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Dear friends of the European
Travel Commission,

PRESIDENT’S FOREWORD

2014 was a truly exciting period for the
European Travel Commission, as it brought
a lot of changes. Ever since the complete
restructuration of the Executive Unit in
2012 and the engaging of outstanding
professionals to perform marketing,
research and advocacy activities, ETC has
been working to improve the ROI rate for its
members through various reforms aiming
to modernise the organisation and bring it
up-to-date with members’ needs.
2014 has proven to be a very important
year in this regard, with a new Board of
Directors, elected on a rotation basis and
representative of all ETC members; an
updated membership contributions system
which better reflects the performance of all
members on the established KPIs; and an
innovative approach for General Meetings,
with a brief presentation of concrete results
and focussed discussions.
The reform process is still ongoing but
I can already see its positive outcomes,
such as improvement in the working
of the Overseas Operations Groups

ETC has been working
to improve the ROI
rate for its members
through various reforms
aiming to modernise
the organisation and
bring it up-to-date with
members’ needs.
and the Market Intelligence Group; the
establishment of a new Marketing Group
(expanding the benefits currently provided by
the eMarketing Network to all marketers in
member NTOs); the selection of a number
of topics of relevance in order to streamline
advocacy efforts; and the evaluation
of a possible admission of industry
representatives and academia as Associate
Members.
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In 2014, ETC kept its focus on marketing
and research activities, while positioning
itself as a major player in the tourism
field both on a European and global level,
thus enhancing its representation function
and the visibility and importance of its
members. It is interesting to notice the
parallels between the historical situation in
1948 and now, when Europe is struggling
with the economic crisis, especially
bearing in mind that tourism is one of the
most important sectors of the industry,
contributing directly and indirectly to 10%
of the GDP.
ETC has been very active in its efforts
to put tourism on the EU agenda and to
emphasise its importance, and this has had
a positive impact on the engagement of the
European Commission which approved, at
the end of 2014, a third consecutive joint
programme of activities to be financed with
EU funds for the 2015 ETC operations.
In the near future, ETC aims to build on
the excellent results of 2014 and become
a forum of collaboration and information
exchange with the European travel industry
and the policy makers on both European
and national level. I trust our members and
partners will join us on this exciting, neverending journey!
In the mean time, I wish you pleasant
readings of the European Travel
Commission’s Annual Report 2014.
Peter De Wilde
ETC President

EUROPEAN TRAVEL COMMISSION
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The Executive Unit has seven full-time
employees in three main departments –
Marketing and Communication; Research;
Finance and Administration.
Every year, ETC includes a number
of trainees – students with a strong
background in tourism who were given the
unique opportunity to gain work experience
along with a privileged insight into European
tourism.

ETC Executive Unit
Eduardo Santander
Executive Director

In 2014, the Executive Unit was proud to
include staff members and trainees from
10 different countries – Austria, Belgium,
Bulgaria, Germany, Italy, Romania, Slovakia,
Slovenia, Spain and Turkey.

Former employees that were part of the
team in 2014
Valeria Croce
Head of Research

Teodora Marinska
Head of Finance and
Administration

Jean-Francois Serpieter
Online Marketing Manager

Miguel Gallego
Head of Marketing and
Communication

Annelies Waegeman
Project Manager Marketing

Stefanie Gallob
Head of Research

ETC EXECUTIVE UNIT

The Executive Unit works on basic principles
of integrity, respect, teamwork and
adaptability to dynamic environments.

Iulia Niculica
Administration Project Manager

Güneş Vural
Project Manager - Online
Marketing
Jennifer Iduh
Research Project Manager

The following trainees joined our team
during 2014:
Daniela Buzova
University of Valencia

Nika Kampus
University of Ljubljana

Diana Condrea
Aalborg University

Zuzana Helikova
King’s College London
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MESSAGE FROM ETC EXECUTIVE DIRECTOR

The past year painted a promising picture
for the future as Europe attracted an
estimated 22 million more international
arrivals, resulting in a positive increase of
3.9% - well above the region’s long-term
trend. With 588 million international tourist
arrivals in 2014, Europe holds a market
share of 52%, thus keeping its position as
the world’s number 1 tourist destination.
The European Travel Commission extended
its efforts to strengthen the image of
Destination Europe in long-haul markets
through a series of online, offline and PR
promotional actions and the implementation
of new technologies in cooperation with
major industry stakeholders.
ETC’s hard work and forward looking plans
and visions resulted in a second grant
agreement signed with the European
Commission for the Destination Europe
2020 initiative and covering the calendar
year 2014. Building on ETC’s research
results, the main achievements of the grant
include the identification of highly appealing
pan-European products and themes and
the complete revamp of the VisitEurope.
com portal. With a brand new design,
inspirational content and strong focus on
audio-visual elements, the portal opened
the window to a broader scope of new
marketing and promotional opportunities for
Destination Europe.
In close cooperation with the European
Commission, ETC further contributed
to the promotion of pan-European
thematic tourism products and, in
February 2014, launched the new portal
TastingEurope.com, which aims to present
Europe as an appealing destination offering
a vast range of unique travel experiences
related to the European gastronomy.
In recognition of its outstanding initiative in
the use of technology for the development
of competitive and sustainable tourism,
ETC was distinguished with the prestigious
UNWTO Ulysses Award for Innovation in

Research and Technology for the VisitEurope
application, which was developed with
Amadeus technology.
As 2014 was an important year of change
for the European Commission and the
European Parliament, ETC engaged in a
series of meetings and events, making sure
that tourism retained a prominent position
in the EU agenda. ETC will continue to
raise awareness and understanding among
national European authorities and the
general public of the importance of tourism
and the need to ensure its development
through appropriate common activities.
On behalf of the Executive Unit, I would like
to close by thanking my highly-skilled and
motivated team for its excellent work and
ETC’s members for their continued support
and commitment. 2014 was a very good
year in terms of progress, innovation and
partnerships. However, 2015 promises to be
even more exciting as we look to build on
the growth foundations laid over the past 12
months.
Sincerely,
Eduardo Santander
ETC Executive Director

ETC’s hard work and forward looking plans and visions
resulted in a second grant agreement signed with the
European Commission for the Destination Europe 2020
initiative and covering the calendar year 2014.
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TOURISM TRENDS
European Tourism:
2014 Performance and Outlook for 2015
2014 set European tourism on a record growth path.
UNWTO1 estimated that the European tourism sector grew
by 3.9% last year and reached a total of 588 million visits, a
22 million increase compared to 2013. Data reported by ETC
members (November through to December 2014) exceeded
the positive trend reported by the UN agency.
Two out of three ETC destinations reported growth above
the regional performance. Most of these were emerging
destinations which invest in their tourism potential,
such as Iceland (+24%), Latvia (+15%), Serbia (+12%),
Romania and Czech Republic (both at +11%). Southern and
Mediterranean Europe stand out with growth led by large
destinations such as Greece (+22%), Spain (+9%), however,
Malta (+7%), Slovenia (6%), Croatia (+5%) and Turkey (+5%)
also contributed positively to this outstanding performance.

Factors that contributed to a
successful year include the recovery
of major source markets, marketing
efforts in promoting travel outside
the main season and themed
promotional activities.
Factors that contributed to a successful year include: the
recovery of major source markets, marketing efforts in
promoting travel outside the main season and themed
promotional activities. Many destinations benefitted from
increased travel from Europe’s top markets, such as
France, Germany, Italy and the UK.
An optimistic outlook is reported for the USA market. With
accelerated economic growth and an increase of the dollar
against the euro, it is set to perform well. There’s a similar
optimistic outlook for China, a market responsible for 26
million arrivals to long-haul destinations in 2014.
The figures paint a bleaker picture for the Russian market,
especially with the crisis in Eastern Ukraine. Outbound
travel from this market is expected to mirror the deep
economic recession expected in 2015.
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Source: ETC Executive Dashboard, UN World Tourism Organization (UNWTO)

Third-tier long-haul markets, such as Argentina and the
UAE, show positive prospects in the short term, while
the picture remains gloomier for Brazil and Japan, as a
reflection of a deteriorated economic situation.
For 2015, ETC expects the European tourism sector to
continue at a cruising speed around its long-term annual
average growth which is forecast to be at a rate of between
2% and 3%.
UNWTO Barometer, January 2015 - http://media.unwto.org/press-release/2015-01-27/
over-11-billion-tourists-travelled-abroad-2014

1
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Source: ETC Executive Dashboard, UN World Tourism Organization (UNWTO)

PAGE 11

ANNUAL REPORT 2014

EUROPEAN TRAVEL COMMISSION

Events Agenda 2014
The Market Intelligence
Group in 2014

MIC Meetings - January, May, September
and December 2014

Chairman:
Vincent Nijs (Flanders/Belgium)

MIG Meeting - March 2014

Acting Chairman:
Peter Nash (Ireland)
Vice-Chairpersons:
Emoke Halassy/Tünde Mester
(Hungary)

MARKET INTELLIGENCE GROUP

Co-ordinator:
Valeria Croce, ETC Executive Unit

Membership
The Market Intelligence Group (MIG) which
brings together the research directors
of ETC’s 33 National Tourist Office (NTO)
members. The most important event in the
MIG calendar is the group’s annual meeting
which is held to establish new research
directions for the upcoming year.

MIG Annual Meeting 2014
The 28th Annual Meeting of the ETC Market
Intelligence Group took place in March in
Reykjavik, Iceland. Research directors from
ETC member countries took part, as well as
representatives of ETC’s research partners,
notably the European Commission (EC),
the European Tourism Association (ETOA),
the World Tourism Organization (UNWTO)
and the World Travel and Tourism Council
(WTTC). The meeting was an opportunity
for ETC members to take stock of the latest
trends in research and tourism and to freely
exchange expertise and research findings.

Partners
ECM: Hans Dominicus / Olivier Ponti
ETOA: Tom Jenkins / Kerstin Bock
UNWTO: John Kester / Michel Julian
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10th TourMIS Users’ Workshop September 2013
International Seminar on Knowledge
Sharing for Tourism Destinations September 2014
ETC Forum on Market Trends - October
2014

Market Intelligence Committee
Meetings 2014
The Market Intelligence Committee (MIC)
is a group of volunteers from the research
departments of nine ETC NTO members.
The MIC meets four to five times a year
and, in 2014, four meetings were held in
Brussels and Vienna.
Kirstine Tolstrup-Nielsen (Denmark)
Piret Kallas (Estonia)
Kristiina Hietasaari (Finland)
Joachim Scholz (Germany)
Nessa Skehan (Ireland)
Tania Sultana (Malta)
Leslie Vella (Malta)
Helena Varona (Portugal)
Nataša Hocevar (Slovenia)
Raul Castro (Spain)
Lena Gunnerhed (Sweden)

Chairmanship of the MIG
At the 28th Annual Meeting attendees
elected Vincent Nijs (Visit Flanders) as MIG
Chairman, supported by Emoke Halassy/
Tünde Mester (Hungarian Tourism PLC)
and Peter Nash (Tourism Ireland) as ViceChairpersons. During the year, Vincent
Nijs took up a new position at a Belgian
company and Peter Nash became Acting
Chairman of the group until the next annual
meeting, to be held from the 18th to 20th
February 2015 in Dublin, Ireland. Currently
heading up the Strategy Development and
Insights team at Tourism Ireland, Peter
Nash has been a member of the Market
Intelligence Committee of ETC for two years
and has been an active member of the
Market Intelligence Group for six years.

EUROPEAN TRAVEL COMMISSION

Understanding the
Russian Market

RESEARCH ACTIVITIES

Quarterly Reports: Monitoring
European Tourism Success
ETC’s Quarterly Reports on European
tourism helped monitor Europe’s success
as it unfolded in 2014. Many destinations
benefited from increased travel from
Europe’s top markets, such as France,
Germany, Italy and the UK. Likewise in
the US, accelerated economic growth, the
appreciation of the dollar against the euro
and decreasing air fares have contributed to
strong performance in this market. However,
some destinations also encountered slowed
growth due to the decreased outbound
travel from Russia among other influencing
factors. The Quarterly Reports can be read
on ETC’s corporate website http://etc-corporate.org/reports/tourismtrends

A Study on the DecisionMaking Processes of
Meetings, Congress,
Conventions and
Incentives Organisers
The Meetings, Congress, Conventions
and Incentive (MCCI) tourism sector
is a fast growing industry segment
that generates high revenues for both
cities and countries. A new study on
MCCI tourism provides a detailed
overview of this sector including insight
into the best practices of selected
National Tourism Organisations, public
congress bureaus, city and regional
tourist boards.
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One of the core activities of ETC is to help
its members make informed decisions on
which markets and segments offer the
best potential for tourism to Europe and,
if applicable, monitor market volatility. In
2014, ETC focused on Russia and selected
countries of the Commonwealth of
Independent States (CIS), namely Ukraine,
Belarus, Kazakhstan and Azerbaijan.
Exploring Russian
Social Media and
CIS Outbound Travel
Part of the netnographic
series, the ETC-UNWTO
Study Understanding
Russian Outbound
This
Tourism - What the Russian
study
will
Blogosphere is Saying About
be available
Europe analyses the attitudes early 2015.
and opinions of both current
and prospective Russian-speaking travellers
as expressed in social media, with special
focus on those travelling to and within
Europe.
Russian-speaking travellers have become
avid internet users and bloggers. This
makes it vital that we study the digital
footprint they leave online if we are to
understand the complexities of their
changing consumer behaviour.
European Tourism Amid the Crimea Crisis
This publication provided
timely information regarding
the still unravelling crisis
in Crimea and Ukraine, as
Russia has become the third
largest source market for
Europe in recent years. The
aim of the study is to act as
a source of relevant information and future
forecasts. National Tourism Organisations
can play a crucial role in containing the
negative impact of this crisis by addressing
the information needs of travellers and all
industry stakeholders in an efficient, timely
and responsible manner.

EUROPEAN TRAVEL COMMISSION

Targeted Decision Making
Through Collaborative
Benchmarking
The annual NTO Budgets Survey is
ETC’s most successful example of
how committed organisations are
prepared to share sensitive budgetary
information in order to achieve the
common goal of building knowledge
to enable strategic decision making.
In 2014, 28 out of ETC’s 33 members
contributed to the
study, providing a
detailed overview of
how National Tourism
Organisations are
structured and how
their activities are
funded.

‘Meet the Chinese
Travellers’ Brochure
This brochure focusses on the world’s
fastest growing tourism market China. Meet the Chinese Travellers,
launched in March 2014, can be
downloaded for free from the ETC
corporate website:
www.etc-corporate.org
Readers are guided through
information about what inspires
Chinese people to travel, their
behaviour and their likes and dislikes
about destinations. ETC members are
welcome to disseminate the brochure
to their stakeholders.

ETC Snapshots
ETC Snapshots is a series of
reports on select travel segments
and markets prepared by the ETC
Executive Unit. These lean reports
provide a quick overview of travellers’
characteristics, the likes and
dislikes of their holiday experience
and their satisfaction with Europe
compared to competing regions. Key
recommendations are drawn from
findings with the aim of providing
support to ETC’s members. In 2014,
ETC’s focus was on two important
demographic segments, seniors and
youth.

European Tourism
Portfolio Analysis
The European Tourism Portfolio
Analysis assesses the importance
of different source markets for the
region and its sub-regions. It compares
travel growth with the size of the travel
market and analyses the contribution
that source markets make to overall
destination performance.

TourMIS Development
In 2014, ETC invested further in the
TourMIS marketing information
system by making it easier to use and,
ultimately, more helpful for tourism
practitioners needing access to the
latest tourism statistics.
A new and more time-efficient way of

Other Studies
• ETC-UNWTO Handbook on Key
Performance Indicators for
Tourism Destinations
• ETC-UNWTO Study on the
Brazilian Outbound Travel Market
• ETC Market Insights - Australia
and India
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Data: 2013-2016.

uploading data onto the platform was
introduced. Other changes included an
improved navigation system and the
facility to create personalised views.
We expect these improvements will
have a positive impact on the number
of ETC members who contribute to the
TourMIS platform.
• ETC-UNWTO Study on the Latin
American Outbound Travel Market
• ETC-UNWTO Study on the US
Outbound Travel Market
• ETC-UNWTO Study on Health
Tourism (Medical and Wellness
Tourism)
• ETC Interesting Articles

EUROPEAN TRAVEL COMMISSION

ETC Research Roadmap
2014
The 2014 research roadmap illustrates
the progress and publication of projects
such as the ETC Dashboard, further
development of TourMIS, continuation
of the UAE Travel Barometer
throughout the year, as well as the
Trends and Prospects reports published
each quarter. Six studies - Marketing
Strategies for Tourism Destinations A Competitive Analysis provide insight
into Brazil, Canada, China, Japan and
the USA market. 2014 also marked the
publication of the updated Handbook on
E-Marketing for Tourism Destinations.
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The 10th TourMIS Users'
Workshop and
International Seminar
The 10th TourMIS workshop and
seminar focussed on the subtheme ‘from data to action’ and gave
practitioners insights on how to
deal with the quantity and quality of
knowledge provided through the diverse

tools now available.
Delegates were able to learn from
industry experts and discuss possible
future steps in developing the TourMIS
system. Allowing interaction and
networking between stakeholders
will enable the tourism industry to
share and create new knowledge more
effectively.

EUROPEAN TRAVEL COMMISSION

Chairman: Salvatore Costanzo, Italy
Members: Austria, Belgium (Flanders), Czech Republic, Denmark, Germany, Ireland, Italy,
Norway, Portugal, Spain and Switzerland

3.7

Facts and Figures

BRAZIL OPERATIONS GROUP

million tourist
arrivals in
Europe in
20142

Gastronomy,
education, history
and religion
Dominate Brazilian
travellers’ perception
of Europe 5

0.2%

Average annual growth
through to 20194

5

th

Brazil ranks
among all
out-of-region outbound
travel markets (excluding
the Russian Federation)1

37.0%

Europe’s share of total
Brazilian outbound
travel in 20143

ETC European Tourism Portfolio Analysis (2014)
ETC European Tourism Trends & Prospects (#4/2014)
3
ETC European Tourism Trends & Prospects (#4/2014)
4
ETC European Tourism Trends & Prospects (#4/2014)
5
ETC-UNWTO Understanding Brazilian Outbound Tourism – What the Brazilian Blogopshere is Saying About Europe (2013)
1
2

PAGE 16

ANNUAL REPORT 2014

EUROPEAN TRAVEL COMMISSION

two days of intensive activity, the NTOs
of Italy, Spain and Switzerland jointly
presented their tourism offer to the
over 14,000 professional from 50
different countries.

Strategic Partnership
Brings Brazilian
Operators to Europe
Exhibitors at the ETC stand at WTM Latin
America.

Trade Outreach in Brazil
For the second consecutive year, ETC
was present at World Travel Market
(WTM) Latin America in São Paulo
between the 23rd and 25th April
2014. ETC and the National Tourism
Organisations of Belgium-Flanders,
Ireland, Italy and Spain together with
partner organisations ETOA and Eurail
exhibited at a common stand under the
VisitEurope brand.

In a move to further stimulate tourism
from Brazil to Europe, the ETC’s Brazil
Operations Group in partnership
with ETOA and BRAZTOA brought a
group of 16 Brazilian tour operators
to attend ETOA’s B2B workshop,
the Global European Marketplace
(GEM). The workshop took place on
the 31st October 2014 in London, UK.
BRAZTOA buyers joined ETOA’s tour

operators to meet European suppliers,
including several ETC member NTOs,
for an intense day of pre-scheduled
business appointments. Over 250
international tourism contractors and
350 European suppliers participated
in GEM accounting for a total of 7,000
appointments. Following the workshop,
the group of Brazilian operators took
part in a two day fam-trip to Belgium,
sponsored by Visit Flanders and Eurail
Group.
Marco Ferraz, Chairman of BRAZTOA,
said: “This workshop was very
important and productive for business
development between Europe and
Brazil and for sharing information
about the peculiarities of Brazilian
tourists.”

WTM is the leading global event for the
South American travel industry. 1,409
buyers attended WTM Latin America
in 2014, generating more than $341
million worth of business deals for
leisure, MICE and business travel.
ETC hosted a panel discussion on the
Brazilian Outbound Travel Market with
a special focus on the latest consumer
market trends. Opportunities and
challenges for promoting Europe as a
destination in Brazil were also broadly
discussed by panelists, which included
representatives from UNTWO, the
Brazilian Tour Operator Association
(BRAZTOA), the European Tourism
Association (ETOA) and Amadeus. The
ETC also hosted a presentation for local
media and bloggers on the VisitEurope
application, whose Portuguese version
was launched during the trade show.
ETC’s Brazil Operations Group was
also present in the 26th edition of the
Festival do Turismo de Gramado Festuris from the 7th to 9th November
2014. The Gramado Tourism Festival
is the most important tourism fair in
the southern region of Brazil. During
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Winners of ETC’s journalism prize 2014.

Journalists Discover Europe’s UNESCO World
Heritage Cities
The popular ETC Journalism Prize reached its twenty-fifth edition in 2014.
More than one hundred submissions were received through a new dedicated
website: www.concursoeuropajornalismo.com
The entries competed in nine different categories including best newspaper
article, best online article, best travel blog, best art photography, best article
on train travel, best article about Europe (including more than one country),
best newcomer article and best article about the hosting country (Spain).
The authors of the winning articles took part in a press trip to Spain from
24th to 29th November 2014, visiting several UNESCO World Heritage Cities
such as Toledo, Alcala de Henares and Cuenca. Each journalist received a
plaque of honour on behalf of the ETC at a prize ceremony held on the 25th
November in the city of Alcala de Henares.

EUROPEAN TRAVEL COMMISSION

Chairman: José Manuel de Juan, Spain – until August 2014
Members: Germany, Ireland, Italy, Portugal, Spain and Switzerland

Facts and Figures
Canada ranks

4

th

CANADA OPERATIONS GROUP

among all out of
region outbound
travel markets
(excl. Russian
Federation)1

4.3

million tourist
arrivals in
Europe in 20142

History and
heritage
dominate
Canadian
travellers’
perception
of Europe5

11.6%

Europe’s share of total
Canadian outbound
travel in 20143

3.0%

average annual
growth through
to 20194

ETC European Tourism Portfolio Analysis (2014)
ETC European Tourism Trends & Prospects (#4/2014)
3
ETC European Tourism Trends & Prospects (#4/2014)
4
ETC European Tourism Trends & Prospects (#4/2014)
5
ETC-UNWTO Image of Europe in the US and Canadian Social Media (unpublished)
1
2
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Seminars for Travel Agents

Canadians Get Inspired
by Europe Online
Canadian internet users are
among the most highly engaged
worldwide, spending an average
of 34.6 hours online per month.
Over two thirds of Canadians use
social networking sites such as
Facebook or Twitter with three
quarters of users checking their
account at least once a day.
Taking advantage of this trend,
the Canada OG carried out an
online and social media
campaign targeted towards travel
intenders with proven interests
in European culture, travel and
cuisine. The aim was to create
awareness for all Europe has
to offer as a travel destination
through ETC’s consumer
portals VisitEurope.com and
TastingEurope.com
The campaign had three strands:
• The use of online advertising,
compelling creative content and
strategic key words, along with
advanced retargeting techniques
• A Facebook campaign supported
by a sweepstakes competition
• Ads shown to iPad users to
encourage them to download the
VisitEurope App.

The ETC’s Canada Operations Group
teamed up with Air Canada Vacations
to organise two training sessions for
their travel agents. Air Canada Vacation,
a subsidiary of Air Canada, is one of
the most important Canadian tour
operators offering packages to more
than a hundred destinations all around
the world. In the last few years the
operator has increased their European
product and is committing more
resources to its promotion.
ETC invited the bestselling agents from
Air Canada Vacation to join the member
of the Canada Operations Groups at a
unique European Evening in Montreal
and in Toronto. More than 150 travel
agents attended both sessions. The
participating agents were given the
change to explore a trade show area,
where the NTOs of Germany, Ireland,
Italy, Portugal, Spain and Switzerland
were present and receive useful
information and their latest promotional
materials. Afterwards the travel agents
were shown ETC’s short film ‘Roll the
Dice’ followed by presentations from
each of the ETC member countries
present.
Both sessions proved to be a success,
both in terms of the number and quality
of the attendees as well as the level of
interest and engagement showed by the
travel agents.

World Summit
‘Destinations for All’
Several members of
the Canada Operations
Group participated in
the first ever World
Summit ‘Destinations
for All’, held between
the 19th and 22nd
October in Montreal.
The aim of the World Summit was to
take stock of the achievements that have
been made in world's leading accessible
destinations, regions and cities; to
share and discuss best practices and
methods; and to chart a course for the
development of ‘One World of Inclusive
Tourism for Everyone’.
Three hundred international
representatives from over 30 different
countries from the travel and tourism,
culture, transport and public sectors
participated in the forum. Topics
included ‘what does accessibility
actually mean?’ to ‘is it profitable to
address this target group?’ and ‘how
can destinations be more accessible?’.
Best practice examples from Flanders,
Germany, Portugal and Spain were
presented at the summit. The outcome
of the event was is a declaration of 40
specific measures for implementing
- both globally, and in their respective
countries - the World Tourism
Organization’s Recommendations on
Accessible Tourism.

The online campaign ran from
April until mid-May reaching
almost 18 million banner
impressions, 30,000 unique
banner clicks and over 6,500 new
subscribers.

European Evening in partnership with Air Canada Vacations.
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Chairman: Neli Nanova, Bulgaria – until September 2014
Members: Austria, Belgium (Flanders), Czech Republic, Denmark, Finland, Germany,
Greece, Hungary, Iceland, Ireland, Italy, Monaco, Norway, Poland, Romania, Serbia, Spain,
Sweden and Switzerland

Facts and Figures

2

nd

China ranks
among all
out of region outbound
travel markets (excl.
Russian Federation)1

8.8

CHINA OPERATIONS GROUP

million tourist
arrivals in Europe
in 20142

13.0%

Europe’s share of
total Chinese outbound
travel in 20143

Culture, history,
authenticity and
clean environments
dominate Chinese
travellers’ perception
of Europe5

6.0%

average annual growth
through to 20194

1 ETC European Tourism Portfolio Analysis (2014)
2
ETC European Tourism Trends & Prospects (#4/2014)
3
ETC European Tourism Trends & Prospects (#4/2014)
4
ETC European Tourism Trends & Prospects (#4/2014)
5
ETC-UNWTO Understanding Chinese Outbound Tourism – What the Chinese Blogopshere is Saying about Europe (2013)
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Visit Europe on WeChat.

Winter in Europe Campaign
“Europe, the old continent, is home of
some of the most spectacular sceneries
in the world: from high mountain peaks
to large and open plains. Many of these
areas turn into beautiful white covered
landscapes in winter which are not only
fascinating to look at, but offer unique
experiences to people with a penchant
for outdoor activities too. There is
something for everyone, from extreme
adrenaline sports to calm and relaxing
activities.”
This was the key message of the
ETC’s China Operations Group ‘Winter
in Europe’ campaign, which took
place in January 2015 as part of the
2014 action plan in the Wucaicheng
Shopping Center in Beijing. Located
in the Haidian district, Wucaicheng
is in the golden juncture of the
Shangdi Information Industry Base
and Zhongguancun Business Circle
surrounded by many famous internet
companies and well-known universities.
The interactive offline-to-online
campaign was aimed to create
awareness of the pan-European regions,
engage and drive viral activity around
Visit Europe’s Weibo and WeChat
accounts. A total of 16 breathtaking
winter sceneries of different European
regions invited customer to visit Europe
in winter time ready for the upcoming
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main holiday season of the Chinese New
Year celebrations.
By scanning individual QR codes with
their mobile phones, customers could
interact with the backdrops and learn
more about the destinations, download
pictures and information as well as to
share them on their favourite social
media. In addition, an interactive area
allowed people to take photos with one
of their favourite winter scenes and
share it on Weibo and WeChat to get a
chance to win a prize.

A Focus on Social Media
The role of social media is central to
ETC’s marketing strategy in China. The
aim is to increase brand awareness
of Europe as a diverse, sophisticated
and welcoming travel destination.
This is done by providing appealing,
creative pan-European content on
transnational routes, regions and
thematic experiences. ETC also
provides useful travel information to
stimulate interaction and engagement
with consumers and generate a positive
buzz and interest around Destination
Europe, targeting first time and
free independent, affluent and welleducated Chinese travellers.

‘handles’ in all of the key social media
networks, including Sina-Weibo,
WeChat and YouKu, and driving quality
traffic to the VisitEurope.com portal in
China and NTOs websites alike.
Sina Weibo or simply ‘Weibo’ is the
most popular micro-blogging and social
media network in China. It is used by
well over 30% of internet users in the
country and has more than half a billion
registered users. ETC’s Weibo fan page
reached 300,000 followers in 2014.
WeChat is the largest standalone
messaging mobile app (by monthly
active users in China) with over 400
million active users, while YouKu is the
leading video hosting service based in
China. In their first weeks online, ETC’s
handles on WeChat and YouKu won
hundreds of followers.
ETC web and social media handles in
China:

In 2014, the China Operations Group
developed an online community in
China implementing Visit Europe

EUROPEAN TRAVEL COMMISSION

Website
cn.visiteurope.com
Sina Weibo
weibo.com/readyforeurope
WeChat
ID : VisitEurope
YouKu
i.youku.com/VisitEurope

Chairman: Eugenio Magnani, Italy
Members: Austria, Belgium, Croatia, Cyprus, Czech Republic, Denmark, Finland, Germany,
Greece, Hungary, Ireland, Italy, Monaco, Norway, Poland, Portugal, Romania, Slovakia,
Spain, Sweden, Switzerland and Turkey.

UNITED STATES OPERATIONS GROUP

Facts and Figures

23.5
million tourist
arrivals in
Europe in 20142

26.2%

Europe’s share of
total U.S. outbound
travel in 20143

History, culture, and
the ‘Old World’
dominate US travellers’
perception of Europe5

5.3%

1

st

U.S. ranks
among all out of
region outbound travel
markets (excluding the
Russian Federation)1

average annual
growth through
to 20194

ETC European Tourism Portfolio Analysis (2014)
ETC European Tourism Trends & Prospects (#4/2014)
3
ETC European Tourism Trends & Prospects (#4/2014)
4
ETC European Tourism Trends & Prospects (#4/2014)
5
ETC The Meaning of Travel and the Perception of Europe as a Travel Destination (2015)
1
2
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From left to right: Jay Meyer, Travel + Leisure; Eugenio Magnani, Chair ETC’s US Operations Group; Jacqueline Gifford,
Travel + Leisure; Peter De Wilde, ETC President ; Eduardo Santander, ETC Executive Director.

Travel + Leisure Europop
ETC’s US Operations Group recently
teamed up with Travel + Leisure, a
leading US tourism publication, to
stage the first-ever
EUROPOP, a one-nightonly trade and consumer
event that brought to life
some of the authentic
sights, tastes, sounds
and products of Europe.
Hosted at the Altman
Building in New York
City in early June, the
event featured more
than twenty destinations,
ranging from the
Mediterranean to Scandinavia.
The programme consisted of a private
trade preview for A-list travel agents
in the New York area and American
Express TSL agents. This was followed

by an open consumer event that
brought the authentic sights, tastes,
sounds and products of Europe to the
US.
As well as getting
inspiration and
information for planning
a European vacation,
visitors enjoyed
samples of authentic
European cuisine, live
entertainment and
artisanal products. A
total of 120 trade and
media representatives
attended the first
two-hour private
trade preview, while over 500 visitors
attended the following three-hour
consumer event.
Prior to the event, the US Operations
Group ran a related communications

campaign in Travel + Leisure outlets.
This included print inserts in the April
and May issues of Travel + Leisure
magazine, a customised landing page
and dedicated email blasts, newsletter
and social media posts. Each print
insert reached a potential audience of
over 6 million readers, while the digital
and social media inserts recorded a
total of 1.7 million views.
Jay Meyer, publisher of Travel + Leisure,
said: “This one night pop of culture and
gastronomy will provide inspiration for
T+L readers and consumers as they
plan their next getaway.”
T+L Europop enabled the participating
National Tourism Organisations to
be part of a large scale promotional
campaign that otherwise would not
have been possible, bringing added
value to their own marketing and
communication activities in USA.

Each print insert reached a potential audience of over 6 million readers.
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Membership

eMARKETING
XXXXXXXXX XXXXXXXXX
NETWORK
XXXXXXXXX

The members of the eMarketing Network
(eMN) comprise the Online Marketing
Managers of the 33 National Tourist Offices
(NTOs) who are members of ETC. The
eMN is an active forum for the sharing of
information and best practice in the use of
digital media by NTOs and produces the ETC
Digital Portal.

eMN in 2014
Chairman: Bernardo Caballero (Spain)
- until June 2014
Co-ordinator: Teodora Marinska,
Executive Unit
Partners: Digital Tourism Think Tank

Summer Bar Camp 2014
The ETC’s eMarketing Network with the
support of the German National Tourism
Organisation and the Digital Tourism Think
Tank organised its first-ever Summer
Bar Camp on the 13th June at the
Communications Museum in Frankfurt,
Germany.
The one day Bar Camp - exclusively for
ETC members - provided all eMN members
participating with great insights into key
areas of digital such as content, social,
mobile and big data. A group of experts,
including travel blogger Melvin Böcher,
social media guru Joantxo Llantada
and mobile marketing master Zornitza
Yovcheva, led each session providing handson advice, input and recommendations.
The eMN also hosted two online webinars
based on the BRIC market reports produced
by Digital Tourism Think Tank for the ETC
Digital Portal.

storytelling and experiential marketing to
get your content shared on a broad range
of new and existing platforms. Discussions
then moved to the content development
strategy behind the brand new VisitEurope.
com and to a general update on the latest
ETC initiatives in digital.
The eMN Annual Meeting was held on
the eve of the Digital Tourism Innovation
Campus, the annual flagship event for DMOs
to share what they are doing in digital. ETC’s
staff presented the new VisitEurope.com
portal to the audience gathered in the Mobile
World Centre in Barcelona.

ETC Film Awards
In order to recognise the work that many
destinations are doing to emotionally
connect with their viewers through video
content, the ETC organised the first edition
of its Film Awards to honour the best
European tourism film of 2014.
A total of 24 short films from different
member NTOs entered the competition.
The jury, headed by Alexander Kammel
from the tourism film festival organisation
CIFFT, honoured ‘Time’ from Switzerland
Tourism for succeeding in appealing to large
audiences in an intelligent and ironic way,
while showcasing the beauty and the core
values of the destination.
The Swiss film will be entered in the CIFFT
tourism film festival circuit in 2015. The
runners-up were ‘Piazze d’Italia’ and ‘The
Sounds of the Wild Atlantic Way’ from Italy
and Ireland, respectively. All video entries
can be seen on Visit Europe’s official
YouTube channel.
Follow us on:
Facebook/VisitEurope

Annual Meeting
On the 19th November 2014, the eMarketing
Network held its Annual Meeting in
Barcelona. The one-day event focussed on
content development for National Tourism
Organisations. Destination marketing expert
Tomas Vanderplaetse provided participants
with great insights on strategic content
development, with a special focus on
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Activities Enhancing the
Promotion and Visibility of
Europe in Third Markets
In 2011, the European Commission's VicePresident, Antonio Tajani, took an important
step towards strengthening cooperation with
the European Travel Commission by signing
a Joint Declaration with the President of the
organisation at that time, Petra Hedorfer.
One year later, the European Commission
confirmed its cooperation with ETC by
providing the first ad-hoc grant for the
development of a long-term promotion
strategy for Destination Europe, looking
towards 2020.

DESTINATION EUROPE 2020

The grant covered a period of 18 months
(October 2012 - March 2014) and activities
focused on a series of start-up actions and
industry consultation as well as research
and market intelligence activities.
Capitalising on the successful results of this
first grant period, the European Commission
gave ETC a second grant, this time covering
the 2014 calendar year. A series of second
stage activities ensured continuity and
focussed on the development of high-quality
pan-European content presented in an
appealing and informative way to visitors
from long-haul markets.
In addition, ETC was entrusted with the
development, maintenance and promotion of
a new tourism web portal with information
on European gastronomy and its related
traditions.
Towards a Long-Term Strategy for
Destination Europe
The market intelligence that was gathered
through the activities and industry
consultation process undertaken during
the first grant period (October 2012 - March
2014) was presented at a unique event in
Brussels early in 2014. The Destination
Europe 2020 Conference attracted over
100 delegates from across Europe as well
as overseas markets and also served as a
forum for discussion on the future of the
promotion of Europe.
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Based on the results of the grant actions
and the outcomes of the final conference as
well as on further ETC research material,
a paper was developed for ETC by an
external contractor, Tourism Development
International, setting out a possible longterm strategy for the cooperative promotion
of Europe as a destination. This paper also
provided suggestions for a set of marketing,
branding and promotion actions for the
future.
These first conclusions were also presented
at a press conference at ITB Berlin, during
which ETC and EC commented on the
current challenges that Europe faces in
positioning its brand image in key outbound
markets. The two organisations announced
new initiatives in the implementation of the
Destination Europe 2020 strategy, such as
simpler visa requirements.
Later in the year, at the World Travel Market
in London, a panel of tourism leaders
from the public and private sector further
discussed what Europe needs to do to
stem its declining share of world tourism,
as growth in emerging markets outpaces
the ‘old continent’. Half of all international
arrivals to Europe are currently generated
by only eight markets, mainly intra-regional,
with modest growth rates.
On the one hand this statistic points to risks
of a growth slowdown but, on the other hand,
it presents the potential of attracting more
visitors from a larger portfolio of markets,
especially in the fast growing economies
overseas.

EUROPEAN TRAVEL COMMISSION

All-New VisitEurope.com

generation of travellers.

For those with a boundless desire
to travel, the new VisitEurope.com
is a trusted source of information
designed to inspire truly unforgettable
and authentic journeys that create
a lifelong passion for exploring
more of the continent. With more
than 30 countries and over hundred
unique pieces of engaging, panEuropean content at its core - from
recommended trips to articles, videos
to photo galleries - VisitEurope.
com is the product of a near 20-year
legacy and a revamp, aimed at a new

With a minimal menu structure and
a balanced mix of full-width images,
interactive maps and smaller content
modules, within a grid system, the
smart portal design allows users to
see a wide range of information within
a single page while simultaneously
experiencing small bursts of visually
compelling images that create a
sense of progressive discovery during
the browsing experience. The Plan
sections integrate the technology
developed for the VisitEurope mobile
application into the new site navigation
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flow, providing potential travellers to
Europe with an intuitive and efficient
tool where they can explore and
build their own pan-European trip
customised to their individual needs
answering pertinent questions such
as ‘when is the best time to travel?’ or
‘where can I go within a given budget?’.
The new VisitEurope.com is available
in six languages each with marketfocussed content and it is optimised
for mobile devices, deploying a clean
layout and typography, in order to
deliver an easy reading experience on
any device.

EUROPEAN TRAVEL COMMISSION

VisitEurope Mobile
App Inspires Overseas
Travellers
This long-awaited innovative tool that
unites inspiration and conversion
into one simple user interface was
launched at the Destination Europe
2020 Conference.
The VisitEurope App leads users
through the overall experience of the
trip planning, allowing users to easily
discover the range of destinations and
experiences that Europe has to offer.
Besides searching for trip destinations,
users are given the opportunity to plan
their itinerary and directly book their
flights, accommodation and various
activities at the selected destinations.
The VisitEurope mobile application was
developed by Amadeus for ETC. It is
designed as both an iOS app for tablets
and a web tool. Available globally, it is
optimised for the Americas - including
the US, Canada, Argentina, Brazil and
Chile - as well as Russia and Japan,
from where it is possible to compute
the price of a long-haul flight to
Europe.

Taste Your Way Through
Europe
According to a recent UNWTO global
report, food tourism is an emerging
phenomenon due to the fact that over
a third of tourists’ spending is devoted
to food.
At the opening of the International
Tourism Fair in Milan (BIT) in February,
European Commission Vice-President,
Antonio Tajani, and ETC’s Executive
Director, Eduardo Santander, officially
presented the travel industry with
the new official Portal of Food and
Gastronomy Tourism in Europe –
www.TastingEurope.com
Visitors planning their next
gastronomic holiday in Europe can
now use the portal to search for food
festivals, recommended routes and
nearby events or attractions, at the
same time learning more about local
traditional dishes and specialist food.
The portal offers extensive information

on hundreds of food fairs and festivals
in 36 countries as well as a vast range
of unique travel experiences related
to European cuisine and gastronomic
traditions. With a smart design and
intuitive user navigation, information
is organised by country, region and
product. This gives users the choice
of browsing information in a simple
grid view or by selecting the interactive
map or events calendar instead.
Active users from 118 countries
engaged with the portal in 2014.
Canada, Italy, Belgium, USA, Spain
United Kingdom, Germany, Slovakia,
France and Romania (in this order) are
the top 10 users.
European tourism offices at any level
can use the platform to present their
destinations easily and cost-free
allowing them to increase distribution
of their own content and to reach new
audiences, adding value to their own
promotional activities in the field of
gastronomy.

The 11th UNWTO Awards for Excellence and Innovation in Tourism
distinguished the VisitEurope application with the prestigious Ulysses
Award for Innovation in Research and Technology, which honours
outstanding initiatives in the use of technology for their significant
contribution to the development of competitive and sustainable tourism.
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Roll The Dice:
A Gamified Approach for Marketing Europe
Following on from the Roll the Dice outreach video campaign developed
during the previous grant period, ETC carried out an interactive campaign
on social media inspired by this travel game.

My EuroShorts 2014
ETC invited all travellers from around
the globe visiting Europe in summer
to submit a short video about their
personal journey to win a holiday for
two as part of the second edition of the
My EuroShorts campaign.
The campaign focussed on using the
power of video as a major influencer
not only for creating travel inspiration,
but also as a means of stimulating
user generated content.
From a broad range of submissions
from 18 countries, ‘Le Cose da Fare’
by Andrea Venditti was the best short
film selected by a professional jury
and a public voting on the Visit Europe
Facebook fan page.

The campaign aimed to educate, motivate and engage users to discover
Europe as providing the most diverse travel destinations worldwide. The
main targets of the campaign were potential travellers in the USA and
Canada aged between 18 and 34 and potential travellers in Brazil aged 25
to 44.
Roll the Dice turned into an interactive online board game developed as
a multiplatform application with a strong focus on social media. The app
allows players to travel virtually through Europe to discover new panEuropean routes, destinations and related experiences.
Game players are also able to create their perfect itinerary by answering
entertaining quiz question about European destinations and to share their
travel experience with friends by sending funny postcards via different
social media channels. The intention was that these pan-European routes
would inspire players and would drive them to real action in Europe.
The campaign ran for 30 days between November and December 2014 on a
dedicated website and on Visit Europe’s Facebook page. Registered users
created over 4,000 different pan-European digital routes.

The video shows the best moments
of the journey of two young Italian
travellers during an InterRail trip
through three different countries.
Inspired by Black Elk’s speech ‘The
Great Vision’, the film not only shows
landmarks, but also locals, different
accents and food - definitely, all the
ingredients needed for a never-ending
journey through the old continent.
The winning video can be seen on the
Visit Europe official YouTube channel.
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European Travel Commission - Dashboard Source: World Tourism Organization (UNWTO) ©

The ETC Executive
Dashboard
The Executive Dashboard is the
new single entry point to ETC’s vast
market intelligence. This highly visual
and user-friendly portal has been
conceived as a data hub that collects
indicators critical to monitoring tourism
performance in Europe and in key
source markets. Smart technology
links statistics to ‘soft’ information from
news and studies, to help users gain
deeper insights on outbound travel
markets and the latest travel trends.
The Dashboard is a continuous project,
constantly improving and growing
to offer the best value and user
experience. This service is part of
Destination Europe 2020 initiative.
The Executive Dashboard
www.etc-dashboard.org is
a service exclusively for ETC
members.
To receive access credentials
please contact the Executive Unit.

Europe. The result of this study is a
series of six reports on key strategic
markets for ETC and its members Brazil, Canada, China, Japan, Russia
and the USA.
These easy-to-read reports provide
key facts and insights into the strategic
vision and operational activities that
tourism destinations outside Europe
are developing to attract visitors from
the most promising source markets.
The reports contain references to other
publicly available data and personal
interviews with NTO marketing
directors, representatives of the travel
trade and industry experts.

ETC commissioned a study of best
practice examples in tourism and
promotion strategies from outside
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This study, based on the evaluation
of content from the revamped
VisitEurope.com website, provides
new and meaningful insights on
consumers and their response
to ETC’s new communication
approach.
The report focusses on two
important target markets - USA
and Japan - and includes details
of the motivation factors for
booking a holiday. The study also
investigates the perception of
Europe as a travel destination and
provides recommendations on
what type of online media content
proves most effective in inspiring
consumers.
Results will feed into ETC’s
promotion of the VisitEurope.com
portal and its long-term strategy
Destination Europe 2020. The
hope is that this report will also
provide meaningful information
for ETC members and help them
co-ordinate marketing activities in
long-haul markets.

Investigating the
Marketing Strategies of
Tourism Destinations
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ETC and the European
Commission: Four Decades of
Successful Cooperation
One lesser known but very important goal
of the European Travel Commission is to
raise awareness and understanding among
both European and national authorities, as
well as the general public, of the importance
of tourism and the need to ensure its
development through appropriate joint
activities.
To achieve this important goal, ETC has been
engaged in continuous dialogue with key
public bodies in the tourism sector since it
was first set up in 1948.
Since then, ETC has implemented the
principle of ‘closest cooperation and
consulting’ with many sectors of the tourism
industry. In the beginning, coordinating
committees in Europe and in the United
States introduced our first promotional
campaigns, then cooperation with the
European Economic Community (EEC)
began in 1973.

PARTNERSHIPS

In recent years, ETC has developed an
excellent working relationship with the
Tourism Unit in the European Commission.
This remained unchanged throughout 2014
following the election of the new European
Parliament and the appointment of the new
European Commission.
The tourism portfolio remains in the former
DG ENTR, now called Internal Market,
Industry, Entrepreneurship and SMEs (DG
GROWTH). The new Commissioner, Elzbieta
Bienkowska, started her term of office on
1st November.
When asked about tourism, the Polish
former Deputy Prime Minister confirmed her
commitment and added that she will initiate
consultation in order to possibly prepare a
programme for tourism in Europe.
At the end of 2014, ETC was awarded a third

European Commission grant for 2015 to
support its work in maintaining Europe's
number one position as tourist destination.
This grant will allow ETC to focus on
developing activities that promote panEuropean content and experiences, such as
the updated and renewed VisitEurope.com
portal, and which will help inspire overseas
travellers to visit Europe.

2014: New Strategic
Partnerships
Amadeus
At ITB Berlin 2014, Amadeus, a leading
technology partner for the global travel
industry, and the European Travel
Commission signed a strategic partnership
to promote Europe as a tourism destination.
Amadeus and ETC will work together to
strengthen the European tourism industry’s
competitiveness and promote tourism as
one of the main engines of economic growth
and employment.
Amadeus will contribute technology
solutions and its knowledge of the European
travel industry, while ETC will provide the
local knowledge of its 33 National Tourism
Organisation members.
Both organisations will look at extending this
collaborative to other relevant travel industry
stakeholders in order to accomplish the
goals of Destination Europe 2020.

ETC has implemented the principle of ‘closest
cooperation and consulting’ with many sectors of the
tourism industry.
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2014: New Strategic Partnerships
European Institute of Cultural Routes
In the spring of 2014, ETC initiated
collaboration with the European
Institute of Cultural Routes, a
specialist organisation that has
supported the Cultural Routes
Programme of the Council of Europe
since 1987. The partnership will
demonstrate how the cultural heritage
of European countries has evolved
across borders.

From left to right: Juan Jesús García, Senior Advisor, Industry Affairs, at
Amadeus; Peter De Wilde, ETC President and Eduardo Santander, ETC Executive
Director.

ETC and the Council of Europe
Cultural Routes worked together in
the revamp of the consumer portal
VisitEurope.com. Culture, history
and heritage are some of the main
pan-European themes showcased in
the portal and the Council of Europe
Cultural Routes helped ETC provide a
full overview of Europe’s rich tourism
offer to key segments in target
markets.

ETC and FEST Collaborate Towards Sustainability
in Tourism
In the autumn of
2014, ETC signed
an agreement with
the Foundation for
European Sustainable Tourism
(FEST), committing to support
governments, academies and
organisations to plan, deliver
and manage sustainable tourism
programmes and projects.
FEST focusses on three key
factors for tourism success and
competitiveness: governance,
leadership and management, and is
the copyright owner of the PM4SD®
(Project Management for Sustainable
Tourism) methodology.
ETC’s role in the partnership will
be to support the organisation of
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PM4SD® courses
across Europe
throughout 2015.
PM4SD® is a certified methodology
by APMG International that has
attracted interest from a number
of high level institutions, such
as the Global Partnership for
Sustainable Tourism, the United
Nations Development Programme,
the United Nations Environment
Programme, the George Washington
University, the GIZ and EU
institutions.
The PM4SD® qualification enables
project managers to efficiently plan
and implement tourism related
projects with a special focus on
sustainability.

EUROPEAN TRAVEL COMMISSION
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616,890.00

Operations Groups
363,000.00
eMN
50,000.00

eMN
50,000.00

Other
Marketing
Market
Activities
The
European Travel Commission is
constituted under Belgian law as an International
Research
652,395.14
350,000.50

Association Without Lucrative Purpose (AISBL/IVZW).
TOTAL Budget 2,032,285.64

Other
Marketing
Activities
652,395.14
TOTAL Budget 2,032,285.64

ontribution
Membership
contributions
215,000.50

Being a non-for-profit organisation, the ETC
is subject to tax on legal entities, which is
not applied on global income but only on
income derived from specific sources, i.e.
real estate. The main source of income is
Partners' contribution
from
membership contributions, the level
35,000.00
Membership
of which is approved each year atcontributions
the ETC
215,000.50
General Meeting.
In 2014, the ETC was awarded an operational
grant by the European Commission,
dedicated to the performance of activities
enhancing
the promotion and visibility of
Grants
from and its destinations on third markets
Europe
European
(Destination
Commission Europe 2020).
100,000.00

(Divided by Type of Funding)
Grants from
European
Commission
154,599.30

Total 350,000.50

Membership
contributions
462,290.80
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363,000.00

Head Office
616,890.00

eMN
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652,395.14
Other
Marketing
Activities
652,395.14
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350,000.50

Another operational grant from the EC was
Total 350,000.50
used for the creation of a portal promoting
European gastronomy.
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n
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Market
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652,395.14
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by Type of Funding)
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Total 616,890.00
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WHO IS WHO AT ETC
President

Board of Directors

Peter de Wilde
(BelgiumFlanders)

Vice-Presidents
Roberto Rocca
(Italy)

Gergely Horváth
(Hungary)

Petra Stolba
(Austria)

Sasa Radovic
(Montenegro) until December
2014

Michel
Vankeerberghen
(BelgiumWallonia)

Zeljka RadakKukavicic
(Montenegro) since December
2014

Alexander
Moutanov
(Bulgaria)

Per-Arne Tuftin
(Norway)

Tarmo Mutso
(Estonia)

Robert Kepinski
(Poland)

Marios Hannides
(Cyprus)
Petra Hedorfer
(Germany)

Marta Blanco
(Spain)

Mark Henry
(Ireland)

Mauro Maiani
(San Marino)

Organisation Structure

Executive Unit
Executive Director
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General Meeting

33 Members

Board of
Directors

President
3 Vice-Presidents
10 Members

eMarketing
Network

Market
Intelligence Group
Market Intelligence Committee

EUROPEAN TRAVEL COMMISSION

Operations Groups
USA, Canada, China, Brazil

ETC Member Organisations
Austria
Austrian National
Tourist Office (ANTO)

Belgium
Flanders: Visit Flanders
Wallonia: WallonieBruxelles Tourisme
(WBT)

Bulgaria
Bulgarian Ministry of
Tourism

Croatia
Croatian National
Tourist Board (CNTB)

Cyprus
Cyprus Tourism
Organisation (CTO)

Czech Republic
CzechTourism

Denmark
VisitDenmark

Estonia
Estonian Tourist Board
- Enterprise Estonia

Finland
Visit Finland - Finpro ry

Germany
German National
Tourist Board (GNTB)

Greece
Greek National
Tourism Organisation
(GNTO)

Hungary
Hungarian Tourism Plc.

Iceland
Icelandic Tourist Board

Ireland
Fáilte Ireland
Tourism Ireland Ltd.

Italy
The Italian Government
Tourism Board

Latvia
Latvian Tourism
Development Agency
(TAVA)

Lithuania
Lithuanian State
Department of Tourism

Luxembourg
Luxembourg National
Tourist Office (ONT)

Malta
Malta Tourism
Authority (MTA)

Monaco
Monaco Government
Tourist and Convention
Office

Montenegro
National Tourism
Organisation of
Montenegro

Norway
Innovation Norway

Poland
Polish Tourist
Organisation (PTO)

Portugal
Turismo de Portugal,
I.P.

Romania
Romanian National
Authority for Tourism

San Marino
State Office for
Tourism

Serbia
National Tourism
Organisation of Serbia
(NTOS)

Slovakia
Slovak Tourist Board

Slovenia
Spirit Slovenia,
Slovenian Tourist
Board

Spain
Turespaña - Instituto
de Turismo

Sweden
VisitSweden
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Switzerland
Switzerland
Tourism

Turkey
Ministry of Culture
and Tourism

EUROPEAN TRAVEL COMMISSION

EUROPEAN TRAVEL COMMISSION
Rue du Marché aux Herbes 61 - 1000 Brussels – Belgium
Tel +32 2 548 90 00 Fax +32 2 514 18 43
info@visiteurope.com www.visiteurope.com www.etc-corporate.org

