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Objective: monitoring short-term 
evolution of worldwide tourism

Frequency: full issue 3 times a 
year (January, June, October) 

Permanent elements:

ÅShort term tourism data

ÅIn focus

ÅUNWTO Panel of Tourism 
Experts

ÅEconomic data relevant for 
tourism

www.unwto.org/facts/menu.html

UNWTO World Tourism Barometer



International Tourist Arrivals, World
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Demand picking up?

+2%

+6% -1% -7%

Source: World Tourism Organization (UNWTO)

20092008

Easter 
Holiday 
(March)

Easter 
Holiday 
(April)



International tourism: between 2006 and 2007 levels

World, International Tourist Arrivals

2006-2009* : monthly evolution
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International Tourist Arrivals, Asia and the Pacific
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Asia and the Pacific: positive again

+1%

+6% -3% -4%

Source: World Tourism Organization (UNWTO)
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International tourism: reaching 2007 levels

Asia and the Pacific, International Tourist Arrivals

2006-2009* : monthly evolution
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International Tourist Arrivals
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Jan-August 2009*

2009: negative in almost all subregions

Source: World Tourism Organization (UNWTO)



UNWTO Panel of Tourism Experts: regaining confidence

World

Source: World Tourism Organization (UNWTO) ©
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2008 Forecast 2009

World +2% -6% to -4%

Europe +0.3% -8% to -5%

Asia and the Pacific +1% -4% to -1%

Americas +3% -6% to -3%

Africa +4% 1% to 5%

Middle East +18% -10% to -5%

International Tourism 2009 ïfull year forecast

Source: World Tourism Organization (UNWTO)
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Unemployment the real burden
Unemployment rate

Advanced economies (%)

Source: International Monetary Fund
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KAL's cartoon, The Economist, 29 Oct 2009



Crisis: time for change, time of chances
immediate needs and 

threats to address

Årapid response to 

changing market conditions

Åkeeping up capacity

Åcompensating for failing 

source market

Åkeeping industry afloat

Åmaintain employment

Åsupport recovery

Åeliminate obstacles

Åstep up promotion and 

hard-sell

structural underlying weaknesses 

made visible

Åsustainability issues

Åenergy dependence

Åclimate change adaptation and mitigation

Åcompetitiveness, human resources, cost 

structure, occupancy

Åneed for regeneration, innovation, product 

development, diversification and market 

differentiation

Åincrease of effectiveness of marketing

Åcooperation and coordination 





UNWTO Tourism Resilience Committee (TRC)

Overview of activities 2009



ÁResilienceïTourism Resilience Committee (TRC) > share market 
intelligence and best practises (dedicated website: www.unwto.org/trc)
Ácloser market monitoring:

ÁUNWTO World Tourism BarometerInterim Updates

ÁOnline market intelligence system (UNWTO World Tourism Barometer
online) ïongoing project

ÁCollaboration with stakeholders such as Amadeus, STR Global, Visa 
International and Booz & Company

ÁStimulusïpromote tourism inclusion in national / regional and 
international stimulus packages and its potential contribution to job 
creation and economic recovery (www.unwto.org/G20) 
Ádatabase on national stimulus measures for the tourism sector (70 countries) 

and a report on Tourism and Economic Stimulus

ÁGreen Economyïpromote the role and potential of tourism in the 
transformation to new production and consumption patterns ïthe 
green economy

ÁRoadmap for Recovery

UNWTO and Crisis Response



Survey on the 

Impact of the Crisis 

&

Response



Survey to Members

Impact of the crisis and prospects

- Keep traveling ïvalue for money 

- International most affected (long-haul)

- Hardest hit: UK, USA, Japan, Russia

- Domestic still more resilient

- Business hit harder than leisure

- Investment stalled

- Exchange rate ïkey element

- Good results in North Africa



Survey to Members - Response to the Crisis

Airport taxes (e.g. 
Bahamas, Thailand)

Visa fee exemptions 
(Thailand)

Suspension or decrease 
of taxes in restaurants 
(Macao, France)

Reduction of tourism VAT 
(Vietnam)

Fiscal

- Special credit facilities for the

industry (Portugal, Thailand,

Argentina)

- Support for external 

borrowing (India)

- Most monetary policies are 

horizontal (SMEôs) 

Monetary 



- Regular consultation meetings (e.g. Costa Rica)

-Airlines on keeping/expanding capacity (e.g. Egypt, Macao) 

- TOs on value-added packages (e.g. Macao (China), Croatia)

- Hard-selling in source markets (e.g. Portugal, Egypt) 

Public/Private Partnerships

Survey to Members - Response to the Crisis



- More money (e.g. Portugal, Croatia, Tunisia, Lithuania, Thailand,

China) 

- Focus on regional/nearby markets (e.g. Hungary, Bahamas) 

- Domestic Tourism Campaigns (e.g. Portugal, Italy, Netherlands, 

Morocco, Hungary, Germany, Canada, China, Thailand, Indonesia) 

- Special Marketing (e.g. Visit India 2009, Visit Indonesia Year)

- Support to trade participation in trade fairs (e.g. India, Macao (China)) 

- Financial incentives for events (Hong Kong (China))

- Focus on VFR (Cambodia)

Marketing & Promotion

Response to the Crisis




