase of 
94.9% (source WTO) almost doubling i ts in ternat ional tour ism. Faced 
with this increase count r ies like Belgium, Luxembourg and Denmark 
reflect a considerable drop in the i r position and capacity to a t t r ac t 
t o u r i s t s . In the same per iod the overall increase for the count r ies in 
the EEC can be estimated at a round 60%. Taking this as an average 
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count r ies like France , I re land and the Low Countr ies r e p r e s e n t similar 
va lues . 

Under countr ies showing a increase of 40% we find the German 
Federal Republic and Italy with 42.7% and 46.1% respec t ive ly . In these 
count r ies the most reliable information concerns the numbers of a r 
r ivals r eg i s t e r ed by the receiving o rgan i sa t ions . 

It is clear how the development of the tour is t i n d u s t r y of the 
individual countr ies is closely tied to the i r economic growth and this 
g e n e r a t e s , as a direct consequence , a g r ea t e r mobility on the pa r t of 
the count r ies ' i n h a b i t a n t s . This of course favours the growth of the 
tour i s t sector and in general the product ion of serv ices and consump
tion connected with the ever growing movements of Europeans . (See 
the high hotel densi ty in FRG, bu t also the densi ty in Belgium and the 
Nether lands when compared to Greece, in F igure 5 Appendix . ) 
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1.2 The Impact of Tourism on Balance 

of Payments 

The Effect of Tourism on the Community's 
and the Individual EEC Countr ies ' 

Balance of Payments 

An analysis of the economic effects caused by tourism is made difficult 
by the ser ious lack of s tat is t ical ev idence . Because of this the depth 
of our enqu i ry into this sector is necessar i ly limited. However the 
tendencies which have emerged are still i n t e r e s t i n g . It is clear , above 
all, that the EEC would s tand to gain a grea t deal (in terms of i ts 
Balance of Payments) if Spain joined the Community. In fact, the 
tour is t deficit is mostly caused by tour is t traffic towards Spain. 

The total expend i tu re of EEC re s iden t s (1981 f igures — EEC 
estimate) for tourism amounted to 100 billion ECUs a yea r . This f igure 
r e p r e s e n t s about 7% of the ci t izens ' total expend i t u r e for 'p r iva te 
consumption ' ; it is to be expected tha t this f igure will be valid for 
fu ture y e a r s . 

On the o ther hand , EEC income from tourism amounts to 
90 billion ECUs and so the deficit is about 10 billion ECUs. Community 
income from tourism is t h u s divided: 

30 billion ECUs from intra-community and extra-community 
( internat ional tou r i sm) ; 
60 billion ECUs from domestic tour i s t t raff ic . 

On the whole ext ra-communi ty e x p e n d i t u r e s amount to about 
40 billion ECUs and are d i rec ted towards Spain, Aus t r i a , Yugoslavia 
and to a lesser degree towards many o ther count r ies like Por tuga l , 
Switzer land, Tunisia and Malta. 
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As far as development t r e n d s are concerned , for income it has 
been estimated that between 1972 and 1982 the real income and real 
expend i tu re for tourism rose 1.5 t imes. In par t i cu la r the quotas of 
tour is t income from extra-community count r ies (quote of internat ional 
tourism) rose in the same period by 25%. 

The EEC quota of in ternat ional tourism is not influenced solely 
by US tourism; it seems, in fact, that the g rea tes t income is from 
non-American tour is t sou rce s . Recently subs tant ia l tendencies have 
emerged indicat ing a growth in tourism from Japan and Asia. If these 
tendencies were to be confirmed for the EEC, the re would follow very 
posi t ive effects . Europe ' s his tor ical , cul tural and commercial a t t rac t ion 
for the East could positively influence the development of in ternat ional 
tourism in the next decade . 

Tour is t traffic within the EEC has marked effects on the 
Balance of Payments of the individual EEC countr ies and the benefi ts 
could increase if the Member States promoted t ravel within the Commu
ni ty , and harmonization of s t r u c t u r e s , s e rv i ces , holiday pe r iods , 
s t agger ing of holidays e tc . As well as creat ing wealth and occupat ion, 
the development of intra-Community tourism would reduce the economic 
gap which exis ts between the EEC coun t r i e s . Fur thermore this kind of 
policy would see a decrease of the deficit in tourism in the EEC, a 
deficit which doubled from 1972 to 1982. 

The major deficit is found in the FRG, while Italy gains most 
benefit — it t akes in six times more than it spends for tour ism. The 
French and Greek Balance of Payments are pos i t ive , while all the o ther 
countr ies are in a deficit s i tuat ion. 

The r e p o r t has examined the EEC suppor t ive policy towards 
Regional development of tour ism. Traffic should move from r icher 
areas to poorer areas bu t we have found scarce evidence of promotion
al campaigns or of activit ies effectively carr ied out in this d i rec t ion. 



Experience teaches though that often the tourist development 
of Regions with mainly rural economies does not bring many economical 
benefits to those Regions. In fact, even though high growth in p res 
ences is recorded often, infrastructures and some services are fi
nanced by public funds and this costs more than the income received. 

It is more beneficial, in our opinion, to concentrate financial 
effort on those areas that have a tourist \rocation, services, and work 
force which are available and easily utilized. 

To complete the study on the importance of tourism in the 
economy of EEC countries it may be necessary to relate the contribu
tion of the hotel and catering sector to the total value added by the 
various economic sectors in some of the countries. (The lack of data 
of some countries is due to different national accounting systems.) 
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Table 2 

Gross Value Added Hotels and 

Catering at Producer Prices 

(percentage of total value added for each country) 

Country Hotels / Restaurants 

Germany 
Denmark 
France 
Ireland 
Italy 
Netherlands 

Source: U.N. Yea rh 

1. 
1. 
2. 
1. 
2, 
1. 

ook 

.4 

.1 

. i 

.7 

.4 

.0 

1980/1981 

Total Value Added 
(millions of national currency) 

1,393,940 
278,679 

2,439,404 
6,471. 

120,702,640 
247,670 

(1979) 
(1977) 
(1979) 
(1978) 
(1979) 
(1977) 

The comparability of the figures is affected by the differences 
existing between the definitions and methodologies used in the 
various countries, the definition of the Hotel and catering sector 
differing widely enough to call into question the findings of a 
comparative study. (For Italy it is possible to isolate the share 
and to identify the amounts representing non tourist consumption.) 
Cfr. W.T.O. Commission for Europe / 13 Meeting / San Marino 10-
13 April 1984. The interpretation of the data must be carried out 
in connection with the definition of gross added value as defined 
by W.T.O. (Income from work plus social security plus fixed 
capital consumption plus operations net surplus plus indirect taxes 
minus subsidies.) 
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1.3. Charac te r i s t ics and Effects 
of Tourism on Labour Market 

The employment created by tourism does not only concern those in
volved in the product ion of the goods and services which are directly 
consumed by the tou r i s t . Those who operate indirect ly in the se t t ing 
up of s t r u c t u r e s or in the product ion of goods and services which are 
in some way involved in tour is t act ivi ty are also to be cons idered . 
For example the re is a vas t area of commerce which works essential ly 
for the tour is t market bu t only par t ly for the res ident populat ion. 
Again the small local i n d u s t r i e s , ve ry active in the developed tour i s t 
a r ea s , provide major sources of employment and family collaboration. 

The most important pe rcen tage of tour is t employment in the 
EEC is that which involves the seasonal-summer holiday model, where a 
services-offer s t r u c t u r e p reva i l s , tied to a high degree of dispers ion 
both of the bus inesses involved and the work force. This happens 
with re ference both to the hotel sector and the wider g roup of 'public ' 
concerns — b a r s , r e s t a u r a n t s , snack ba r s — as well as to the t ravel 
agenc ies . The summer tour i s t sec tor has therefore an anomalous 
combination of official and non-official work (both economically and 
with r e g a r d s to union r ep re sen t a t i on ) which seems hard to eliminate, 
considering the difficulties involved in opera t ing a check on employees. 
Therefore the available data on employment volumes is ha rd ly reliable 
and even the t r ade union and employers ' estimates are ve ry approx i 
mate. 

The cost of labour forms a consis tent pe rcen tage of the man
agement costs in hospital i ty s t r u c t u r e s and it is in the labour field 
that most of the economies of bus ines se s in the sector are decided. In 
fact the costs of food and beve rages are ha rd to b reak down and even 
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the headings which can be grouped toge ther u n d e r general expenses 
are ve ry r ig id , so the only source of possible economies, especially in 
the smaller tour is t conce rns , is tha t of cu tbacks in the work force. 

The use of non-official labour helps towards lowering costs and 
the spread of this p rac t i ce , in the seasonal tour is t sec tor , is ve ry 
cons is ten t . The situation is ve ry different for the large hotel chains 
which form the most ' indus t r ia l ' element of tour ism. Here the use of 
full time qualified staff prevai l s and health and social benef i ts are 
almost always, if not always, g u a r a n t e e d . The tour opera to r s sector 
too is organized along the lines of the above mentioned operat ive 
model, even if, in some cases in the high season pe r iods , temporary 
staff are taken on. 

An estimate of the employment effects of tourism i s , t he re fo re , 
an a rduous t a sk . We must remember too that the seasonal n a t u r e of 
the tour is t offer has a determining influence on the organization of 
work, not only in seaside and mountain tourism but also in spa , con
gress and bus ines s tourism. 

Italy se rves as a model for an estimation of the problem: out 
of 1.5 million people who are officially employed with a national work 
cont rac t , 800,000 are seasonal and the remaining 700,000 work full time 
in tourism — hote ls , r e s t a u r a n t s , camp s i t e s , t ravel a g e n t s , b a r s , 
e tc . 

Touris t employment is t ied , to a cer tain deg ree , to tour is t 
spending in the sense that the more the tour is t s p e n d s , the more 
people go into direct or indi rec t employment. 

Even if t he re are lots of obstacles to the realization of a 
common market for tour is t employment in the EEC, the re does exist 
cases of t r ans fe r of the work force within the '10' . These are limited 
however and with little significance. The efforts of the Community in 
the t ra in ing sec tor , which includes per iods spent abroad , do not 
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influence the labour market . The labeur market , on the whole, p r e 
sents high levels of mobility and elas t ic i ty . Above all, the holiday 
tourism area (concerning n o n - s t a n d a r d hotels) may draw on a huge 
army of r e s e r v e labour . It is t hough , an unqualified labour force 
which is used more for i ts quant i ty than for i ts degree of special
ization. 

In the tour is t sector in the Community, and also world wide, 
female employment is ve ry h igh . In the seasonal tourism areas women 
r e p r e s e n t 60% of the total in employment and in the permanent tourism 
areas (big ci t ies , commercial cen t res ) female employment is about 40% 
of the total . Tourism helps employment as it has a stimulating and 
balancing function — in the weak EEC areas it helps local employment, 
above all 'female'. 

The developed EEC areas with a high degree of i ndus t r i a l i 
zation use labour from non-Community countr ies for the least qualified 
jobs . In the European economic s t r u c t u r e , the average investment 
necessa ry to crea te a job is about 30,000 ECUs, while in the manufac
tu r ing i n d u s t r y it r i ses to 70/75 thousand ECUs. As for tourism the 
est imates supplied by prev ious EEC s tudies indicate that to c rea te a 
job , 11,000 ECUs in Italy and 15,000 in Britain are needed . More 
recen t s tud ies carr ied out in Italy by P. Costa at the Universi ty of 
Venice (1983) supply est imates according to which, for every 750,000 
ECUs spen t in tour i s t consumption an added value of 350.000 ECUs is 
genera ted and work is c rea ted for 45 people a year in 'd i rect ' employ
ment and for 75 people in overall employment (including non-d i rec t 
l a b o u r ) . 

P. Costa, I l turismo n e l l a s t r u t t u r a de l l a economia i t a l i a n a , 1983, 
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The conclusion reached by the above mentioned s tudy s u b s t a n 
tially modifies the data estimations available up unti l now, in that by 
adding the ' d i r ec t ' , indirect and induced effects toge ther we find that 
for every million spen t , 1.4 million ECUs are genera ted at least income 
derived from work and fixed capital consumption. By p r u d e n t use of 
the total income of tourism in the EEC (estimation 1982) that is 
92 billion ECUs, the general f igures of tour ism's effect on the labour 
market would show over 16 million occupied workers between d i rec t , 
indirect and induced employment. 

Pe rhaps the effect of tourism in this s tudy is h igh l igh ted , but 
labour in the sector is ve ry differentiated and often with 'pa r t - t ime ' 
cha rac t e r i s t i c s . The tour is t phenomenon at the employment level 
concerns not only the d i rec t , official labour market (here defined as 
labour / employment) but also a whole ser ies of independent activit ies 
— family a s s i s t ance , employers , craftsmen - - who, when the re is 
tour i s t activity p r e s e n t , work to p roduce income. 

Confirmation comes from the data supplied by Eurosta t accord
ing to which in 1981 EEC workers in the t r ade sec tor , r e s t a u r a n t s and 
hotels numbered 12.5 million (see Table 3 ) , while for t r a n s p o r t and 
t ravel 5.4 million were employed. To these f igures we must add those 
connected with show bus iness and enter ta inment whose numbers are 
difficult to est imate. These f igures give an overall p i c tu re of the 
employment relat ive to a ser ies of act ivi t ies that are linked to tour is t 
demand, even if they are not exclusively employed in th is market , 
considering that they also benefit the res iden t population of the va r i 
ous a r e a s . 

Every mi l l ion spent produces a new employment of 133 people. 
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Table 3 

Empi oyment 
to 

in Sectors 
Tourism in the 

Connected 
: EEC 

Workers in Commerce / Restaurants / Hotels 

Country 

Belgium 
Denmark 
Germany 
Greece 
France 
Eire 
Italy 
Luxemburg 
Netherlands 
Great Britain 

Total (Eur 10) 

1979 

426,000 
250,000 

2,742,000 
166,000 

2,525,000 
140,000 

1,687,000 
50,000 
632,000 

3,739,000 

12,357,000 

1981 

420,000 
239,000 

2,784,000 
data not available 
2,575,000 
data not available 
1,729,000 
data not available 
671,000 

3,506,000 

Figures for other sectors: 

Transport and travel - 5.4 million 
Employers, family assistance, freelance workers - 8.5 million 
Entertainment and show business - data not available 

Source: Eurostat. 

In our opinion, the labour market will not be sensi t ive to evolution in 

the shor t term and tha t is going t h r o u g h a per iod of s tas is in the 

investment in the sec to r , especially with r e g a r d s to the seasonal 

hospital i ty s t r u c t u r e s (seaside and winter ho l idays ) . The si tuation is 

s l ightly be t t e r in the large u rban and commercial a r e a s . 

For the EEC we can pred ic t a certain stabil i ty in the number 

of people employed in the whole sec tor . Among young people t h e r e is 

a growing disenchantment about work in the hospital i ty sector which is 
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present in almost all EEC countries. After short periods of work in 
hotels and restaurants young people tend to change jobs. 

The tendency is more marked in the non-standard hotel sector 
where there is high seasonal employment and discontinuous work 
rhythms. The hotel chains are more attentive and do not 'waste' their 
labour force — they train and form their staff and invest capital in 
them. Furthermore by using shifts and industrial working hours they 
offer greater and more standard levels of job satisfaction for their 
employees. 

The retraining of the labour force, as happens in companies, 
does not seem to influence price policy and the competitiveness of the 
small and middle size concerns. In general highly qualified labour is 
not requested in the tourist sector as a whole. 



Chapter Two 

CHARACTERISTICS OF STRUCTURES 
AND SUPPLIERS OF TOURISM 

An accurate analysis of the sector shows that the major part of the 
tourist supply-side industry is composed of thousands of small family 
enterprises whose characteristics do not allow us to single out signifi
cant economic standards for the study of concentration. 

Within the receiving sector only the International Corporations 
and the Hotel Chains (approximately 4% of total hotel capacity in the 
EEC) show elements of concentration that require a specific analysis, 
also because they may affect the evolution of their competition. 

TO is a second tourist sector that requires analysis because it is 
an enterprise that produces, organizes, promotes, and sells hospitality-
including transportation and assistance: therefore true suppliers of 
tourism. 

Together with the Hotel Chains we have decided to put at the 
center of our stuy the intermediary system of TOs. 
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There is ve ry low economic concent ra t ion , and scarci ty of data 
for the la rges t pa r t of the hospitali ty supp ly , but all over the EEC a 
s t rong concentrat ion of small en t e rp r i s e s geographical ly s i tuated in 
holiday areas ( spontaneous a g g r e g a t i o n ) . Economically speak ing , we 
should say that small en t e rp r i s e s have low potential of absorbing 
changes in tour is t demand and movements of consumer n e e d s . Our 
s tudy takes out the importance of the ' real ' supply of accommodation 
p resen t ing a 'profile' of hospital i ty in the EEC coun t r i e s . 

Table 4 

Profile of Hotel Accommodation 
in the EEC in 1983 

Ratio of Beds in Hotels 
Country / Region and Similar Establishments 

Denmark 67 
Greece 61 
Ireland 51 
FRG (Germany) 51 
United Kingdom 44 
France 38 
Italy 38 
Belgium/Luxembourg 24 
Netherlands ....(data not available) 

Source: Our elaboration of Worldwide Lodging 
Industry/OECD/Istat/WTO. 

The supply side in tourism is forming into various groups and associa
tions of small hoteliers. Recently this grouping activity has assumed 
great commercial influence and a strong influence on the market of 
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small suppl ie rs of hospitali ty who could not commercialize themselves 
o therwise . 

Obviously the association and grouping of hotel iers is b r ing ing 
the sector increas ing economic benef i t s . Adver t i s ing , promotion and 
marketing policies are becoming more popu la r , and our r epo r t examines 
these a t t i tudes which seem to be the only spontaneous answer to the 
negat ive forecasts that e x p e r t s project for small 'family' hote ls . 

We assume, dur ing the s t u d y , that general t r e n d s indicate con
sumer p re fe rence for 'high ra ted ' hotels ( i . e . 3-4 s t a r ho t e l s ) . The 
high ra t ing appl ies , in the EEC coun t r i e s , to those hotels where the 
management is not a family management, and signifies a s tandardizat ion 
of the hospi ta l i ty . Indus t r ia l management seem to be s t rongly connect 
ed with the future development of tourism and with the economic 
success of the hospital i ty i n d u s t r y . 

We have found however tha t the "Star Rating System", so popular 
t h roughou t the world is not adequate for the EEC in provid ing infor
mation for tour i s t s and consumers . We have given grea t importance to 
hotel chains and to leading in ternat ional companies not so much for 
the i r direct capacity (number of beds ) bu t for the potent ial tha t they 
have . Hotel chains have qualified management, use vocational t ra in ing 
of pe r sonne l who are aware and advanced in the market ing field. 
Through the i r s t r a t eg ies it is possible to u n d e r s t a n d some general 
t r e n d s , as they are most sensi t ive to market c h a n g e s , evolut ions , and 
fo recas t s . Dominating hotel chains contain more service flexibility and 
pr ice elastici ty than many small family-operated hote ls . 

The possibi l i ty of becoming fu ture leaders in the hospital i ty 
market is developed and re inforced by the development of f ranchis ing 
all over the world. And when franchis ing does not apply because of 
the small dimensions of hotels or hospital i ty s t r u c t u r e s , hotel chains 
plan thei r 'management selling' and consequent ly enlarge continuously 
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their 'catchment areas ' . In fact, their economic weight may seem small 
but their strategical potential is able to change the market and to 
affect competition. 

The Tour Operators also represent a very important side of the 
'supply' and their influence is reported as 'fundamental' for competition 
and to determine preferences in the world of tourism. Although 
individual holidays are exceeding 70 percent of all travel, there is a 
marked preference for organised tours when the destination is non 
domestic ( i .e . holidays abroad). 

We present our findings with respect to the confidential informa
tion which has been gathered both in the EEC and the rest of Europe. 
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The Tour Operators: Characteristics 

■I?e.: Services Offered 

md involution 

As many researchers into tourism have noted the functions cf the 

Travel Agency / Business have hardly changed since the beginning of 

tourism. These functions are: organizing journeys, setting up as 

intermediary between supply and demand, and supplying collateral 

services — from information tc assistance — and to the organising of 

excursions during the s tays. 

In order to understand the modern agency system, a crucial 

difference must be made between the travel business that concerns 

itself with tour operating and the travel business that concerns itself 

with the retailing of travel. 

Tcur operating is 'the creation of journeys and stays and the 

reJative publicity and putting on the market of the product ' . The 

activity of a Tour Operator (TO) is therefore a business activity 

organized on a large scale. The Pacific Area Travel Association 

(PATA) defines the TO as "specialised concern in the planning and 

realization of journeys / holida^/s which are preprepared and prepaid. 

They are sold to the public through Travel Agents". PATA also 

suggests a difference between TO and Tour Organizer. The Tour 

Organizer is the organizer of a preformed group. Although exact, 

this difference has not been adopted in the present terminology of 
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Tourist Operators or that of legislation even if it is true that many 
Coach Operators (bus operators) are Tour Organizers. 
A TO usually supplies three types of service: 

organization of the transport; 
accommodation; 
services in the proper sense of the word. 

The services offered may be: 
after-sales services, supplied to the client during the journey 
or at the destination (transfers, assistance during the s tay) ; 
pre-sales service, connected to the operations in the sale of 
the holiday (reservations, information, publicity). 

The TO, as a producer of standardized holidays, appeared on the 
scene in the 1960s as a result of the evolution in transport and in 
particular the growing charter services. 

The main characteristics of the TO's product are its 'all-included 
conditions' (even though there are various solutions during the stay or 
in the means of transport) and the competitive price. The TO then 
assembles the various components of the tourist product (travel / 
stay / assistance) and resells it at a 'market' price. The maintaining 
of this objective during the years of the energy crisis has greatly 
increased the risk run by the TOs in the definition of their pro
grammes. Many large TOs have started basing their targets on high 
percentages of occupation of transport means and limiting themselves to 
very modest profits. 

** 

The USA is an exception in that there are more Tour Organizers 
than tour operators. 

For relationship between TO and Air Line companies, see section 
"Ownership of the Tour Operators". 
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In this way, since the beginning of the 1970s, there have been 
many cases of bankruptcy in the TO sector. Some, like Clarksons 
Holidays (1974) — probably the biggest — were clamorous cases. The 
number of highly industrialized TOs is very low, as is the market 
quota that they directly control. Their importance grows as we go 
further North where the tourist tradition is more consolidated and 
reference to a professional organization is more habitual in the people 
who go on holiday. 

The conditioning power of the TOs is very strong all over Eu
rope. This is explained by: 

The promotional and publicity effort made- by the TOs is very 
effective. Its impact is achieved through brochures (often 
more than 500,000 copies are pr inted) , billboard advertising, 
TV advertising and magazine and newspaper advertising. 
The TOs, thanks to their organizing capabilities, are able to 
move great numbers of tourists and so to transform some 
destinations into favoured tourist spots. Where the holiday is 
seen as a status symbol, destinations are presented as fashion
able and 'chic'. In other words, the presence of a tourist 
area in a TO brochure and the tourists that an operator sends 
there have an induced effect: they increase the degree of 
attraction that the area has for the single tourist market. 

As concerns distribution, the TO may be compared to a wholesaler 
who uses a distributive network made of retailers (the travel agen
cies). These travel agencies may however be specialized in either 
incoming or outgoing activities. 

Recently, there are indications that TOs are becoming less l!pio-
neeristic ' , and more concerned with filling up aircraft than find
ing new airports . 
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Most TOs have their own sales points, or they control them. In 
some countries the TO eliminates the agency network by sending 
brochures directly to clients so that the system of distribution takes 
four directions: 

Producer(s) - TO - Travel Agency - Consumer 
Producer(s) - TO - Consumer 
Producer(s) - Travel Agency - Consumer 
Producer(s) - Consumer 

The TOs' functions and their activities in the distribution sector have 
conditioned the position in the market of the travel agencies. In fact 
in some countries (like Italy) the TOs main rival is the travel agency 
(organizing its own holidays), while in others most travel agents 
distribute the TO's brochures (simply 'reselling' them). In other 
situations the retailing travel agent is an operator who can construct 
made-to-measure holidays for a regular clientele who do not want 
pre-packaged 'mass' holidays. 

The present situation, as we shall see, shows a substantial parity 
in TO prices for similar products. There has been some attempt made 
therefore to characterize the product — based, in some cases, on the 
identifying of a target group and in others on the construction of an 
'ad hoc' product. This specializing policy is evident in small and 
middle size TOs who tend to reserve for themselves a market quota 
and present themselves as being the 'specialists'. 

Many banks have found themselves acting like partners to the 
TOs without and prior planning, forced to become creditors for travel 
agencies, air lines and tour operators, who found themselves in diffi
culties and as a consequence became involved in the transfer of stocks 
and shares , which is a continuous feature of a very active market. 
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.'ι· :.<>"Η' Lank.' , i'ti t r ane r ' ;, ' ( ι tourism has o c c u r r e d , ir: the first 

• ,; . .nr· · . ,is a r e su l t of r e q u e s t s for foreign c u r r e n c y lor t o u r i s t s 

"ravelling o v e r s e a s , then as a publ ic re la t ions e x e r c i s e . Today many 

oanks offer var ious se rv ices to t o u r i s t s , and organize t r i p s for the i r 

own staff and c l i en t s . An example of th i s is 'la Banque de Bruxe l l e s ' 

which ope ra t e s not only as a c redi t ins t i tu t ion b u t also as a t r ave l 

a g e n c y . 

In a different way b a n k s   such as the Midland, who own Thom

as Cook   c a r r y out th is function by i s su ing t r a v e l l e r s cheques (valid 

all over the w o r l d ) . 

Recently many b a n k s have en t e red the c red i t card marke t , and 

also have a ve ry definite inf luence on tourism by offering a va r i e ty of 

se rv ices to t o u r i s t s , pub l i sh ing magazines and encourag ing v i s i t s to 

different towns and coun t r i e s us ing the c red i t c a r d . 

On the bas i s of these fac tors we have u n d e r t a k e n a s u r v e y among 

the EEC coun t r i e s which has confirmed our h y p o t h e s i s as well as 

revea l ing a g r e a t deal of new information. To c a r r y out t h e s e s u r v e y s 

we have conduc ted i n  d e p t h in t e rv i ews with the main TOs and have 

exploi ted the knowledge of e x p e r t s both in the p r i v a t e and the publ ic 

s e c t o r s . 

Main Tour O p e r a t o r s in the EEC 

The p r e s e n c e and impor tance of TOs and the i r ac t iv i t ies a re v e r y 

dif ferent in the va r ious EEC c o u n t r i e s . On the one hand ¡.nere a re 

coun t r i e s like Italy where t h e r e is v e r y li t t le TO ac t iv i ty ; on the o the r 

h a n d , in Great Bri ta in the TOs play a de te rmin ing role in the o r g a n i 

zation of the t ou r i s t marke t . These d i f fe rences a re of cour se re f l ec ted 

in the number and ope ra t ive size of the TOs in va r ious c o u n t r i e s . For 
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t h i s r e a s o n i t i s i m p o r t a n t to r e v i e w t h e p r i n c i p a l TO c o m p a n i e s in t h e 

main EEC c o u n t r i e s . 

An in i t i a l e v a l u a t i o n of t h e l eve l of c o n c e n t r a t i o n e x i s t i n g in t h e 

TO s e c t o r can b e f o r m u l a t e d b y c a l c u l a t i n g t h e r o l e of t h e p r i n c i p a l 

f o u r T O s in t h e EEC , t a k i n g t h e r e s p e c t i v e n u m b e r of c l i e n t s e s t i m a t e d 

for 1982. 

TUI (FGR) w i t h 
NUR (FGR) 
Thompson (UIC) 
ITS (FGR) 

T o t a l 

If we c o m p a r e t h i s t o t a l w i t h t h e f i g u r e s for p e o p l e t r a v e l l i n g a b r o a d 

in t h e E E C , w h i c h can b e e v a l u a t e d a s a r o u n d 60 mi l l ion , we c a n 

c a l c u l a t e t h a t t h e s h a r e of t h e m a r k e t c o n t r o l l e d b y t h e p r i n c i p a l f o u r 

T O s , in t h e E E C , i s 8%. 

2,231,000 
1,040,000 
1,020,000 
506,000 

4,797,000 

clients 
II 
II 
II 

clients 
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GREAT BRITAIN 

The Bri t i sh market is emblematic for an unde r s t and ing of how the TOs 
have developed. It is due both to historical reasons — the b i r t h of 
organized tourism and that of the first TO to take place in Great 
Britain — and cul tural r e a s o n s . Fur thermore in Great Britain we can 
examine, more than e lsewhere , the f igure of the TO in i t s p u r e s t 
s t a t e , examine it evolution and hypothes ize a possible fu tu re . In GB 
the TO's functions are ve ry specialized indeed . The following c lass i 
fication compares the top ten Bri t ish TOs from 1971 to 1981: 

Company 

1. Clarksons 
2. Thomson H. 
3. Goodwill (a) 
4. Sunair/Lunn P. 
5. Castle 
6. Cosmos 
7. Global 
8. Blue Cars 

(b) 

1971 - Clients 

600,000 
290,000 
270,000 
230,000 
190,000 
170,000 
150,000 
130,000 

Company 

1. Thomson H. 
2. Intasun 
3. Cosmos 
4. Horizon (c) 
5. SWSA (d) 
6. Laker (e) 
7. Wings/OSL 
8. Global 

1981 

1 

- Clients 
,020,000 
470,000 
420,000 
390,000 
350,000 
320,000 
280,000 
250,000 

N.B.: All f igures are approximate. 

a 
b -
c 
d -

Goodwill purchased by Court Line in early 1974 : 
liquidation in 1974 
Purchased by Thomson Holidays in 1972 
Formerly Horizon Midland 
Including Sovereign and Enterprise H. : 
owned by British Airways 
Including Laker Air Holidays and Arrowsmith, both sold off 
after Laker collapse in 1982 

(Clarksons - purchased by Court Line in 1973 : liquidation 1974) 

Source: The Business of Tourism. 
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In the 1970s the re were many cases of financial difficulties in the 
organized tourism world in Great Br i ta in . Even small and middle size 
Opera tors went out of b u s i n e s s . We should under l ine however that on 
the whole the re has been development in organized tourism for all the 
' su rv iv ing ' TOs on the l i s t . The reasons for this success are to be 
found in the fact tha t the TO, by acquir ing as a wholesaler and 
s t andard i s ing the hol idays , can then offer them at pr ices which are far 
more competitive than any th ing the single tour is t can do. The TO's 
operat ive ' sec re t ' is tha t they offer a pr ice which is lower than the 
sum total of the serv ices contained in the package . The TOs also 
achieve significant cost economies in the organizat ion of the tour i s t 
offer because : 

The means of t r a n s p o r t are usually used intensively ( they 
avoid long s t ays of cha r t e r p lanes in the a i r p o r t s ) . 
They allow the use of tour i s t s t r u c t u r e s th roughou t the season 
(in th is way TOs and hotel iers have exactly the same i n t e r e s t s 
in tha t the la t te r want to ex tend the i r opening p e r i o d ) . 

In the case of Great Britain it is ve ry important to look at the 
kind of d is t r ibut ion exis t ing or , in o ther words , the kind of re la t ion
ship the re is between TOs and the d i s t r ibu t ing t ravel agenc ies . In 
Great Bri tain t he re are about 7,000 retai l ing t rave l a g e n t s ; for Italy 
the f igure is 2,800; and in FRG (Germany) it is 7,800. Almost 5,000 
are members of the Association of Br i t i sh Travel Agents (ABTA). 
About 90% of the packages offered by TOs is sold t h r o u g h the d i s 
t r ibut ion ne twork of the t r ave l a g e n t s . 

It is the TO who r u n s the r i s k s in the formation of the tour i s t 
p roduc t because the agent does not buy the package from the TO, to 
then re - se l l it to the client (as happens in o ther s e c t o r s ) , bu t r e 
s e rves the package only after the client has decided to b u y . 
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In 1978 Tjaereborg , one of the biggest Scandinavian TOs, opened 
an office in London and began selling direct ly to the publ ic , t h u s 
eliminating the in tervent ion of the t ravel agency - - as happens normal
ly in Scandinavia. This was not the first case of direct sales in Great 
Br i ta in , bu t it was a case that could b reak p re -ex i s t i ng and consoli
dated posi t ions and certainly cont r ibuted to an acceleration in the 
evolution of Great Br i ta in ' s tour is t market . From 1978 on direct sales 
have significantly increased and now r e p r e s e n t almost 20% of the whole 
market . This innovation has forced even giants like Thomson to 
divers i fy , in o rder to b e t t e r at tack the market and res i s t competition. 
Thomson is now owner of Port land Holidays, which prac t ices direct 
sales and offers a p roduc t ve ry similar tc tha t of Thomson's b u t with 
more competitive p r i c e s . 

In fact, d i rect sales save on the commission paid tc the re ta i l e r , 
but the publ ic i ty expenses needed in o rde r to reach the client are 
enormous. Even in the case of direct sales it is ind ispensable to have 
a high market quota in o rde r to cover r unn ing cos t s . 

The foremost concern of a TO who has gained a market space is 
that of not losing his c l ien ts . The TO wants to make su re that they 
do not contact the hotel d i rec t ly , make the r e se rva t ion , and organize 
o ther se rv ices without us ing the TO as a. mediator. Another concern 
is tha t the clients come back dissatisf ied with the services sold — this 
is one reason why the TO needs s t a n d a r d i s e d , easy to sell p r o d u c t s 
and s e rv i ce s . TOs then p re fe r to programme des t inat ions which are 
not too near the home coun t ry because the tour i s t could then go round 
the TO, without too much difficulty. However an analysis of the main 
TO catalogues shows tha t the overwhelming majority of des t ina t ions 
proposed is within two hou r s ' flight time. 

For y e a r s the TOs have exploited market r e s e a r c h and it often 
happens that a TO will programme a dest inat ion that is a l ready 
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successful and perhaps has been discovered by individual tourism — 
this is the case of the Greek island 'Kos' which was programmed by a 
large TO after market research showed it was a favourite destination 
of that TO's potential clientele. 

40 

£ 



FRANCE 

A classification of the main TOs in F rance , based on the volume of 
bus iness recorded in 1982 (in b r a c k e t s the number of 1981 forfaits -
or package) follows: 

1. Club Mediterranee (see Appendix B) 
2. Sotair (183,192) 
3. Nouvelles Fron t ie res ( n . a . ) 
4. Fram (160,752) 

Club Mediterrannee also develops hospital i ty in hotels and v i l 
l ages . It employs 180,000 people (mostly par t - t ime) in i ts 166 hosp i 
tality s t r u c t u r e s . However i t opera tes in the tour i s t market both as a 
TO and as a 'Hotel Chain ' . 

On the whole the f igure re la t ive to 1982 bus iness is much h ighe r 
than it was in 1981, and the top five TOs take up 41% of total b u s i 
n e s s . According to a s u r v e y conducted by a specialized magazine, the 
1982 number of clients inc reased by 10% when compared to 1981, b u t 
the number of people employed grew by only 0.3% — the su rvey was 
car r ied out us ing data suppl ied by 124 TOs who sell about 2,900,000 
forfai ts . According to our own estimates the number of full-time staff 
employed by the TOs is over 5,000. It is h a r d e r to calculate the 
number of seasonal staff b u t us ing INSEE data we can say tha t it is 
p robably th ree times the f igure we have jus t quo ted . 

A slowing down in the increase of employment c rea ted by the TOs 
is charac te r i s t i c not only of France bu t of all the EEC coun t r i e s . This 
is due to the fact tha t TOs have to remain competitive and therefore 
contain the i r cos t s . We should not forget e i ther the role p layed by 
new technology in the se rv ices sec tor and which has been vas t ly 
adopted by all TOs of any s ize . 
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ITALY 

A SEAT s u r v e y calculated tha t in 1982, 1,590,493 forfaits were sold by 
Italian agenc ies . The main Italian TOs a r e : 

Alpitour 
Visitando il Mondo 
Moteltur 
UTÅT 

Other important tour and t rave l companies a r e : Grandi Viaggi, T u r 
i sanda , Vacanze and Ventana . 

If we exclude Alpi tour , the number of holidays sold by the major 
TOs goes from 20,000 to 60,000. One of the reasons for th is chronic 
weakness of Italian TOs is tha t about 75% of the t rave l agencies does 
not only resel l p r o d u c t s , b u t also c rea tes programmes. A second 
reason is tha t in Italy for some time now t h e r e have been no c h a r t e r 
companies. 
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FRG (Germany) 

According to the FVW magazine, 1982 closed with this TO classifica
tion : 

1. TUI - 2,231,200 Clients 
2. NUR - 1.040,353 " 
3 . ITS - 506,481 " 
4. DER - 276,000 " 

Other important tour and t rave l companies a r e : Tjareborg (237,000), 
ADAC (225,000).. Ameropa (208,000), Hetzel (186,000), Wolters 
(158,000), Jet Reisen (143,000). 

TUI was formed in 1968 when the four major FRG TOs (Touropa , 
Scharnow, Hummel, Tigges) merged to face the 'new' r iva l , Necker
mann, which was th rea t en ing to take over the no . 1 spot on the FRG 
market , Neckermann was formed in 1963 by a postal sales and la rge 
s tore company. Now TUI (Tur is t ik Union In ternat ional ) is the major 
European TO and comprises A i r -Tour , T r a n s e u r o p a , Twen tour s , Hit 
and Area, while NUR (Neckermann und Reisen) comprises the following 
TOs: GuT Reisen, Club Reisen, Terramar and Club Aldiana. 

The last t h ree y e a r s ' s ta t i s t ics show a subs tan t ia l s tagnat ion in 
the organized FRG marke t , which gives no sign of e i ther growing or 
s h r i n k i n g . In 1982 the top 16 FRG TOs had 5,683,464 clients which 
r e p r e s e n t e d 65% of FRG organized tour ism. The 1983 data confirm the 
tendency towards s t agna t ion . A considerat ion we must make is tha t in 
the FRG most TO p r o d u c t s are of the 'Auto Reisen' or 'Tra in Reisen' 
t y p e , and not of the c h a r t e r flight t y p e . The c h a r t e r flight formula, 
for those who p u r c h a s e from the TOs, is a way of making g rea t s a v 
i n g s . 
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In all the EEC countr ies the re have been 'merger ' phenomena of 
different k inds — therefore TOs have been born which, like TUI or 
SUNAIR in Belgium, or Holland In te rna t iona l , a re the sum of p r e v i o u s 
ly exis t ing TOs. In 1973 the six TOs which then formed TUI (Air-
t o u r s , Hummel, Scharnow, T igges , Touropa and Transeuropa ) had 
1,874,000 c l ients . In 1983 the same TOs had 1,828,700 clients — 2.4% 
le s s . TUI, in 1973, r e p r e s e n t e d 58% of the tour is t traffic of the 
twelve top FRG TOs which controlled 65% of the organized market 
( source : FVW); today TUI, a l though it is formed by nine TOs, r e p r e 
sen ts only 38.5% of that 65% of the organized FRG market . 

Our opinion is t h a t , a l though the re are important dif ferences , the 
TO market is not get t ing smaller nor does it tend towards a concen t r a 
tion in any significant way. In all EEC count r ies the number of t rave l 
agencies is on the increase and so a r e , with them, the TOs — some of 
which are changing and increas ing both t h rough merger and d ive r s i t y . 

We should note tha t in FRG the TO has managed to s t ra t i fy the 
t r ave l agen t s — about 2,000 sell TUI p r o d u c t s / serv ices and not 
Neckermann, and v i ce -ve r sa . For this reason ITS , in o rde r to find a 
market space , has had to look for a direct route t h rough large s t o r e s , 
the computerized lo t te ry and i ts own chain of agencies (Prima Re i sen) . 

44 



OTHER COUNTRIES 

Greece 

Denmark 

Nether lands 

Eire 

Luxemburg 
Belgium 

The importance of TOs who concern themselves with 
outgoing traffic is only re la t ive . The official list of 
H ATTA members has only 18 names: Manos Trave l , 
Ginis Vacances, Travel Plan, Pan Holidays, Arion 
S .A . , At las , Doukas T o u r s , Hellas Beach T o u r s , 
Heronia Travel are some of the TOs. 
Apart from the two huge companies (Tjaereborg and 
Spies) which are the same size as the ope ra to r s on 
Great Br i ta in ' s market and which control the b igges t 
section of the TO market , t h e r e are the following 
o p e r a t o r s : DSB, DCU, Fr i t ids re j se r , World Tour is t 
Re jsebureau , FDM, Novasol, Th ingga rd Plus Rejser . 
Apar t from the huge Holland In ternat ional — formed 
by the merger of many TOs — t h e r e are Arke Rei
zen, Hotelplan, Neckermann, NRV, Nbbs , De Jong 
In t r a t o u r s , Vrij Uit, De Snelle Vliet, Oad Reizen, 
the most s t r ik ing charac te r i s t ic in the Nether lands is 
the close t ies at a d is t r ibut ion level between TOs and 
b a n k s . 

The major TOs are Abbey Trave l , I r ish Group T r a v 
el, Bluesk ies , Carouse] , Club Trave l , Global T o u r s , 
Sunbound , Cara Holidays. The top Eire TO i s , 
though Joe Walsh Tours which sends about 100,000 
clients abroad and is by far the b i g g e s t . 
The main TOs are Luxair and T r a n s e u r o p e . 
The b igges t TOs are Sunair and Sunsnacks with 
about 150,000 cl ients each , and Eurosun with about 
28,000 c l ien ts . 
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Ownership of the Tour Operators 

The ownership structure of TOs is very varied. We can identify as 
TO-owning bodies: 

Large Stores 

Air Lines 

State Railways 

Banks - Credit Agricol owns Voyages Conseil in 
France; in Great Britain the Midland 
Bank owns Thomas Cook; Banque de 
Bruxelles operates her own travel compa
ny. 
General Stores owns Global in Great 
Britain; Kaufhof owns ITS in Germany. 
As we have already seen, Airlines own 
many TOs, especially in Great Britain. 
CIT is owned by the Italian Railways; in 
Belgium Railtour is owned by the Belgian 
Railways. 

Financial Groups - This is the case of Thomas Cook and 
Thomson. 

Private Ownership - UTAT in Italy; Vantage in Great Britain; 
Cosmovel and Voyages Fram in France 
are owned privately. 

The stocks of various TO companies are quoted on the Stock 
Exchange in their country of origin. Often the shares are distributed 
among hundreds of small savers . 

As has been stated before, the ownership of a TO on the part of 
the banks has not had a significant effect on the competition. Often 
the banks have absorbed the shares of the TO, and their creditors, 
without attempting a merger. The greatest economic interest in fact 
lies in the travellers cheque market. 
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The major share of travellers cheques issued belong to: 
American Express 
Thomas Cook & Son (Midland Bank - Euro Traveller Cheque) 

- First National City Bank 
- Bank America 

In recent years the use of Eurocheques in the EEC has spread and 
consolidated and constitutes a very important market for the European 
banking system, which has not yet been fully utilized by the tourists . 
Other financial reasons put in a close relationship air lines and TOs. 
We can distinguish two cases: 

Air Lines Which Own TOs: Air Lines Owned by TOs: 

KLM - Holland International Britannia Airways - Thomson 

Air France - Sotair Air Europe - Intasun 

LTU - Jahn Reisen, Munich Monarch - Cosmos 

British Airways - Sovereign, Orion - Horizon 
Enterprise, Martin Rooks, Flair 
British Caledonian - Blue Sky Sterling - Tjaereborg 

Luxair - Luxair Vacances 

Sabena - owns part of the 
Airtour shares 

This situation of close contact between TOs and Air Lines is not 
without consequences. In fact when an Air Line owns a TO, its 
programme and policy may be conditioned by the Air Line's interests 
(it may prefer some destinations over others, not only because of 
tourist reasons or for reasons connected with the preferences of its 
clients). 
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Concentra t ion of Pr incipal Suppl ie rs ££i 
and Types of Hospitali ty 

Analysis of the S t r u c t u r e and of 
1 

the Pr incipal Hotel Groups 

The hotel offer in the EEC- coun t r i e s is ve ry h e t e r o g e n e o u s both as 
r e g a r d s the size and s t r u c t u r a l cha rac t e r i s t i c s of the ho te l s , and the 
r a n g e and qual i ty of s e rv i ces as well as the ways of r u n n i n g and 
organiz ing the u n i t s . It is t h u s difficult f i rs t ly to evalua te the re la 
t ionsh ips be tween s t r u c t u r e and competit ive behav iou r of the hotels 
and secondly to examine the effects t ha t thev have on competition in 
the tou r i s t marke t . 

It is ce r t a in , t h o u g h , t ha t a p r o c e s s of s t r u c t u r a l change is in 
p r o g r e s s . This change in the hotel offer is based above all on g r e a t e r 
concent ra t ion ( m e r g e r s , one g roup abso rb ing a n o t h e r , associa te r e l a 
t i o n s h i p s , hotel g roup ing b r a n d s , e t c . ) , and on a g r e a t e r s t a n d a r d i s a 
tion of s t r u c t u r e s and s e r v i c e s . In the fu ture th i s will lead to a 
s t r u c t u r e of the hotel offer which will be v e r y d i f ferent from the 
p r e s e n t one , and also to more soph is t i ca ted models of compet i t ion. 

In th i s p a r t of the s t u d y a t t en t ion has been paid to the two 
fundamental a spec t s of the organiza t ion of the offer: 

The k inds of opera t ive un i t s and b u s i n e s s e s which work in the 

hospital i ty marke t ; and 
the c h a r a c t e r i s t i c s of the s t anda rd iza t ion of the s e r v i c e s 
offered and the s u b s e q u e n t effects on b u s i n e s s s t r u c t u r e and 

competi t ion. 
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The Main Types of Company and Associated 
Company in Hospitality S t r u c t u r e s 

In o rde r to est imate, at a European level, the phenomenon of hotel 
g roups and cha ins , several data and publicat ions from the hotel sector 
have been examined. A classification hypothes i s of the s t r u c t u r e s by 
associate company and co-opera t ive models has been e labora ted . Even 
if the p r e s e n t economic importance of the var ious types of ' g roup ing ' 
in the EEC is not ve ry g r e a t , they may be important in reaching a 
Community policy which aims at the elimination of the tourism deficit 
and g a p s . After an i n - d e p t h examination of the different t ypes of 
' g roup ing ' we have identified a classification which inc ludes : 

a. Hotel and Hotelier Associations 
b . Hotel Preservation Cent res 
c. Hotel Groups 
d. Hoteliers ' Co-opera t ives 
e. Hotel Chains or Companies 

a. Hotel and Hoteliers Associations 

They have mainly ' t r ade -un ion ' objectives and r a r e ly concern them
selves with selling hospi ta l i ty . They supply consul tancy work and 
ass i s tance to members in the fiscal, adminis t rat ive and work s ec to r s . 
They have an important function in the EEC in tha t they are the 
official in te r locutors of government s , tourism ministries and the bodies 
respons ib le for tour i s t promotion. Even Regional and Local au thor i t ies 
(cities and provinces) consult these k inds of associat ions before p a s s 
ing local laws, p lanning and inves t ing — even if they do not always 
have (at local level) enough technical competence to e x p r e s s useful 
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opinions on tourism development. Their power comes from a grouping 
toge ther of up to t housands of associates — al though they do not 
r e p r e s e n t them commercially or economically. 

b . Hotel Reservat ion Cent res 

These are the cen t res for sha red serv ices that single hotel iers or 
g roups organize and finance in o rde r to rationalize and speed up 
r e se rva t ions t h r o u g h central iz ing communications. The rese rva t ion 
cent re gua ran t ee s the payment of the commission to those who make 
r e se rva t ions and car r ies out an in te res t ing function for t rave l agen
cies. These cen t res are ve ry numerous in Europe and generally group 
toge ther hotels tha t offer ' n o n - s t a n d a r d hospi ta l i ty ' . They are n e v 
e r the less sometimes given a ' b rand name' . 

They ca r ry out publici ty for the hotels in the group and usually 
publ ish the list of associates in exchange for a par t ic ipat ion fee which 
var ies according to the n a t u r e of the cen t re and the type of service it 
p r o v i d e s . 

The re se rva t ion cen t r e s had no influence on competition because 
they collected the offers p roposed individually by the i r associates and 
did not have a genera l market ing s t r a t e g y . Now some of these ' b r and 
names' or r e se rva t ion cen t res opera te and are sp read all over Europe . 

See fu r the r descr ipt ion of t ypes of hospital i ty in the EEC, Chap
t e r 3: 'Competi t ion' . 
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Recently there has been an increase in sales promotion and ad
vertising by these reservation centres and the 'free toll' telephone 
system will be the basis of their future development. Meanwhile airline 
companies often carry out a basic operational 'reservation service'. 

Our investigations indicate that the most active Hotel Reservation 
Centres in Europe are: 

Hotel Reservation Centre No. of Hotels Represented Worldwide 

UTELL INTERNATIONAL - UK over 2000 

SUPRANATIONAL - USA " 400 

HRI (Leading Hotels . . . ) - USA " 200 

Golden Tulip - NL " 300 

But many hotels are represented by two or more reservation centres. 
We have traced about 50 operating in the EEC alone. 

c. Hotel Groups 

This is a relatively recent phenomenon. These groups have an overall 
operative philosophy in that they gather hotels which are similar in 
s t ructure , price and services. The 'grouping' is made with 'non-
competing units' into a common market scheme. 

Some services are 'standard quality' of the group like the 'brand 
name', but despite this the hotel group cannot be considered an eco
nomic, financial and operative unit, because a large measure of autono
my is still granted to the individual management. 
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Part ic ipat ing uni ts belong to different i nves to r s and ve ry often 
cannot be considered homogeneous for type of hospi ta l i ty . Hotel 
grouping at the moment is or iented towards cap tu r ing the at tent ion of 
' bus iness t r a v e l l e r s ' , bu t increas ing efforts in the hotel t r ade show 
great effervescency and often the b i r th of new hotel g r o u p s , also in 
holiday r e s o r t s . 

Franchis ing prac t ice will p u s h forward common group market ing 
exper iences in the EEC and the benefi ts for the market of tourism and 
for the tour i s t s are coming to frui t ion. 

No. of 
in the 

479 

87 

30 

25 

Units 
EEC H< sad . Office 

USA 

FRG 

UK 

UK 

Hotel Group 

BEST WESTERN 

STEINBERGER HOTELS 

PRESTIGE HOTELS 

COMFORT HOTELS INT. 

The influence of the Spanish hotel g r o u p s , whose b r a n d names ' A g r u 
pados ' and 'Sol' have flooded into ope ra to r s ' ca ta logues , has a domi
nant effect on the competition for the holiday market in the EEC. 

The a t t rac t ion and serv ices supplied by these g roups ( en t e r t a in 
ment, shows , folklore, homogeneous management, and a un ique marke t 
ing scheme) lead to an undoub ted advan tage for the Spanish marke t . 

At p r e s e n t France seems to be the more efficient in the EEC 
u n d e r the Hotel Grouping profi le. A large concentrat ion of hotels is 
r e p o r t e d by severa l s o u r c e s . Evidence of some b r a n d names is 'Cam
panile ' and 'Mapotel' , bu t the market concentrat ion is ve ry lively and 
p r o s p e r o u s . 
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d. Hoteliers' Co-operatives 

These are bodies to which hotels are associated and carry out promo
tion, collective purchases and sometimes have travel agency or tour 
operator functions. It is as yet not a very common phenomenon but , 
with regards to competition in the EEC tourist sector, they may have 
an important role in the future. The role of the co-operatives, lies in 
the fact that 'non-standard' hotel s tructures in Europe suffer from the 
competition of organized groups which aim at an 'international stan
dard' in hospitality. Co-operatives could have the function of econom
ically and 'culturally' grouping hoteliers and EEC structures — acti
vating their training and improving their competitiveness in the inter
national standard hotel market. The route that this study sees as 
most practicable seems to be that which in the USA is called 'Budget 
Hotels'. According to this model even small hotels would find a space 
on a market where 'grouping brands ' are developing a very strong 
self-assertive marketing activity. 

e. Hotel Chains or Companies 

From an economic point of view and as regards competition, hotel 
chains and companies have an important place. A UN study showed 
that in 1978, 2.1% of the total rooms available in developed countries 
was either controlled by or the property of 81 hotel chains. Since 

1982, Role des Sociétés transnationales dans le Tourisme. Re
search carried out for the UN on transnational companies, 1982. 
(Ref. ST/QTC/18) 
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then the chains have further developed and control a greater share of 
the hotel market, above all in the middle / high bracket and in the 
standardized services sector. It is difficult to calculate accurately the 
influence of hotel chains on the EEC market because much ' economic 
data are unavailable (they have their headquarters mainly in the USA 
or Canada). It is only possible to supply a classification of the most 
influential chains on the market in the ten EEC countries. However 
this classification owes more to experience than supplied company data. 
(See Table 5) 
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'Table 5 

Naie of Chain / Group Head Office Quits In the World Unit« in tin EEC Operations and Information 

M 46 - first hotel opened 1952; 

first European unit In 1568 

800 over 400 - owns Travelodge USA ¡franchising coi 

η·β· over 40 - (our estin,) ovns Intercontinental 

(80 units, formerly PAS AH) 

and Fortim Hotels) 

TRUSTHOUSE FORTE 

M U T A I 

SHERATON 

HYATT 

Φ ETAP/PLH 
U) 

CREST 

USA 

France 

France 

450 

250 

m 

over 

- Including Raiiaia Renaissance Brand 

- soae units under management contract only 
(ITT group - USA) 

- Ì60 franchlsed hotels in the world 

Accor Croup (35 units franchlsed or 

under »anageient contract) 

Opening no« 2 new units in the EEC 

developing new units for 1985 

Wagons Lits Croup (5 more opening 1985) 

also operates as EbSo Motor Hotels; 

owed by Bass Charrington Brewers 

SOFITEL 

MERCURE 

MERIDIEN 

THISTLE HOTELS 

JOLLY 

LOHW'S 

CANADIAN PACIFIC 

RANK HOTELS 

CICA HOTELS 

CONCORDE 

France 

France 

France 

HE 

Italy 

USA 

Canada 

UK 

Italy 

Fran:e 

51 

49 

43 

40 

30 

22 

21 

20 

20 

20 

29 

49 

9 

40 

29 

3 

2 

20 

20 

19 

Accor Croup ¡5 franchlsed units In Europe) 

Accor Croup (9 franchlsed units in Europe) 

owned by Scottish and Newcastle Irewerles 

mainly operating in Italy 

only direct management 

presently increasing units in the 

EEC «arket 

mainly operating in Italy 

see Appendix Β 

(totes;. Other important "chains" operating in Europe are; KEMPINSKI ( F i ) , PENTA (UK), ATA (Italy), SAS (Sweden), 

Salkamtourlst (IG) 

. Other Chain owners of siali country hotels have not been mentioned, 

. The table represents our elaboration of dominant hotel chains, and does not signify a 'classification of importance' 

. Due to lack of data, bed capacity has not been mentioned, (See Appendix for further details) 



Notes on Table 5 

The hotel chains work to b u d g e t s and consolidated plans 
f requent ly decided outs ide Europe . Obtaining data on balance 
shee t s and forecasts for European countr ies is not easy . 
Even if the volume of beds at the disposition of the hotel 
chains is still limited, neve r the l e s s the level of expansion is 
such that it should be considered as a major pro tagonis t in 
European competition. 

The European chains are recover ing lost g round in comparison 
with the US cha ins , which have been s i tuated in the EEC 
market since the '60s. 
T r u s t Houses and For te Group merged in 1970. 
Grand Metropolitan, after a ser ies of mergers and t ake -ove r s 
now control the " In tercont inenta l" chain which used to belong 
to Pan American plus Forum Hotels. 

In 1983 the Accor Group was formed in France which opera tes 
with four pr incipal b r a n d names: Novotel, Mercure , Sofitel and 
Jacques Borei (1983), Overall the Group works with 406 
u n i t s , many of which have less than 100 rooms. The Accor 
company is quoted on the Stock Exchange . 

The Méridien chain belongs to Air France and was founded in 
1972. By 1987 it p lans to open 16 new hotels t h roughou t the 
world, predominant ly of ' In ternat ional S t a n d a r d ' . 
In the EEC t a k e - o v e r s and mergers are limited to two coun
t r i e s : France and Br i ta in . Otherwise it does not show any 
concentra t ion of chains or shif ts in the major hotel g r o u p s . 
There is a genera l ' iner t ia ' in the t radi t ional hotels and 
' n o n - s t a n d a r d ' hospi ta l i ty . 
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The US hotel chains supply some data: 

Hotel 

Holiday Inn 

Sheraton 

Ramada Inn 

Hilton 

Total Hotels 

1750 

450 

600 

250 

of which a r e : Franchised 

1300 

300 

350 

150 

It is obvious from th is data tha t the system of franchising has a major 
influence on the development of the chains and therefore on the Euro
pean hospital i ty marke t . (See Appendix C) 

The la tes t invest igat ion allows us to confirm that the Loew's chain 
has a major p a r t n e r s h i p with the German union-owned building compa
n y , Neue-Heimat. The l a t t e r bui lds hotels worldwide and then Loew's 
manages them u n d e r a leasing a r r angemen t . 
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2.3 Geographie Concentrat ion 

The concept of geographic concentrat ion has a notable re levance in 
tourism, in cont ras t to tha t which occurs in the manufactur ing i n d u s 
t r y where the r a t e s of concentrat ion take into account the sales t u r n 
over and the number of employees of the var ious companies and not 
the importance of the geographic location. 

Tour is t p rac t ice and the re la t ive demand, which in economic 
planning is t r ea t ed as ' t r ans fe r ' of overall consumption from the place 
of normal res idence to the tour is t locality, is concerned with a ' p r o d 
uct ' tha t i nc ludes , in addition to the receiving se rv i ce s , many o ther 
r e s o u r c e s , na tu ra l and o therwise , p r e s e n t in the t e r r i t o r y . 

The tour i s t offer is therefore composed of a ser ies of a t t r ac t ions 
(the count rys ide organiza t ion , cul tural . . . ) s ingled out , on the whole, 
by the tour i s t in a par t i cu la r area or locality. It is between these 
geographic components ( r eg ions , areas or localities) tha t the pr imary 
level of competition e x i s t s , whilst within these a reas the number of 
tour i s t e n t e r p r i s e s — usually v e r y high — gua ran tees a sus ta ined 
level of competition. 

However even among the var ious tour is t a r e a s , within the EEC 
t e r r i t o r y , we are unable to single out any which could have a mono
polistic effect. The following ana lyses , count ry by coun t ry , show that 
if t he re are zones with a high potential for in ternat ional tour ism, t he re 
are o the r s which are par t icu la r ly advan taged in domestic tour ism. 

It is also obvious tha t whilst t he re are a reas of high hotel con
centra t ion and notable importance, the i r incidence is r educed by the 
rap id development of ex t r a -ho te l recept iv i ty in the new zones . The 
t endency therefore is towards a te r r i tor ia l diffusion of the tour is t 
i n d u s t r y , bu t with r a t e s of slow development and above all inves tments 
in the s t r u c t u r e of the ex t r a -ho te l t y p e . 
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In the last fifteen yea r s a relat ively s tat ic situation has marked 
the hotel sector — the only exception being Greece where hotel capaci
ty has t r ip led . The te r r i to r ia l division of hotel supply has been 
'blocked' since the end of the 1960s with the 'mature ' hotel areas 
in tent on maintaining the earning power of the i r concerns and f inanc
ing r e s t r u c t u r i n g p r o c e s s e s . 

This phenomenon is l inked to the less than 'bri l l iant ' growth of 
internat ional tourism in the majority of EEC coun t r i e s , if we consider 
that foreign tourism has always p r e s e n t e d a g r e a t e r use of hotel 
supp ly . This has happened while national tourism has been more and 
more i n t e r e s t ed in the many forms of ex t r a -ho te l hol idays . In this 
sector t he re has been a grea t dynamism as opposed to the hotel sec 
tor , and has sp read all t h rough the t e r r i t o r y , record ing continual 
g rowth . 

The 1970s therefore marked a change in tour is t policy in the EEC 
count r ies which has been manifested by a g r e a t e r awareness of the 
ex t r ao rd ina ry importance of ex t ra -ho te l tourism. This la t te r sec tor , 
due to i t s extreme fragmentat ion, r e q u i r e s s t r i c t co-ordinat ion and 
public control . As a r e su l t en t i r e a r e a s , economically weak, lend 
themselves to t r u s t tha t this kind of tourism will allow a p rocess of 
economic development: tour i s t v i l lages , camp s i t e s , second houses , 
agrotour ism, e t c . 
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Analysis of the Concentration, by Type, 
in the Various Geographic Areas 

In order to arrive at a sufficiently reliable picture of the geographic 
concentration of the tourist phenomenon, i .e . the practice of tourism 
and its relative industry within the EEC, it is unfortunately necessary 
to adopt a series of heterogeneous indicators, given the lack of homo
geneity in the data gathering systems used in the EEC. Lacking too 
is information concerning the fundamental aspects of tourist activity. 
The indicators adopted in the following tables are however sufficient to 
work out the tourist 'weight' in each single region or area within the 
ten EEC countries. The extreme lack of data necessary for the recon
struction of a historic series relative to European provincial and r e 
gional supply and demand must however be strongly stressed. 
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ITALY 

The analysis of the market quota shows f irst ly the extreme diffusion of 
Italian tour i s t act ivi ty and the absence therefore of a marked geo
graphic concentrat ion of Italian tour i s t supp ly . The quotas for each 
of the twenty regions are general ly below 10% (the Veneto, Emilia-
Romagna, and Trent ino - Alto Adige are except ions being a lit t le over 
this f i g u r e ) , and do not r e p r e s e n t a predominant posi t ion. 

We must under l ine from the outse t tha t — despi te the ' s o u t h e r n -
izing' p roces s of tour is t supply in the per iod from the 1960s onward 
and the notable and growing in te res t in national demand for the South 
— the e ight Nor thern Italian regions supply 60.9% of total tour i s t 
demand (in terms of hotels the 1982 f igure was 63.5%, compared to 69% 
in 1968). 

The eight Southern reg ions (including the is lands) in 1982 had a 
quota of 17.3% with 16.8% of hotel supply agains t 12.2% in 1968. If we 
compare the p r e s e n t level of development in the tour i s t i n d u s t r y with 
similar geographical a reas in the r e s t of the Medi ter ranean, we can 
conclude tha t t h e r e has been a 'delay ' in the tour i s t offer p rocess in 
Southern I ta ly . This can be pu t down to , above all, the lack of t ies 
with organized tourism from o ther coun t r i e s . 

Another important phenomenon is the heavy inc rease , as concerns 
national tour ism, in the quotas for holidays connected with winter 
spo r t s ( e . g . the 'jump' in Trent ino-Al to Adige) and holidays connected 
with summer act ivi t ies in the South which, as we have said, is not 
reflected by a similar growth in foreign tour i s t t raff ic . 
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Table 6 

Classification of the Regions Based on the 
Overnight Stays in the Hospitality 

(Sector: Italians + Foreigners - 1982) 

Beds in Hotel Sector 

Regions 

Veneto 
Emilia-Romagna 
Trentino - Alto Adige 
Toscana 
Liguria 
Lazio 
Lombardia 
Abruzzi 
Campania 
Marche 
Piemonte 
Friuli - Venezia Giulia 
Sicilia 
Valle d'Aosta 
Puglia 
Sardegna 
Calabria 
Umbria 
Basilicata 
Molise 

Total 
Source: ÏSTAT - Rome. 

Overnight Stays 
(000) % 

48.0 14.1 
44.7 
35.9 
29.8 
28.4 
27.8 
23.2 
18.2 
15.6 
12.6 
10.2 
10.0 
9.1 
6.0 
5.1 
4.9 
4.5 
3.8 
0.5 
0.4 

339.8 

13.2 
10.6 
8.8 
8.4 
8.2 
6.8 
5.4 
4.6 
3.7 
3.0 
3.0 
2.7 
1.5 
1.5 
1.5 
1.3 
1.1 
0.2 
0.1 

100.0 

1982 
(000) 

167.9 
255.7 
221.1 
130.6 
97.6 
93.6 
129.9 
41.0 
75.9 
55.4 
71.2 
34.9 
59.1 
18.6 
33.6 
38.2 
36.4 
15.4 
5.3 
3.3 

1,585.6 

1982 
% 

10.6 
16.1 
13.9 
8.2 
6.2 
5.9 
8.2 
2.6 
4.8 
3.5 
4.5 
2.2 
3.7 
1.2 
2.1 
2.4 
2.3 
1.0 
0.3 
0.2 

100.0 

1968 
% 

12.3 
18.1 
9.9 
9.1 
8.7 
5.8 
9.3 
1.8 
4.3 
3.1 
6.1 
2.9 
2.2 
1.7 
1.2 
1.2 
1.0 
0.7 
0.3 
0.2 

100.0 
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FRANCE 

In France the re is a te r r i to r ia l concentrat ion h igher than that in I ta ly : 
the first four regions of the 22 ( I l e -de -France , Rhone-Alpes , Provence 
and Midi-Pyrenees) absorb 55.4% of the whole French tour i s t market 
against the 46.7% recorded for the first four Italian regions in terms of 
market quotas (48.6% in terms of the number of hotel b e d s ) . 

The I l e -de -France ( the Par is area alone r e p r e s e n t s 25% of all the 
French hotel sector and , as a r e s u l t , high foreign demand is concen
t r a t ed in the French capital . In 1982, 417 hotels were p a r t of hotel 
chains amounting to 2.2% of the total of the uniform hotels and to 9.7% 
of the total room n u m b e r s . (In the I l e -de -France 94.9% of the 4 -s ta r 
class rooms belong to hotels which are p a r t s of cha ins . ) 

The diffusion and cont inuous growth of the number of camp and 
caravan si tes is e x t r a o r d i n a r y : 7,612 campsites with a total capacity 
of 2,163,922 p laces , an increase of 13.7% in 1982. Five regions in 1982 
recorded 55.8% of the total capacity calculated in the camp s i t e s . In 
descending o r d e r : 

Languedoc-Roussi l lon - 12.8% 
Provence-Cote d 'Azur - 12.3% 
Bre tagne - 10.8% 
Aquitane - 10.6% 
Pays de la Loire - 9.3% 

In 1975 the INSEE estimated the number of second res idences at 
1,680,000 (houses used at weekends and for ho l idays ) . An innovation 
is r e p r e s e n t e d by the number of apar tments owned toge the r with 
o the r s (5,789 in 1980, according to the Federat ion Nationale des P r o 
moteurs C o n s t r u c t e u r s ) . This new kind of res idence is marked by a 
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high concentration in mountain areas (75%) and on the coast (21%) and 
is linked to the new resorts which specialize in winter sports . 

The development therefore of both commercial and non commercial 
extra hotel capacity has been notable: from 'villages de vacances' 
(tourist villages) to 'maisons familiales de vacances', to 'les gites 
ruraux ' . 

64 



Table 7 

Classification of the French Regions 

Based on Hotel Capacity - 1982 

Rooms in Hotels 

Region 

Ile de France 
Rhone-Alpes 
Provence 
Midi-Pyrenees 
Aquitaine 
Bretagne 
Languedoc 
Auvergne 
Centre 
Loire 
Lorraine 
Bourgogne 
Alsace 
Basse-Normandie 
Limousin 
Nord 
Poitou-Charentes 
Corse 
Franche-Comité 
Haute-Normandie 
Champagne 
Picardie 

Total 

No. (000) 

2 0 0 . 1 
102.7 

8 6 . 7 
5 4 . 6 
3 8 . 1 
3 3 . 4 
3 3 . 1 
3 2 . 9 
22 .6 
2 1 . 5 
2 1 . 1 
18 .4 
16 .6 
16 .4 
15 .8 
15 .6 
13 .8 
12 .9 
11 .6 
11 .4 
11 .1 

9 .6 

% 

2 5 . 0 
12 .8 
10.8 

6 .8 
4 . 8 
4 .2 
4 . 1 
4 . 1 
2 . 8 
2 .7 
2 .6 
2 . 3 
2 . 1 
2 . 1 
2 . 0 
2 . 0 
1.7 
1.6 
1.5 
1.4 
1.4 
1.2 

801.3 100.0 

(The first 8 Regions concentrate 72.6% of the entire hotel capacity.) 

Source: Services du Tourisme et de la Jeunesse et des Sports. 
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GERMANY 

The Federal Republic of Germany is marked by a par t icu la r ly uniform 
dis t r ibut ion of tour is t traffic over all i ts t e r r i t o r y (11 L a n d e r s ) . In 
fact , the f irs t t h r ee regions — Baye rn , Baden-Würt temberg and 
Nordhein-Westfalen — tha t accumulated 58.8% of the total home and 
foreign p r e s e n c e s recorded in all the hospital i ty sec tor , r e p r e s e n t in 
terms of surface area 56.6% of the ent i re national t e r r i t o r y . 

Despite the non-homogeneous adminis t rat ive te r r i to r ia l subdivision 
between the var ious coun t r i e s , it is always in te res t ing to compare the 
FRG dis t r ibut ion with the French ' concent ra t ion ' : in France the first 
t h r ee r eg ions , with a surface area of 16% of the en t i re national t e r r i t o 
r y , r e p r e s e n t 48.6% of the en t i r e hotel sec tor . In Italy the first t h r ee 
regions — Veneto, Emilia-Romagna, and Trent ino-Al to Aldige — absorb 
40.4% of the whole hotel sector capacity with a surface area of 18%. 

If we exclude Nieder -Sachsen , all the FRG Land record tour is t 
traffic s t r ic t ly propor t ional to the i r te r r i tor ia l dimensions. FRG i s , on 
the o ther hand , the coun t ry with the lowest pe rcen tage of foreign 
overn igh t s t ays (10.6%), and an average permanence of 2.2 d a y s , 
while the home figure is 4.2 d a y s . 

These charac te r i s t i c s allow us to say tha t national tourism p r e 
sen ts — almost always — a minor te r r i tor ia l concentrat ion when com
pa red to tourism from abroad in tha t national tourism is par t icu la r ly 
l inked to in ternal mobility which is not necessar i ly for tour i s t r e a s o n s . 

It is impossible to d i s t ingu ish , from the s tat is t ical evidence g a t h 
ered in the hospital i ty sec tor , the ' pu rpose ' and motivations for the 
s t a y s : we should though consider that the modern tour i s t i n d u s t r y is 
ve ry in t e r e s t ed in forms of tourism like c o n g r e s s e s , tourism connected 
with work or b u s i n e s s , heal th v i s i t s , s t u d y , shopp ing , e t c . It is 
sufficient to consider the capacity of any big c i ty , beyond i ts 
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specifically tourist attractions, to see how the so-called tourist indus
try lives on a production that is not limited to strictly tourist con
sumption . 

The eight big cities in the FRG — Munich, Stuttgart , Frankfurt, 
Cologne, Hannover, Hamburg, Dusseldorf, West Berlin — recorded 
32,642,000 nights of stay in 1982 with an average stay of two days. 
If we add to this data the great importance for consumption of excur-
sionism, we can see how economic development in general tends, with 
the increasing mobility of individuals, to diffuse tourism everywhere 
and in all directions: from areas of high density (the big cities) 
towards areas of low density which normally have a high environmental 
value and vice-versa, as is clearly shown by the FRG data. 

The areas which are most ' touristic' , where Germans go on holi
day, are Bavaria (in particular Oberbayern, which for tourist impor
tance can be considered the leading area with its thermal, mountain 
and cultural tourism), along with the Black Forest and the Baden-
Wurttemberg and Nordrhein-Westfalen area and the North Sea coasts of 
Schleswig-Holstein. 

67 



Table 8 

Table of FRG Regions Based on the Nights of Stay (German 

and Foreign) in the Whole Hospitality Sector - 1982 

Nights of Stay 

Region (Land) 

Bayern 

Baden-Württemberg 

Nordrhein-Westfalen 

Hessen 

Nieder-Sachsen 

Schleswig-Holstein 

Rheinland-Pfalz 

West Berlin 

Hamburg 

Saarland 

Brema 

Total 

Numbers (000) 

56,207 

32,053 

27,133 

22,268 

21,214 

14,559 

14,180 

3,963 

2,753 

1,120 

635 

196,091 

%.of Total 

28.7 

16.3 

13.8 

11.4 

10.8 

7.4 

7.2 

2.0 

1.4 

0.6 

0.3 

100.0 

Source: Statistiches Bundesamt - Wiesbaden. 
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GREAT BRITAIN 

The United Kingdom shows great differences between the distribution 
of home tourism when compared to foreign tourism: foreign tourism is 
concentrated mostly in London where about half the nig"ht stays of 
foreigners are recorded — in 1982 the figure was 58.2% (source: 
BTA), against 12.1% recorded in Scotland and 3.6% recorded in Wales. 
Home tourism is more evenly distributed throughout the regions but 
favours the West Country, Wales, Scotland, the South East and East 
Anglia. 

As to the hotel sector, there is a heavy concentration in the four 
Southern regions — The West Country (including Cornwall), Southern 
England, South-East England, and London — whose quota can be 
estimated at about 50% of the total number of hotel beds . Extra-hotel 
tourism is very high in the UK and affects too the foreign flow — 
about 40·% of foreign presences is registered in private homes while 
only 18% of the night stays registered by British tourists is in the 
hotel sector. (Sources: International Passenger Survey 1978; British 
Home Tourism Survey 1980) 

'Open-air' tourism is also very popular among the British: in 1980 
it represented 9% of total national presences. The BTA, although 
classifying only some camp sites (those which meet certain require
ments), supplies the following territorial distribution of camp sites: 

England 
Northern Irelan 
Scotland 
Wales 

Total 

.d 
814 

44 
257 
214 

1,329 
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Table 9 

UK 
Regions Fo 
Cumbria 
Northumbria 
North West 
Yorkshire & Humberside 
Heart of England 
East Midlands 
Thames & Chiltern 
East Anglia 
London 
West Country 
Southern 
South East 
England total 

Scotland total 
Wales total 
North. Ireland total 

TOTAL 

1980 
(: 

ireigners 
1.0 
2.4 
6.4 

: 4.2 
4.7 
2.6 
6.7 
5.9 
60.7 
7.5 
6.1 
16.2 
124.4 

13.1 
4.6 
1.4 

143.5 

Overnight Stays 
in millions) 
British Total 

13.0 14.0 
13.0 
38.0 
37.0 
26.0 
26.0 
18.0 
47.0 
32.0 
96.0 
38.0 
49.0 
433.0 

55.0 
60.0 

# * 
548.0 

15.4 
44.4 
41.2 
30.7 
28.6 
24.7 
52.9 
92.7 
103.5 
44.1 
65.2 
557.4 

68.1 
64.6 
1.4 

691.5 

% 

2.0 
2.2 
6.4 
6.0 
4.4 
4.1 
3.6 
7.7 
13.4 
15.0 
6.4 
9.4 
80.6 

9.8 
9.3 
0.2 

100.0 

No. of 

1981 

19,658 
18,562 
59,262 
43,286 
37,775 
21,992 
17,192 
37,985 
97,037 
104,679 
77,408 
57,395 
592,231 

89,001 
42,964 
3,671 

727,867 

Beds 

% 

2.7 
2.6 
8.1 
5.9 
5.2 
3.0 
2.4 
5.2 
13.3 
14.4 
10.6 
7.9 
81.4 

12.2 
5.9 
0.5 

100.0 

* Data on home tourism in Northern Ireland are not available. 

Source: (our elaboration of BTA data) 
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EIRE 
Table 10 

Regional Distribution of Receipts in 1982: 

(International Tourism + National Tourism) 

Regions 

Dublin 

Cork / Kerry 

West 

South East 

East 

Donegal / Leitrim / Sligo 

Shannonside 

Midlands 

Eire total 

Tourist income 
in millions of 

Irish pounds 

117.6 

131.0 

81.2 

71.6 

63.4 

55.7 

50.4 

44.4 

615.3 

_ % 

19.1 

21.3 

13.2 

11.6 

10.3 

9.1 

8.2 

7.2 

100.0 

In Eire the quota of extra hotel tourism is also very high: 50.6% of 
the presences recorded in the international tourism sector was regis
tered in Private Houses (1982). 

There is a territorial concentration of international tourism in 
Dublin, and there is a relative predominance in the region of Cork / 
Kerry for domestic tourism. 

The only available data we could find for Eire concerned tourism 
receipts. 



DENMARK 

Denmark also is charac te r ized by a net difference between national and 
internat ional tour i s t flow: while foreign tou r i s t s p re fe r the Copen
hagen reg ion , the Danes p re fe r holidays in Ju t l and , using the many 
camp si tes t h e r e . 

Denmark records a h igher number of p r e sences in camp sites than 
in the hotel sec tor . In 1980 the re were 1,015 hotels (hote ls , pens ions , 
gues t houses , motels) and 999 in 1981, against 530 camp sites in 1981. 
The camp si tes are used almost exclusively by Danes and Germans — 
85% of the total . 

Table 11 

number of overnight stays in the 
hotel sector - 1981 

Coop) 

number of overnight 
stays in 

camp sites - 1981 
(Ό00) 

Regions 

Copenhagen 

West Zealand 

Storstrpm 

Bornholm 

Fuñen 

Jutland 

Total 

2 

3 

Danes 

901.2 

76.2 

190.7 

179.1 

442.6 

,058.6 

,848.2 

Foreigners 
2,116.2 

14.8 

127.0 

524.2 

173.0 

1,522.1 

4,477.3 

Total 

3,017.4 

90.9 

317.7 

703.4 

615.6 

3,580.6 

8,325.6 

% 

36.2 

1.1 

3,8 

8.4 

7.4 

43.0 

100.0 

Danes + 
Foreigners 

1,113.7 

404.6 

844.0 

326.2 

1,006.8 

7,178.0 

10,873.2 

% 

10.2 

3.7 

7.8 

3.0 

9.3 

66.0 

100.0 

Source: (Our elaboration of Danimarks Statistik data) 
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GREECE 

The tourist explosion in Greece from 1971 to 1981 is more clearly 
shown by the increase in hotel capacity: in terms of number of beds 
the figure rose from 90,362 in 1967 to 303,855 in 1981, with notable 
increases also in the last few years and, as opposed to other EEC 
countries which recorded a levelling out if not a decline. 

The development of the extra-hotel sector and camping sector 
which has taken place exclusively along the continental coast and on 
the islands is exceptional. 

The 'poles' of tourist development are represented by the Athens 
region, Corfu, Crete and Rhodes. Athens and the surrounding region 
record a high level of territorial concentration, relative to the dis
tribution of international tourism arrivals — notable too is the number 
of excursionists who visit the Greek capital. 
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Table 12 

Distribution of International Tourism Arrivals 

in the Various Regions and Areas 

(1980) 

Regions 

Athens region 

Peloponese 

Aegean Islands 

Crete 

Macedonia 

Central Greece & Eubia 

Ionian Islands 

Thessaly 

Epirus 

Thrace 

Total 

Arrivals in Thousands 

2,103 

854 

796 

696 

603 

463 

361 

229 

80 

36 

6,222 

% of Composition 

33.8 

13.7 

12.7 

11.2 

9.7 

7.4 

5.8 

3.7 

1.9 

0.6 

100.0 

N.B.: Better statistics not available. 

Source: National Statistic Service of Greece - Athens 
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BENELUX COUNTRIES 

The situation in the three Benelux countries is marked by the same 
basic phenomenon: 

A levelling out of hotel production, with a fall in the number 
of beds. 
A high increase in extra hotel capacity, especially camp sites 
which are used mostly by national tourism. 

In the Netherlands national tourism favours Nord Brabant and 
Limburg whereas international tourism is based around Amsterdam and 
West Nederland. 

On the whole in the Netherlands there are three tourist areas — 
Amsterdam and its beaches, Rotterdam, and the Hague and its beach
es. Belgium too records a dichotomy in the distribution of tourist 
flow: national tourism is concentrated on the Belgian coast (65.8%), 
while international tourism prefers the artistic centres — Antwerp, 
Bruges, Brussels, Gand, Louvain, Liege, Molines, Tournai and Tongrs 
— with a total amounting to 44% of foreign presences recorded in 
Belgium. 
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Table 13 

Table of Belgian Provinces Based on the Overnight Stays 

Recorded in the Whole Hospitality Sector 

(national and international tourism) 

Province 

West Flandre 

Brabant 

Liege 

Anvers 

Luxemburg 

Namur 

Limbourg 

East Flandre 

Hainaut 

Total 

Ovi ernight Stays 

15,180 

2,737 

2,107 

1,687 

1,652 

1,393 

1,064 

722 

278 

26,820 

(Ό00) % of Composition 

56.6 

10.2 

7.9 

6.3 

6.1 

5.2 

4.0 

2.7 

1.0 

100.0 

Source: Commissariat General au Tourisme - Bruxelles. 
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NETHERLANDS 

Table 14 

Table of Overnight Stays and Hospitality Structures 

% 

distrib. 

Foreign overnight Dutch 

stays in the hotel people No. of 

Regions sector - 1979 No. of Hotels in NL Camp Sites 

(000) % N. % 1981 

Noor-Nederland 

(Groningen/ 205.2 3.4 125 10.3 23.0 554 

Friesland/Drenthe) 

+ 
Oost-Nederland 

(Overijissel/ 318.1 5.3 226 18.6 23.0 906 

Gelderland) 

West-Nederland 

(Utrecht/N. Ho 

Zuid-Holland/Zeeland) 

(Utrecht/N. Holland/ 4,862.6
++
 81.0 566 46.5 17.0 597 

Zuid-Nederland 

(Nord Brabant/ 619.6 10.3 301 24.7 38.0 553 

Limburg) 

Total 6,005.6 100.0 1,218 100.0 100.0 2,610 

-i- + + 

includes Z.U. Polders this province alone (North Holland) recorded 

3,368.3 foreign night stays 

Source: Bureau Central de Statistiques - La Haye. 





Chapter Three 
COMPETITION 

3.1 The Influence of Suppliers and 
Hospitality Industry on Competition 

Once again we have to state that our study has shown how the lack of 
reliable data is at the root of the whole scenario of competition in 
tourism. The most obvious structural factors, hotels and TOs, which 
we have investigated in the preceding chapters, are collected and 
analysed with predominantly different motivations. 

The research which we have undertaken into the reasons which 
motivate tourists to travel has been based on a series of analyses by 
the World Tourism Organisation (WTO) secretariat. Percentagewise, 
according to the WTO, tourist travel can be divided into two major 
motivations. 

holidays on the one hand 
differing reasons for holidays on the other 

The subdivision of tourist travel, according to WTO, indicate that 
'holidays' represent almost 50% of the total; however there are coun
tries within the EUR 10 which show different data. For example: 
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Table 15 
Rate of Departures in the EEC 

Country 1982 (%) Motivations 

FRG Germany 
Belgium 
Denmark 
France 
Greece 
Ireland 
Italy 
Netherlands 
United Kingdom 

50.0 
40.0 
56.0 
49.1 
35.1 
34.0 
42.8 
31.0 
42.0 

Holidays 
All motivations 
Holidays 
Holidays 
All motivations 
Holidays 
Holidays 
Holidays 
Holidays 

Given that this may be so, this study intends to show that the use of 
the receiving organizations, hotels and hospitality in general, should 
be considered under these two motivations. Hotel beds are used either 
for holidays or for other reasons and the division appears to be arbi
t rary and inconsistent, unsatisfactory even for the WTO. 

The superimposing of holiday tourism, business tourism, social 
tourism etc. indicates that competition in the tourist sector is anoma
lous with respect to other economic sectors. The tourist does not base 
his choice on obvious or clear needs. Often prevailing in the choice 
are social needs, or non-rational choice which make the tourist product 
a 'thing apart ' . For example in the past , three major types of des
tinations were at the head of the range of choices: 

seaside tourism 
mountain tourism 
lakeside tourism 
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Today we are seeing the emergence of new types such as tourism of 
the Capitals, historic itineraries, the search for adventure, and of 
health. 

Holidays in Paris, London, Amsterdam, Munich, Rome, Copen
hagen and Athens are much more widespread than is believed but 
these are often considered as 'seaside holidays' because they are taken 
in conjunction with the European 'summer!. 

Today it seems clear that competition can be considered in terms 
of image, and the development in the market is carried out with sym
bolic competition between: 

Countries and domestic models (e .g . Italy and Greece) 
Regions taken overall (e .g . Tuscany, Provence and Scotland) 
Destinations (e .g . Paris - London - Sorrento - Saint Tropez -
Deauville - Copenhagen and Athens) 

Competition between these destinations, countries and regions is 
strongly influenced by a series of non-rationally valuable factors, as 
we have already indicated in the research into the chance factors of 
choice. 

The link between road, sea and air has a very important influ
ence on tourist representation. The quality of the motorways seems to 
be of major importance for tourists travelling by car; similarly the 
efficiency of the railway service attracts a type of tourism which is 
more concerned with safety of the means of transport and its cost. 
These links and means of transport are fundamental components in the 
criteria of choice; therefore public investment in this field will ulti
mately have a great influence on competition between the ten EEC 
countries. 

Among the factors which affect competition there are the various 
concessions on motorways, petrol, incentives and air flights — taxes 
on airports, embarking and disembarking, the protection for charter 
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fl ights which have recent ly been pu t forward by var ious coun t r i e s , not 
only in the EEC. 

We have already indicated tha t the l inks and means of t r a n s p o r t 
influence competition between the count r ies of the Community, where 
th is in te rvent ion is of a public n a t u r e . In fact public in tervent ion 
seems increas ingly influential because it is not r e s t r i c t ed to a national 
level bu t occurs even in the regions and a r e a s . The policy of incen
t ives on some means of a r r iva l , the a t tempts to a t t r ac t t r ade by d i s 
counts and concessions to the in termediar ies are not the only act ivi t ies 
in which the public bodies are involved. 

The promotional b u d g e t s of the individual count r ies indicate that 
t h e r e is an increas ing commitment by the public sector to a t t r ac t 
t o u r i s t s . For some countr ies the WTO has suppl ied data concerning 
the promotional b u d g e t s which can give an indication on how public 
investment is va r i ega ted . 

Table 16 

Nat ional Tourism Adminis t ra t ion Budgets 

EEC Country 

Belgium 
France 
FRG (Germany) 
Greece 
I t a l y 
Netherlands 
United Kingdom 
Denmark 
I re land 

1983 (mi l l ions of d o l l a r s ) 

5.7 
5.2 

13.5 
12.5 
12.2 
6.0 
9.6 

under two million dollars 

Source: W.T.O. 
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However this in tervent ion often ge ts lost in an administration which is 
too widely d i spe r sed , therefore less effective u n d e r the costly public 
bodies which are too l a rge , with no means of communication, slow and 
yet affected by local in te rvent ion of var ious areas and Regions which 
t ry s t rongly to launch the i r dest inat ions on the internat ional tourism 
marke t . 

We have found evidence of competition between little known areas 
which t r y to ' take off' by promotional act ivi t ies and p resen ta t ions at 
exhib i t ions , shows and in ternat ional workshops . 

Regional b u d g e t s ( i . e . Regions - Dis t r ic ts - Areas - L a n d e r s , 
Promotional Funds ) in count r ies like Italy can va ry by one to t h r e e 
million dol lars , in Germany by one to two million, bu t reliable s ta t i s t ics 
are not yet available. However we can s ta te tha t the economic effort 
in the s u b - r e g i o n s is becoming increas ingly cons i s ten t . All the r e 
gions aim to have a sha re of in ternat ional tourism and investment is 
d i rec ted predominant ly towards Europe. 

Within the var ious a r e a s , where the concentrat ion of hospital i ty is 
a lready in force the re is little evidence of competitive policies opera ted 
by the individual hote ls . A n o n - s t a n d a r d hospital i ty being the p r e 
dominant model available, the pr ices and conditions are determined by 
the seasonali ty of the tour i s t demand. For the same serv ices — tha t 
i s , 'full board ' in a seaside r e s o r t — it is possible to pay a pr ice 
r educed by 50% for low season against tha t for high season. The 
competition among small family e n t e r p r i s e s is dominated in the low 
season by the prevai l ing demand. Often it is the client, af ter b a r 
ga in ing , who determines the pr ice of se rv ice , while t h e r e is a s t rong 
tendency on the p a r t of the en t e rp r i s e itself to fill eve ry room "under 
any condit ion". Competition develops more harmoniously in the 

classic European holiday months (July and A u g u s t ) . 
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The 'S ta r -Ra t ing ' of Hotels and 
i ts Importance for Competition 

For a decade within the EEC a system for classifying hotels (S ta r -
Rating) has ex i s ted , which p r e s e n t s different forms and ways of appl i 
cation in the var ious EEC coun t r i e s . In some countr ies the author i t ies 
responsib le for the ra t ing are Ministr ies , in o ther countr ies it is the 
job of the Pre fec t s ; in" o the r s the competent body is the Category 
Association; while in still o the r s the local author i t ies and Provinces 
decide. In some coun t r i e s , I taly for example, t he re is no such c lass i 
fication ye t . The extreme he te rogene i ty which ex is t s in the cr i ter ia 
for the ra t ing has created confusion among u s e r s and increases consid
erably the lack of clari ty in the hotel market . There exis ts therefore 
no European Hotel Common Market tied to a reliable and homogeneous 
system of classification. The g rea tes t lack of homogeneity is to be 
found in small and ve ry small hotels which belong to the 1, 2 and 3 
s t a r ca tegor ies . 

Besides the fact that the identification symbol displayed by hotels 
differs from count ry to c o u n t r y , many hotels do not display the symbol 
because they feel it con t ras t s with the i r originali ty or because they 
are not able to meet the s t a n d a r d s p r e sc r i bed by the laid down norms. 
An exact and prompt identification of hotels is n e c e s s a r y , above all, 
for those t ou r i s t s t ravel l ing on main r o a d s . This explains why in 
Great Britain and Eire t h e r e a r e , alongside the official ones , c lassi
fications applied by the independen t automobile associat ions which have 
c rea ted symbols and s t a r s and tha t are displayed by hotels to help 
members make an accura te choice. 

An example of the exis t ing terminological confusion in the var ious 
count r ies r ega rd ing the classification of hotels in the high b racke t is 
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the following list of definitions which are to a grea t degree i n t e r 
changeable : 

'Great Comfort' Hotel 
Five Star Hotel 
Firs t Class Hotel 
Luxury Hotel 
De Luxe Hotel 
In ternat ional Class Hotel 
F i rs t Category Hotel 

These , and o the r similar defini t ions, are to be found in the Tour 
Opera to r s ' b r o c h u r e s , on headed note p a p e r and in publici ty mater ia ls . 
The hypothes i s of a type of in ternat ional classification or a valid 
system for the ten EEC count r ies appears at the moment highly im
probable and difficult to ca r ry ou t . A European law on ' s t a r - r a t i n g ' , 
which would p ro tec t the information of the tour is t t ravel l ing within the 
EEC, and which would use uniform visual symbols, cannot be con
s ide red , bear ing in mind the p r e s e n t legislative direction of the Com
muni ty . From what has been said above , it is easy to u n d e r s t a n d tha t 
the ' s t a r s ' have a r a t h e r r educed effect of information in the hotel 
marke t . In fact the ' s t a r s ' form at the moment a simple symbolic 
s u p e r s t r u c t u r e tha t has lit t le effect on the appearance of the hotel 
marke t . 

85 



In this confused market system where competition appears to move 
without any prec ise r u l e s , influenced by non-ra t ional fac tors , by 
t r a n s p o r t s , by economic factors often adjusted by public in tervent ion 
even in the s u b - r e g i o n s , we considered it more scientific to direct our 
approach towards the pa r t i c ipan t s who are the most visible and com
prehens ib le in this sec tor : 

a) the hotel chains and large hospital i ty multi-nationals 
b) the tour opera to r s 
It seemed to us that the s tudy should apply to economic phenome

na comparable to indus t r ia l organizat ions and as such we are proposing 
them as suitable r e p r e s e n t a t i v e s of competition for tourism in the EEC. 

Types of Hotel According to S tandard of Hospitality 
and the Effects on Market Competition 

A cri ter ium of classification of hotels which seems par t icu la r ly apt for 
the p u r p o s e s of this s tudy into the problems of competition in the 
sector is tha t based on the quali ty of the hospi ta l i ty . Using as a 
s t a r t i ng point the observat ion tha t in the market t he re are indus t r ia l 
hotels and original / family ho te l s , systematic analyses of the k inds of 
pr ices and flexibility of pr ice r ange have been car r ied out with the aim 
of identifying two large sec tors of hotel hospital i ty which in te res t this 
s t u d y : 

1) In ternat ional S tandard Hospitality (ISH) 

2) Non-S tandard Hospitality (NSH) 
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The difference between the two categories lies in the fact tha t while 
ISH hotels have s t r u c t u r a l and organizat ional charac te r i s t i cs with a 
r ange of serv ices and pr ices tha t a r e , on the whole, homogeneous, 
NSH hotels are charac ter ized by a notable difference in s t r u c t u r e s and 
se rv ices . Modern type hotels belong to the first ca tegory while t r a d i 
tional s tyle hotels belong to the second. 

Internat ional S tandard Hospitality hotels are marked by the US s t r u c 
tura l s tyle and use the American way of life as a service model. Their 
average size is between 250 and 500 rooms, even if t he re are more 
European s tyle ho te l s , like Frante l and Etap/PLM, which have an 
average size of 150-200 rooms. The size of the Hilton, Sheraton and 
Holiday Inn hotels is emblematic (300-1000 rooms) . Here the manage
ment model is uniform all over Europe and the world. The rooms in 
these hotels a re almost identical (8m χ 4m). As well as having a 
s t a n d a r d s ize, the f u r n i t u r e , accessor ies , l igh t ing , b l inds , air condi
t ioning, ba throoms, l inens , r e f r i g e r a t o r s , TV position and s ize , and 
quali ty of beds (usually a meter wide) are homogeneous p r o d u c t s . 
Their 'comfort' is also based on good sound-proof ing and warm and 
pleasant l igh t ing . R e s t a u r a n t s , b a r s , cafes and snack b a r s have long 
open h o u r s . Many opera te on a 24-hour b a s i s . 

Non-s tandard hospi tal i ty is concent ra ted mostly in tour i s t r e s o r t s — 
seaside towns , mountain a r e a s , s p a s . NSH hotels are 40 times more 
numerous than ISH hote l s . However the i r individual capaci ty (in 
number of beds ) is much lower and usually does not go over 100 b e d s . 
Their smaller size is general ly a sign of family management even if 
t he re a re some small 'company r u n ' hote ls . Generally the management 
model is tha t of the ' a r i s tocra t ic ' household with t imetables , behaviour 
and h ie ra rch ies tha t resemble the t radi t ional way of r u n n i n g a house . 
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When the available services are examined we see the h ighs and lows 
typical of family life. Usually these serv ices drop off after the main 
meals and at n ight because they are based on a schematic estimation of 
individual n e e d s . The use of manpower is also based on rhy thms 
which are anomalous and often disliked both by staff and c l ients . 
This kind of hospital i ty is marked by the offer of n o n - s t a n d a r d s e r 
vices — b e d s , rooms, and bathrooms are different and thei r difference 
is considered a 'qua l i ty ' . The size of the room, the s e rv i ce s , the 
l inens , the accessor ies , the l ight ing e t c . are often different too. This 
is the case both for small family concerns at a good p r i ce , and the 
most expens ive s t r u c t u r e s in the world, like the Nova Park in Pa r i s . 

The thousands of small pens ions , which are the core of the 
tour i s t offer, each propose small differences in hospi ta l i ty , in r e s t a u -
ran t ing e t c . bu t with numerous s t a n d a r d s that co-ex is t , subdiv ided by 
p r i ce . The t imetable, for example, is often identical — above all meal 
t imes. The menus may be different and have local or regional specia l 
t i e s . 

A s u r v e y carr ied out with a limited sample of hote ls , suppor t ed 
by the opinion of some Hoteliers ' Associat ions, has allowed us to 
es tabl ish that the pr ice of a meal in a NSH hotel with a r e s t a u r a n t on 
a full board basis is v e r y similar in EEC coun t r i e s . The full board 
service r e s t r i c t s management and p r e v e n t s any flexibility of the pr ice 
list according to n e e d s . In fact the cost of a meal is influenced by 
the number of s t a n d a r d meals s e r v e d . So it seems credible tha t the 
full board service makes it impossible to adjust pr ices easily. 
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The Growth of ISH Hotels 

During the r e sea rch we have seen how ISH hotels are inc reas ing , while 
NSH hotels are dropping in number in the EEC. In fact, a l though 
growth predic t ions for the small hotel sector have been pu t forward by 
some, the 1980-84 per iod will reveal grea t success for ISH hote ls . 
After the oil cr is is and recess ion it was felt tha t hotels of 300-1000 
rooms were bad inves tmen t s , whereas today it is felt tha t this is the 
most appropr i a t e s ize. While the large hotel companies have millions of 
p re sences with a room occupancy ra t e of 60 - 80% and record average 
annual profit quotes of between 10 - 20% in real t e rms , t radi t ional 
companies, family hote ls , pens ions and l u x u r y hote ls , have at 35 -
55%, much lower occupancy r a t e s . So while the ISH hotels manage to 
earn high prof i t s to continually improve the s t a n d a r d of se rv ices 
without excess ive pr ice i nc rease s , NSH hotels have lower profi ts and 
so see the i r power to a t t rac t clients r educed . The only except ions are 
some easily identifiable s t r u c t u r e s for selected and 'elite ' clients and 
which are laws unto themselves . As r e g a r d s number and size these 
hotels do not influence the genera l t r e n d s descr ibed and do not com
pete for leadersh ip in the EEC marke t . 

In s h o r t , t h e r e is in p r o g r e s s in Europe a g radua l and dangerous 
b reak ing up of the families who run 'Non-S tandard Hotels' and p e n 
s ions . In wel l -es tabl ished tour i s t a reas the number of small hotels 
that go out of bus ines s is on the r i s e . The number of hotels tha t do 
not have r e s t a u r a n t facilities (meuble) is increas ing too and this 
t endency pre judices the competitive advan tage tha t these small con
ce rns have . 
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Competition between Hotels of 
Different Hospitality S t anda rds 

In o rde r to reach conclusions about the effects on competition in the 
hotel market of the t r e n d s tha t we have identified so far , we must 
consider a ser ies of observa t ions tha t have been ga the red from our 
s u r v e y s . From this information we can conclude t ha t : 

The Tour Opera tors (TO) are mainly in t e re s t ed in hotels with 
a capacity of more than 100 b e d s ; 
small hotels with less than 100 beds are of in te res t because of 
the flexibility of thei r pr ice r ange and thei r family manage
ment; 
small hotels with less than 100 beds are not competitive b e 
cause of the r ig idi ty of the i r full board offer (the main offer 
they are able to make) ; 

small hotels with less than 100 beds often base thei r economic 
exis tence on ' g rey economy'; 
t ou r i s t s ' faith is ' g r ea t e r ' in small and Non-Standard Hotels 
than in ISH hotels ; 
small and Non-Standard Hotels show lower labour costs (be t t e r 
than ISH hotels and have anomalous work r h y t h m s ) ; 
ISH hotels e laborate sophis t ica ted policies in the management of 
the work force with be t t e r r e su l t s as concern rhy thm and 'pe r 
head' economic achievement . 

The pr ice of hospital i ty depends more on the demand than on the cost 
of product ion of the s e rv i ce s . The seasonali ty c rea tes a 'wavy' effect 
so tha t posi t ive per iods a l t e rna te with negat ive per iods with scarce 
possibi l i ty of making prec ise p red ic t ions . 

In s y n t h e s i s , af ter many in te rv iews , we can say that ISH hote ls , 
with general ly between 300 to 1000 rooms, do not suffer from the 
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competition of s t r u c t u r e s which offer n o n - s t a n d a r d services and which 
generally have far less than 300 rooms. Competition s t r a t eg ies are 
then carr ied out more within than between the two types of hotel we 
have identif ied. Between the small hotels competition is car r ied out 
above all in the low season. In the high season, however , they t r y to 
achieve the maximum exploitation of s t r u c t u r e s with the use of ex t r a 
beds (which do not f igure among those officially r e c o r d e d ) . Between 
b igger hotels (chains) competition is ha rd fought th roughou t the yea r 
and is mainly directed at companies, firms and agencies - - at the 
inst i tut ional client market r a t h e r than at indiv iduals . In the small 
n o n - s t a n d a r d s t r u c t u r e s p r ices are decided year by year consider ing 
the r a t e of inflation and with little a t tent ion paid to costs and market 
da ta . Price offers change f requent ly dur ing the year and follow the 
var ious i n t e r locu to r s , whether t rave l a g e n t s , b u s o p e r a t o r s , or p r iva te 
individual g u e s t s , bu t the main var ia t ions a re connected with high and 
low season r a t e s . In the ISH sector p r i c e - r a t e changes are the r e su l t 
of s u r v e y s , ra t ional market ing ana lys i s , and b u d g e t i n g . Every offer 
is carefully p lanned and ra re ly are sales not programmed in_ advance . 
The scheme of competition in the hospital i ty and tour ope ra to r s field 
shows differences compared with o ther economic fields. 

When each seller p rov ides a small fraction of total supply and 
when the p r o d u c t s are almost identical (clients can s u b s t i t u t e one 
p roduc t with the o t h e r ) , then we should speak of 'perfect competit ion' . 

Hotel Chains (many) seem to be in an area of perfect competition. 
Tour Opera tors should be in the same condit ion, bu t adver t i s ing often 
changes ' the p roduc t ' in the eyes of the client, to show original i ty 
ins tead of homogeneity. TOs sell similar na t ions , r eg ions , a r e a s , sea t s 
on a i r c ra f t s , a i r p o r t s , hospi ta l i ty , h i s to ry with different emphasis and 
s logans , 
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The grea t majority of EEC hotels and hospital i ty uni ts opera te in 
a si tuation between per fec t competition and monopoly. Prof. S. Medlik 
of the Univers i ty of Su r rey calls the si tuation of most European hotels 
an "imperfect competition" market where monopolistic competition and 
oligopoly combined with different iated p r o d u c t s , influenced (more than 
any o ther ) by locations, public i nves tmen t s , h i s to ry . 

It is s t r ik ing to th ink that in the hospital i ty sec tor , competition 
is not determined only by the p r i ce , even for identical p r o d u c t s . 
Hotels cannot be " t r anspor t ed" and the most prominent factor of com
peti t ion seems, in fact , the location, the vicinity of a town, c en t r e , a 
beach , and a i rpo r t . 
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3.2 The Obstacles and Influences 
to Competition 

One of the fundamental pecul iar i t ies of the ' tour i s t p roduc t ' consis ts in 
the fact tha t it deals with a p roduc t which is consumed at i ts place of 
p roduc t ion , which should not be confused with the place of residence, 
of the consumer . From this it can be deduced that the dis tance and 
accessibil i ty p r e s e n t s a determining factor in the choice of the consum
er and tour is t potent ia l . 

Two additional decisive factors (both easy to define and quant i fy) 
for the or ientat ion of demand are the receiving capacity and the pr ice 
level. The t r a n s p o r t i n d u s t r y is p ro tec ted from competition in the 
majority of the EEC coun t r i e s : in the air t r a n s p o r t sector a monopoly 
si tuation or a car te l is in force in each coun t ry (National Air Com
p a n i e s ) , with the ability to determine market conditions in which the 
need to satisfy the u s e r is not necessar i ly a p r i o r i t y . Obviously the 
tour is t a reas which are fu r thes t away from the pr incipal demand 
sources suffer the most. 

Ins tead the organizat ions which cons t i tu te the receiving capacity 
(hotels and ex t r a -ho t e l s ) opera te in conditions of s t rong competition 
within the a r e a s , while the 'competition' between areas can be sl ightly 
d is tor ted by promotional in t e rven t ions or incent ives of the public 
bodies ( the incent ive is normally aimed at a reas on the margin or in 
difficulties and is g r a n t e d with the aim of 'priming' the flow of t ou r i s t s 
to these a r e a s : 'pr iming' and not 'maintaining' because usual ly the 
incent ive cannot be sus ta ined for long) . 

Price levels are determined in conditions of s t r ong competition, 
par t i cu la r ly in the medium-low hotel sec tor ; f u r the r advan tages or 
d i sadvan tages however can r e su l t from fluctuat ions in the r a t e s of 
exchange and the ability to acqu i re var ious c u r r e n c i e s . 
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General Lines of Public Policies 
in the Field of Tourism 

There exis t cons tan ts of tour i s t policy that can be t raced in all the 
measures adopted by public bodies in the EEC coun t r i e s . The main 
lines along which the tour i s t policies of the Member States move are 
essential ly t h e s e : 

to maintain and s t r e n g t h e n the i r in ternat ional tourism quo tas , 
s t a t e ' s finance promotional campaigns and suppor t the commer
cialization of the i r own tour i s t p roduc t abroad : in this sector 
ini t ia t ives taken by public bodies in collaboration with p r iva te 
ope ra to r s are on the inc rease ; 
more and more at tent ion is paid to domestic tourism; 
tourism is more and more considered as an economic sector that 
may be able to cont r ibu te to the development of 'weak' r e 
gions ; 
even in ' s t r ong ' tour i s t a reas the need for public in te rvent ion 
in s u p p o r t of the hospi tal i ty i n d u s t r y has been recognized; 
this is because the incomes of bus ines se s are compromised more 
and more by the competition from o ther tour i s t a reas and from 
ex t r a -ho te l tour ism, as well as from the r ise in cos t s ; i n t e r 
vention to suppor t these a reas is car r ied out in the form of 
cont r ibut ions for the modernization of s t r u c t u r e s and in the 
form of promotional and commercial e x p e n s e s ; 
g r a n t s suppor t ing social tourism are more and more common 
and are aimed at the creation of a sui table tour is t offer which 
will be run by those involved in the associat ions (social t o u r 
ism seen also as a s t r e n g t h e n i n g of domestic tour i sm) ; 
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forms of financing and contr ibut ion to the ex t ra -ho te l offer are 
being developed (in pa r t i cu la r camp si tes and tour is t vil lages) 
as an answer to the high growth in demand; and 
growing and forward looking at tent ion is being paid to the 
t ou r i s t ' s protect ion and information. The commitment to the 
publicizing and the application of p r ices in tour is t s t r u c t u r e s 
and to a check on the services offered by t ravel agen t s is 
g rowing . As r e g a r d s the t ravel con t rac t , the re la t ive I n t e r n a 
tional Convention (CCV) — applied only by Belgium and Italy 
— seems to be ou tda ted by the legislation adopted in almost all 
the o ther EEC countr ies which gives the tour i s t g r ea t e r g u a r 
an t ee s . 

The Continuous Growth in the Commitment 
by the Public Bodies to Sustain 
the Development of Tourism 

EEC t rea t ies have always aimed at c rea t ing a single continental econo
my within which people , goods and capital can freely circulate accord
ing to the laws of the market and competition. In this way the need 
to be competitive and efficient is inc reased and technological p r o g r e s s 
is p u r s u e d . 

But economic spon tane i ty , which p re s ides over market o rgan iza
t ion, has always needed State ins t iga ted harmonizing and co-ordinat ing 
policies to cor rec t i t s limits — regional imbalance, sectoral difficulties, 
conjunctural pe r iods (inflation, recess ion) e t c . 

The EEC sees in tourism one of the economic sec tors tha t can 
cont r ibu te to the development of weak regions and in t e rvenes t h r o u g h 
the European Fund for Regional Development by financing — along 
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with Member States — plans re la t ive to the formation of a new tour is t 
offer (from hotels to tour is t v i l l ages ) , or re la t ive to the modernizing of 
the exis t ing offer, as well as financing i n f r a s t r u c t u r e s re la t ive to 
t r a n s p o r t , spor t and recrea t ion . 

The European Fund for Regional Development also in tends to 
promote r u r a l tourism th rough financing of the building or modification 
of small ho te l s , ru ra l board ing houses and camp s i t e s , or t h rough the 
creation and development of common serv ices for bodies respons ib le for 
promotion, publ ic i ty , tour i s t ac t iv i t ies , and for co-ordinated manage
ment of the 'welcome' potent ia l , as well as the development of the 
t r a n s p o r t necessa ry for the l inks between coast and in land. 

All th is does not take into account the in te rven t ions made by the 
European Fund for the Orientation and Guarantee of Agr icu l ture in 
depressed agr icul tura l a reas which have a tourism potent ia l , and which 
can provide incent ives for inves tments in tour is t or craf tsmanship 
s t r u c t u r e s within the bus ines s concern - - direct in te rven t ions in 
favour of agrotour ism. 

Pr incipal ly , however , State and Regional body in t e rven t ion , like 
that of the EEC, is aimed not so much at the tour is t sector ( towards 
which in tervent ion is limited and t ends to p u s h opera to rs to ca r ry out 
modernization and inves tment) bu t r a t h e r at the degree of a t t r a c t i v e -
nes s of a tour i s t area (with promotion, special e v e n t s , meet ings , 
suppor t for commercialization of the tour i s t p r o d u c t , information e t c . ) . 

To consider these in te rven t ions as a limitation to free competition 
between tour is t a reas indicates an inability to apprecia te that the 
tour i s t phenomenon, i . e . the mobility of c i t izens , has assumed such a 
large dimension and is so general ized in the t e r r i t o r y that it is no 
longer possible to d is t inguish with ease , in the var ious a r e a s , tha t 
which opera tes in favour of the local population from tha t which r e p r e 
sen t s the promotion of tour ism. 
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If one of the main objectives of European competition policy is 
that of creat ing a single market , it is evident tha t the main obstacle to 
the achieving of th is objective is not the agreements between companies 
for the shar ing of markets bu t the continuing exis tence of f ront iers 
between the EEC coun t r i e s . 

Although from the Trea ty of Rome onwards notable s t eps ahead 
have been t aken , t he re remain at the f ront iers many police and c u s 
toms checks , in par t i cu la r for t rave l le r s who use t r a i n s , buses and 
p lanes . The gradual elimination of customs p rocedu re s within the EEC 
and i t s s u b s e q u e n t ease of front ier c ross ings has been fundamental for 
the stimulation of intra-community tour ism. 

Within the EEC, tariffs and cont ingents have been r educed or 
eliminated (for Greece the res t r i c t ions on commercial exchange in te rna l 
to the Community will cease to exist on J anua ry 1, 1986) while outs ide 
the Community common tariffs and cont ingents are still in force. But 
the abolition of customs p r o c e d u r e s has not led to the abolition of 
intra-community f ron t i e r s . 

The Problem of the Free 
Circulation of Capital 

As r e g a r d s the free circulation of capi tal , the EEC has not evolved to 
the degree reached in the evolution of the exchange of goods . The 
si tuation is made worse by the limits on the expor t ing of capital tha t 
the tour i s t meets in some EEC coun t r i e s . 

Table 17 documents , however , the tendency to overcome these 
limits; in fact the number of count r ies tha t no longer pu t limits on the 
expor t of c u r r e n c y is on the i nc r ea se . However, an incongruency 
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remains in the case of France and Italy. They are both at the top of 
the scale for the tourist receiving countries but both maintain great 
monetary obstacles with regards to the international tourism of their 
citizens. 

Table 17 
Ordinary Currency Allowances for Residents 

when Travelling Abroad 

Country 

FRG (Germany) 
Belgium 
Denmark 
France 
Greece 
Eire 
Italy 
Luxemburg 
Netherlands 
Great Britain 

Year - 1969 

no limit 
no limit 
no limit 
1,000 Francs 1 

6,000 Drachmas 
2 250 Pounds 

1,000,000 Lira' 
no limit 
4,500 Gulden2 

50 Pounds 

Year - 1983 

no limit 
no limit 
no limit 
2,000 Francs 1 

250 US Dollars* 
500 Pounds2 

1,600,000 Lira 
no limit 
no limit 
no limit 

1 

1 - per person per year 

2 - per journey 

From December 20, 1983 the French Government has lifted restrictions 
on currency: there will not even be limits on the number of journeys. 
The only restriction is on credit cards — they may only be used 
abroad for work reasons. 

From May 2, 1984 Italy too has lifted restrictions on currency. 
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We would like to comment, also, on the t r ans fe r of capital within 
the EEC. According to var ious tour o p e r a t o r s , which we have i n t e r 
viewed, t he re does not seem to be pa r t i cu la r difficulty in the e x p o r t a 
tion of capital from the coun t ry of origin to o ther countr ies within the 
EEC. Difficulties ar ise however unde r the fiscal and administrat ive 
systems which differ in individual count r ies . In par t icu la r where the 
laws govern ing work often change with r e spec t to the count ry of 
or ig in . 

According to some TOs, difficulties p r e s e n t themselves when 
at tempts are made to r e t u r n the capital to the count ry of origin at the 
end of the investment per iod . The stock exchanges too opera te u n d e r 
ru les and regula t ions which do not encourage p r iva te investment in 
tourism within the individual coun t r i e s . 

In genera l , however , we have found a cer tain lack of financial 
acumen on the p a r t of the managers in te rv iewed. Our r e s e a r c h r e 
vealed that t h e r e was g r e a t e r concern in selling the ' p roduc t ' than in 
looking for new ways to finance the operat ion among those in terviewed 
in the hotel sec to r . Even the la rger US hotel chains are t ry ing to sell 
the i r b r a n d and the i r managerial s e rv i ce s , and paying little a t tent ion 
to investment in the hotel s t r u c t u r e . Therefore we have not found 
obvious difficulties or obstacles in the t r an s f e r of capi tal . 

However t h e r e are var ious problems and obstacles in the deve lop
ment of ' f ranchis ing ' t h roughou t Europe . The banking and fiscal 
systems in EUR 10, at the moment, do not seem ready to adapt to this 
new formula, in any uniformity, which is so widespread th roughou t the 
wes te rn world par t i cu la r ly in the r e s t a u r a n t and hospital i ty sec to r . 
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The Obstacles to Competition 
Concerning Tour Operators 

The TOs indicate many obstacles to their activity. These obstacles, 
with one exception, do not concern EEC countries. The difficulty is 
primarily to do with the TOs' use of airplanes — non-EEC countries 
would rather the TOs used local air lines — and also with the use of 
their own staff abroad, in particular German TOs have had difficulties 
in using their guides in Greece. The real obstacle that concerns the 
EEC is very different and is the problem of VAT which is different in 
different countries. TOs' activities are complicated a great deal by 
the different VAT rates . (See Appendix D) 
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3 . 3 Competition and St ra teg ies of 
Principal Hotel Chains and 
Tour Opera tors 

Once again we have exper ienced difficulties in collecting reliable s t a t i s 
tical da ta . However, in this sec tor , it is possible to verify the eval 
uat ions because the market ing s t r a t e g i e s , which are the bas is of 
competitive act ivi t ies between the var ious economic g r o u p s , can be 
examined and compared. 

The pr inc ipal companies opera te unde r the classic economic policy 
of 'marke t - forces ' and inves t considerable capital in r e s e a r c h and 
analysis of the market , the consumer and consumer behav iour , in 
o rde r to p u t toge the r the i r s t r a t eg ic p lans for company prof i t . 

The evaluat ions given in this s tudy are based on in terviews and 
contacts within Europe , while a major source of the economic divisions 
and commercial s t r a t eg i e s are p roduced in the US and Canada, outs ide 
the EEC. However, s t rong consolidated g roups exist in Europe which 
make use of the market ing s t r a t eg ie s of the i r pr incipal US competitors 
and tend to ant icipate the i r moves. At p r e s e n t the French g roups 
Méridien, Plm/Etap, Concorde , Novotel, Sofitel and Mercure are ve ry 
active (see Appendix B ) . 

In our opinion an analysis of market ing act ivi ty can help to define 
the competitive s t r a t e g i e s , bu t we must bear in mind that the flexibil
ity and speed with which market ing s t r a t eg i e s begin and then die away 
are factors which make all the hospi tal i ty offers and the market itself 
ve ry changeable . 

Profit is one of the ind ica tors which we have inves t iga t ed . 
According to an analysis by the Worldwide Lodging I n d u s t r y , profi t in 
the hotel s t r u c t u r e s , when they only supply accommodation, is a round 
72% of the t u r n o v e r for Europe . When meals are included (full or half 
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board) this profit falls to 18%. Tour operators declare a much lower 
profit, certainly below 10% of turnover. 

However the economic situation in the companies is that the share 
of capital is distributed among many owners and the shareholders 
engage in different activities (sometimes owning stocks of competing 
hotel organizations or travel agencies working in the same market). 
For this reason we have been unable to reach a reliable conclusion. 

The research into strategies of competition is based therefore on 
the analysis of commercial activities through marketing and some bal
ance sheets which we have been able to obtain in Europe. From the 
most recent scenario of hospitality we have found a system known as 
"Interhome" which operates in Europe with about 15,500 furnished 
units (apartments, and self-catering villas with a capacity of about 
60,000 beds) . Interhome also runs 4,270 hotel beds and has its head 
office in Switzerland. 

Competition Policies of 
International Hotel Chains 

In the EEC there exist some hotel chains owned by European capital, 
but the market is dominated by brand names and companies which are 
owned by international capital. These companies operate according to 
strategies and with objectives that are not easy to study in depth. 
However, from our research, the following information concerning the 
situation and the tendencies of ISH hotels has emerged: 

The most positive growth in presences in Europe concerns 
4-star hotels, while the trend in 5-star and 4-star deluxe 
hotels is more erratic and limited. 
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The policy of the hotel chains is to work energet ical ly for 
maximum room occupancy , without concerning themselves 
overmuch with commercial f a i rness . Thus the commission paid 
to t ravel agen t s var ies and is propor t ioned according to the 
benefi ts they b r ing to the hotel g r o u p ' s occupancy ra t e — 
their pr imary object ive. Commission var ies from area to area 
bu t usually it is above the t radi t ional 8% and may even reach 
20-30%. 

If the agency and in termediary commission are not competit ive, 
r ecour se is made to incent ives and r ewards which are p r o p o r 
tional to t u r n o v e r . 
Promotional efforts towards the big cl ients ' market ( large 
companies e t c . ) a re g rea t and consist in demonst ra t ions , 
pro jec t ions , inv i ta t ions , d i n n e r s , competit ions, incen t ives , 
public relat ions e t c . 
No company or ' In terna t ional S tandard Hotel' admits applying 
flexible ta r i f f s : general ly pr ice l is ts containing ' corpora te 
r a t e s ' a re pub l i shed and d i s t r i bu ted — these are special tariffs 
for associates and special cl ients which appear ve ry s t a n 
da rd ized . However it is appa ren t tha t for the hotel chains 
t h e r e exist special cont rac t ing spaces for the 'bes t c l i en t s ' . 
Among the d i rec to rs of the main chains in the ISH sector tha t 
opera te in Europe t h e r e are no worr ies for the fu tu r e . The 
re la t ive ' s ecur i ty ' of the managers is s u p p o r t e d by the fact 
that du r ing these y e a r s of economic recess ion t u r n o v e r and 
employment in ISH hotels have inc reased . This is due , above 
all, to the fact that the i r 'b iggest c l ients ' do not usual ly cut 
back on the expenses of n igh t s t ays of the i r managers and 
staff, nor on the hospi ta l i ty and incent ives given to the i r 
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cl ients . In fact , hotel hospital i ty is used more and more to 
stimulate sa les . 
Among all the chains and companies we have found tha t devel 
opment and growth plans are being e laborated and carr ied out . 
The opening of new hotels mostly concerns ci t ies , general ly 
those with a high commercial concent ra t ion . None of the 
companies we contacted had p lans to inves t in tour i s t or 
seaside r e s o r t s , nor in thermal or seasonal r e s o r t s in the EEC. 

Competition Policies of 
the Tour Opera tors 

We must d is t inguish between those EEC count r ies where tourism is 
almost completely r u n by the TOs and t ravel agencies (Great Britain 
and FRG) , and those count r ies where organized tourism pas ses 
t h r o u g h o ther channels (Associat ions, Leisure Clubs e t c . ) . In the 
first case v e r y few TOs control a high quota of the market ; in the 
second case all the TOs toge the r reach no more than half of the o r 
ganized tour ism. In this si tuation it is difficult to speak of a domina
tion of the market by the TOs. There are no EEC areas where the 
TOs hold a dominant position because the weight and importance of the 
TOs is more qual i ta t ive than quan t i t a t ive . Their importance is due to 
the enormous publici ty inves tment , to the fact that long dis tances are 
made economically viable to more people and to the fact tha t the tour is t 
who b u y s a package in a t r ave l agency for the first time is the same 
tour i s t who will la ter become a r egu l a r t o u r i s t / b u y e r . It is still 
difficult however to speak of a 'common tourism marke t ' . 

104 

lo 



In fact, as confirmation of this t endency , we must point out that 
almost all the TOs in Europe limit the main selling operat ions to the i r 
home coun t r i e s . The few except ions — e . g . Danish Tjaereborg , Club 
Mediterranee, TUI and Neckerman plus Suna i r , Luxair and C . I . T . — 
do not affect the rule of scarce investment by TOs abroad . 

Even if a negat ive t r e n d of sales has become evident t he re is no 
sign of expansion or of mergers between TOs of different nationali t ies 
or of the EUR 10. Some of the reasons may be the obstacles to move
ments of investment capital , different labour r egu la t ions , t ies on the 
use of c h a r t e r s and a i r p o r t s . Some TOs are convinced that it would 
be ve ry ha rd for a German t rave l agent to sell holidays to an Engl ish
man and v i c e - v e r s a . We have not verified o ther tendencies to na t ion
alism in the sec to r , nor o the r r easons for the lack of i n t e r change of 
markets between TOs. 

The su rvey conducted for this s tudy has shown tha t the impor
tance of organized tourism on the total of tour i s t traffic is on the 
whole relat ively modest . On the o ther hand the development t r e n d in 
the importance of the TOs has different charac te r i s t i c s in the var ious 
EEC coun t r i e s . In some cases the i r influence is growing (Great B r i t 
ain and F r a n c e ) , in o the r s t h e r e is a levelling out (FRG) and still 
o t h e r s , count r ies with a more recen t out -going tourism t rad i t ion , 
where the TOs' importance has s l ight ly i nc reased . 

In the p a s t the available data allow us to show that the increase 
in forfait holidays is most marked in FRG, F rance , Nether lands and 
Great Britain — in these count r ies the increase from 1975 to 1980 was 
from + 47% for Great Bri tain and + 79% for FRG; in Denmark and 
Belgium the p e r c e n t a g e increase from 1975 to 1980 for forfait holidays 
was about 11%. According to est imates we have received the TOs on 
the whole, along with the agency sys tem, control about 15% of the 
market s h a r e . However th is f igure does not cover all the organized 
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tourist traffic (we have not considered the percentage due to or 
ganized tourism which is promoted by operators outside the agency 
system), and we do not in any way want to underestimate its impor
tance. 
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Chapter Four 
COMPETITIVENESS 

4.1 Principal Trends and 
Evolution of Hospitality 

In order to evaluate the trend in the competitiveness of the tourist 
industry in the EEC an analysis was instigated on the evolution of the 
international tourism quota (international demand), registered through
out the Community and by the various member countries and using this 
quota to form comparisons in the same way as the manufacturing 
industries evaluate their exports. 

The major differences present in the survey methods adopted by 
the European countries makes it necessary to choose the number of 
arrivals in international tourism as the principal indicator of competi
tiveness, as this data is clearly more homogeneous and reliable than 
the number of tourist presences. 

Table 25, which compares the number of international arrivals in 
the principal areas of the world, shows for the period 1967-1981: 

1) a major increase in international tourism in the ex tra-Europe an 
areas, where the flow of tourists was largely directed towards 
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the US, Latin America and the Far East (an overall increase of 
145.1% in 1981 compared with 1967); 

2) an increase in the a r r iva l s for the European countr ies not in 
the EEC, h igher than tha t r eg i s t e r ed for the Community as a 
whole (Spain, Por tuga l , Yugoslavia and Austr ia show a h igher 
increase than the average for the EEC); 

3) the t r e n d in the tour i s t i n d u s t r y of the EEC (with clear dif
ferences from count ry to coun t ry ) can give both similar or 
opposi te evaluat ions of the level of compet i t iveness . 

Table 18 

Ar r iva l s in I n t e r n a t i o n a l Tourism 

Tota l EEC 

Total Europe 

Total Extra-European 
Countries 

World Total 

(in thousands) 

1967 

49,248 

103,600 

35,900 

139,500 

1981 

78,934 

202,000 

88,000 

290,000 

% variation 
1967/1981 

+ 60.3 

+ 94.9 

+ 145.1 

+ 107.9 

Source: (our e l abo ra t ion of OMT and OCSE data) 

a) If the enormous development in the majority of the EEC coun
t r ies in the per iod p r io r to 1967 is taken into account , dur ing 
which we were seeing the b i r t h of a t r u e 'Hospitality Empire ' , 
and it would have been though t improbable and unrea l i s t i c , for 
the EEC to consider the r a t e s of development as similar to 
those shown by the emerging tour i s t coun t r ies ; for this 
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r eason , the considerable increase r eg i s t e r ed by the EEC for 
the per iod 1967-81, about 60%, can be evaluated in terms of 
'holding' the overall t r e n d in the EEC i n d u s t r y and 'maintain
ing' the level of compet i t iveness , even if the pe rcen tage is 
inferior to that shown by the r e s t of Europe and in var ious 
regions of the world, 

b) The 'decelerat ion ' in the development of the EEC tour is t i n d u s 
t r y with respec t to that r e g i s t e r e d by the competing count r ies 
should be taken as an 'alarm bel l ' , in terms of the drop in 
competi t iveness as compared with o ther emerging tour is t a r e a s . 

Obviously this loss of competi t iveness does not concern the en t i re 
tour is t offer in Europe b u t , as can be seen in the count ry by coun t ry 
ana lys is , pr incipal ly seaside tourism where s t r u c t u r a l differences exist 
when compared with t h e competition. France and Italy — above all — 
provide a seaside hotel offer which is more r ig id , less flexible, in 
terms of p r i c e , with a s t r u c t u r e that is less or ien ta ted towards the 
needs of the consumer, in con t ras t to the medi ter ranean and worldwide 
competition. 
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Figure 2 

I N T R A - C O M M U N I T Y T O U R I S M - 1 9 8 

R E C E I P T S ( m i o E C U ) 

GB 1894. 5 

N E T H E R L A N D S 998 . 9 

Source : "The economic s i g n i f i c a n c e of tour i sm v i t h i n the European Community" 
February 1983. 
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49.2 
85.5 
45.7 
52.7 
80.5 
57.7 
63.4 
55.9 
84.4 
45.8 

57.8 
84.0 
54.5 
49.6 
77.7 
58.6 
72.7 
57.5 
82.2 
45.0 

Table 19 

Percentage of Intra-Community Tourism in the Total of 
I n t e r n a t i o n a l Tourism in the 10 EEC Countries 

Country 1967 1981 
United Kingdom 
I re land 
Denmark 
Germany 
Belgium 
Netherlands 
France 
I t a l y 
Luxemburg 
Greece 

Source: (our e l abo ra t ion of OMT and OCSE data) 

If the sha re of in te rna t iona l tourism 'lost ' in the per iod 1967-81 
by the EEC can be a t t r i bu t ed to the obsolescence of the hotel s t r u c 
t u r e s and the i r reduct ion in s t a n d a r d , th is means that we are faced 
not with a pass ing phase b u t a p rocess of decl ine. 

This loss of competi t iveness on an in ternat ional level , in numerous 
coun t r i e s , was underes t imated and sometimes concealed by a s t rong 
and cont inuous increase in domestic tourism; bu t the t endency towards 
an increase on the p a r t of each coun t ry ' s ci t izens to take the i r holiday 
abroad — a t endency which could not be a r r e s t e d — has recen t ly 
crea ted difficulties in those a reas and types of offer which had become 
dependent on domestic tourism in la t te r y e a r s . 

I l l 



Share of Market of Individual Countr ies 

In the period 1967-1981 in ternat ional tour is t demand towards Europe 
(in terms of tourism a r r i va l s , excluding excurs ionis t traffic) almost 
doubled (+ 94%), with a growth parallel both to that of in t ra - reg iona l 
flow (+ 93.95%) and that of ex t r a -European flow (+ 100.6%), bu t the 
growth var ies grea t ly from country to coun t ry . Only two countr ies in 
the EEC exper ienced growth in thei r sha re of internat ional tourism 
higher than that of the general increase in terms of p ropor t ion : the 
United Kingdom with an increase of 167.8 Ó compared to 1967, and 
Greece with an ex t r ao rd ina ry increase of 500%. 

Countr ies like Belgium, Luxemburg and Denmark p rogress ive ly 
lost the i r sha re of the market as in ternat ional des t ina t ions . Germany, 
Ne the r l ands , F rance , Italy and Eire r eg i s t e r an increase tha t is about 
half the European increase (consis tent - - we must emphasize — to a 
doubling of a r r iva l s in the 1967-1981 p e r i o d ) . The reduced sha re of 
quo tas , in terms of in ternat ional tour i s t a r r i va l s , has not meant a drop 
in the role of the EEC count r ies in the total income for Europe as a 
whole, this could mean tha t : 

a) on average tour i s t p r ices in the o ther European countr ies are 
lower, and 

b) a h igher average s tay in the EEC coun t r i e s . 
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Figure 3 

THE MAJOR DIVISIOrl OF INTERNATIONAL TOURISM IÎI THE LO E.E.C. COUNTRIES 

N E T H E R L A N D S 

u s a 20. 5 % 

ftermany 2 1 . i % 

uk 1 8 . 9 % 

uffos lav ia 1 1 . 3 % 

o o u r . e : 'jOv^rnr.ent: 3 t a t ; SC1C3 

113 



UNITED KINGDOM 

The comparison of in ternat ional tour is t traffic in the United Kingdom 
for the per iod 1967 -1981 (made possible by us ing the frontier data) 
does not include vis i tors from Canada, Eire or Commonwealth countr ies 
since the i r a r r iva l s were recorded only in 1981 bu t not in 1967, out of 
the total the f igure for 1981 amounts of about 20%. In all the total 
from ex t r a European countr ies is 37.6% — the highest in the EEC 
coun t r i e s . 

Table 20 

Arrivals at the Frontiers 

Origin 

Germany 
Austria 
Belgium & Luxemburg 
Denmark 
Spagna 
Finland 
France 
Greece 
Italy 
Norway 
Netherlands 
Portugal 
Sweden 
Switzerland 
Turkey 
USA 
Japan 
Yugoslavia 
Other European countries 
Latin America 

TOTAL 

1967 

]ÍJ_ 

294,600 
27,700 
127,700 
54,700 
38,100 
14,600 

454,100 
22,800 
112,000 
38,200 
210,600 
12,100 
107,500 
70,000 
8,300 

839,400 
37,400 
10,200 
46,900 
59,700 

2,586,600 

% of 
total 

11.4 
1.1 
4.9 
2.1 
1.5 
0.6 
17.6 
0.9 
4.3 
1.5 
8.1 
0.5 
4.2 
2.7 
0.3 
32.45 
1.4 
0.4 
1.8 
2.3 

100.0 

1981 

N. 

1,469,400 
100,000 
489,400 
197,800 
278,900 
51,300 

1,413,400 
80,000 
409,200 
195,300 
745,000 
45,900 
277,900 
280,500 
25,500 

1,715,900 
163,800 
19,000 
138,200 
239,000 

8,353,400 

% of 
total 

17.6 
1.2 
6.1 
2.4 
3.3 
0.6 
16.9 
1.0 
4.9 
2.3 
8.9 
0.6 
3.3 
3.4 
0.3 
20.5 
2.0 
0.2 
1.7 
2.8 

100.0 

Source: Department of Trade - London. 
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A considerable quota of the extra-European market has always been a 
feature of the British tourist industry but , in the last 15 years , the 
UK has also recorded interest from European countries — Austria, 
Benelux, Denmark, FRG, Italy, Norway, Spain and Switzerland — as 
well as from extra-European countries even as far away as Mexico and 
Japan. 

The 1970s however saw a stagnation of US and Eire visitors — 
however in 1981 they still represented 22.6% of the total. The Ger
mans too 'discovered' the UK and their 1981 total exceeded that of 
French tourists and became the second biggest after the USA. 
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EIRE 

Table 21 

Arr ivals at the Fron t i e r s 

Origin 

USA 
Canada 
UK 

Northern I re land 
Continental Europe 
Other Countr ies 

TOTAL 

1967 

159,000 
12,000 

1,064,000 

75,000 
21,000 

1,331.000 

% of total 

11.9 
0 .9 

79.9 

5.6 

1.6 

100.0 

1981 

249,000 
30,000 

1,535,000 

333,000 
76,000 

2,223,000 

% of total 

11.2 
1.3 

69.0 

15.0 
3.4 

100.0 

Source: I r i sh Tour is t Board - Dublin. 

Continental Europe ' s growing in t e r e s t has not however allowed Eire to 
maintain i ts quota of in ternat ional tourism because of i ts dependency 
on the Bri t i sh and US tour i s t flows (in 1967 they r e p r e s e n t e d more 
than 90% of the total a r r iva l s at the f r o n t i e r s ) . The tou r i s t s from 
Nor thern I re land increased from 18.1% in 1967 to 20% in 1972 and 23% 
in 1982. Germany and F r a n c e , both with similar q u o t a s , r e p r e s e n t 
about half of the en t i re continental European t raff ic . This is ref lected 
in the development of the number of hotel b e d s : Eire , toge the r with 
the Benelux coun t r i e s , saw a reduct ion in the receiving capacity of the 
hotels in the per iod between 1972 and 1981. 
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DENMARK 

The only useful s t a t i s t i c s , in o rde r to compare the growth of market 
quotas in the Danish tour is t i n d u s t r y , come from the number of n ight 
s t ays recorded in hotels (excluding hotels with fewer than 10 b e d s ) . 

Origin 
USA 
Sweden 
Norway 
FRG (Germany) 
Great Britain 
Other European 
Other extra-Eur 

countries 

countries 
"opean 

Table 

Overnight 

(' 
1971 
810.5 
628.5 
246.7 
791.8 
241.5 
633.9 
296.5 

22 
: Stays 

000) 

% of total 
22.2 
17.2 
6.8 

21.7 
6.6 
17.4 
8.1 

1981 
337.7 
852.2 
476.1 

1,481.0 
336.5 
622.9 
371.1 

% of total 
7.5 
19.0 
10.6 
33.1 
7.5 
13.9 
8.2 

Total 3,649.4 100.0 4,477.3 100.0 

Source: Danmarksstamstik - Copenhagen. 

Denmark, in the period 1971-1981, suffered a change in i t s role as 
' in ternat ional des t ina t ion ' , and saw, in absolute and pe rcen tage t e rms , 
the contr ibut ion of US tou r i s t s and tou r i s t s from o ther European 
countr ies drop from 40% to 20%. 

Increases were only r eco rded for the tour i s t traffic only from 
ne ighbour ing count r ies — Sweden, Norway, UK, and above all FRG. 
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The occupancy percentage of beds in the whole sector dropped, in the 
period under consideration, from 42% to 37%. 

. The presence of Germans and the Dutch in Danish camp sites is 
very high — amounting to 75% of foreign night s tays. On the whole 
the situation reflects the popularity of individual tourism and the lack 
of influence of the tour operators in tourist flows. 
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GERMANY (FRG) 

Origin 

Austria 

Arrivals 

Belgium & Luxembourg 
Denmark 
Spain 
Finland 
France 
Greece 
Ireland 
Italy 
Norway 
Netherlands 
Portugal 
United Kingdom 
Sweden 
Switzerland 
Turkey 

Total Europe 
Canada 
USA 
Japan 
Other extra-European 
countries 

Table 
in the Ηοε 

(Ό00) 

261.3 
412.2 
528.1 
76.9 
64.6 
648.0 
60.4 
10.2 
293.6 
84.3 
903.4 
18.5 

645.2 
345.9 
356.4 
68.6 

4,945.5 
84.8 

1,146.7 
94.4 

349.9 

23 
;pitality Sector 

1967 
% 

3.9 
6.2 
8.0 
1.2 
1.0 
9.8 
0.9 
0.1 
4.4 
1.3 
13.6 
0.3 
9.7 
5.2 
5.4 
1.0 
74.7 
1.3 
17.3 
1.4 

5.3 

(Ό00) 

394.5 
492.1 
505.4 
142.1 
83.9 
615.8 
74.6 
20.3 
408.9 
169.6 

1,654.3 
29.9 
917.8 
467.8 
427.6 
73.9 

7,058.4 
106.3 

1,260.6 
327.1 

693.2 

1981 
% 

4.2 
5.2 
5.4 
1.5 
0.9 
6.5 
0.8 
0.2 
4.3 
1.8 
17.5 
0.3 
9.7 
5.0 
4.5 
0.8 
74.7 
1.1 
13.3 
3.5 

7.3 

TOTAL 6 , 6 2 1 . 3 100.0 9 , 4 4 5 . 6 100.0 

Source: S t a t i s t i c h e s Bundasamt-Wiesbaden. 

Some t radi t ional tourism fell — Belgium, Denmark, Switzerland and 
USA. The drop in French tou r i s t s is g r e a t e r with an absolute fall in 
the number of a r r i va l s : from 647,995 in 1967 to 615,837 in 1981. 
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BELGIUM 

Origin 

German)' 

Austria 

Denmark 

Spain 

France 

Greece 

Ireland 

Italy 

Luxemburg 

Norway 

Netherlands 

Portugal 

United Kingc 

Sweden 

Switzerland 

Turkey 

Overni 

lorn 

Total Europe 

Canada 

USA 

Other extra-

countries 

TOTAL 

■European 

Table 24 

ght Stays in the Hospitality 

1967 % 

869,000 

39,000 

44,000 

107,000 

1,316,000 

26,000 

7,000 

204,000 

172,000 

43,000 

1,264,000 

35,000 

1,370,000 

50,000 

69,000 

17,000 

5,738,000 

44,000 

477,000 

274,000 

6,551,000 

of total 

13.3 

0.6 

0.7 

1.6 

20.1 

0.4 

0.1 

3.1 

2.6 

0.7 

19.3 

0.5 

20.9 

0.7 

1.1 

0.3 

87.6 

0.7 

7.3 

4.2 

100.0 

1 

1 

1 

6 

7 

Sector 

1981 

,165,074 

48,632 

59,078 

114,827 

883,244 

54,447 

40,915 

214,313 

134,701 

40,291 

,914,982 

44,371 

,114,074 

65,322 

77,174 

13,967 

,113,126 

55,565 

490,742 

544,255 

,203,688 

% of total 

16.2 

0.7 

0.8 

1.6 

12.3 

0.8 

0.6 

3.0 

1.9 

0.6 

26.6 

0.6 

15.5 

0.9 

1.1 

0.2 

84.9 

0.8 

6.8 

7.6 

100.0 

Source: In s t i t u t e National des Stat is t iqueBruxelles. 

The fall in tourism from the main tourist sources — France, Luxem

burg and the UK — was particularly heavy. To be noted is the fact 

that from 1976 all the main tourist sources have registered negative 
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growth, including the Netherlands (the most important in 1981) and 
the FRG (in second place in 1981), whereas in the preceding period 
they had recorded a notable increase. 

The levelling out of international tourism in Belgium is also r e 
flected in the hotel capacity situation: there was a drop of 13% in 
terms of the number of beds in the 1972-1980 period. 
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NETHERLANDS 

Origin 

Germany 
Austria 
Belgium 
Denmark 
Spain, Portugal 
France 
Ireland 
Italy 
Luxemburg 
Norway 
United Kingdom 
Sweden 
Switzerland 

Total Europe 
Canada 
USA 
Other extra-European 

countries 

TOTAL 

.Table 

Arrivals in the 

1 

1 

1967 

447,554 
16,544 
90,257 
32,389 
27,895 
163,452 
5,993 

52,417 
5,232 

20,395 
283,635 
57,525 
60,629 

,312,096 
34,048 
384,944 

,868,764 

25 
Hotel Sector 

% of total 

23.9 
0.9 
4.8 
1.7 
1.5 
8.7 
0.3 
2.8 
0.3 
1.0 

15.2 
3.1 
3.2 
70.2 2 
1.8 

20.6 

7.4 

100.0 2 

1981 

605,100 
. · . 120,900 

47,500 
69,400 

233,200 
18,500 
91,900 
10,000 
41,600 
537,200 
106,200 
68,900 

,074,500 
56,800 
311,600 

,846,000 

% of total 

21.3 
. . . 
4.2 
1.7 
2.4 
8.2 
0.7 
3.2 
0.4 
1.5 
18.9 
3.7 
2.4 
72.9 
2.0 
10.9 

14.1 

100.0 

Source: Bureau Centra l de S t a t i s t i q u e s , La Haye. 

After some growth in in ternat ional tour ism, even if not very h igh , in 
1980 a drop was recorded in the Nether lands in terms of p re sences - -
about 7.4% le s s . The per iod 1970-1980 is substant ia l ly one of s t a g 
nation in the ability of Dutch tourism to a t t r ac t in ternat ional v i s i to r s . 
This drop is ref lected in the reduct ion in the number of hotel b e d s : 
111,000 in 1968; 114,433 in 1975; 103,445 in 1980. 
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However the phenomenon which has crea ted the most difficulties 
in the hotel sector is the ve ry high increase in ex t ra -ho te l tourism 
(general all over Europe) which has shifted demand towards camp si tes 
and apa r tmen t s . In 1970, 697,000 places were estimated for Dutch 
camp s i t e s , whereas in 1979 the f igure was 1,391,736. 

There was an analagous si tuation in the p r iva te lodgings sector 
and in the cor responding hospital i ty sector in genera l : the number of 
beds in 1970 was 780,000, in 1979, 1,399,939 — the reliability of these 
f igures is in doubt b u t the high increase can only confirm a t endency 
to the con t ra ry in the hotel sec to r . 

Foreign tour i s t sources from Europe show a subs tan t ia l s tabil i ty 
while negat ive growth is r eco rded for US clients with a drop of 73,000 
a r r iva l s in the period 1967-1981. The reasons for this drop are to be 
found in the var ia t ions caused by the Allied Forces in Europe — 
58,463 components in the Nether lands in 1967 and by the genera l 
reduct ion in US demand with r e g a r d s to Europe as a whole. 
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% of t o t a l 
1967 

13.7 
1.2 

13.3 
2 . 6 
6 .5 

1981 

25.3 
0 .8 

19.7 
1.8 
3 .1 

FRANCE 

Table 26 

Tour i s t s a t the F ron t i e r s 

Origin 

Germany 
Austr ia 
Belgium and Luxemburg 
Denmark, Norway, Sweden 
Spain, Por tugal 
Finland . . . . . . 
Greece . . . . . . 
Iceland . . . . . . 
I t a l y 12.3 4.5 
Netherlands 8.6 9.6 
United Kingdom, I re land 12.9 11.8 
Switzerland 6.3 6.7 
Turkey 
Canada 1.0 1.5 
USA 8 .8 4 . 5 
Other c o u n t r i e s 12 .5 10.8 

TOTAL 100.0 100.0 

S o u r c e : S e c r e t a r i a t d ' E t a t Charge du Tourisme - P a r i s ) 

N . B . F rom 1976 t h e d a t a g a t h e r i n g s y s t e m u s e d at t h e F r e n c h 

f r o n t i e r s c h a n g e d r a d i c a l l y , e s t a b l i s h i n g from t h a t d a t e o n 

w a r d s a s e r i e s of s t a t i s t i c s t h a t a r e much h i g h e r t h a n p r e v i o u s 

o n e s — from 10 ,001 ,500 in 1975 to 2 3 , 4 1 3 , 3 0 0 in 1976. 

T h e c h a n g e is so g r e a t a s to make i t i m p o s s i b l e to c o m p a r e t h e 

d a t a from t h e two s e r i e s . We wil l , t h e r e f o r e , on ly v a l u e t h e v a r i a t i o n s 

t h r o u g h t h e p e r c e n t a g e of t o t a l r e l a t i v e to 1967 a n d 1981 . T h e d e v e l 

o p m e n t of i n t e r n a t i o n a l t o u r i s m a r r i v a l s in F r a n c e , w h o s e i n c r e a s e i s 
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below the European a v e r a g e , which in the 1967-1981 period almost 
reached 100%, is charac te r ized by a growth in the traffic from ne igh 
bour ing countr ies (except I taly) and by a loss of importance of e x t r a -
European competitors — especially the USA. 

F rance , a count ry of grea t tourism dimensions, p r e s e n t s a com
plete offer and h a s , like I ta ly , benefi ted from the big increase in 
domestic tourism: an on-going expansion as is shown by the sample 
invest igat ions carr ied out into co-nat ionals ' holiday choices (31.2 mil
lion holiday s t ays spent by the French at home in 1973 increase to 
44.8 million in 1980, an increase of 43.5%). 

Heavy demand in the 1970s from home and abroad increased the 
hotel sector capacity (hotels and motels) even in th is count ry where 
tourism is highly developed. 

1970 (estimate) - 761,540 beds 
1980 (estimate) - 913,128 beds 

with an increase of 20% and a h igher r ise in the complementary capaci
ty and camp s i t e s . 

This co r responds to the per iod of development of the Southern 
Touris t Areas and the Alpine Region. 

125 

(,' 



ITALY 

Table 27 

Ar r iva l s in the H o s p i t a l i t y Sector 

Origin 

Germany 
Austria 
Belgium 
Denmark 
Spain 
Finland 
France 
Greece 
Ireland 
Luxemburg 
Norway 
Netherlands 
Portugal 
United Kingdom 
Sweden 
Switzerland 
Turkey 

1967 

2,533,997 
562,973 
346,042 
218,728 
157,336 
27,674 

1,627,657 
105,493 
22,500 
13,730 
41,118 
423,283 
27,890 

1,015,265 
188,238 
633,998 
31,981 

% of total 

22.5 
5.0 
3.1 
1.9 
1.3 
0.2 
14.4 
0.9 
0.2 
0.1 
0.4 
3.8 
0.2 
9.0 
1.7 
5.6 
0.3 

1981 

5,031,807 
938,808 
487,866 
161,770 
456,962 
70,926 

1,875,197 
138,405 
60,116 
29,891 
.... 

515,678 
.... 

1,239,674 
222,494 
907,953 
43,943 

% of total 

30.3 
5.9 
2.9 
1.0 
2.8 
0.4 
11.3 
0.8 
0.4 
0.2 
.... 
3.1 
7.5 
1.3 
5.5 
0.3 

Total Europe 
Canada 
USA 
Other extra-European 
countries 

8,485,650 
125,942 

1,792,703 

849,920 

75.4 
1.1 

15.9 

7.6 

12,896,507 
158,272 

1,442,963 

2,082,606 

77.8 
1.0 
8.7 

12.5 

TOTAL 1 1 , 2 5 4 , 2 1 5 100.0 1 6 , 5 8 0 , 3 4 8 100.0 

S o u r c e : ISTAT - Rome. 
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The slowing down of in ternat ional tour is t development in Italy is mostly 
due to the fall in North European (Scandinavia and the UK in p a r t i c u 
l a r ) , US and French t raff ic . Italy is the country that has paid the 
h ighes t pr ice for the b i r th of s t rong Mediterranean competition - - to 
the advantage of Spain and Greece. In general we can say that Italy 
is the count ry which has been most heavily penalized by the European 
Tour Opera tors who from 1966-67 on have s tepped up the offer of 
hol idays , as an a l te rna t ive to I ta ly , in the o ther Mediterranean coun
t r ies and in ex t r a -European des t ina t ions . 

The hotel capacity (second in the world only to the USA) s tabi l 
ized from 1975 at a round 1.5 million b e d s . Up to 1973 the s t rong 
development of domestic tourism had expanded the hotel i n d u s t r y even 
though the re had been a levelling out of foreign tourism (46.3 million 
p re sences in 1970, 47.5 million in 1975), amounting to an increase in 
five yea r s of 2.6% of foreign p r e sences in the whole hospital i ty sec to r . 

From the mid-1970s a per iod of cr is is was r ecorded with a level
ling out for the hotel i n d u s t r y , toge the r with a notable slowing down 
of r a t e s of development for foreign tourism and the growth of home 
demand towards ex t r a -ho te l type hol idays . 

The hotel and camping 'boom' of the 1960s was followed by an 
ever wider d is t r ibut ion of the hospital i ty sector — re s idences , tour i s t 
v i l lages , p r iva t e lodg ings , second homes, ca ravans e t c . 
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LUXEMBURG 

Table 28 

Arrivals in the Hospitality Sector 

Origin 1967a 1981b 
% % 

Germany 8.8 14.1 
Belgium 23.1 30.9 
Denmark, Norway, Sweden 1.9 2.3 
France 10.4 10.3 
Italy 1.7 2.0 
Netherlands 29.5 16.1 
United Kingdom 9.0 6.5° 
Switzerland 1.3 2.1 
Other European countries 2.8 3.9 
USA 9.6 6.8 
Other Extra-European countries 2.0 4.9 

TOTAL 100.0 100.0 

Source: Service Central de la Statistique et des Etudes Economiques 
(STATEC - Luxemburg) 

a - arrivals in the hotel sector, hostels and camp sites. 

b - arrivals recorded only in the hotel sector 

c - Great Britain and Eire 

The most significant data for Luxemburg is represented by the average 
stay of foreign tourists in the hotel sector (hotels, pensions, boarding 
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houses) which amounts to 1.2 days in 1981. This is a f igure which 
has been constant in the last 30 yea r s and which shows the local 
charac te r i s t ics of in ternat ional tourism — excursionism and brief s t a y s . 
Domestic tourism is almost i r r e l evan t and for the hotel sector r e p r e 
sents 4.9% of n ight s t ays (1981). 

Luxemburg , with a growth r a t e re la t ive to in ternat ional tourism 
ar r iva ls from 1967 to 1981 of 19.2%, r eco rds (along with Belgium and 
Denmark) a growth r a t e ve ry much below that of the European average 
of 94%. Hotel capacity (in terms of number of beds ) has ha rd ly 
changed in the whole per iod : 450 hotels e t c . with a number of beds 
amounting to 7,622 in 1981. 

The si tuat ion is more dynamic and favourable in the ex t r a -ho te l 
sector — 98 camp si tes in 1967, 137 in 1981 with a cor responding 
growth in the number of n igh t s t ays in camp s i t e s . Dutch tou r i s t s 
alone r e p r e s e n t 57% of the total n ight s t ays in camp s i t e s . From 1979 
onwards even in the ex t ra -ho te l sector a drop is r ecorded with fewer 
Dutch and Luxemburg t o u r i s t s . The drop in Dutch numbers is con
firmed by the hotel sec tor , as well as by a drop in UK and US t o u r 
i s t s . However the si tuat ion with r e g a r d s to German and Belgian 
vis i tors was pos i t ive . 
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GREECE 

Table 29 
Foreign Tourist Arrivals at the Frontiers 

Origin 

Germany 
Austria 
Belgium & Luxemburg 
Denmark 
Spain 
Finland 
France 
Ireland 
Italy 
Norway 
Netherlands 
Portugal 
United Kingdom 
Sweden 
Switzerland 
Turkey 
Yugoslavia 

1967 
98,183 
23,775 
16,099 
25,885 
3,924 
5,511 
80,200 
1,842 

44,211 
4,927 
19,173 
1,503 

103,462 
38,066 
21,604 
13,083 
22,797 

% of total 
11.6 
2.8 
1.9 
3.0 
0.4 
0.6 
9.4 
0.2 
5.2 
0.6 
2.3 
0.2 
12.2 
4.5 
2.5 
1.5 
2.7 

1981 
625,121 
146,818 
78,946 
131,918 
31,679 
96,627 
296,499 
23,484 
225,479 
96,072 
170,002 
5,458 

964,707 
252,146 
143,844 
38,979 
629,071 

% of total 
11.2 
2.6 
1.4 
2.4 
0.6 
1.7 
5.3 
0.4 
4.0 
1.7 
3.0 
0.1 
17.3 
4.5 
2.6 
0.7 
11.3 

Total Europe 553,153 
Canada 14,566 
USA 179,246 
Other extra-European 
countries 102,020 

65.2 4,069.668 
1.7 65,732 

21.1 321,081 
12.0 1,120,628 

73.0 
1.2 
5.8 
20.0 

TOTAL 848,985 100.0 5,577,109 100.0 
Source: The Greek Statistic Service - Athens 

(About half a million cruise liner passengers are included in the total 
number of arrivals.) 
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From 1960 onwards the Greek hotel sector has expanded great ly as has 
the ex t ra -ho te l sector and cru ise l i ne r s , fer ry services and the sh ip 
ping lines between the mainland and the i s l ands . But now tha t the 
costs of t r a n s p o r t have increased for Greece the major handicap is i ts 
dis tance from the pr incipal tourism genera t ing coun t r i e s . It is a 
dis tance that can only be overcome almost exclusively by air bu t at a 
cost which is general ly h igher than the cost of t ravel to I ta ly , Yugo
slavia and Spain, where rail and road t r a n s p o r t is poss ib le . Seventy 
pe rcen t of tou r i s t s t rave l to Greece by a i r . 

The Greek author i t ies have begun a ser ies of political moves to 
stimulate demand — concessions to foreign tour o p e r a t o r s , col laborat
ing with adver t i s ing e x p e n s e s , lowering of a i rpor t taxes for c h a r t e r 
f l ights , cont r ibu t ing to the expenses of congress organizat ion and , of 
cour se , t ry ing to encourage low season hol idays . The growth in the 
Greek tour is t traffic in th is per iod is e x t r a o r d i n a r y . In 1967 foreign 
tour is t a r r iva l s in Greece amounted to 849,000; in 1981 t hey ; had 
reached 5,094,000: these are the 'boom' y e a r s and s t rong ly influenced 
by North European Tour Opera tors with a propor t ion of in terna t ional 
tourism of not less than 30% of the 1981 total r ecorded in Greece. 

One of the reasons for the development in Greek tourism can be 
found in the political si tuation in the coun t ry dur ing the 'boom' y e a r s . 
The need for in ternat ional legitimacy, the ease in building and con
s t ruc t ion , the credi t incent ives and the res t r i c t ion on union act ivi ty 
helped to make possible a politically insp i red tour is t boom, as has 
occur red in Spain. 

In 1981 the Bri t i sh p r e f e r r e d Greece to I ta ly: 9% of the s t ays 
spent abroad by the Br i t i sh were in Greece, while the f igure for Italy 
was only 7%. (Source : BTA / Bri t ish National Travel Survey) The 
Bri t ish source is by far the most important in in ternat ional tourism 
recorded in Greece and r e p r e s e n t s 17.3% of the total at the f ront iers 
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in terms of a r r i v a l s . In terms of p r e s e n c e s the the role of the Bri t ish 
component increases if we consider tha t 11.3% recorded for Yugoslavia 
concerns v is i tors who come for shopping with a consequent ly low 
average s t a y . This flow has recent ly been hit by the res t r i c t ions 
imposed at the Yugoslav f ron t i e r s . 

In the same per iod the hotel sector (hote ls , pens ions , boarding 
houses , motels) increased the number of beds from 90,362 to 303,855. 
In 1981 the income from foreign t o u r i s t s , with r e g a r d s to the balance 
of paymen t s , r e p r e s e n t e d 14% of the imported goods and services and 
cor responded to 19% of e x p o r t s . 

The National Tour is t Organization of Greece (NTOG) does not 
only take p a r t in the promotion of tourism bu t also has opera t ive 
functions of an economic n a t u r e and aims at the creation of an im
proved tour i s t offer. In o rde r to launch new tour is t a reas the NTOG 
has buil t hotels in s t ra teg ic p laces , gambling casinos, thermal s ta t ions 
and camp s i t e s , as well as guaran tee ing financial cover for p r iva te 
hotel inves tment . 
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HOTEL CHAINS 

The ability of Europe to compete at an in ternat ional level, in the 
hospital i ty sec tor , is still h igh . Our s tudy indicates a considerable 
fall by the t radi t ional hotel model, which is suffer ing , above all, from 
a lack of size and managerial methods. 

The gradua l decline in tour is t level towards NSH hospital i ty is 
counterbalanced by a cor responding r ise in the demand for self-
cater ing accommodation, which is a l ready well es tabl ished th roughou t 
Europe u n d e r var ious names — 'Apar tments , Residence, Apar thote ls 
e t c . ' . 

By observ ing tourism from American sou rce s , and the new emerg
ing tourism a r r iv ing from the Far East , cer ta in tendencies can be 
seen : 

The level of Latin American demand is largely or ien ta ted 
towards the t radi t ional hotel model. 
Tour i s t s from Japan , Singapore and the Far East are most 
likely to come for bus ines s t r i p s and genuine tour ism. The 
type of hospital i ty is of little r e levance , however ; because of 
language difficulties, it is or iented by the air line companies 
which use the ISH hotels model. 

Hotels with oriental b r a n d names are increas ing and the New Otani and 
Nikko chains open new un i t s in the major Western des t ina t ions . 

With r e g a r d s to the American continent it is i n t e res t ing to exam
ine the dominant component in European tourism: tha t of the United 
S ta tes . The European competi t iveness for US tourism is based on a 
ser ies of motivat ions: a common l anguage , racial connect ions , family 
l inks , h i s t o r y , c u l t u r e , in ternat ional b u s i n e s s , conferences and world 
congresses all mixed with climatic conditions favourable for tour ism, 
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which can be at the base of the pr imary evaluat ion. Therefore it 
would not be incor rec t to say tha t Europe is more competitive than 
Latin America in the US market . 

The p u r c h a s e power of the dollar can also influence the des t ina 
t ion, a l though we have obse rved that pr ice is only one of the compo
n e n t s which determine choice. Moreover, the availability of beaches , 
lakes and mountains with high social s t a t u s adds to the competi t iveness 
of the European tour i s t p r o d u c t . 

However i t must be pointed out tha t the American tour i s t p r o d 
uc t , par t icu la r ly that of the US, is consis tent ly a t t r ac t ing more and 
more European tou r i s t s — even allowing for the difficult si tuation with 
r e g a r d s to the value of the dollar. A more carefully p lanned tour is t 
policy on the p a r t of the US seems to be cap tu r ing an impressive 
sha re of v is i tors from all over the world (New York, Los Angeles , 
Miami). 

The European hotel hospital i ty model appea r s to be ve ry popular 
with US c l ients , par t icu la r ly in the major capitals of the EEC. Else
where the p re fe rence is d i rec ted towards highly original hotels with a 
s t rong t radi t ional image, where comfort is balanced against historic 
s t a t u s symbols . The pr ice of booking into a hotel can be defined on a 
fairly s t a n d a r d basis by the ca tegory of comforts p rov ided . The 
s t r u c t u r a l defini t ions, u n d e r the in ternat ional s t a n d a r d , f igure in a 
'pr ice list ' which is almost homogeneous for most of the world. Howev
e r , the 'Non-S tandard Hotel' market p r e s e n t s wide var ia t ions in pr ice 
whose basis is not clear for tour i s t s in terms of link between pr ice and 
qual i ty . 

An analysis of the p r ices cha rged to individual clients for a 
double room reveals tha t the European average in 'ISH' s t r u c t u r e s is 
between 100 ECUs and 140 ECUs p e r n igh t . The pr ices offered by the 
t ravel agencies and the packages inclusive of the air t rave l come down 
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to an average of between 35 ECUs and 65 ECUs p e r n ight (a double 
room in the same kind of hotel for one n i g h t ) . 

The rese rva t ion of an organized holiday in a dest inat ion with 
lodging in an ISH hotel usual ly means lower cost , when compared to a 
n ight s tay made by an individual in the same hotel . A hotel s t r u c t u r e 
with between 500 and 1000 rooms needs special programming, a p lan 
ning which allows it to reach an occupancy ra t e of about 70% (700 of 
t h e , s a y , 1000 rooms must be occupied th roughou t the y e a r ) . The 
ra te of beds filled could seem to be an indicator of efficiency by the 
organization concerned , with scarce influence on i t s compet i t iveness . 
On the con t ra ry it seems to us that the need of the large hotels to 
have a high occupancy r a t e p u s h e s the pr ice down for the organized 
holidays and , t he re fo re , also improves the conditions of competi t ive
nes s of and within the EEC, in comparison with the r e s t of the world. 

If we consider tha t the hotels sell 'time' and tha t they cannot 
s tore unsold rooms, then we can u n d e r s t a n d the often used 'd iscount ' 
policy in the commercial area in o rde r to r ecover room occupancy and 
keep it h igh . The opposite happens dur ing 'peak' time p e r i o d s . 
According to rel iable information, one of the most important hotel 
companies opera t ing in Europe dominates Scandinavian Coach Tour 
demand by offering 80% discounts — about 20.000 lire (14 ECUs) p e r 
n igh t p e r bed . 

A s t u d y of competi t iveness in the hotel sec tor can be ca r r i ed out 
th rough an examination of the si tuation of some of the most important 
companies. However to measure the potent ia l of the hotels it is n e c e s 
sa ry to examine the i r annual profi t and room occupancy, in shor t the i r 
advan tages and d i sadvan tages over the more t radi t ional hotel offer. 

The Athens Hilton, for example, in 1983 had a 75% room occupan
cy ra t e and a g ros s profi t of 1,770,000 dollars — a ve ry high r e t u r n 
on investment if we consider i ts size (480 rooms) . Again concerning 
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competi t iveness , the case of the Rome Shera ton , which opened an ISH 
hotel in the Italian capital in the second half of 1983 with 700 rooms, 
is i n t e r e s t i n g . In the months of J anua ry and Feb rua ry 1984 the 
occupancy r a t e was already at about 80%. At the same time, the 
b igges t company operat ing in Rome, CIGA — p r e s e n t in the city for 
decades — had a much lower occupancy ra te (59.4%) which was marked 
by discont inui ty and seasonal t raff ic . CIGA pro f i t s , too, are much 
lower than those of the Shera ton , probably due to the discont inui ty of 
flow and the discont inuous use of manpower. Looking at the pr ices 
prac t ices we not iced, as far as was possible : a g r e a t e r r ig idi ty in the 
CIGA offers and g rea t e r flexibility in those of the Shera ton . However 
the pr ice l is ts and the ' corpora te ' offers looked much the same. 

In the EEC capitals it is to be noted tha t the major companies 
have similar pr ice l i s t s . European companies like Méridien and Con
corde have come into line with the pr ices of US companies. Other 
g roups and chains have also reached a common pr ice level, but at a 
lower s t anda rd — Sofitel, Novotel, T r u s t House For te , Etap , C re s t , 
Nikko, Penta e t c . 

The success of the Méridien chain confirms the posit ive tendency 
of the ISH hotel o rgan iza t ions . The Méridien increased i ts t u r n o v e r 
by 25% in 1983 over 1982 and had a room occupancy ra t e of about 62%. 
This European chain car r ies out in tense market r e s e a r c h act ivi ty and 
recognizes tha t i t s major competi tors a re the large chains and the 
' corpora te ' conditions tha t they apply . 

Méridien, Concorde , Loew's and Hilton all descr ibe the i r average 
client as a forty year old bus inessman who t rave l s about six times a 
y e a r . There are too many o the r charac te r i s t i c s tha t differentiate 
clients b u t , with a common market base similar to the one indicated, 
the competition between ISH hotel companies is ve ry s t rongly fought . 
In 1983 Méridien spen t 62 million F rancs in marke t ing , and 70% of that 
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sum was spen t on professional cl ients (bodies and companies) which 
form 45% of the total . Méridien uses flexible pr ice l is ts to a grea t 
extent and is against s t anda rd t rave l agency commissions. 

We can be a s s u r e d that compet i t iveness in the ISH hotels will be 
maintained t h rough in tense market r e s e a r c h . Although the European 
hospital i ty without hotel chains would not be successful in the world 
marke t s , t radi t ional hote l iers register1 s t r ong p r o t e s t s . It has been 
confirmed by many sources tha t the chains c^ear the whole market 
without many s c r u p l e s . The ba t t l e is fought out with little r e g a r d for 
fa i rness and the t radi t ional European companies a n d the single hote l 
iers seem to be on the losing s ide , above all, when faced with the US 
hotel cha ins . These cha ins , often financed with 'i'JS capi tal , exploit 
their high level of s tandard iza t ion in s e rv i ce s , qua l i t y and diffusion of 
the i r offer in the world. 

F u r t h e r m o r e , especially in l a rge c i t ies , the t r ad i t i ona l companies 
and single European ho te l s , ' s t r u g g l i n g ' to supply ISH s e r v i c e , con
cen t ra t e more on the s ty le and on the 'day- t ime ' model of t he i r service 
than on the needs of an in te rna t iona l clientele whic)i is now used to 
flexible t imetabling and a 24-hour se rv ice . The ava i lab i l i ty of r e s t a u 
ran t serv ices at n i g h t , an efficient front office, highly T qualified staff 
e t c . make clients p r e f e r the ISH hotels on account of the i r secur i ty 
and the reliable se rv ices t hey offer p lus a gua ran tee of r o u n d - t h e -
clock availability — this is the case in all EEC capi ta ls . 

The most act ive and dil igent US chains ca r ry out on-¿P^nS r e ~ 
search into the fu tu re development of hospi ta l i ty . S. Bergma_ n n ' 
d i rec tor of Holiday Inn Europe , told us that his company , in o rde r to 
differentiate i tself on the marke t , will open a ser ies of n>sw s t r u c t u r e s 
probably to be called 'Hampton I n n s ' , with about 100-120 rooms. 

In the p u r s u i t of a flow of cl ients in o rde r to maintain the n e c e s 
sa ry high level of occupancy , the hotel chains r e p r e s e n t a major 
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component in the competi t iveness of Europe against the r e s t of the 
world. A ser ies of innovat ions is p lanned in the hotel sec tor , o r ig i 
nat ing from the s tudy in the Holiday I n n s , which foresees an inves t 
ment of more than a billion ECUs in o rde r to diversify in the i n t e r n a 
tional hospital i ty marke t , with a new hotel chain u n d e r the name of 
Hampton I n n s . The size and se rv ices of this chain will be much more 
or ien ta ted towards in te rna t iona l demand, paying pa r t i cu la r a t tent ion to 
tour i s t expecta t ions in t e rms of p r i ce , hygiene and s e c u r i t y . 

At the moment t h e i n v e n t i v e n e s s , creat iv i ty and r e sea r ch and 
tour i s t p lanning a re \n the hands of the la r^e hotel cha ins , while the 
majority of the ind iv idua l organiza t ions do not seem to apprecia te the 
t r e n d s in market ing and s tudies of t h e market . There fore , the com
pe t i t iveness of the tradit ional hospi ta l i ty in the EEC car r ies on more as 
a r e su l t of iner t ia than managerial g o - a h e a d . 

All the la rge US and European hotel chains have expansion p lans 
for Europe in the shor t t e rm. The EEC is seen as a good potent ial 
market . The l e a d e r s h i p of the la rge companies will expand because : 

they have g r e a t e r ability in p e n e t ^ i t i n g the world market ; 
they inve:?,t g rea t ly in marke t ing ; 
the i r s e r v i c e s are highly s t a n d a r d i z e d ; 
they ha- / e a high cul inary s t a n d a r d and p e r h a p s the bes t 
b e d s ; 
they ar e flexible in pr ices and condi t ions ; 
they vi se qualified managers and select the i r staff ( thei r staff 
^"re t r a i n e d within the company) ; and 

- throug;h. f ranchis ing and management con t r ac t s they enlarge 
continiaously the i r 'catchment area ' with limited inves tmen t s . 

'Hotel g roups ' , ins tead is the term used to explain a 'non-competing 
association' wi thin a market ing scheme ag reed by member u n i t s . This 
' g roup ing ' v e r y often helps the individual hotel ier to ameliorate his 
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standard, the efficiency of the hotel and obviously the profit figures. 
Brands like Best Western will increase, and hotel groups, with hotel 
chains, are going to develop an important role in the competitiveness 
of EEC tourism, specially in the field of extra-European tourism, on 
the basis of standardizing hospitality. Standard prices, credit cards 
and reservations, standard bed, security systems mean a 'homogeneous 
product' for the tourist and consequently a market of perfect competi
tion. Competitivity in tourism cannot be measured on hospitality 
prices, as about 50% of the costs of a vacation are ' transportation'. 
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TOUR OPERATORS 

The TOs' s t r a t eg ie s for keeping thei r actual clientele and developing it 
are based especially on: 

publ ic i ty policy; 
pr ice policy; and 
a policy of rationalization and improvement of s e rv ices . 

The importance of the pr ice factor has grown gradual ly in these yea r s 
of ene rgy c r i s i s . It has become, for a growing p a r t of the market , 
the single most important element in the choice of des t inat ion. Many 
predic t ions that had gua ran teed the general ized development of forms 
of tourism tied to the satisfaction of cul tura l needs have had to be 
rev i sed on account of the e n e r g y c r i s i s . All this has been to the 
advantage of ' se l f -help ' holidays and those dest inat ions that do not 
r equ i r e much expense in terms of t r a n s p o r t . 

The cent ra l role played by pr ices in organized tourism is the 
cause of a p r o g r e s s i v e similarity in offers and tariffs on the p a r t of 
the TOs. Obviously th is phenomenon has been s tepped up by the 
p re sence on the market of a high number of ope ra to r s and by the 
necess i ty to be competit ive. The TOs have t r ied to reach this objec
tive of competi t iveness by rais ing the r i sk element in thei r programmes 
and aiming at ea rn ings based on the quant i ty of tou r i s t s ca r r i ed . 

The TOs who have not accepted these r i s k s have been left with a 
ve ry marginal slice of the market , tha t of specialized g roups which by 
n a t u r e are small in number . However it must be s ta ted tha t a TO who 
specializes in a specific p r o d u c t , or a more r e s t r i c t e d a rea , is more 
elastic in comparison with the marke t , and r eac t s more quickly to the 
stimuli e x p r e s s e d by clients and therefore r u n s fewer r i sk s of finding 
himself sudden ly confronted by a major cu tback . In this way some 
TOs have been quick to see the development of new forms of tourism 
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— bus iness tourism, congress tourism, old peoples ' tourism, spo r t s 
tourism e tc . Some TOs reac t to the drop in the buying power of the i r 
clients by increas ing the r ange of p roposa l s : from hotels which are of 
a modest level at contained pr ices to hotels of a h igher ca tegory . As 
to publici ty expenses which, as we have seen , are very high for the 
large TOs (in the UK and FRG more than e l sewhere ) , we have noted a 
constant increase in investment in this area in the last few y e a r s . At 
the top of the l i s t , along with the TOs, are the air lines which are 
giving more and more importance to the elements that form the i r image 
(and not only from the graphical point of v iew) . The expenses of the 
public tour is t bodies are v e r y much lower — in F rance , for example, 
our data indica tes t h a t , in 1982, investment in publici ty taken out by 
hotel iers was , for the first time, g r ea t e r than that of the public 
tour is t bod ies . As to the form of publ ic i ty , the decline of the docu
mentary seems inevi tab le . The few meetings e t c . in the EEC count r ies 
dedicated to th is form of publici ty do not receive much s u p p o r t , and 
not only the TOs bu t also o the r s i n t e r e s t ed in the field a re moving 
towards o ther so lu t ions . However the New York Convention and 
Visitors Bureau do not take this view and have b r o u g h t ou t , for the 
European marke t , a 19-minute film "Taste the Big Apple" which, as 
well as publicizing the Ci ty , also p r e s e n t s s t a r s like Liza Minelli and 
Brooke Shie lds . The major expense a TO of middle or large size has 
to face is tha t of the ca ta logue. Some ve ry big opera to r s p r i n t up to 
ten types of catalogue — summer, w i n t e r - s u n , snow, act ivi ty hol idays , 
apar tments e t c . Cosmos has p r i n t e d , for 1984, a summer catalogue of 
220 pages in about 2 million copies — the cost of each page was about 
1400 ECUs. And Cosmos is not the TO which spends the most — 
Thomson p r i n t s twice as many catalogues and they have about 400 
pages each. With the pass ing of the y e a r s the TOs' catalogues have 
begun to look much the same — from the cover to the holiday offers . 
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to the pr ices (count ry by c o u n t r y ) . In some countr ies the 'umbrella' 
organizat ions have t r ied to meet this problem by awarding p r i zes for 
the bes t or most original cata logue. This is the case in France bu t 
grea t r e su l t s have not yet been achieved. This imitation effect, 
charac te r i s t ic of organized tourism, is still continuing today to the 
point tha t a manager of a big TO told us tha t the only difference 
between the top four TOs of his count ry was the staff 's uniform. 
J . Chr i s topher Holloway, r epor t ing on an ASTA s u r v e y , according to 
which about half the catalogues do not get to the i r potential custom
e r s , calculates that four or five catalogues are needed for every 
r e se rva t ion . Each rese rva t ion however conce rns , on ave rage , two 
people . 

If we exclude specialized ope ra to r s in the winter holiday sec tor , 
60% and often 70% of the TOs' income comes from the i r summer p r o 
grammes. In the last few yea r s the TOs have inves ted a g rea t deal in 
the i r in te rna l organizat ion in o rde r to improve and make the i r own 
serv ices more efficient. In pa r t i cu la r a t tent ion has been paid to 
systems for the automation of r e se rva t ions and in some cases these 
have reached high levels of sophist icat ion and have modified the t r a d i 
tional system of booking. 

With r e g a r d s to the type of serv ices offered it must be under l ined 
that t he re is a t endency on the p a r t of TOs towards specialization — 
diversification of the p roduc t offered by seeking a l te rnat ive solutions 
for more persona l hol idays . This is in answer to new tendencies in 
the t a s te and p re fe rence of the i r c l ien ts , as well as a s tep towards a 
diversification of the p roduc t and therefore fewer res t r i c t ions on pr ice 
policy. 

In the fu ture t h e r e will b e , for organized tourism, a g r ea t e r need 
for marke t ing . We have noticed that within the p roduc t / holiday lines 
offered by the TOs at times t h e r e are cases of 'cannibalism', tha t is 
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erosion of market quotas by products within the same operator's line. 
There will also be a greater need for marketing because in a situation, 
where the market is very crowded, intuition will be less and less 
useful. Some TOs still commit errors in their programming of holiday 
stays, proposing destinations that do not suit the target and so having 
to cut back the 'dead wood' in the catalogue — this has happened in 
Italy with Rimini, Costa Smeralda and Viareggio. 

143 

//.· 



4.2 Competit iveness Through the Price 
of Holidays and Some Goods 

In o r d e r to b e t t e r evaluate the supp l i e r s of hotel services we have 
a t tempted to examine hospital i ty models in the 10 EEC countr ies to see 
if t he re are any subs tan t ia l anomalies with r e g a r d s to p r i ce s . Our 
r e sea r ch was based on the hypothes i s that a tour is t couple, t ravel l ing 
within the EEC, use in each count ry the same kind of serv ices and the 
same spending model — moderate p r i c e s : 

a double room with ba th in a n o n - s t a n d a r d hotel (2-3 s t a r s ) 
including b reakfas t ; 
l unch , following the habi ts of the pa r t i cu la r EEC count ry and 
following the usual alimentary model in tha t count ry — inc lud
ing d r i n k s ; 
a less typical European d inner — including d r i n k s ; 
one or two r ides in a taxi or t h r e e or four r ides on a b u s . 

This model is similar to tha t used by many guides for ' budge t ' holi
d a y s . It is simple and effect ive. Hospitality is of the n o n - s t a n d a r d 
t y p e . 
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Figure 4 
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4. 3 Evolution of the Market 

The tour i s t market is going t h rough a per iod of grea t change ; much 
more than a few yea r s ago, tour i s t s want to discover the count ry they 
are visi t ing and make the most of the i r year ly holiday. In the future 
a type of tour is t can be p red ic ted who will be less r e s t r i c t ed by habit 
and more willing to move a round , even if the changes will ne i ther be 
rapid nor homogeneous. 

As to the clientele se rved by the TO, the changes tha t are taking 
place are v e r y slow; in the last five yea r s each TO has kept the same 
kind of clientele — if we consider age and social b a c k g r o u n d . In some 
cases t he re are new clients from lower income b r a c k e t s . Due to the 
difficult economic si tuation t ou r i s t s now tend to wait before making 
r e s e r v a t i o n s . Ten yea r s ago most r e se rva t ions made with the major 
TOs were placed before March — in the UK the f igure was 80% before 
the end of F e b r u a r y . Now booking / r ese rva t ion times are far closer 
to the holiday d a t e s . 

Another problem is the r educed holiday per iod . Thomas Cook 
r e p o r t s tha t the average length of a s tay is 12 d a y s , for Cosmos 
clients it is 11 d a y s . All these changes are having an effect on the 
economic and financial organizat ion of the TOs. On the one h a n d , 
p r o ñ t margins have been r educed in o rde r to keep pr ices as fixed and 
competitive as poss ib le ; on the o ther hand , the late flow of money, 
consequence of the late r e s e r v a t i o n s , worsens the monetary l iquidity 
s i tua t ion. 

Faced with these new difficulties and h igher r i sk s t he re is in 
p r o g r e s s a s t rong similarity in the p r o d u c t s offered by the TOs, with 
similar s t r u c t u r a l size cha rac t e r i s t i c s . The similarity of TOs' p r o d 
u c t s , des t inat ions and hospital i ty is due to the effort of reduc ing 
t r anspor ta t ion costs with maximum occupancy of sea ts on a i r c ra f t s , and 
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at the same time the tendency to limit r i sks by opera t ing on well 
known markets and a r e a s . TOs are becoming less pioneering and are 
not p r e p a r e d to wait too long for the success of a des t inat ion. This is 
a t r end that can be seen also by looking at the evolution of those TOs 
who concern themselves with the young peoples ' market and which, 
with the pass ing of time and the increas ing age of the i r c l ien ts , have 
become like any o ther TO. 

The high number of wholesale tour i s t o p e r a t o r s , the low pr ice 
policy and the sale of last minute holidays have increased the r i sk 
factor for the TOs. The TOs have r e sponded by ca r ry ing out a 
systematic selection of the retai l ing t ravel agencies and reduc ing or 
eliminating the number of copies of the catalogue given to them in an 
attempt to cut back on runn ing cos t s . 

The TOs have also t r ied to diversify the i r p r e sence on the market 
and offer themselves d i rec t ly . By doing so they can cut back on the 
agency commissions and maintain a tie with the i r c l ients . In almost all 
the EEC count r ies the TO sends the catalogue to old c l ien ts . In the 
new market s t r u c t u r e the t rave l agen t s r i sk losing p a r t of the i r ro le . 
A cont r ibu t ing factor to this is the evolution in p r o g r e s s in the way 
dis t r ibut ion is organized concerning the tour i s t p roduc t as a r e su l t of 
p r o g r e s s in the information and telematic fields. The pred ic t ions of 
e x p e r t s , however , are qui te optimistic about the t ravel agen t s ' f u t u r e . 
In the i r opinion the t rave l agen t ' s role will be g u a r a n t e e d , above all, 
by the need for d i rect re la t ionships tha t can be es tabl ished with 
c l ients . Increas ingly the tour is t will be demanding a made to measure 
hol iday. To do this the t rave l agent will have to know how to t r a n s 
form himself from 'news agent ' for the TOs into a consul tant at the 
serv ice of his own individual cl ients or o rgan iza t ions . 

It is in the p i c tu re tha t we have pa in ted that we find an i n c r e a s 
ing growth in 'self c a t e r ing ' . This is in answer to a g r e a t e r and 
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grea t e r need for a freedom from expense and a refusal of r igid time
tabling in the t radi t ional 'full board ' solution. Up unti l a few yea r s 
ago this seemed to be the exclusive domain of a small number of s p e 
cial is ts . Now the big TOs are becoming increas ingly in t e re s t ed — TUI 
and Thomson are the leaders in the i r marke t s , and in apar tment t ou r 
ism too. As well as the holiday formula, which allows freedom in 
spend ing , club and hotel club formulas are on the inc rease . In this 
context the development of two-cent re holidays seems to be a con t ra 
diction. If, as it seems clear by now, that holidays based on sea, 
s p o r t s , a r t e t c . alone are not on the déclin ·, it is jus t as clear that 
cul tural formulas do not as yet r e p r e s e n t a major a l t e rna t ive . Opera
tors are ve ry wary about concent ra t ing on this t r e n d . It is certain 
though that cul tura l tourism, or that tied to the ar t of minor cen t res 
will have to s e rve i ts appren t i cesh ip with o ther forms of 'classic ' 
holiday before it can be proposed independen t ly . In this sense the 
two cen t re holiday proposa ls ( towards which the TO is cer tainly more 
respons ive ) may have a role to p lay . 

The changes in p r o g r e s s in demographic s t r u c t u r e will b r ing 
consequences to the TOs' ac t iv i t ies . In pa r t i cu l a r , the increase both 
in absolute and pe rcen tage terms in senior cit izens and more p a r t i c u 
larly the new senior cit izens — those who were adul t s in the consumer 
society — will r e q u i r e a full ser ies of p r o d u c t s which will have to be 
extremely va r i ed . The p r e s e n t TO offer to senior cit izens is still not 
diversif ied enough — in this way the new senior citizens r i sk seeing 
the i r tourism needs go unsa t i s f ied . 

Appendix F , "Top Ten Holiday Resor t s " i l lus t ra tes the Bri t ish 
p re fe rence for holidays and useful information on genera l competi t ive
n e s s . It emerges clearly how important a role Spain plays in the 
act ivi ty of TOs. For a visual exposit ion we include in Appendix G a 
Thomas Cook publ ic i ty b r o c h u r e which shows the degree of 
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competi t iveness that Spain has when compared to other EEC countr ies 
even in the ex t ra -ho te l sec to r . 

The importance of Spain is confirmed by similar f igures re la t ive to 
the TO activi ty in o ther EEC coun t r i e s . Spain is the most sold holiday 
in FRG, F rance , Belgium, Holland and Denmark, while it is gaining 
importance in the countr ies where the p re sence of TOs is much less 
felt — for example, in Italy in 1983 the re was a real 'boom' for holi
days in the Balearic and Canary Is lands which does not seem to have 
f inished. The Spanish 'boom', which began in the 1950s, is still 
cont inuing. The reasons for th is are to be found in the p a s t . Other 
s tud ies have at tempted to identify the historical causes which we feel 
we can syn thes ize in the subs tan t ia l ident i ty in outlook and economic 
i n t e r e s t s between TOs and a large group of Spanish o p e r a t o r s , hote l 
iers and o t h e r s . 

We must not forget however that by d i s rega rd ing the fact that 
t he re was a common in t e re s t base between TOs and hotel iers which 
gave r ise to difficult re la t ionships in many of the competing areas in 
Spain. The b i r t h in the 1970s of hotel iers ' co-opera t ives and also of 
commercial organizat ions formed by hotel iers had among thei r objectives 
"the elimination of the use less in te rmedia tory" . The importance of 
Spain in the organized tour i s t market is ve ry s t r o n g . At the root of 
this phenomenon the re are cul tura l causes as well as the under ly ing 
s t r u c t u r a l r ea sons like large hotels with identical rooms which allow a 
s tandardiza t ion of the p r o d u c t . In o rde r to come to an agreement with 
a TO it is neces sa ry to adapt to the TO's 'commercial r h y t h m s ' — 
prepara t ion of p r i ces the year before the season, accept ing basic 
cont rac tua l conditions like a 20% commission. Working with a TO means 
acquir ing a bus ines s like tour i s t mentality — being ready to accept the 
r isk of seeing par t ia l ly filled rooms cancelled 14 to 21 days before — 
the p lanned ar r iva l of the c l ien ts . It is the r i sk run by those who 
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know that the TO is incur r ing the same r i sk in the filling of airplane 
s e a t s , with the resale of the p roduc t t h rough a t ravel agent who takes 
a 10% commission. At the root of the Spanish success there is the fact 
that this modern tour is t cu l tu re has found a willing market , whereas in 
o ther coun t r i e s , like those of the EEC, it has not been welcomed. 
This is pa r t i cu la r ly t r u e of the weaker tour is t areas where such a 
mentality is ind i spensab le . 

The su rvey has also confirmed the growing importance of Greece 
as a tour is t marke t , a growth that has been caused by the TOs. In 
1979 an ENIT s u r v e y examined the catalogues of 27 European TOs 
publ i shed in 1977, 1978 and 1979 and concluded tha t t he re had been a 
large increase in the number of pages dedicated to Greek des t ina t ions . 

Another element that has emerged from our su rvey is the position 
of Italy which, a l though being the major EEC tourism a rea , is consid
ered as being in a s ta te of ' t i red matur i ty ' — to use a market ing 
express ion concerning the life cycle of a p r o d u c t . The TOs explain 
this s i tuat ion by the p rog re s s ive loss of competi t iveness of the Italian 
tour i s t offer and par t i cu la r ly of summer / seaside tourism. Other 
reasons for the gradual decrease in tour opera tor t raff ic , towards 
I ta ly , are p r ice increases resu l t ing from a high inflation index , s t r u c 
t u r e s of hospital i ty badly in need of modernization, and a poor image 
due to genera l even t s in the c o u n t r y , largely ar is ing from social and 
labour problems over recen t y e a r s . 

The cr i ter ia followed by the TOs for including a given place or 
area in the i r catalogues are essent ial ly t h e s e : 

c l ients ' choice; and 
the level of possible p rof i t s . 

The same cr i ter ia are used to estimate whether it is worthwhile to keep 
a des ignated area in the catalogue or not . The TOs pay grea t a t t e n 
tion to possible complaints tha t clients may make about not having 
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found what had been promised them. This has grea t ly cont r ibuted to 

the elimination from programmes of var ious tour is t localities. 

In fact the incent ives that are often offered, with no control , by 

different public bodies in the same locality are not always sufficient to 

ensu re that a nonworthwhi le dest ination remains in the TOs' ca ta

logues . The TOs consider these offers as a system of ass is tance 

which is inefficient and harms the image of the place in ques t ion , even 

if they have often used them as 'an ex t ra a rgument ' dur ing the nego 

tiation s t a g e . Usually these incent ives in fact hide ser ious problems 

— low professional level or bus ines s level in the ope ra to r s , sub s t a n 

dard p r o d u c t , d is t r ibut ion problems — and often cause harmful imita

tion cycles . Incent ives have been spoken of in terms of a p e r v e r s e 

and uncontrol lable mechanism. 

However we have discovered that ve ry few EEC count r ies and 

ve ry few des t ina t ions do not use the incent ive formula. They may 

take the following forms: 

cont r ibu t ions to the expenses of air programming; 

contr ibut ion for every tour i s t ' s en t ' ; 

contr ibut ion to g round serv ices expenses ( t r a n s f e r s , e x c u r 

s ions ) ; and 

contr ibut ion for every tour i s t coach ' s en t ' . 

Among the Regions which offer incent ives to tour ope ra to r s t h e r e are 

many in Italy — Sardinia , Calabria , Puglia, Marche, Sicily, Veneto and 

many a i r p o r t s , in Greece and FRG. There is a general complaint made 

against those regions which promise financial aid bu t which have such 

a complicated b u r e a u c r a c y tha t yea r s pass before the money a r r i ve s — 

this is par t i cu la r ly t r u e about Sicily. 

Incent ives can also be offered to tou r i s t s — in Italy t he re a re 

pet ro l vouchers and motorway toll d i scoun t s . The TOs consider tha t 
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the best incentive is competitive tariffs in the hotel, extra-hotel and 
transport sectors. 
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SUMMARY 

This s tudy was car r ied out in the second half of 1983 and in the first 
six months of 1984. On the one hand the s tudy has a t tempted to 
focus on a number of conclusions , some of which have al ready been 
par t ly e laborated by the r e s e a r c h ins t i tu tes which concern themselves 
with tour ism, while on the o ther hand , it has identified new develop
ment t r e n d s and original h y p o t h e s e s . In o rde r to a r r ive at the r e su l t s 
contained in these pages we thought it worthwhile not to limit o u r 
selves to a crit ical read ing of data and unrel iable s t a t i s t i c s , bu t to 
attempt an approach which went beyond the usual official f igures . 

Besides the r e su l t s that this approach has p roduced , we think we 
have been able , in this way, to obtain an outlook which is more ind ic 
ative of the real s i tua t ion . Never the less our p resen ta t ion of the da ta , 
we feel, is sometimes more accura te than the official data obtained 
t h rough the different ga the r ing sys tems used in p rev ious analyses on 
tourism in Europe . 

The division between concent ra t ion , competition and competi t ive
ness is not always easy to define as ve ry often factors which f igure in 
one can also be included in the o t h e r s ; indeed the subject of tourism 
itself is anomalous. For example, in the hospital i ty sector product ion 
and consumption a re c r ea t ed , exis t and are consummated all at the 
same time. 
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The pr incipal conclusions which th is s tudy has revealed a re : 

1) As governments become more and more in t e re s t ed in tourism, 
public investment increases and p r iva te investment decreases in 
the hotel sec to r . The sha re of domestic tourism is increas ing in 
individual count r ies and is s t agnan t on the internat ional level. 
Tourism is becoming the l a rges t i n d u s t r y in the world, bu t avail
able data furnished by individual count r ies according to non-
s tandard ized in te rpre ta t ion r e n d e r them non-homogenous and only 
part ia l ly useful . 

2) The impact of tourism on the economies of the EEC countr ies is 
cons iderab le . The flow of tour i s t s has a profound effect on the 
Balance of Payments and helps to stabilize them. There i s , 
n e v e r t h e l e s s , in the tour is t sector a f requent use of the "grey" 
economy because of the t housands of small number of large tour is t 
firms in the hospital i ty and in termediary s ec to r s . 

3) The labour market in the tour i s t i n d u s t r y is charac ter ized by a 
massive use of "unofficial l abour" . In the period examined the 
number of employees in Hotel and Cater ing and re la ted sec tor 
totalled u n d e r six million, bu t this f igure is considered in our 
s t u d y largely underes t ima ted . The seasonal n a t u r e and the 
prevalence of female labour are the pr incipal charac te r i s t i c s of the 
labour market in the the EEC. 

4) There is a high degree of geographical concentrat ion of accommo
dations in the EEC, bu t t he re is an increas ing tendency towards 
diffusion of holiday r e s o r t s . Suppl iers are not economically 
concent ra ted and small family e n t e r p r i s e s p reva i l . The only form 
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of economic concentrat ion in the hospital i ty i n d u s t r y of the EEC 
can be found among Hotel Chains , Hotel Groups , and In ternat ional 
Corpora t ions . Their sha re of total hotel capacity is scarce bu t 
great ly inc reas ing . 

5) The average hotel capacity in the EEC var ies from 26 to 27 beds 
pe r Hotel Unit (min-max) according to the coun t ry . The major 
operat ions tha t can influence the market are those of Hotel Chains 
and internat ional corpora t ions , mainly or ig inated in the U . S . , 
France and U.K. are ve ry active in this field of Hotel Grouping 
and concent ra t ing accommodation. The pr incipal hospital i ty and 
vacation suppl ie rs in the EEC are the Tour Opera tors who control 
approximately 15% of the tour i s t market in the EEC. The role of 
the TOs is not only to in termedia te , bu t also to organize , p r o 
mote, and sell hospi ta l i ty , t r a n s p o r t a t i o n , and ass i s t ance . The 
tour is t p roduc t assembled in th is way is sold e i ther di rect ly or 
th rough tour is t a g e n t s . Only in cer ta in EEC countr ies (Greece 
and France) is the re a high level of geographic concentrat ion in 
the tour i s t supp ly - s ide i n d u s t r y . 

6) The te r r i to r ia l division of Hotel supply and the concentra t ion of 
hotel accommodations is s t a g n a n t , the only exception being 
Greece, where Hotel capaci ty has t r ip led . There is a development 
of ex t ra Hotel accommodations tha t has a tendency towards t e r r i 
torial diffusion. Bed concentra t ion in the Hotel sector has been 
considered as a major indicator of the s t u d y . 

7) Government policy has a cer ta in influence on tourism: o the r than 
s t agge r ing vacation time, se t t ing the school ca lendar , and p r e 
se rv ing the ar t i s t ic h e r i t a g e , the count r ies of the EEC inves t 
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consis tent sums of money to promote the i r individual tour i s t 
i n d u s t r i e s . The EEC hospital i ty is g raded according to a s t a r 
system tha t does not furnish accura te information on the type of 
hospi ta l i ty , and , in fact, confuses t o u r i s t s . 
Our s tudy divides hotel hospital i ty into two large categories 
according to the type of management and the hotel dimensions: 
INTERNATIONAL STANDARD HOSPITALITY (ISH) Mainly s u p 

plied by Hotel Chains and In ternat ional corpora t ions . 
NON-STANDARD HOSPITALITY (NSH) Individual Hotels of small 

dimensions, Tradit ional Management, family-run, Grand Hotels, 
e t c . 

ISH are more competitive than NSH hotels and tend to cap tu re an 
increas ingly large sha re of domestic and in ternat ional clients in 
the whole of Europe . 

8) There are no special limits to the t r an s f e r of capital , and no 
evident r e s t r i c t ions or obstacles to the policies of Tour Opera tors 
and Hotels. There is no evident p re sence of Banks in the hosp i 
tality i n d u s t r y and scarce evidence of mergers between companies 
of different EEC coun t r i e s . Air t r a n s p o r t holds the potential to 
determine market condi t ions , bu t no re levan t obstacles are s ig 
naled by Tour Opera tors and Travel Agents in the EEC. The 
phenomena of i n t e r -dependence between public and p r iva te i n s t i 
tu t ions has sometimes led to in te rven t ions by public adminis
t ra t ions offering incent ives to cap tu re tour i s t flows. 

9) Hotel Chains (ISH) are expanding yet the i r p lans are scarcely 
concerned with those a reas that p rovide seasonal-holiday tourism, 
a l though booking sys tems and computerized r e se rva t ions are 
b r ing ing towards them an increas ing sha re of the t ravel marke t . 
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Originality seems to be the only defence by the individual hotels 
(NSH) against the growth of the chains and hospital i ty corpora 
tions ( ISH). But , originali ty is also important among TOs b e 
cause of the differences in the i r offers . In tense market ing 
s t r a t eg ies are used largely by ISH cha ins , tha t general ly obtain 
h igher occupancy of rooms than NSH hote ls , and sell at flexible 
ta r i f fs , ve ry favourable for organized t o u r i s t s . Tour i s t s of some 
EEC count r ies are also influenced by TOs' policies. This is the 
case of FRG (Germany) and Great Bri ta in . TOs seem to maintain 
the ability to launch tour i s t des t inat ions and make them become 
fashionable r e s o r t s . Tour Opera tors ra re ly invest outs ide thei r 
count ry of or ig in . Hotel chains ins tead expand more abroad than 
at home. 

10) European capacity to a t t r ac t t ou r i s t s is still high bu t t he re is a 
slowing down of in ternat ional tourism in the EEC compared with 
o ther European Competi tors . The loss of competi t iveness does not 
concern all the tour i s t se rv ices in the Community bu t pr incipal ly 
the seaside r e s o r t s in Italy and F rance . The loss is par t i cu la r ly 
s t r ik ing in Belgium, Luxembourg and Denmark. Greece and 
Britain in the last 15 y e a r s have r eg i s t e r ed an increase in i n t e r 
national tourism above the ave rage . The development of new 
tour i s t a reas outside the Community able to offer, on a v e r a g e , a 
lower pr ice to tha t of tour i s t des t inat ions within the EEC is the 
main reason of the loss of compet i t iveness . 

11) In certain EEC countr ies p r ices of hospi tal i ty service have in 
creased more rapid ly than the index of consumer p r i c e s . The 
si tuation of competi t iveness within the EEC repo r t ed in our s tudy 
th rough a sample analysis on "one holiday of a couple t ravel l ing 
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in Europe" shows that in the Community there are for similar 
services, large differences in price. 

12) An analysis of evolution and of forecasts on tourism trends show 
that the tourist market is going through a period of great 
change. The average holiday period is shortening and this is 
affecting both Hotels and Tour Operators, because of the need 
for more clients. TOs are becoming less pioneering while Inter
national Chains are instead expanding their hospitality in devel
oped and underdeveloped areas. Spain seems to be the country 
that has more chance to gain a larger share of the EEC market 
because it has acquired a tourist mentality and culture and has 
positive hospitality s tructures at a medium distance from the main 
countries generating tourism. Greece will have growing impor
tance, while Italy shows a position of "tired maturity". 
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APPENDIX A 

DOMESTIC TOURISM 

The g rea tes t shortcomings in information a r e , as we have a l ready sa id , 
concerned with domestic or national tour ism. However, some estimates 
are poss ib le . In the evolution of tourism, the role of national tourism 
is decis ive: i t s pe rcen tage is es t imated, at a world level , to be about 
90% and it is in rap id g rowth . In 1982 when in ternat ional tour ism, for 
the first time, r e g i s t e r e d a drop (- 1.3%), domestic tourism expanded 
a grea t deal . 

Then 1982 saw domestic tourism grow at the expense of i n t e r n a 
tional tourism — in th is way in t ra - reg iona l tourism benefi ted at the 
expense of ex t r a - r eg iona l tour ism. One of the reasons is tha t tour i s t 
demand is s t rong ly influenced by t r a n s p o r t costs — an important 
considerat ion in the tourism b u d g e t s of families. All this was despi te 
the tendency seen in all European coun t r i e s , bu t par t i cu la r ly the 
Nor thern ones , among r e s i d e n t s to increase the pe r cen t age of holidays 
spent abroad compared to those spen t at home. By holiday or s tay we 
mean a period of t h r e e to four consecut ive d a y s . 

Week-ends and excurs ions are another topic , bu t are on the in 
crease too. They are forms of tourism tha t favour home des t inat ions 
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and that are not taken into account by official s t a t i s t i c s . The OMT 
estimates that t he re are as many people on excurs ions as t o u r i s t s . 
In s y n t h e s i s : 

The major quota of product ion of serv ices and consumption is 
aimed towards domestic tourism in all EEC coun t r i e s . 
In the 'mature ' tour i s t count r ies like Italy and France the slowing 
down in the development of in ternat ional tourism has been amply 
compensated by g rea t e r increases in domestic tour ism. 
The ex t ra -ho te l offer, an ever more important component in the 
total capaci ty , has developed as a r e sponse to domestic tour is t 
demand. 
The at tent ion shown by public bodies and p r iva te opera to r s for 
domestic tourism is growing — the re is a g r ea t e r promotional and 
t rad ing dr ive towards the home marke t . 
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Table A-l 

Indicators of Home Tourism in the EEC Countries 

Country 

United Kingdom 

Denmark 

FRG (Germany) 

Netherlands 

Belgium 

Luxemburg 

France 

Italy 

Greece 

Source: WTO an 

Holiday Stays 

(in millit 

1980 

36.5 

2.6 

14.5 

4.6 

3.0 

■ · ■ 

44.8 

• · . 

d Domestic 

Dns) 

Holi 

% of 

pop 

resident 

ulation 

travelling 

at 

1980 

47.0 

• · · 
49.9 

61.2 

40.1 

... 

56.2 

41.0 

home 

1981 

45.0 

• · · 
50.0 

63.0 

... 

... 

57.2 

41.0 

.day Reports. 

% o 

out 

h. 

f domestic tourists 

of total arrivals 

in 

ospitai 

1980 

79.0 

55.2 

90.6 

■ ■ · 

72.3 

• · · 
■ · ■ 

64.8 

the 

.ity sector 

1981 

79.3 

54.4 

• . . 

41.0 

73.1 

■ · · 

49.4 

67.6 

Country 

Table A-2 

Evolution of Holiday Stays Spent at Home 

Compared to Total Stays 

1970 1971 1972 1973 1974 1975 1976 1977 1978 1979 1980 1981 

UK 85.8 82.5 81.5 83.1 85.7 83.4 83.8 82.3 81.3 79.0 75.3 73.4 

Denmark 59.0 57.0 60.0 64.0 64.0 66.0 58.0 60.0 58.0 ... 

FRG 48.0 44.9 43.2 44.3 42.1 43.6 42.7 41.0 40.7 36.5 38.1 36.5 

Netherlands 54.1 50.1 50.7 50.5 49.1 48.9 47.4 44.4 40.0 38.2 38.9 ... 

Belgium 50.3 ... 43.2 40.4 44.6 44.4 44.2 44.4 48.4 46.6 50.0 ... 

France 83.2 85.7 84.4 85.2 83.4 83.2 85.0 84.8 84.6 

Italy 93.7 95.2 94.8 

Source: Reports on Domestic Holidays. 
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APPENDIX Β 

The appendix r e c o r d s the r ep resen ta t ion of the l a rges t French Com

panies opera t ing in tourism: 

Club Mediterranee 

ACCOR 

Concorde 

Méridien 

PLM/Etap 

Sofitel 

Novotel 

Mercure 

(1) 

(2) 

(2) 

(3) 

(4) 

(4) 

(5) 

(5) 

and a scheme of the financial s t r u c t u r e s of major companies. 
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CLCJB MÉDITERRANÉE 

PRÉSENTATION : 

• SUg· lodai : 25. ru· Vivienne 75002 Piru Oirection Generili 

Group« : 51 . avenue Hoen«. 7SOOS Pirl i , Téiépnoni , 261 85.00 

Téllx : 850518 Hoen·. 210078 Vlvlenni. 

• Activités : HolelieíH  Resiiurinon ■ V i l l ig« ot v i c i n e · !  B«5i 

dincis locatlvis. 

• O m d· création . 1950. 

• Capital : 183.163.250 FF. 

• La société »st col l i in oourie valeur Ou It ln lu 1" linvlir 83 : 

528 F. Au 1 " Janvier 84 : 774 F. Au 15 ivril 94 : 884 F 

• Manigimenl : Connu d'ldmlnlstrition : Gilbert Trigino, 

pnsldintdlrictiur général. G4rtrd etiti. vicipri ikl int londatiur 

Mietili Gallo!. JacquesHenri Gougirvtuim. J u n  Y v i i Haomr . 

I.F.I. Intinulloful S.A.. n o m i n i t i pa/ Gianluigi Gap««, vtci

présldint i t idmlnliirilaur délégué. RoOert Lkjn. Woitgang Graeo

nir. GhalUi R. Pharaon, Edmond Οι flothschild. Direction général· . 

group· : Glloirl Trinino. Olivier Michel. Francois Becker. J icoui i 

Berucln, Cruuln Benlllouj. ShalonUlassan. J u n S p i r i m i Sec

teur Europ«*A(nque : Jacques Glriud. Sictiur Amérique du Sud . 

André Rig id . Sictiur Amérique Hord el Cinir i . Sergi Trigino 

Secteur AslaOcéanti : JaanRooen fleznm Relations puotiques et 

relations avie la preste Punen Mortaigne. 

• Nornan total d unités ouvert» lu I " |anvier 1984 166. louii· 

u n i 90.848 HU oom éiringir : 85 unliéi. loinli ini 54 600 mi . 

• Nomo/· d'étaoïliiements exploites en France . 81 

• Répartition dei éuoui iemenii  F<ance Muropoli : 74 OOM

TOM : ï. Europi <5. Alrique 23 AnePaaiique . 3 Ausimi· 

0. Amérique/CiraíDes M 

• Nomon d'empioii loiai environ 18 000 

CHIFFRES : 

• C A . TTC exercice 1983 

• Strucluri du CA TTC 

Toul conlolldl 4.504.933.000 FF 

O trinet 

ftiK»+0QU-1QU , iOT t i l 000 

tiftfQ* 1 M i 111 000 

Γ«« * KW | u 000 

«n H 

31 25 

U.ïl 
<00 

• Tiux a'occuMtlon moyin ·η 1983 . 

ffMC!*OOMlOU rs.M H 

ENin t̂v M.<l S 

ΓΜΙ u , n H 

• Poufcinugi d i U clientèle ettingen m Frinci . dont OOM· 

TOM : 49.5 V>. 

• « .B . ; . : 411.60«.000 FF. 

• RésutUI mt avant Impôt : 270.952.000 FF. 

• Montants dis Invistissimints réalisés in (ondi propris en 1983 

(hors trinchlsés) : Total : 299.929.000 FF. 

INFORMATIONS COMMERCIALES : 

• Budget puollettiin it promotlonnil d l la cnalne. Total : 

225.000.000 FF. 

• Campagna national· 1983 : Radio  Télévision  Prassi ■ Aftl· 

chaga uroaln 

• irrugi o · mirqui : Fortim vacances toul compris (néOergi

meni, m u u m i o n , icilvtiéi). équipes Internillonilis d'animation 

(GO) 

• Fans marQuanu a i l'exercice 1983 : ion accroissement de 

l'ictlvitl Amérique du Nord. 

EVOLUTION  PERSPECTIVES : 

• Unités ouvertes entre le 1.1.83 i l ι · ι . ι.84 Menuiru (Savoie), 

SaintRipnaii. H y t r n 

• Ouvertures prévues en 1984 Etranger Mexique (84} Turks 

ind Calcos (84) 

• Profils : nouveaux pays de développement Bill (1985/86). 

Thailande (1985/88) . Metaponto (Italie). Frinci . Hawai, Pnilippi· 

nes. Mexique. Cnine. Bermudas. 
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Accost 
íNt«iM>st o  C M . . Η ι y. 

ACCOR 

PRÉSENTATION : 

• Sieg· social : 2. rui da ia Mare Neuve. 91021 Evry Cedex. Télé

phona : (6) 077.93.20. Télex 691 852 f 

• Activités : Hôlallerle  Ristauriiion ■ Vittiges do vicinces  Rési

dences locatives. 

• Olla de création . 28 |uin 1983. 

• Capitai : 872.S27 000 F 

• La société est cotée en course. 

• Valeur du titre au I " |anvler 83 135 F. au 1 " janvier 84 : 

228 F. au 15 avril 84 : 219 F 

β Utnigement : Priildinll Flui Dutwule. Giura Pulsion. Olrictlu' 
glnlrxl : Birrurd Wiitercxmp. OWectkxi lu mjrkitmg Piul Yvirnai. 
ulrectioo du développement : Infuninomi Slanuui Roiun Direction de 
l'rvMeflerU : Senujmln Conen. Oirecilon de vi muunnon : Haöiit £üiadr. 
Direction financien : Mien«! Bawon Direction du personnel Pierri fo'ntu. 
Reialloni puOUquet it riutloni ivec la orme CnnslUn Uure 

• Nomivi total d'unités ouvert·· lu 1 " janvier 1984 : 406. tomi
smi 48.1)38 enamores. Pom étranger : 146. totalisant 21.928 
c h i m o n i . Kilels 2« : 114 ; 3 · . 200 : 4 · . 78 ; ι · L : 12. 

• Nomon d'éüCKIssemants exploités en Franc· : En Ullat· : 172. 
En (ranchisi : 74. En mandal de gesilon : 14. 
• Répartition des établlssemenls France Métropole : 225. 00M
TOM : 5. Europe : 66. Alrlque 46 Amérique du Nord : 3. Améri
que du Sud : 16. Autres : 15 

• Nomon d'emplois : au total 38 000 

CHIFFRES : 

• C.A. HT exercice 1983. Toul : 8.2 milliards de F 

• Structure du C.A. TTC Hôieiiene France 

f u n c t 

iUWQ* 

Toui 

• Taux 

fune* 

ÍUínçv 

ϋΟγ^ίιΛ· 

K4 b« «part«, ι * FWiUuOiaOT >vawi 
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ι m m i77 «oj 
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•éumi ( U AC fut 11 
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S7 * 

«Ϊ.6 

Τ M i l 
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INFORMATIONS COMMERCIALES : 

• Budget puölKileitre el promotionnel de l'entreprise lout 20 mil

lions de F. 

• Tirage öu guide Novoiei. ι. '00 000. Mercure. 500.000. Soli

lei, 500.000 exemplaires 

• CeimrjjQne nationale 19Θ3 S'jppons nationau* al miernationaui 

• News · Presse économique βι lioinciert ■ radio 

• Faits marquants de reiarcice 1983 : luston Novoiei S I E H el 

Jacques Boret lniernj[K3n<il 

EVOLUTION ■ PERSPECTIVES : 

« Unites ouvertes enire te ι ι 83 ei ie ι l 8·4 59 nuisis loules 

marquas confondues 

• Unîtes ayant quine la cna.ne en 1933 3 

• Ouvertures privues en 19Θ4 vo« les dilterenies marques 

d'ent répits« s 

C o n c o r d e 

CONCORDE 

PRÉSENTATION : 

• Siège socul : 58. Boulevard GouvionStCyr, 75017 Paris, réié

phone 758.12.84. Télex : 650990. 

• Activités : Holellena  Rastauratlon 

• Oata de création : 1970. 

• Groupa auquel U chaîne est rattachée : Società anonyme, tíllale 

d i la société du Louvre. 

• Capital : 67.300.000 F. 

• Management : Présidant : Jean Talttinger. VicePrésident et 

Administrateur général : Claude Tärningar. Oirecteur général 

Gérard Mauger. Direction commerciali : Yvon d i Pontcharra. Direc

tion linincleri : Max Buoeaud. 

« A cause da l'aosance de réponses a notre questionnaire, nos 

Inlormaitofts suf la groupa des notais Concorde n'ont pu être actua

lisées. Ainsi, da nomonux éléments, en particulier économiques, 

nous Ioni délaul. Le parc das hitéis Concorde en France se com

posa da 18 noms : Paris : Hom da Crilkin. Hôtel Concorda U 

Fayeru. Hom Amoassador Concorda. Hôtel Louvre Concorda. Hotel 

Lutetia Concorda. Hôtel SelntUxare Concorde. Cannes : Hôtel 

Martinas. Angars : Hôtel Concorda. Le Mans Hôtel Concorde 

Lyon : Grand Holet Concorda. Maisoilla : Hôtel Concorda Palm

Beacn. Hotel Concorda Prado. Melun : Hôlel Grand Monarque 

Meu : notai Royal Concorda. Nancy : Grand Hôtel Concorda. Nice 

Hôtel Puua Concorda. Hôlel Wistminsier Concorda. Toulousi 

Hôtd L i Concord·, plus 2 hôlels associés a Biarritz et a Evian, λ 

l'étranger, l'ensaigna se trouve en Belgique (41 enamores) et au 

Caire en Egypte (408 cramons) plus un hôtel associa en Suisse, a 

Genève (hôtel Métropol· . 104 enamores). Le nomore de chambres 

total est donc de 4 806. 
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MERIDIEN 

PRÉSENTATION : 

• Sléga sodai : Société des Hôtels Méridien. 13. square Max 

Hymans. 75781 Pans Cedex 15 Téléphone 323 89 67 Télex 

270 521. 

• ActMtés : Hôteliene · Restauration  Village de vacances  Rési

dences locatives. 

• Olle da création : 1972. 

• Groupa auquel la chaîna est ranachée Groupa Air Francs (liliale 

a 100 V.). 

• Capital : 35.880.000 F 

• Management : Président : Paul Bruyant Oirocilon commerciale . 

JacquasYvis ßarard. Olrecuon ou marketing Myrlam Hieni . 

Olreclion du développement : JeanPaul Camoialn. Direction du per

sonnel : Antoine etavlgnac. Olrecuon d'exploitation : Round Aymé 

Direction financière : Franco Pisaneiio. Relations pupllques et rela

tions avec la presse : Franclne Macnenaud. 

• Nomerà total d'unltes ouvertes au 1 " lanvier 1984 43. totali

sant 13.300 enamores dom étrangers ' 36 unités, totalisa« 11.020 

enamores. Calégona : hôtels 4 » L : 43 

• Gestion : en liliale : 6. en Iranchise 5. en mandai d« gestion : 32. 

• Répartition des établissements : France Métropole 4 OOM

TOM : 3. Europa : 2. Alrlque : 12. Asie/Paclllque : 15 

Amértque/Caraloes : 7 

• Nomon d'emplois : Siège : 95. Total 12.000. 

CHIFFRES : 

• C A . HT/HS exercice 1983 

• Structure du C.A. HT/HS . 

Total . HT/HS 2.765 minions de F 

en millions de F 

ín if inci 

Mlt*i5«m«m 

< soe 

»• lUvI I IK 

sa» 

Cér*r, 

7<S 

loué 

J 763 

• Pourcentage de la clientèle étrangère tn Prince 

OOMTOM 64.3 % 0OMT0M inclus. 

• Taux d'occupation moyen en 83 62 % 

• R.8.E. 66* minions de francs 

INFORMATIONS COMMERCIALES : 
• Budget pu Dilatai re et promotionnel de la chaîne Total 75 mil

lions 

• Tirage du guide 50.000 exemplaires catalogues 

corporale+ 450.000 ex. oroenure grand puOIlc. 

• Campagne internationale en 1983. presse grand puûlk: et proies

swnnelle. 

• image oe marque : Creation tmage de marque loisirs, tttxe de 

normes, uniformes. 

• Faits marquants de .'exercice 1983 ' ouverture notels Singapour, 

décembre 1983. San Francisco, ocloore 1983. Lancement Méridien 

loisirs, 

EVOLUTION ■ PERSPECTIVES : 

• Unités ouvertes entre le 1.1.83 et le t. 1 84 : San Francisco. 678 

c rumom. U.S.A. Singapour Ville. 413 enamorei. Singapour 

Milan. 263 enamores. Italie. 

• Unités ayant quiné la cfulne «n 1983 : Monasllr. 200 enamores. 

Tunisie. 

• Ouvertures prévues en 1984 . ColomOo. 493 enamores. Sri 

Lanka. NewOrlMna. 507 crumores. U S.A. NewPort Beacn. 474 

enamores. U.S.A. Singapour Airoon. 280 enamores. Singapour 

Pono. 232 enamores, Portugal. 

• Ouvertures survintes ; 1985 Lisoonne. Portugal. Alep. Syrie 

New Oeinl. Inde. 1988 . Hallopoiis. Egypte. 1987 Vancouver. 

Canada Talpeh. Formose 
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SE® üM? PLMETAP SOFITEL 

PRÉSENTATION : 

• Slega sodai : 8. rua d'Athènes. 75009 Pans. Téléphone 

280.6fi.13. Tel« : 643 241. 

• Activité» : Hôtellerie  Restauration  village· de vacances  Rési

dences locativas. 

• Groupa auquel la chaina est rattachée : Compagnia Internationale 

des Wagons Uts et du Tourisme. 

• La sodale est colea en bourse. 

a Management : Adminlstnieur. Directeur panerai . Jacques

Barnard Oupont. Directeur généra! adjoint : M. Boyaux. Direction 

centrala hotellen : J. Ballin. Direction du marketing : J. Heroen 

Direction financier· : Girard Dutllleul. Oireetkin du personnel : 

M. Wlllme». 

• Nonvora total d'unllés ouvertes au I " |anviar 1984 : 92 totalisant 

11.MS chambres, dont étranger : 56. (otalisani 7.165 enamores. 

Categoria 3 * : 47. 4 * : 3β. 4 · L : β. 

• Nomura d'élaMIssemams exploitée en Franca . 36. en liliale : 

29. en franchisa : 1. en mandat de gestion : 6. 

• Repartition das éUMssemems : Franc· Métropole : 28. OOM

TOM : 8. Europa : 25. Afrique : 26. AsliPaclllque : 4. 

Amérique/Caraïbes : 1. 

CHIFFRES : 

• Structuras du C.A. HT SC. 
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• Taux d'occupation moyen en 1983 . 64.6 V. en France. 56.8 % 

a l'étranger. 

• Pourcentage de la clientèle étrangère en France Pans*Si

Jacques : 70 %. Province : 30 S 

INFORMATIONS COMMERCIALES : 

• Budget pucJlcnalre et promotionnel de la chaîne Total 100.000 

FfCudoet propre a chaque hôtel du groupa. 

• Tirage du guida : 300.000 exemplaires 

• Faits marquants de l'exercice 1983 A la sune de négociations 

engagées depuis de longs mois, le groupa CIWLT prit en 1983 con

trole de la chaîna P L . M . , par l'icrut de plus de 37 H du capital. 

Décision lut prise de londre les oeux chaînes sous le nom "PLM 

Elap". 

EVOLUTION ■ PERSPECTIVES : 

• Unités ouvertes entre le 1.1.83 et le 1.1.84 : 5 j l'étranger. 561 

chimères don! Vienne (AutrtcnaJ. Brazzaville (Congo), ismania 

(Egyptel. Nlmegue (PaysBas). 

• Projets ; Le Caire (ouverture d'un hôtel prévue) 

PRÉSENTATION : 

• Siège social 2. rue ce la Mare Neuve, 91021 Evry Cidex Télé

phone . 077 93.20 Télex 691 852. 

• Acllvllés Hôtellerie  Restauration 

• Oate de création 1961 

• Groupe auquel la chaîne est rattachée : ACCOR. 

• Capital : 79 023 <00 F 

• Management : Presidem  3βπμσιΐη Cohen Direction 3u marke 
ting Joli Mingasson. Direction d'exploitation André Coeugmei 

Relations puonques et relations avec la presse . MarieChristine 

Comnet 

• Nornor· lotai d'unités ouvertes au l " Janvier 1984 . 51 . totali 

sant 8.555 enamores dont étranger : 23. totalisant 4.437 

enamores» 1&4 Bungalows. Catégorie 4« et 4 · L. 

• Nomon d'étawissiments exploités en France : in tiltale 20. en 

Iranchlse : 5. en mandai de gestion : I . Sous d'autres lormes : ι 

• Répartition des étaolissements ; France Métropole : 27. Europe 

2. Alrlque : 13. Asie/Paclllque : 7. Aménque/CarafEas : 2. 

CHIFFRES : 

• C.A. TTC exercice i960 en millien de Francs : Filiales 

1 109.218 K.F Franchisés : 55.104 KF. Toul : 1.164.322 KF 

• Structure du C.A. TTC. 
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• Taux d occupation moyen en 1983 : 
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• Pourcentage αβ la clientèle «n Franc· *Q W 

INFORMATIONS COMMERCIALES : 

• BuCgoi puolien i i r i it promotionnel o« ia crijlne Total 

5.755.000 ff (1933) 

• Tirage du guide 500.COO exemplaires 

• Campagne nationall 198.3 : oui. press«. 

• [mage οι marque Moten contemporain) oe bon conica, íácoM 

iam luxa oslaniatolrt. politique Ol quiiilí tu niviau oe la restaura

uon. sécurila α un servici ifllcace. proliíitonnei 

EVOLUTION  PERSPECTIVES : 

• Ouverturi! prévues en .98·* : Étranger Hollande 

• Pro|eti. nouveiux pavi c · Geveioppameni europe 
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N.OVOTEL MERCÜRE 

PRESENTATION : 

• Slega sodai : 2. rueda la Mare Neuve 91021 Evry Cedex Télé

phona : 077.93.20. Téla« : 691 852 

• Activités : Hôtellerie  Restauration 

• Data da création 1967 

• Groupa auquel la chaîne «si rattachée ACCOR 

• U société estelle coté· en »ourse oui. groupe ACCOfl 

• Management : CoPrésident Paul Ouoruie Gérard Pélisson 

Direction du marketing : Henri Faraui Relations puoiiques et rela

tions avac I I pressa : Laurence de Saulieu. 

• Nomon total d'unllés ouvertes au 1 " |anvier 1984 166. totali

sant 22.623 crumores, dont étranger 84. lotallsant 13 369 chaîn

ons. 

• Nomon d'éubllssaments exploités en France En liliale 47. en 

franchisa : 19. en mandat de gestion 16 

• Répartition das établissements : France Métropole : 80 OOM

TOM : 4. Europa : 57. Alrlque 20 AslePacilioue . 1 

Amérique/Caraïbes : H 

CHIFFRES : 

• C.A. TTC H.S. exircice 1983 : Filiales 1 061 069 400 F. Fran

chisés : 820.01Í.ÔO0 F. Total : 1.881 086 000 F 

• Slnjcluri du C.A TTC 
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INFORMATIONS COMMERCIALES : 

• Budget publicitaire et promotionnel de la chaîne Total 

8.200.000 F. 

• Tirage du gutoe ι 100 000 exemplaires. 

• Campagna nationale 1983 oui. 

• Im ig i d i marqu· Hôtellerie grand conton. internationale Pro

duit très homogène per la lame, l'équipement enamore ; restaura

tion typ« gim avec amplitude noraira 6 n24 η 

• Faits marquants de ι exercice 1983 oecisions sur comoiements 

d'aménagement des enamores, nouveau produit enamore vaste 

programme de rénovation des restaurants rôtisseries et nouveaux 

grills. 

EVOLUTION - PERSPECTIVES : 

• Evolutions technologiques au service dos client s Gains Droduc

tlvlté pour la personnel. 

• Unités ouvertes entre le ι ι 83 et le ι ι 84 59 (Allemagne. 

Autriche. Sénégal. Gam*·», Brésil. GrandeBretagne. Congo) 

• Ouvertures prévues en 1984 France Pans La Oèiense. Ouim

par. Paris Las Halles (en 1985) Etranger Londres New vorx 

Ouisoourg. Oman. Lisbonne. Ponogenin. Moroni. Bamenoa. 

Burundi. Madrid. Hassut 

PRÉSENTATION : 

» S4ç« socul : 2. ru« de la Mare Neuve, 91021 Evry Cedex Télé

phone : (6) 077 93.20. Téli« : 691 852. 

• Actlvilés Hôtellerie ■ Restauration. 

o Dale da creation : 1973. 

a Groupa auquel ta chain« esi rattachée : groupa ACCOR 

• Capital : 872.827.000 F. 

• Management . coprésidents : Paul Ouoruie el Gérard Paiisson. 

Oircction du marketing : Henri Faraul. Oirecteur de la marque Gis

Uir.o Vidal. 

• (.ombre total d'unrtés ouvertes au 1 " |anvier 1984 . 49. lotall

sant 5.117 enamoros Boni étranger : 3. totalisant 292 enamores. 

Categoria 2 · : 2 ; 3 · 42 : 4 » : S. 

• Homon d'établlssemants axpkxiés en France . en liliale : 37. en 

Iranchlso : 9. 

• Répartition oas éliCHIssemenls : France Métropole : 46. Eur" ■ 

3. 

• Nomon d'emplois : Siège : 8. Unités Ulules : 1.294 Total : 

1.470. 

CHIFFRES : 

• C.A. TTC exercice 1983 : tíllales . 400 millions de F. Franchi

sés : 47 millions de F. Total : 447 millions de F. 

• Structure du C.A. TTC. 
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• Taux d'occupation moyan en 1983 : 57.6 H. 

• Pourcentage de la clientèle étrangère en France 25 V 

INFORMAÏÏONS COMMERCIALES : 

β Budget publicitaire et promotionnel de la chaîne. Total . 

5.520.000 F. 

• Tirage du guide : 500.000 exemplaires. 

e Campagru national· 1983 : prasse hebdomadaire, relations 

publiques, promotions aéroports, etc 

• image d« marqu· : Hôlillarl· 3 * . restauration traditionnelle 

adaptée a ta région. 

• Faits marquants de l'exercice 1983 : augmentation ou nomore 

d'hôtels. 

EVOLUTION ■ PERSPECTIVES : 

» Unités ouvertes entre le ! 1.63 et le l 1.84 . 7 en France. 700 

enamores 3 * . 

• Ouvertures prévues en 1984 : France 2 è Lyon, ι a Ounkerque 

Etranger : Wien (Autriche). 
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Sírvciutr fln*t*ciir* ; 

SOCIÉTÉ HOTEUÉRE r u n SAWJACQUES 
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SOCIÉTÉ DES HOTELS MÉRtOlEH ■ SHH 
Sírucfwr« flnsnciir* ; 
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APPENDIX C 
FRANCHISING IN THE HOSPITALITY INDUSTRY 

Franchising is a method of distribution that justifies itself in 
tourism. 
There are several forms of franchise in the hospitality world. 
The investment franchise is the main type of franchise in the 
hospitality industry. 
Recently a textbook, "Franchising and Other Business Relation
ships in Hotel and Catering Services", by Janet Housden, ex
plains, in practical terms, the value of this system. (Heinemman-
London 1984) 

The main USA hotel chains use general franchising criteria and we 
summarize some of the general lines: 

HOLIDAY INNS : New franchises must have a minimum of 100 rooms, 
provide a full restaurant service, and must be built 
to Holiday Inns construction standards. Swimming 
pool, direct dial phones, air conditioning, color TV, 
meeting facilities, on-premise laundry are some of the 
required facilities. 
Every Holiday Inn must enter the reservation system 
and lease the company sign. Many supplies must be 
purchased from the company. 

+ The main investments and costs: 
a) initial franchise fee per room 
b) royalty fee on gross room revenue 
c) royalty fee on restaurant and bars revenue 
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d) adver t i s ing fee on rooms revenue 
e) rese rva t ion fee on rooms r evenue 
f) leasing cost of s t anda rd Holiday Inn ' s sign p lus 

optional s igns 

+ The serv ices provided to f ranchisee: 
t ra in ing of personnel and management 
supply ass i s tance 
market ing coordinator 
s t a n d a r d s and quali ty inspect ions 
consul tancy and general ass i s tance 

SHERATON : Requi res similar charac te r i s t i c s p lus a feasibility 
s t u d y . Royalties b a s e d on fixed pe rcen tage on rooms 
sales and on beds capaci ty . Generally t h ree annual 
qual i ty inspec t ions . 

HILTON Minimum requ i rements are similar. Costs and i n v e s t 
ments r ange a round same p e r c e n t a g e s as S h e r a t o n ' s . 

There is evidence also of f ranchis ing in the companies we have called 
Hotel Groups . The most important in Europe and in the EEC is Best 
Western. In the United States these g roups are also called ' r e fe r ra l 
g r o u p s ' . 

The genera l lines and pr inc ipal c r i te r ia for membership: 
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BEST WESTERN : No minimum number of rooms is generally request
ed. No restaurant service but many brand gadgets, 
wrappers, objects and printing are compulsory sup
plies. Members must use the company reservation 
system. 

+ Costs and Investments: 
a) cost of membership depends on the size of hotel 
b) annual cost of Standard Best Western sign 
c) reservation system cost (monthly fee plus fee on 

single reservations) 
d) national advertising fee per room and per day 

+ Best Western provides: 
training school for staff members 
design consultancy and general assistance 
quality inspections 

In every country these criteria may be modified following the general 
standard requirements of the group. 
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APPENDIX D 

VAT Rates in the EEC States 

Country 

Denmark 

UK 

Eire 

FRG (Germany) 

France 

Belgium 

Italy 

Luxemburg 

Netherlands 

Greece 

(night 
Hotels 
stays 
(%) 

22 

15 

15 

13 

7a 

6 

iob 

5 

4 

only) 

Greece does 

Restaurants 
(%) 

22 

15 

15 

13 

17.6 

17 

10 

5 

4 

not have Value 

a - 17.6% in luxury hotels 

b - 18% in luxury hotels 
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APPENDIX E 
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DENMARK 
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APPENDIX F 

TOP TEN HOLIDAY RESORTS 
FOR PACKAGE HOLIDAYS 
(Last years positions in brackets) 

SUMMER 1983 
1. 
2. 
3. 
4. 
5. 
6. 
7 
8. 
9. 
IO. 

BENEDORM (2) 

CORFU (1) 

PARIS (3) 

LLORET DE MAR (7) 

MAGALU7 (4) 

SAN ANTONIO (5) 

TORREMOLENOS (8) 

SALOU (11) 

PALMA NOVA (6) 

OTHER TENERIFE (13) 

SKI RESORTS 1983/84 

WINTER 1983/84 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
IO. 

BENEDORM (1) 

TORREMOLINOS (4) 

PUERTO DE LA CRUZ (3) 

OTHER TENERIFE (2) 

MAGALUF (6) 

GRAN CANARIA/LAS PALMAS 
(5) 

PALMA NOVA (8) 

LANZAROTE (13) 

FUENGIROLA (11) 

PARIS (7) 

These charts are based on package 

1. SOLL (2) 

2 . MAYRHOFEN (1) 

3 . KtTZBUHEL (4) 

4 . SAUZE D'OULX (5) 

5 . CERVINIA (3) 

BMRB 

holidays booked up to end 

OCTOBER 1983 for 
depar tures APR '83 to MAR '84 
as measured by the Bri t ish Market 
Research Bureau 's 
"Holiday Booking Index" 

© 3MRB 1983 
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APPENDIX H 

Table H-l 

Evolution of Hotel Capacity 

(number of beds in the hotel sector 
including recognized hotels) 

Countries 

United Kingdom 

Eire 

Denmark 

FRG (Germany) 

Netherlands 

Belgium 

Luxemburg 

France 

Italy 

Greece 

1967 1981 

187,840 

43,731 

57,577 

776,968 

98,764 

13,060 

(358,526)' 

1,173,800 

90,362 

727,867 

47,861 

69,303 

1,042,611 

103,445 

84,769 

15,244 

1,577,996C 

1,576,871 

303,855 

a - estimate 
b - capacity relative to the hotel's members of HORECA 
c - number of rooms relative only to recognized hotels 
d - number of beds in all the hotel sector 
e - number of beds in the hospitality sector calculated by the 

National Tourist Boards 
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Figure 5 
HI JUU KR OK IIElXi ΓΝ THE IIOTKLS 

( ' 0 0 0 ) 

AMD DENSITY PER SQUARE KILOr-iETHK ( c i r c l e d ) 

b Κ 
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389 
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1 0 3 
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1 . 0 4 2 
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APPENDIX I 

Recently different sources have t r ied to estimate the most important 
chains and thei r bed capacity th roughou t the world. The assembly of 
the data offers a classification: 

Hotel Chain and Groups No. of Rooms Worldwide 

1. Holiday Inn 312,000 

2. Best Western International 205,000 

3. Sheraton 113,000 

4. Ramada Inn 98,000 

5. Hilton International 94,000 

6. Trusthouse Forte 75,000 

7. Grand Metropolitan 52,000 

8. Hyatt Hotels 50,000 

9. Club Mediterrannee 48,000 

10. Marriott's 46,000 

1984: Approximate data. 

Our estimation on data of TTG / Hotel and Restaurants / R.A. Nykel. 
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