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the tourism trade and consumer 

magazines,” he said. 

 A new taxi and tram adver-

tisement campaign, which in-

volves 100 taxis, is 

running the entire 

month of March and  

features 
Malaysia’s 

most popular tourism 

products, such as the 

Gawai festival. This 

is complemented by 

big banner advertise-

ments at the Berlin 

Haupbahnhof train 

station, which runs to end-April. 

Apart from fam trips, Mo-

hamed Amin said the NTO was 

also conducting an e-learning 

By Paige Lee Pei Qi

TOURISM Malaysia will be in-

creasing destination promotion 

efforts in Germany following the 

loss of direct air connectivity be-

tween Malaysia and Germany on 

March 1. Lufthansa’s suspension of its 

Frankfurt-Kuala Lumpur service, 

which had been in operation 

since 2004, translated to a loss 

of over 100,000 direct seats per 

year to Malaysia, said Mohamed 

Amin Yahya, director of Tourism 

Malaysia Frankfurt.

To ensure that Malaysia is 

not forgotten, he said the NTO 

would be developing “tactical 

campaigns and collaborations” 

with other airlines that provide 

connectivity from the German 

market to Malaysia.

For example, Tourism Ma-

laysia and Singapore 

Airlines will be signing a 

marketing collaboration 

agreement during ITB 

Berlin to bring in more 

German tourists to des-

tinations such as Penang, 

Langkawi, Sabah and 

Sarawak, he said.
Mohamed Amin said 

the destination’s brand 

awareness would also be raised 

through advertising. “We will 

place advertisements in the rele-

vant German newspapers, and in 

Malaysia NTO steps in after Lufthansa stepped out

which is a national show rotated 

between Shanghai and Kunming.

Industry members inter-

viewed said doing business in 

China was different and it would 

be interesting to see how success-

ful ITB China would be in the 

years ahead.“Although there is no guar-

antee, I believe ITB China can 

be successful because it has the 

expertise, financial wherewithals 

and reputation. Asians still go for 

‘Western’ brand names and ‘ITB’ 

is one such brand.
“For many sellers not just in 

Asia but worldwide, there is no 

way of getting through to the 

Chinese agency community. This  

gives them the chance to. And 

By Raini Hamdi and  

Xinyi Liang-Pholsena

WITH every destination in the 

world courting the huge China 

outbound market, Messe Berlin 

marks 50 years of ITB Berlin  this 

year with a new offshoot, ITB 

China, which will debut next year 

in Shanghai from May 10-12.

The show will be organised by 

a new subsidiary of Messe Berlin, 

MB Exhibitions (Shanghai), and 

will focus exclusively on Chinese 

buyers meeting global destina-

tions and service providers, ITB 

China general manager David 

Axiotis told the Daily. 

Its local partner is TravelDaily 

China, which will  also jointly or-

ganise an ITB China Convention 

in parallel with the show.

According to Messe Berlin’s 

division head Martin Buck, the 

big names of China’s travel in-

dustry such as Ctrip, Alitrip,  Tu-

niu, Utour and Caissa have com-

mitted to sending buyers to ITB 

China next year. 
“We will be able to guaran-

tee our international exhibitors 

around 500 buyers from leading 

companies representing the Chi-

nese travel industry,” said Buck.

ITB China will be pitting 

itself against existing travel 

tradeshows such as the World 

Travel Fair in Shanghai, China 

Outbound Travel & Tourism 

Market (COTTM) in Beijing and 

China International Travel Mart, 

if the sellers are there, the buy-

ers will come,” said Ken Chang, 

vice president, Associated Tours 

Hong Kong. But Chang doubted if Hong 

Kong sellers would join ITB 

China as many of them already 

understood the market well.

He expects ITB China to be 

bigger than ITB Asia in Singa-

pore, now into its ninth year, say-

ing that ASEAN outbound com-

bined alone was the equivalent of 

just one province in China.

Adam Wu, CEO of Beijing-

based World Travel Online and 

CBN Travel & MICE, said there 

was still space for more trade-

shows in China. “Eight out of 10 

Chinese buyers probably don’t 

ITB birthday gift: ITB China

Messe Berlin guarantees 500 leading Chinese buyers at first show in Shanghai in May next year

know ITB...ITB Berlin doesn’t 

(have many) Chinese buyers,” he 

said, adding if ITB China build  

the show, the delegates would 

come.
But some industry members 

have reservations about tilting 

the balance towards China out-

bound. German tour operator 

Marco Polo Reisen, for instance, 

was experiencing difficulties 

in getting good rates and allot-

ments in the Far East because of 

strong regional markets such as 

China, said managing director 

Holger Baldus.
CYTS International Travel, 

international department II 

deputy general manager, Zhou 

Zhanfeng, believed a major travel 

programme for travel agents to 

keep them up-to-date on the lat-

est offerings in Malaysia. 

Elizabeth Wong, executive 

councillor of Selangor State Gov-

ernment and chairperson of the 

standing committee for tourism, 

consumer affairs and environ-

ment, said there were still con-

necting flights that would bring 

Europeans to Malaysia and the 

destination was becoming more 

affordable for them especially 

with the weakened Malaysia 

currency. Thirty per cent of Se-

langor’s tourism traffic is from 

Europe.Malaysia’s inbound travel 

agents also remain sanguine 

Issue

ITB Berlin, Germany

March 10, 2016

tradeshow specialising in the in-

bound market was needed to im-

prove China’s image on the in-

ternational world tourism stage.

“Inbound tourism to China 

has been dropping in recent 

years due to negative coverage of 

the country on issues like pollu-

tion and higher tour prices. An 

inbound show will help to over-

come the negative coverage of 

China in the Western world.

“Most of the existing shows 

like COTTM already focus on 

China outbound tourism, we 

have no need for that. We’ve 

heard of so much news on Chi-

nese tourists shopping and trav-

elling overseas, so why not get 

international  tourists to visit 

China, spend their money in the 

country and help the Chinese 

economy instead?”
Zhou also urged China Na-

tional Tourism Administration 

to step up its destination market-

ing efforts as well as tackling bar-

riers like visa for foreign visitors. 

“China has vast geography, at-

tractions and human resources, 

so why aren’t we attracting more 

repeat visitors? Thailand, despite 

its smaller size, attracts about 

three to four times more tourists 

from Germany than China.”

He also said China outbound 

tourism was a “losing business” 

for outbound companies due to 

intense competition over prices.despite the loss of direct air 

connectivity. Manfred Kurz, 

managing director, Diethelm 

Malaysia, said: “We did a check 

and found that only 18 per cent 

of our guests travelled on Luf-

thansa. The rest came through a 

Middle Eastern airline. Thus, we 

don’t expect this (suspension) to 

have a big impact (on business).  

Our partners have indicated that 

they will continue to sell Malay-

sia.”
Alex Lee, CEO of Ping An-

chorage Travel & Tours, foresees 

a slight drop in the high-end seg-

ment from Germany, but expects 

volume to be maintained among 

middle-class travellers and back-

packers who are likely to fly with 

a Middle Eastern airline to Ma-

laysia.  

At the signing yesterday, from left, Caissa’s Xiaoxing Zhang, Ctrip’s John Zhong, Alibaba Group’s Sherri Wu, Messe Berlin’s 

Martin Buck, PhoCusWright’s Philip Wolf, ChinaTravelNews’ Charlie Li, Tunia’s Alex Yan and Messe Berlin’s Christian Göke

Wong: Weakened 

currency helps

By Raini Hamdi

GERMAN tour operators interviewed 

said Asia would do well this year, citing its 

safe image overall as one of the reasons for 

this assessment.

Safety has become the major influencer 

in German consumers’ travel 

decision-making process after 

the recent terror attacks, ongoing 

conflicts and the refugee crisis 

that are affecting travel to des-

tinations such as Egypt, Turkey, 

Tunisia and Greece, according to 

tour operators.

“These are difficult days and 

it’s a huge problem to sell the Af-

rican part of the Mediterranean, 

said DER Touristik Frankfurt managing 

director, Matthias Rotter. 

“Fortunately DERTOUR and Meier’s 

have a big portfolio of destinations and 

we’re able to compensate for a loss in one 

with a gain in another.,” he said.

Rotter expects longhaul business to re-

main steady with a light increase to Asia 

and a larger one to South Africa due to 

pent-up demand after the Ebola crisis a 

few years ago. In Asia, Sri Lanka is doing 

“extremely well” for DER, as is Japan – 

again due to pent-up demand following 

the Fukushima tragedy. Thailand and the 

Philippines are at the same level as last year. 

“Sri Lanka contracts in euro, whereas the 

Thai baht’s link to the US dollar has caused 

a 15 per cent increase in rates due to the 

strengthening of the US dollar against the 

euro,” Rotter pointed out. But he said sup-

pliers in Thailand had been co-

operative in not raising rates.

Marco Polo Reisen’s manag-

ing director Holger Baldus also 

said there were no major price 

increases in traditional destina-

tions in Asia like Thailand, but 

what was more attractive to Ger-

mans was not pricing but that 

Asia was seen as safe. “The red 

and yellow shirts, Er-

awan bombing, etc, are all but 

forgotten now. People are travel-

ling to where they feel it is safe. 

Price comes second,” he said.

For Marco Polo Reisen, Indo-

china, India and China are “back 

on track” after a decline of 12 per 

cent, nine per cent and 26 per 

cent respectively last year. But 

the real star is Japan, which rose 

a whopping 73 per cent last year. 

“We expect a bit more growth this year, 

after last year’s substantial one. That’s 

more than 1,000 guests to Japan. For its 

Asia to do well due to safe image, say operators

Herzog: harmonising many things over the next 

12 months

Brisk selling taking place  in Hall 25 and 26 where Asia is

By Raini Hamdi

HAVING bought the entire Kuoni Euro-

pean tour operating business, DER Tour-

istik Group is streamlining processes in a 

way that won’t affect the customer-facing 

side but will have trade implications on 

issues such as contracting and ground-

handling. 

Already, Asian Trails  has lost the Kuoni 

Switzerland, Scandinavia and the UK ac-

counts to Go Vacation Thailand and In-

donesia, the DMC owned by DER. Asian 

Trails continues to handle Kuoni clients 

from the three source markets in areas 

where Go Vacation is not represented, 

such as Malaysia, Cambodia, Myanmar 

and Laos.

But with more volume – the acquisition 

makes DER a leading pan-European travel 

company with some 7.7 million custom-

ers from source markets like Germany, 

Switzerland, Austria, Great Britain, Scan-

dinavia, Czech Republic, Poland, Slovakia 

and Hungary – DER is looking to expand 

its DMC footprint in countries it operates 

in that are using third-party DMCs, said 

DER Touristik CEO Central Europe Rene 

Herzog in an interview with the Daily.

This could be via Go Vacation, joint 

ventures with other companies or found-

ing new companies. It announced yes-

terday a joint venture with Buffalo Tours 

to create Go Vacation Vietnam. The new 

partnership will welcome its first guests 

from November 1.

“The DMC is an important part of the 

value chain. Whenever we have the size, it 

makes sense to be in control of the quality 

and value creation,” said Herzog.

DER at the same time is streamlin-

ing its Frankfurt office which handles 

DER streamlines post-Kuoni buy

DER to expand own DMC network, new JV with Buffalo Tours creates Go Vacation Vietnam

brands DERTOUR, Meier’s Weltreisen 

and ADAC, and Cologne office (ITS and 

Jahn Reisen). All these brands, includ-

ing Kuoni, will eventually be on one IT 

infrastructure. Corporate-wise, Herzog’s 

namecard already carries all the brands, 

including Kuoni, and “it is possible over 

time the name (DER) will change but the 

brands will remain; customer-facing ac-

tivities remain exactly as they are”, he said.

“It’s the behind-the-scenes aspects like 

data-entering, IT, brochure production, 

etc, that we are harmonising, areas that 

customers don’t see. We have bought the 

rights to the Kuoni brand for 50 years. 

In the UK and Switzerland the brand is 

strong, why should we change it?,” said 

Herzog.

Asked about the impact of Kuoni 

Group’s sale to EQT, Herzog admitted it 

was “frustrating”. 

“There’s so much negative press cov-

erage surrounding the Kuoni Group in 

Switzerland and customers do not always 

understand that Kuoni Reisen is not part 

of Kuoni Group anymore. Right now, 

because of the negative news, a customer 

passes a Kuoni agency in Switzerland and 

thinks it’s going bankrupt because of all 

high prices that’s a lot of guests. Again, it’s 

not about pricing. Japan is seen 

as safe,” said Baldus.

He added: “Asia is looking 

good...In the end, Germans will 

continue to travel. Our economy 

is doing well. It’s a question of 

where and business is being re-

divided according to safety per-

ceptions.”

Thomas Cook Touristik prod-

uct manager Asia, Arabia and 

Indian Ocean, Jens-Jochen Lauff, 

agreed: “The clients are never more con-

cerned about safety and security than 

now. The reservations people are getting 

ITB Berlin, Germany
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the negative press. It’s not. It’s a different 

Kuoni but how do we tell him that? We’re 

not going to be putting stickers on the 

Kuoni brand saying this now belongs to 

DER,” said Herzog. 

He expects the issue to be resolved once 

Kuoni is privatised.

Asked why Kuoni was a good buy, he 

said: “It has great brands, great market 

position, an existing customer base, very 

professional people and it is not over-

priced.”

Meanwhile, Asian Trails’ CEO Laurent 

Kuenzle said the company was prepared 

that the Kuoni accounts would go to Go 

Vacation, saying this was “the logical con-

clusion” since DER owns the DMC.

On impact to the business, he said 

Asian Trails was not dependent on any 

one source, handling more than 350,000 

passengers a year from around the world.

“This also opens a new opportunity 

for us to work with other partners which 

couldn’t work with us due to our associa-

tion with Kuoni, which they deeemed a 

competitor,” he added.

But he admitted on the emotional level, 

it was sad to lose the accounts. “Some of 

them were our launch customers,” he said.

the question, ‘Is it safe to go?’ all the time. 

Clients are now very aware of (hazards) be 

it a virus or terror. This is especially so for 

families than couples. So the travel agent 

has quite a lot of influence in helping cli-

ents decide where to go. If they say Bali is 

safe, it can influence the clients to go,” said 

Lauff.
Bali, Thailand and Vietnam are all do-

ing well for Thomas Cook. The Maldives 

however is down, with Lauff saying there 

is a shift from the Maldives, which con-

tracts in US dollar, to Mauritius, which 

contracts in euro. On top of that, he said, 

Maldives’ high-end hotels were over-pric-

ing themselves.

Rotter: big portfo-

lio a blessing

Lauff: safety-aware 

German consumers

By Raini Hamdi

thailand-based Khiri Group  

is rebranding itself as Yaana 

Ventures as it moves to expand 

its other businesses while Khiri 

travel retains its name and re-

mains a vital dMC division.

having roped in former 

diethelm travel CEO Rich-

ard Brouwer  as CEO of Khiri  

travel, founder of Khiri Group, 

Willem neimeijer, has stepped 

up as chairman of Yaana Ven-

tures and will be focusing on 

growing travel products 

that develop commu-

nities and the environ-

ment.
While the company 

is synonymous with the 

dMC-side of the busi-

ness since neimeijer 

founded it 22 years ago, 

less is known that it also 

operates GROUnd, 

which arranges educational 

trips that develop communities, 

and the anurak Community 

lodge in Khao Sok, thailand, 

the Banteay Chhmar tented 

Camp in Cambodia. as demand 

for authentic and meaningful 

travel products continue to rise, 

neimeijer believes it’s time to 

expand GROUnd and develop 

more lodges and tents. 

Said neimeijer: “at the core 

we are passionate about deliver-

ing authentic travel experiences. 

as dMC, Khiri travel has spe-

cialised in delivering this to tour 

operators but increasingly we 

find that we need to go further in 

the pursuit of this passion.

“For example,  we co-founded 

and manage the anurak Com-

munity lodge simply because 

there was no property in the re-

gion that respects na-

ture, the local commu-

nity and delivers a good 

product at a reasonable 

price that we could use.

“We look for syner-

gies in all our ventures, 

but are aware that each 

needs a separate, dedi-

cated focus. in short, 

as entrepreneurs in the 

travel and hospitality sector, we 

have ambitions that required a 

new brand.”

On why the rebranding, which 

is done by QUO, is necessary, 

neimeijer said: “First, it clarifies 

our aspirations in the travel and 

hospitality industry in asia above 

and beyond the Khiri brand. Sec-

Khiri group rebrands as Yaana

tour operating booking system.

Centara hotels & Resorts’ 

COO, Chris Bailey, said: “Ger-

many is a mature market to a 

destination like thailand, so it 

is quite feasible that with the  

right communications and in-

ducements, customers are book-

ing online, thus the de-

cline.
“as i view various 

data, all suggest that 

German outbound is 

actually set to grow, al-

though small, from 1.5 

to four per cent.  the 

point here is it’s grow-

ing, so the question is: 

does the traditional 

travel sector in Germany 

still deliver what the customer 

wants to buy, in terms of  prod-

uct, flexibility, price and  speed to 

market? 
“Many European markets 

have changed, just look at Scan-

By Raini Hamdi

aSian players are hopeful of 

a strong German market this 

year despite summer bookings 

at travel agencies in Germany 

in January – traditionally the 

strongest month for summer 

bookings – showing a sea of red. 

GfK, which analyses some 

340,000 bookings made at 1,200 

travel agencies, shows a 12 per 

cent YOY fall in sales in January, 

wiping out 260 million euros of 

revenue for tour operators and 

travel agents. the drop followed 

an eight per cent fall in de-

cember. Summer 2016 sales are 

around 8.6 per cent behind last 

year’s cumulative total.

asian sellers interviewed 

however suggest that the region 

is holding up as a destination. 

For some, GfK’s data also points 

to a shift – or the start of one 

–  by German travellers to book  

online than using the traditional 

officer Graham Wilson said ter-

ror attacks in Bangkok and Paris 

last year might have dampened 

bookings during de-

cember and January. 

“Our key Ger-

man market hotels 

in thailand, australia 

and Bali actually saw 

some increase in de-

cember and January,” 

said Wilson. “this 

is backed by figures 

from the indonesian 

Ministry of tourism showing 

German arrivals into Bali were 

up 14.11 per cent last year, in-

cluding a stronger december,  

and tourism australia figures 

showing German arrivals into 

australia were up 1.7 per cent in 

2015.
“last year was an extraordi-

nary year for travel to thailand 

because most of the main opera-

tors had hedged a good rate on 

Hopes amid sad summer
Asian sellers maintain Germany is strong despite fall in bookings at travel agencies

ITB Berlin, Germany
March 9, 2016

dinavia, where the majority of 

customers are now booking on-

line through one channel or an-

other.”
Centara is seeing a five per cent 

rise in German bookings Ytd. 

tourism authority of thailand 

also shows of a 7.14 per cent rise 

in German arrivals in 

January, over January 

2015, to 86,428. 

“that  communi-

cates that business is 

still out there but cer-

tainly the market has 

become much more 

late-booking as cus-

tomers are prepared to 

wait for the best deal. 

the introduction of low-cost 

longhaul Eurowings and aggres-

sive online air deals, also fuel a 

different booking mechanism,” 

added Bailey.

accorhotels asia Pacific’s 

chief marketing & distribution 

ond, it frees Khiri travel, with 22 

years of experience, to focus on 

destination management. third, 

Yaana gives space for each of 

its brands to take the lead and 

grow.”
Yaana in Sangsrit embodies 

‘journey of discovery’ and ‘entre-

preneurial explorers and experi-

enced partners’. 

“there is a pattern among 

our ventures: they are all in the 

tourism and hospitality sphere, 

all focused on asia and all with 

a distinctive company culture,” 

said neimeijer.

Meanwhile, new CEO of Khiri 

travel Brouwer aims for qual-

ity growth in light of a changed 

marketplace that demands ex-

periential travel. “We prefer to 

commit the next five years to 

strengthening the foundation 

that has made Khiri travel what 

it stands for today. 

“Enabling growth for the tour 

operator today means that the 

ground partner must ensure that 

travellers who are leaving their 

holiday destination have expe-

rienced that destination to the 

fullest. those experiences are 

different for each client, there-

fore a rich variety in product is 

absolutely essential.

“in plain economic terms, that 

should bring us a 100 percent 

gain over the next five years.”

ASEAN tour-

ism ministers 

and leaders will 

pre-launch Visit 

A S E A N @ 5 0 : 

Golden Celebration 

tomorrow at the Malaysian pa-

vilion number 121 in hall 26a.

next year marks the 50th an-

niversary of aSEan’s formation 

and tour operators can expect 

both the public and private sec-

tor of aSEan to step up market-

ing. 
Visit ASEAN@50: Golden 

Celebration itself will highlight 

aSEan’s best 50 festivals and 

50 most unforgettable travel 

experiences. targeting major 

regional and longhaul source 

markets including China, Japan, 

South Korea, india, australia, the 

UK, Germany, Russia, the UaE, 

the US and Canada, it aims to 

achieve 121 million international 

arrivals to the region by the end 

of 2017; increase tourism re-

ceipts to US$83 billion; and ex-

tend the average length of stay 

to six to seven days, and to more 

than two aSEan countries.

ASEAN@50 
pre-launches 
tomorrowA GROUND study tour

Niemeijer:  “We 

have ambitions...”

Bailey: shift to 

online?

the baht to the euro, which gave 

them a competitive edge when 

the baht dropped. While the 

slump in the euro has dampened 

market sentiment, asia still rep-

resents great value for German 

and European travellers.”

“there is a lot of change in 

Germany at the moment which 

may be impacting travel senti-

ment but we believe confidence 

will return through the 

year.”
Judy lum, senior vice 

president sales & market-

ing of tour East Group, 

did see a slowdown in 

Germany/Swiss markets 

by 3Q and 4Q2015 after a 

slight improvement at the 

start of last year, which for 

tour East was offsetted by 

a spike in UK arrivals.

“While Germans are known 

to value their holidays, issues of 

an unstable euro, several unsta-

ble European economies still, the 

threat of terror attacks and then 

the Zika pandemic are just too 

much to ignore. nevertheless, we 

are optimistic of the European 

market overall and are confident 

of a slight improvement at the 

close of the 2015/16 season.”

Wilson: confidence 

will return
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