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The state of the nations
Welcome to the Skyscanner 2012 Travel Trends Report.
Compiled by Europe’s leading travel search site, www.skyscanner.net, 
the report looks into travel trends across the continent, focuses on a 
number of key travel issues affecting countries in the news and offers an 
insight into how people are using social media and mobile technology 
to research and book their holidays.

Spain still reigns
Spain is still the no.1 destination for British travellers, leading the list of country 
searches and with four of the top five city & resort searches. The number of 
available package holidays from the UK, a large British expat community of 
more than one million and in-resort holiday costs remaining low for a fourth 
consecutive year should all ensure top spot for a number of years to come.

Estonia booming
While Spain’s enduring popularity may offer few surprises, it is the emerging 
nations highlighted in the Destinations Of The Future section that offer  
a window on how travel from the UK may look in 2012.

Estonia, boosted by Tallinn’s status as the current joint European Capital  
of Culture and the fact it remains a relatively undiscovered Baltic country,  
is the no.1 rising destination for Brits with a search increase of 89.8%,  
followed by Iraq at 75.4%.

1. Executive Summary

http://www.skyscanner.net/
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Iraq on the rise
The emerging travel industry in Iraq has begun to proactively market  
the country with a strong appearance at London’s World Travel Market  
for a second year running.

There are also a number of flights available from across Europe on carriers  
such as Austrian Airlines, Turkish Airlines and Lufthansa, while local ground 
operators claim there are more than 18,000 sights for visitors to enjoy.

Cape Verde – the winter sun alternative
The Cape Verde Islands – which have opened to tourism over the last five years 
thanks to an increase in hotels as well as charter flights and package holidays – 
come third on the list of emerging destinations with 50.9%, proving there is now 
a strong winter sun rival to the Canaries in the mid-haul market from the UK.

Antipodean affair
The three relatively new destinations listed above are joined in the rising nations 
stakes by some old favourites that are showing a resurgence of interest from 
the British travelling public.

Travel searches to New Zealand and Australia are up by 35.4% and 24.9% 
respectively. Travel to New Zealand was boosted by the Rugby World Cup 
in autumn, while Australia has introduced a number of innovative marketing 
campaigns in league with major airlines.

Egypt in freefall
Egypt is the biggest faller highlighted in the report with a 12% drop in UK 
searches. In 2010 the country received more than 1.5million British visitors but 
the Arab Spring curtailed travel and the authorities have indicated that overall 
arrivals may have fallen by 35%.
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The Russians are coming
Arrivals to the UK are dominated by Russia’s booming travel market with search 
of outbound travel to Britain up by more than 100% – little wonder that at busy 
times, the British Embassy in Moscow is processing 100 visa applications an hour.

Countries in the headlines
The second section of the report takes a look at countries in the news and how 
their travel industries may have been affected as a result. There are sections on 
the Eurozone crisis, the battle for supremacy between the emerging BRIC and 
CIVETS economies and the London Olympics.

At times it seems as though the wait for the Games has lasted forever. But with 
just eight months to go until the opening ceremony, that wait is almost over 
and the report gives an insight into just who will be coming to London.

Mobile access and social media
The third and final section of the report looks at new technology and social 
media and how they currently affect travel in general and how Skyscanner is 
using these to their benefit.

The above are just some of the key headlines from this year’s report, which is 
packed with facts, figures, statistics and interviews and backed up with analysis 
from travel expert James Ellis. In his analysis, he has highlighted some of the 
reasons that have affected the results seen this year.

We hope you enjoy the Skyscanner 2012 Travel Trends Report and find it a useful 
tool for your own research.

We also welcome any feedback.
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Although Skyscanner has seen year-on-year growth,  
the economy across Europe and the UK is widely thought  
to be on the verge of a double dip recession.

In 2009, Germany, France and UK were all in recession and the Eurozone crisis in 
the latter half of 2011 prompted speculation that the world’s major economies 
could slip back into negative growth in 2012.

The world monetary crisis, combined with the Arab Spring in countries with high 
levels of tourism from Western Europe and a succession of natural disasters from 
flooding in Thailand to the Japanese tsunami made 2011 a difficult year for the 
travel industry.

According to the Civil Aviation Authority, there were 24 tour operator failures 
between January and mid-November, with Holidays 4 U in August making the 
biggest headlines.

At times, it seemed no one was safe: by November 2011, American Airlines had 
filed for bankruptcy protection, while one of travel’s biggest and oldest names, 
Thomas Cook, needed a £200million rescue package.

Despite the woes, confidence in travel did return in the first half of 2011 and 
by end of the year, many destinations, including old favourites such as Spain 
and Greece, as well less mature destinations such as Croatia, were all reporting 
record-breaking figures.

2. Market Conditions
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Think Tank ITB declared “the crisis was over” and predicted that international 
trips would see record numbers in 2011, fuelled mainly by emerging markets 
such as Asia and South America. To cater for demand in these growing markets, 
Skyscanner opened an office in Singapore earlier this year, and started to invest 
heavily in the Brazilian market in late 2011 with the appointment of a Market 
Development Manager for the Brazilian site.

While industry body The World Travel And Tourism Council downgraded its 
growth forecast for the industry by 2% at London’s World Travel Market in 
November, it still predicted tourism growth in 2012 to reach 3.3% across the 
globe.

WTTC President and CEO David Scowsill said the reasons for the reduced forecast 
included fears over the global economy and the future of the Eurozone, along 
with the aftermath of the Arab Spring and the Japanese tsunami.

Despite the downgrade in expectation for 2012, the long-term forecast over the 
next ten years is positive for the industry though, according to the WTTC. It is 
expected to grow by an average of 4% and create 70 million new jobs.

Scowsill also said the industry would be dominated by Asia in the next decade, 
with travellers from India and China set to make up more than 1/3 of global 
travellers.
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Skyscanner is a travel search site that helps 
thousands of people find the cheapest 
flights and provides instant comparison 
on flight prices for thousands of airlines 
and millions of routes, as well as price 
comparison for car hire and hotels.

Launched in 2003, by Gareth Williams, 
Bonamy Grimes and Barry Smith, the company 
has grown to become Europe’s leading travel 
search site, experiencing an average of 94% 
growth between 2009 and 2011.

Skyscanner’s flexible search options mean you 
can browse prices across a whole month, or even 
year, allowing you to get the best deals.  
Travellers book direct with the airline or travel 
agent, to get the lowest price with no added 
commission.

Skyscanner is Europe’s leading flight comparison 
site and in recent years has had a massive 
international expansion: in 2009, 75% of the 

searches were conducted from the UK, now 
searches from the UK make up only 25% of 
the global market for Skyscanner.

Employing more than 20 different nationalities 
from offices in Edinburgh and Singapore 
Skyscanner finds flights in 28 different languages.

This report was put together by travel editor and 
consultant James Ellis using Skyscanner search 
figures drawn from January 2009 – November 
2011.

James is a regular contributor to many British 
newspapers including The Times, The Sunday 
Times, The Sun, The Daily Express, Sunday 
Express, Daily Mirror and Daily Telegraph.

He has more than 20 years experience as a 
journalist, 15 of them covering travel. The author 
of several travel guides, he was also travel editor 
of Metro for a decade from 1999.

Skyscanner Travel Trends Report 2012

3. About Skyscanner and this report 
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Top searched for destinations 
in the UK for 2011, 2010 and 2009
Spanish resorts
All hail the Costa del Loyals!
For the second year running, search figures prove the 
perennial popularity of Spain’s beaches among British 
holidaymakers with four of its cities and resorts taking 
the top five spots.

Destinations may come as no surprise: Malaga, for access 
to the Costa del Sol; Alicante, the gateway to the Costa 
Brava and Benidorm; the Canary Isle of Tenerife; and 
Palma de Mallorca. All are famed for their sun, sea and 
sand – the typical ingredients of a bucket-and-spade 
holiday with visitor numbers bolstered by the fact more 
than a million British people now live in Spain year 
round.

The four are joined in the top 20 by two other Spanish 
destinations: Barcelona, ever-popular for European city-
breakers (no.10 and up three), and Ibiza.  
The Balearic isle climbs three spots from no.17 to no.14, 
proving that the end of 24-hour club opening in 2008 
did nothing to sate the appetite of this party favourite.

1.1
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New York City
New York City – along with Barcelona and Ibiza – 
was the biggest winner this year, not only jumping 
three places in the top 20 but also breaking 
the Iberian dominance of the top five.
According to the tourist board NYC & CO, the UK remains 
the number one source of overseas travellers to New York 
City with more than a million visitors expected by the end 
of 2011. Preliminary US arrival data shows overall travel 
from the UK is up 2%.

A surge in business travel led growth: UK business visas 
in the first half of the year have been healthier than 
originally anticipated, growing by almost 18% versus 
2010.

The UK is also the top contributor to spending 
by international visitors in NYC.  In 2010, spending again 
topped the $1 billion mark.

It is thought that leisure numbers to the Big Apple have 
been boosted by the tenth anniversary of 9/11 and the 
opening of the 9/11 Memorial – something that could 
continue in 2012 with the inauguration of National 
September 11 Memorial Museum in autumn 2012.

New York may also have regained its popularity with UK 
visitors on shopping trips thanks to favourable exchange 
rates (above 1.55 as opposed to 1.44 in 2010), tax-free 
shopping on items under $110 and UK press coverage 
of outlet shopping malls such as Woodbury Common 
Premium Outlets.

“New York City is a constantly evolving destination –  
no two visits are ever the same as there are always 
new places to explore, new attractions to visit and new 
experiences to try,” says Robert Wilson, UK Regional 
Director for NYC & Company.

“This year has seen a high number of new hotels opening 
across the city as well as new developments such as the 
extension of the High Line Park, which is already incredibly 
popular with visitors. The tenth anniversary of 9/11 drew 
attention to Lower Manhattan which has transformed into 
a real tourist hub in the last decade, and the arrival of new 
tours and hotels in areas such as Harlem and Brooklyn are 
also enticing people to look at new neighbourhoods.”
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Orlando
The biggest fall in resort/city search 
was to Florida’s theme park capital 
Orlando – potentially hampered by 
the lack of any major new rides at 
either the Disney or Universal parks; 
Orlando had jumped a massive nine 
places from 2009 to 2010, largely 
thanks to the huge interest in the  
mid-June 2010 opening of The 
Wizarding World of Harry Potter at 
Universal Parks & Resorts.

Top searched for cities & resorts from the UK (2009 - 2011)

Rank 2011 Change Rank 2010  Change Rank 2009

1. Malaga - 1. Malaga á 1 1. Tenerife

2. Alicante - 2. Alicante á 1 2. Malaga

3. Tenerife - 3. Tenerife â 2 3. Alicante

4. New York á 3 4. Palma á 6 4. Faro 

5. Palma â 1 5. Faro â 1 5. London

6. London - 6. London â 1 6. Lanzarote

7. Faro â 2 7. New York - 7. New York

8. Bangkok á1 8. Dalaman New 8. Bangkok

9. Dalaman â 1 9. Bangkok â 1 9. Amsterdam

10. Barcelona á 3 10. Amsterdam â1 10. Palma

11. Amsterdam â 1 11. Orlando á 9 11. Geneva

12. Paris á 2 12. Dublin á 3 12. Paris

13. Dublin â 1 13. Barcelona á 5 13. Gran Canaria

14. Ibiza á 3 14. Paris â 2 14. Paphos

15. Orlando â 4 15. Lanzarote â 9 15. Dublin

16. Lanzarote â 1 16. Paphos â 2 16. Sharm El Sheikh

17. Rome á 2 17. Ibiza New 17. Belfast

18. Larnaca - 18. Larnaca New 18. Berlin

19. Paphos â 3 19. Rome New 19. Barcelona

20. Berlin New 20. Geneva â 9 20. Orlando

Table 1.1.1
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Top searched for countries 
from the UK for 2011, 2010 and 2009
Spain
Unsurprisingly from a country perspective, Spain tops 
Skyscanner’s search tables.

Despite the amount of publicity the non-Eurozone countries 
received for their supposed value-for-money, Spain topped 
the Post Office Holiday Costs Barometer for 2011. The 
respected annual report into the overall cost of 10 key items 
in 14 popular holiday resorts proved Spain to be Europe’s 
best-value destination, with prices pegged at 2010 levels –  
a four-year low.

J Ruiz of the Spanish Tourist Board in London said:  
“Despite economic challenges and a shrinking outbound 
market, UK visitors to Spain are up 8.8% on the comparable 
period last year.

“Since the first flight-inclusive package holiday to the 
Costa del Sol in the early 1960s there has been a long 
history of British families taking their holidays in Spain. 
Spain’s culturally and geographically diverse landscape still 
has areas just beginning to welcome tourism, while other 
more mature areas are now differentiating and updating 
to compete with the global travel market.

“This wide and varied holiday offering, gives visitors endless 
appeal and this is what keeps generations returning to all 
corners of Spain.”

Greece
Greece’s rapid ascent from 2009 to 2010 (up nine places) was 
consolidated in 2011. Despite stories of civil unrest in Athens, 
Greece remained popular as VAT on holiday accommodation 
was reduced from 11 per cent to 6.5 per cent and costly 
levies on ferries were abolished. Both contributed to a fall in 
the cost of Greek holidays.

Speaking at London’s World Travel Market in November, 
Secretary General of the Greek National Tourism 
Organisation George Koletsos said: “This year to date has 
seen record arrivals figures of more than 16.5 million tourists 
and increased revenue. When all the other sectors are down, 
tourism is the only one that is showing record growth.  
You could say tourism could save the Greek economy.”

1.1
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Croatia
Croatia made the largest gains in 2011, 
making a dramatic ascent up eight 
places into the top 20 at no.18.

There has been a growth of no-frills 
airline routes from the UK and flight 
connections during the winter have 
increased with both Croatian Airlines 
and British Airways now maintaining 
regular flights. New for next summer 
is a Jet2 route from Newcastle, while a 
Croatian Airlines link from London to 
Dubrovnik twice weekly, is set to start 
on November 1, 2012.

As a result of the increased flights, 10.9 
million tourists visited Croatia between 
January and October 2011, a significant 
7.8% increase on the same period in 
2010.  As a result, tourism is on track 
for a record-breaking year. Croatia is 
reporting that visitors from the UK  
are now up 17% on 2010.

Rank 2011 Change Rank 2010 Change Rank 2009

1. Spain - 1. Spain - 1. Spain

2. USA á 1 2. UK - 2. UK

3. UK â 1 3. USA - 3. USA

4. Italy - 4. Italy á 1 4. France

5. France - 5. France â 1 5. Italy

6. Turkey - 6. Turkey á 3 6. Germany

7. Germany - 7. Germany â 1 7. Portugal

8. Portugal - 8. Portugal â 1 8. Poland

9. Greece - 9. Greece á 9 9. Turkey

10. Cyprus - 10. Cyprus á 2 10. Ireland

11. Ireland - 11. Ireland â 1 11. Switzerland

12. Australia - 12. Australia á 4 12. Cyprus

13. Thailand á 1 13. Poland â 3 13. Egypt

14. Netherlands á 2 14. Thailand - 14. Thailand

15. Poland â 2 15. India á 2 15. Netherlands

16. India â 1 16. Netherlands â 1 16. Australia

17. Switzerland - 17. Switzerland â 6 17. India

18. Croatia New 18. Egypt â 5 18. Greece

19. Canada á 1 19. Morocco - 19. Morocco

20. Morocco â 1 20. Canada New 20. Austria

Top searched for countries from the UK (2009 - 2011)Table 1.1.2
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Top 20 searched for destinations  
in other Skyscanner markets

1.2

Rank From France to:

1. United Kingdom 
2. Spain
3. Italy
4. France
5. United States
6. Morocco
7. Germany 
8. Portugal 
9. Greece 

10. Thailand 
11. Ireland 
12. Poland
13. Netherlands 
14. Turkey 
15. Canada 
16. Russia 
17. China 
18. Czech Republic 
19. Tunisia 
20. Algeria

Rank From Germany to:

1. Spain
2. United Kingdom
3. Italy 
4. Turkey 
5. Germany 
6. United States
7. France
8. Greece
9. Thailand

10. Russia
11. Portugal
12. Poland
13. Austria
14. Sweden
15. Croatia 
16. Ireland 
17. Switzerland 
18. India 
19. Netherlands
20. Morocco

Skyscanner Travel Trends Report 2012 | 

Rank From Italy to:

1. Italy
2. Spain
3. United Kingdom
4. United States
5. Germany
6. France
7. Greece
8. Netherlands
9. Thailand

10. Portugal
11. Turkey
12. Morocco
13. Poland
14. Russia
15. Romania
16. Czech Republic
17. Ireland
18. Brazil
19. Belgium
20. Sweden
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Rank From Russia to:

1. Russia
2. Spain
3. Italy
4. Germany
5. Thailand
6. Ukraine
7. France
8. United States
9. Turkey

10. Czech Republic
11. China
12. Israel
13. United Kingdom
14. Austria
15. Greece
16. Montenegro
17. India
18. Bulgaria
19. Indonesia
20. Netherlands

1.2
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Top 20 searched for destinations  
in other Skyscanner markets

Rank From Netherlands to:

1. United Kingdom
2. Italy
3. Spain
4. Russia
5. Germany
6. Greece
7. France
8. Poland
9. Portugal

10. Turkey
11. Ireland
12. United States
13. Denmark
14. Sweden
15. Switzerland
16. Finland
17. Czech Republic
18. Austria
19. Norway
20. Morocco

Rank From Norway to:

1. United Kingdom
2. Spain
3. Norway
4. United States
5. Italy
6. Germany
7. France
8. Poland
9. Thailand

10. Turkey
11. Denmark
12. Sweden
13. Greece
14. Portugal
15. Netherlands
16. Croatia
17. India
18. Russia
19. Finland
20. Ireland
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Rank From Turkey to:

1. United Kingdom
2. Turkey
3. Germany
4. Russia
5. Italy
6. Spain
7. United States
8. Netherlands
9. France

10. Poland
11. Greece
12. Thailand
13. Ukraine
14. Azerbaijan
15. Austria
16. Croatia
17. Cyprus
18. Belgium
19. Switzerland
20. Australia

1.2
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Top 20 searched for destinations  
in other Skyscanner markets

Rank From Sweden to:

1. Spain
2. United Kingdom
3. Sweden
4. Italy
5. Germany
6. United States
7. Thailand
8. France
9. Greece

10. Turkey
11. China
12. Netherlands
13. Poland
14. Norway
15. Portugal
16. India
17. Finland
18. Denmark
19. Switzerland
20. Croatia

Rank From Spain to:

1. Spain
2. United Kingdom
3. Italy
4. Germany
5. France
6. United States
7. Netherlands
8. Poland
9. Portugal

10. Ireland
11. Morocco
12. Greece
13. Belgium
14. Switzerland
15. Russia
16. Czech Republic
17. Sweden
18. Thailand
19. Romania
20. Turkey



Destinations of the future? 
Fastest UK outbound risers  
from 2009-2011

Estonia
Estonia is the fastest rising destination from the UK with 
a search increase of more than 89.8%. It is thought search 
to the Baltic country was boosted by both its attractiveness 
as a relatively unknown former Soviet country and by 
the choice of capital Tallinn as joint European Capital 
of Culture 2011.

Iraq
Second on the list is Iraq with an increase of 75.4%.  
While the country’s baseline is obviously low – around 
30,000 searches – given the recent conflict and Foreign 
Office advice to avoid all but necessary travel to most  
of the country, travellers are now beginning to visit.

Austrian Airlines, Turkish Airlines, Lufthansa and Emirates 
all fly into the country and there are operational 
international airports in several cities such as Mosul, Basra 
and Kirkuk, as well as capital Baghdad.

There is also a proactive increase in tourism marketing 
with the country having a large, well-populated stand at 
London’s World Travel Market for the second year running.

British Muslims visiting religious sites are a key market 
according to Mohamad Anas Sheekh Aly of ground operator 
Al-Rafidian Travel Company. He says: “There are more 
than 18,000 sights in Iraq, many of which have religious 
significance. But it is also incredibly diverse. We have 
beautiful mountains where you can ski and half an hour later 
you can descend and be in a T-shirt.”

Cape Verde Islands
The Cape Verde Islands at no.3 are increasingly being 
seen as a more adventurous alternative to the Canaries.  
Thanks to their location off the African coast and an 
increased number of hotels and package holidays,  
they continue to grow in popularity.

Bangladesh
Bangladesh, which showed the fourth highest increase 
in 2011 saw the 40th anniversary of its independence this 
year and many of Britain’s 500,000 people of Bangladeshi 
origin may have returned home to celebrate.

Russia
Other risers of interest include Russia which shows a 31.6% 
increase in search – as part of the ‘BRIC’ countries there is 
increased demand from both leisure and business travellers, 
while the lure of the 2018 World Cup could prove to increase 
its popularity further. Ten per cent of respondents to a 
Skyscanner poll said they ‘they couldn’t wait to explore this 
exciting destination’. However this is offset by 28% of those 
polled expressing concerns about the country’s security situation.

1.3
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Ukraine
Another country showing a footballing boost is Ukraine – 
co-host with Poland of Euro 2012. The country is updating 
its tourism infrastructure as a result and destinations 
such as Odessa are featuring in the country’s marketing 
campaigns. The coastal city – a port stop for 30 cruises –
has been described as the Black Pearl.

Vietnam
Vietnam’s continuing emergence as a destination for 
tourism is bolstered by a 29.1% increase in searches.

Increased demand in Vietnam saw Vietnam Airlines launch 
its first direct flight from London Gatwick to Ho Chi Minh 
City in December – a move that will reduce travel time 
by up to seven hours.

Airline president Dr Pham Ngoc Minh said: “There is no 
question that there is potential and a determination to bring 
the partnership between Vietnam and the UK to a new 
level. And direct air services can definitely deliver enormous 
economic and social benefits. With London now on the list, 
Vietnam will now seem so much closer for UK travellers, 
with flight times cut to 12 hours.”

New Zealand and Australia
Among the more ‘exotic’ destinations of the fastest risers 
are a handful of old favourites showing something of a 
renaissance.

New Zealand has seen a massive boost from the Rugby 
World Cup and sits in fifth position with a search increase 
of some 35%. This increase in interest could have a knock-
on effect for the coming year; when Germany hosted the 
footballing 2006 World Cup, tourism bosses reported an 
increase in travel to the country for the next 24 months.

The total number of visitors arriving for the Rugby World 
Cup 2011 has now been confirmed at 133,200 against a 
forecast of 95,000 for July through to the end of October. 
For the UK and Ireland a confirmed 19,100 fans followed the 
home teams’ progress in New Zealand. This was the second 
largest fan base after Australia.

Tourism New Zealand Chief Executive Kevin Bowler hailed it 
as a fantastic result. He said: “We promoted the New Zealand 
message hard around the tournament and so expected to 
see this sort of growth from traditional rugby-loving nations 
like Australia (up 17,200 people, 21.2%), South Africa (up 
4,900 people, 417.4%) the UK (up 2,800 people, 18.8%) and 
France (up 2,700 people, 146.6%).

“What we also see in the October result is that the RWC 
helped lift year-end visitor arrivals back into growth  
(up 2.6%) after a really difficult year. Currently the figures 
for the UK show 232,939 visitors have travelled to NZ for  
the first 10 months of the year.”
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Australia also showed a large increase in search of over 23%. 
The country has chosen to innovate by advertising 
to a UK audience along with partner airlines.  
In 2010, Tourism Australia partnered with Emirates, while in 
February this year, an £800,000 advertising campaign with 
Singapore Airlines had both TV and online slots to boost 
visitor numbers in the wake of flooding in Queensland and 
wildfires in Perth.

In autumn 2011, Tourism Australia also worked with ITV 
on a major broadcast campaign with UK breakfast show 
Daybreak. The promotion, in partnership with Qantas, saw 
50 winners plus their companions (a total of 100 people) 
head to Australia, with their holiday adventures featured on 
the television programme from November 7-11.

Tourism Australia also sponsored Paul Merton’s Adventures, 
a UK Channel 5 travel programme running for six weeks 
from October 19.

These broadcast initiatives aim to encourage travel to 
Australia amongst the UK’s affluent long-haul travellers 
and actively seek out what TA calls ‘Experience Seekers’ 
who “are, by definition, looking for unique, involving 
and personal experiences from their holidays.”

Fastest RisersTable 1.3.1

Rank Destination % Increase

1. Estonia 89.8
2. Iraq 75.4
3. Cape Verde 50.9
4. Bangladesh 36.4
5. New Zealand 35.4
6. Indonesia 33.4
7. Tanzania 32.9
8. Croatia 32.7
9. Pakistan 31.7

10. Russia 31.6
11. Phillipines 31.2
12. Uganda 30.5
13. Vietnam 29.1
14. Thailand 28.9
15. Ukraine 28.8
16. United Arab Emirates 28.6
17. Singapore 28.3
18. Cambodia 28.1
19. Colombia 24.9
20. Australia 23.3



Falling destinations 
for the UK outbound market
Egypt, with more than 1.5million visits from the UK  
in 2010, has shown a steady decline for two years.  
For 2011, it falls out of the top 20 most searched destinations 
for the first time, with an overall drop in search of 12%.

Tourists have been discouraged by the Arab Spring uprising 
– with the Egyptian authorities admitting that arrivals from 
Western Europe fell by more than 35% over the year.

The country has, however, used some of the troubles to 
aid its marketing to Western tourists who may be looking 
for a bargain as holiday prices continue to remain low. 
Revolution-themed slogans – ‘Welcome to the country of 
peaceful revolution’ and ‘Tahir – a square that rocks the 
world’ – have been used to highlight its return to business.

Islamist parties, which were leading elections at the time 
of writing, launched two separate conferences aimed 
at promoting tourism in an effort to allay fears that the 
industry was under threat from their potential ascent to 
power.

“We do not want to ban tourism. On the contrary, we want 
revenue from tourism to multiply,” a spokesman for the 
country’s Al-Nur party told the Egyptian satellite channel 
CBC on December 10.

1.4 Poland
Poland’s overall fall of 4% in search sees it drop to no.15 
in searched for destinations. The recession in Europe has 
seen many Polish workers return home and, despite Poles 
being one of the three largest non-UK born population 
groups, immigration into the UK has stabilised according to 
the Office of National Statistics. Home Office statistics also 
suggest a decrease in registrations from workers from the 
Accession countries that include Poland.

Bulgaria
Poor snow affected Bulgaria this year but it is trying to throw 
off its reputation for cheap beach holidays and cheap skiing 
with a new campaign: “Magic Lives Here.” Launched at 
WTM 2011, it focuses on some of the country’s lesser-known 
tourism products such as spas, culture and eco-tourism.

Bulgaria’s Minister of Economy, Energy and Tourism, Traycho 
Traykov, said: “Nearly 300,000 UK tourists visited Bulgaria in 
2010. With the help of the new advertising campaign our 
target is to increase this number to around 500,000 by 2020.”
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South Africa
The 2010 World Cup gave South African tourism a real boost 
but it is perhaps no surprise that comparative numbers 
have fallen off since then. The cost of long haul flights in 
the present recession is also affecting the country. Cape 
Town expects it will be 2014 before visitor numbers return 
to 2007 levels, showing that the World Cup was a temporary 
lift in a difficult environment. A change from wilderness to 
city-based holidays is an underlying trend that has affected 
the country, which is responding by increasingly marketing 
centres such as Cape Town, Durban and Johannesburg.

Switzerland
The strong Swiss franc continues to deter visitors while 
the growth in alternative winter destinations, from Lebanon 
to China, is also putting pressure on Swiss ski resorts.  
However, examples such as the rebranding of Laax as 
a fashionable, snowboardfriendly resort show that 
Switzerland is prepared to throw off its conservative image 
to adapt to the changing market.

Biggest YOY fall in UK searchesTable 1.4.1

Rank From UK to: % Decrease

1 Egypt -23

2 Poland -12

3 Bulgaria -12

4 South Africa -10

5 Switzerland -10

* Taken from countries with searches over 300,000
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Top inbound markets to the UK
Russia tops the table of inbound destinations showing 
the greatest increase in search by more than 100%.
According to the World Tourism Organization, Russia has the 
9th largest outbound tourism market in terms of expenditure 
and is increasing by 14% p/a. It also has the fastest growing 
internet population in Europe leading to an increase in direct 
reservations and the use of search tools.

Inbound tourism to the UK from Russia has benefitted from a 
reduction in visa costs for some travellers that was introduced 
three years ago and, at busy times, the British Embassy in 
Moscow processes more than 100 visa applications an hour.

According to VisitBritain statistics, Russian inbound tourism 
peaked in 2005-6 with almost a quarter of a million visits 
before falling to almost half that with 137,000 in 2009.  
A sharp rebound was noted in 2010 though with 170,000 
visits and that upward trend seems likely to continue in 2011 
and 2012.

Kuwait, Pakistan, Indonesia and Tunisia took the next four 
places in the table. The ban on Islamic burqa – and attendant 
controversy – in France is thought to have led to a rise in the 
perception of London as a ‘safe’ shopping destination for 
Muslim visitors during 2011. The UK may also have benefited 
in this respect from unrest in North Africa and the Middle 
East, with holidaymakers from fellow Islamic countries 
looking elsewhere.
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The Royal Wedding also gave a boost to inbound visitors, 
perhaps one explanation for the rise in visitors from 
Commonwealth countries such as Australia and New 
Zealand and, of course, Japan which has a continuing 
fascination with Britain’s royalty.

The other two places in the Top Ten table were taken 
by Ukraine and Singapore. Boosted by recent growth 
in the economy and the easing of tension with Moscow, 
Ukraine’s fast-growing middle-class are travelling more 
and more, especially on package holidays, and London 
remains a prime shopping target as well as a major 
cultural destination.

Singapore’s outbound market was affected by the disaster 
in Japan, traditionally a popular destination, and the UK 
seemed to have benefited from that. The first half of 2011 
was dominated by regional disasters and a general election 
that kept Singaporeans at home, but travel picked up  
in the latter half of the year.

The pound’s continuing slump against the Euro during 
2011 was also a factor in encouraging a shift of visitors from 
outside Europe to the UK from other European destinations.

Top inbound markets to the UKTable 1.5.1

Rank Country % Increase

1 Russia 103

2 Kuwait 93.3

3 Pakistan 93.2

4 Indonesia 93.2

5 Tunisia 92.8

6 Australia 85.9

7 Ukraine 81.3

8 Japan 80.8

9 Singapore 79.2

10 New Zealand 79.1
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Section 2
Countries in the headlines
2.1  London Olympics 2012

2.2 The Eurozone: How has the Eurozone crisis  
 affected searches?
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 How traffic to these sites has grown

2.4  Natural disasters:  
 Can they have a positive effect on tourism?
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London Olympics:  
The Australians are coming!
The clock is ticking down fast to the 2012 Olympics 
in London and there is no doubt it will have a 
massive impact on tourism in Britain.  
What that impact will be is another question.

Australia
Australia, Italy and the USA top the Skyscanner league 
of countries coming for the Olympics. Given the sporting 
success of Australia and our American cousins, their interest 
is no real surprise. Italy is a surprise in Silver position, 
but interest there in the games has been heightened  
by a bid to host the Olympics in 2020. 

Japan (Tokyo), Spain (Madrid), Turkey (Istanbul), Azerbaijan 
(Baku) and Qatar (Doha) are the other contenders, which 
may explain Spain’s fourth place and the sharp rise in 
searches from Japan.

250% rise in searches
Japan tops the Skyscanner table of those countries showing 
a strong increase in flight searches to London during the 
Olympic period, with a 300% rise over the previous monthly 
period. Netherlands and Belgium are not far behind, 
with roughly a 250% increase in queries. UAE, Russia and 
Poland prop up the table with 16%, 9% and 3% increases 
respectively.

2.1

Top 20 searches  
for London Olympic period

Table 2.1.1

Rank To London from:

1. Australia
2. Italy
3. United States
4. Spain
5. Germany
6. Netherlands
7. Ireland
8. Russia
9. France

10. Japan
11. Poland
12. Denmark
13. Cyprus
14. Portugal
15. Turkey
16. Canada
17. New Zealand
18. Greece
19. Sweden
20. South Africa
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Germany makes a strong showing in fourth place on 
this table, leaving it in fifth place overall for searches. 
The German team always does well, of course, winning 
41 medals in Beijing (Britain won 47) and the competition 
between these two traditional rivals will be keener  
than ever on British home soil.

There are high hopes for the Olympics to leave a long-
term legacy for tourism in the UK and VisitBritain and 
VisitLondon suggest that the total tourism value of the 
Olympics to the UK economy is likely to be between £2-3bn. 
The government has put tourism at the heart of economic 
growth ambitions, hoping for a 3% growth in visitor 
numbers and an extra one million visitors from Australia 
alone.

Some losers
However, early surveys suggest displacement will lose some 
companies 90% of business during the Olympics.

ETOA, the European Tour Operators Association, has warned 
that the Beijing Olympics were a ‘toxic event that crushed 
normal demand, both business and leisure’. Host cities 
invariably overestimate the number of foreign visitors and 
the duration of their stay, with stories of scarce hotel rooms 
and high prices putting off travellers.

“Bookings to London are generally down 20% next year,” 
said ETOA, “with a 60% shortfall in July and August and 
a 95% drop during the actual period of the Games,  
from July 27 to August 12, 2012.

“The problem is not restricted to the host city. London is 
the gateway to the UK and its biggest draw. If you remove 
London from a visit to the British Isles, everywhere else 
becomes far more difficult to sell.”

The Sydney Games in 2000 anticipated 132,000 visitors 
and received 97,000 for the Games period. Athens expected 
105,000 per night in 2004 and received fewer than 14,000, 
while total tourism to Greece dropped by 15% in 2004.  
In 2008, Beijing planned for more than 400,000 foreign 
guests and saw only 235,000 for the whole month of August.
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Four million extra visitors by 2014
Both VisitBritain and the British government 
are hoping for a massive uplift in tourism within 
the UK. The UK government aims to attract an 
extra four million visitors in the four years after 
the Olympics and generate an extra £1billion in 
revenue over time.

VisitBritain estimates that tourism outside London 
will benefit by £0.62billion from the Games, with 
half of that likely to be seen post-Games.

“Around the world VisitBritain will be joining in the 
celebrations with events in key tourism markets 
such as America, India, Russia and the United 
Arab Emirates. We believe that hosting the 2012 
Games will have a positive impact on how we are 
perceived by overseas visitors.”

A World Travel Market survey found that only  
8% of UK holidaymakers say they will incorporate 
the London Olympics into their holiday and 6% 
say that they will avoid the Olympics all together. 
Half say the games will have no impact on them 
as they will holiday abroad as usual, while 36% will 
continue to holiday in the UK but not incorporate 
the London Olympics.

Olympic visitors search comparison*Table 2.1.2

Rank To London from: % Increase

1. Japan 302
2. Netherlands 257
3. Belgium 251
4. Germany 161
5. Denmark 154
6. Switzerland 129
7. Sweden 128
8. Czech Republic 118
9. Portugal 117

10. Hungary 113
11. Austria 105
12. Ireland 100
13. Italy 89
14. Finland 78
15. France 25
16. Croatia 26
17. Spain 23
18. United Arab Emirates 16
19. Russia 9
20. Poland 3

* Comparing 25 June–14 July 2012 with 23 July–11 August 2012
Taken from Top 50 markets
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How the Eurozone crisis 
has affected searches
Estonia saw the biggest change in Skyscanner site traffic 
during the year, with a 63.3% rise from the UK and a near-
doubling of its global traffic at 94.5%, a reflection of its 
raised profile thanks to capital Tallinn being European City 
of Culture. It was a busy year for the Baltic state, which 
adopted the Euro on January 1.

Italy’s high growth in the search tables, with a 62.3% rise 
from the UK and an 81% global boost is reflected in a 
modest growth in tourism and an increase of 5% in tourism 
receipts – twice the Eurozone average – with further growth 
expected in 2012. Italy has been targeting visitors from 
the emerging markets of Russia, Brazil, and Poland.  
‘Agritourism’, gastronomic and religious tourism 
are important growth sectors.

Turku, Finland, was joint European City of Culture, which 
may have helped the country’s marked boom in online 
searches, one it shared with Italy and Luxembourg.  
Finland saw a 10% rise in visitor nights in the first half of  
2011 compared to the first half of 2010, with around 20% 
growth in visitors from Russia, Spain and USA.  
Skyscanner traffic to Finland rose by 70% globally.

The quiet charms of Luxembourg attract almost a million 
visitors a year and tourism employs nearly 12% of the 
population. More than 43% of room nights, and 60% in 

the capital, are booked for business travel, which is  
growing strongly. It saw a 50.6% rise in interest from  
the UK and 61.6% globally.

Greece saw a more modest rise, with people perceiving 
it as a great value destination for 2012, due to its financial 
crisis, but so far prices for hotels have not yet come down. 
Skyscanner searches from UK rose 20.7%, matching a 
global rise of 21.7%. The Greek Ministry for Tourism believes 
hoteliers will slash prices up to 20% in 2012. Joanna 
Lumley’s ITV documentary series Greek Odyssey should help 
bookings further during the year.

Culture and Tourism Minister Pavlos Yeroulanos said tourism 
was expected to have risen by more than 10% from the 
previous year when 2011 figures are in.  
The Arab Spring revolts have diverted tourists from Egypt 
and Tunisia and increased numbers are incoming from 
newer markets in Asia, Russia and Israel.

Other Eurozone members have seen more modest increases, 
with Germany, Ireland, Cyprus, Spain, Portugal and Slovakia 
all firmly in the lower half of the table, both for searches 
from UK and globally.

Lack of investment in publicity and the introduction of the 
Euro, which turned a budget destination into an expensive 
one, are blamed for a fall in Slovakia’s tourist numbers. 
‘Not very friendly’ shop and restaurant staff and ‘limited 
language skills’ were also spotlighted by local news  
agencies as issues.  
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Domestic tourism also suffered as 
Slovaks headed to Bulgaria, Slovenia 
and Switzerland for the ski season, and 
Croatia, Turkey and Italy for sunshine.

Overall, the effect of the Eurozone 
crisis (which, of course, is not yet over) 
is hard to judge. The political crises in 
North Africa and the Middle East saw 
a switch in travel & tourism demand to 
southern Europe, while the Ash Cloud 
crisis of April 2010 makes first-half 
year-to-year comparisons look more 
optimistic than they might be. A fuller 
picture will emerge in early 2012 when 
full-year figures are in and the current 
Euro negotiations come to a head.

Rank From UK to: % Increase Global to: % Increase

1. Estonia 63.3 Estonia 94.5
2. Italy 62.3 Italy 81
3. Luxembourg 50.6 Finland 70
4. Finland 48.7 Luxembourg 61.6
5. Greece 20.7 Malta 39.7
6. France 19.2 France 29
7. Malta 17.2 Belgium 25.9
8. Slovenia 17.1 Austria 21.8
9. Belgium 14.7 Greece 21.7

10. Austria 14.2 Netherlands 20.6
11. Germany 12.8 Slovenia 19.1
12. Ireland 10 Cyprus 19.1
13. Cyprus 7.9 Spain 11.5
14. Netherlands 5 Ireland 7.1
15. Spain 4.8 Portugal 6.2
16. Portugal 3.2 Germany 0.7
17. Slovakia 3 Slovakia -5.1

20. AVERAGE   22 AVERAGE 30.85

Searches from UK and Globally to Eurozone countriesTable 2.2.1

| Skyscanner Travel Trends Report 201231 Increase below site average
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BRICs and CIVETS
The growing economies of Brazil, Russia, India, 
China (the BRIC nations) – and Colombia, Indonesia, 
Vietnam, Egypt, Turkey and South Africa (the CIVETS)–
are likely to lead growth in the global economy over 
the next two years. While they will not be immune 
to the economic crisis in Europe, their potential for 
further growth for both outbound and inbound 
tourism – and business travel sectors – is significant.

Brazil
Brazil had 5.1 million visitors in 2010, ranking third in Latin 
America (after Mexico and Argentina) for international tourist 
arrivals. However, global searches to Brazil rose by only 5%.

Russia
Skyscanner has seen a 70% increase in searches for 
Russia in 2011 but it is not a given that Eastern European 
destinations will become mainstream for the UK market.

A Skyscanner survey found that nearly 30% would not 
feel safe visiting Russia – even for the 2018 World Cup.

India
India’s tourist arrivals remained strong during 2011, with a 
10% growth year on year (helped by the Cricket World Cup 
in February) and a booming medical tourism industry.  
This was reflected in an 8% rise in searches to Skyscanner’s 
Indian site and a 6% rise in global searches.
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China
The Beijing Olympics put China firmly on the tourism 
map, showcasing its modern side and improving its 
infrastructure. As a destination, it is not too expensive 
and more airlines are flying to China, in part driven by 
outgoing demand from the domestic market.  
It is expecting massive growth and, currently third, may 
be the world’s leading tourist destination by 2020 (WTO 
projection), pushing the USA and France into second and 
third respectively, while Hong Kong alone may well be 
in fifth place after Spain. Traffic to the Skyscanner domain  
in China has shown a 43% rise during October 2010- 
November 2011, while global searches are up 18%.

China will be featured in the next James Bond movie, 
Skyfall, but is already the most popular BRIC on the wishlist 
of UK holidaymakers, according to a WTM 2011 report.

The labour-intensive tourism industry is thought to have 
created 35 million direct or indirect job opportunities  
in the past decade in China.

Colombia
CIVETS destinations have similarly mixed fortunes.  
Colombia has slowly clawed itself to first base as a tourist 
destination. It has steadily shaken off the shackles of 
guerilla warfare and is seeing a peace dividend. Its local 
Skyscanner site experienced a modest 7% rise but global 
searches rose by a very much stronger 48%.

Indonesia
The biggest winner is Indonesia, which experienced an 
83% boom in Skyscanner searches to its local site and a 
71% boost in global searches. Despite dropping off badly 
after the 2002 and 2005 terrorist bombings, and the 2008 
recession, visitor numbers in Bali recovered to about  
2.76 million visitors during 2011, a 11% rise from 2010,  
led by Australians whose currency is near a 13-year high 
against the rupiah. Bali attracts more than a third of all 
visitors to Indonesia with its mix of nightlife and surfing,  
rice terraces and temples.
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Vietnam
Vietnam has long been benefiting 
from a more open political regime 
and is now one of the top 20 global 
risers (at No.13). In the first six months 
of 2011, it had a 17% rise in visitors 
compared to the same period of 2010. 
Its local Skyscanner site saw a 47% rise 
in traffic, while global searches rose 
36%. New direct flights from London 
to Vietnam will only serve to boost 
demand, which will be helped more 
by the South East Asian low cost airline 
boom, with airlines such as AirAsiaX 
and Scoot.

Egypt
Egypt is still undergoing upheavals 
that had a dramatic impact on 
tourism with Skyscanner global 
traffic down 10%. A 23.2% rise during 
the third quarter of 2011 shows the 
resilience of the product and points to 
a potential upturn in fortunes.  
“The Egyptian tourism industry 
maintains its outstanding reputation 
on the world’s tourism map,” said 

Amrou Ezzabi, Director of the Egyptian 
Board for Tourist Entertainment. 
“Egyptian tourism is built on solid 
ground, allowing it to sustain itself 
even in the harshest of times.”

With over 14 million visitors every year, 
one in seven jobs in Egypt rely on 
tourism and it accounts for more than 
a tenth of the gross domestic product.

Turkey
Turkey’s Skyscanner site had a 66% 
rise in interest, putting it in third 
place overall, while global traffic 
spiked by a more modest but still 
strong 28%. As an already-popular 
country with a Middle Eastern flavour, 
Turkey has gained from being a 
peaceful destination. Outside of 
the Eurozone, it has not suffered 
the political upheaval of some of its 
competitors last year. The western 
coast has become well-known over 
recent years, but the eastern regions 
are still relatively untouched by British 
travellers, who are now beginning 
to discover some of its hidden gems. 

Scandinavian and German tourists 
already favour the beaches of Alanya, 
both for holidays and for retirement 
homes, while Koprulu Canyon and 
Selge offer outdoor activities such as 
whitewater rafting.

South Africa
A fall of 1% in search to Skyscanner’s 
South African site was mirrored by a 
7% fall in global searches. As noted 
elsewhere in Section 1 this report, 
the World Cup of 2010 gave arrivals 
a boost, from which they have 
subsequently fallen off slightly but 
the country’s underlying attraction 
remains strong.
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Can natural disasters have a positive 
effect on tourism?
The mantra that all publicity is good publicity is tested to 
its limits when a country is in the headlines for all the wrong 
reasons. During 2011, Thailand’s floods and earthquakes in 
Japan and New Zealand had devastating effects on their 
people – but seemingly little long-term effect on tourism.

The surprising news is how fast countries can recover, 
raising the question if these natural disasters actually bring  
a corresponding boom in visitors in due course.

Thailand suffered the devastating tsunami in December 2004 
when more than 5,000 died, half of them tourists. This year, 
visitors rose by 22%, after 12.63% growth during 2010 and 
three years of slump during the worldwide recession. That 
brings Thailand’s visitor numbers to almost 20million visitors, 
close to twice its pre-Tsunami figures. The figures are even 
more impressive in the light of increased competition  
in the region from Laos, Cambodia and Vietnam.

More than 500 Swedes died in Phuket alone but there has 
been no long-term impact on Swedish tourist arrivals.  
Joakim Eriksson, director of communication for My Travel 
Sweden, said: “During the first Gulf War we saw a sharp 
drop in travel as a whole, and the same after September 11. 
Now the main impact of terrorism or disasters is a change 
in destination.” He noted that travellers will now even 
distinguish between destinations within one country.

Flooding in Thailand during 2011 was more widespread  
and lasted from July into the year-end. Search queries, 
however, appeared completely unaffected, which begs 
the question whether a second natural disaster brings out 
greater resilience in both consumers and tourism suppliers.

Those countries looking for a model response might study 
Iceland where national carrier Icelandair sent out a press 
release within a few days of the eruption of Grimsvotn 
volcano in May 2011 inviting journalists to cover the crisis. 
It urged visitors to come quickly to see the ash before the 
‘efficient clean-up operation’ swept it away. Eyjafjallajokull, 
which closed Europe’s skies to flights in 2010, is today one  
of the island’s most popular tours and a museum opened 
on the eruption’s first anniversary. Of course, no one died  
in either eruption.

Chinese tourists are leading a strong bounce-back in 
Japanese tourism after the earthquake and tsunami of March 
2011 which killed 18,000. Skyscanner searches fell in March 
and continued falling through to May but recovered by the 
end of the year to higher than pre-disaster levels.

After falling by 50% in April, tourist numbers returned by 
October to levels identical to the year before. Japan cut  
visa restrictions for Chinese visitors in August, doubling  
the maximum stay to 30 days.

The Tourism Agency also plans to spend about 10% of its 
2012 budget on round-trip tickets for 10,000 visitors, 
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who will be asked to write, blog and tweet about Japan  
but will have to pay their own hotel and living expenses.

In New Zealand, the earthquake of February 2011 rocked 
Christchurch and caused 181 deaths. Canterbury estimates 
it lost at least $400million in spending from international 
visitors and 900 jobs after the quake, due to the loss of 
guest accommodation and the convention centre.

However, global searches for New Zealand had recovered  
to pre-quake levels by June and continued climbing until 
the end of the year, helped no doubt by the Rugby World 
Cup in October. The release of The Hobbit, due at the end  
of 2012, will also help the industry recover but local 
recovery may take several years.

Gregg Anderson, NZ Tourism Regional Manager for 
Western Hemisphere, said: “A lot of people thought the 
whole of Canterbury was a no-go but it is only the central 
CBD area. People have been incredibly supportive and 
that was evident when all the rugby guys were over here: 
the England team did a tour around the stadium and 
affected areas. It has certainly put the city on the map but 
it is too early to say if things will be better for them once 
the new central district is built.”

Searches relating to countries 
suffering natural disasters in 2011 
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Section 3
Changing behaviour in travel
3.1  Social Media

3.2 Mobile Travel

Online transactions in travel continue to grow 
faster than any other distribution method, with air 
transport growing at 7.7% in 2011 and predicted 
to grow again in 2012 by 5.2%. Once consumers 
book online, and have a successful and enjoyable 
experience, there is no looking back.
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Social Media
A Skycanner survey found that 34% of travellers 
say they have made the decision to visit a destination 
suggested by someone they only ‘know’ online. 
While friends’ recommendations have always played 
an important part in travel planning (driving 38% of 
destination decisions for international travel in 2011), 
Skyscanner research revealed that recommendations 
from ‘virtual strangers’ are growing increasingly 
influential.
With 3,000 active users a month, Skyscanner’s Facebook 
page has seen a high booking conversion rate (those that 
go onto book) – nearly 50% higher than on the main website.

The Skyscanner survey of 800 travellers revealed that web 
travel forums play a vital role in travel recommendations 
with 8 out of 10 people stating that the views of people on 
such forums are important, and 25% claiming they are  
‘very important’ or ‘definitely important’.

Social media is not just being used in the planning phase 
of the holiday, with 41% of travellers saying that they now 
use apps to help them to choose restaurants, bars and 
beaches during their trip.

All this points to how much technology is impacting the 
way we live, as 75% of Brits say they rely heavily on it every 
day and there are at least four computing devices in the 
average home – more than twice as many as ten years ago.

Facebook claims 500 million active users worldwide,  
50% of them logging in every day. Twitter hosts 175 million 
users who post 95 million tweets per day. YouTube exceeds 
200 million views on a daily basis from mobile devices 
only and there are more than 150 mil lion blogs worldwide. 
No wonder social media, blogging and consumer reviews 
have become increasingly important in terms of marketing.

The most important use of social media may be after a 
holiday, when photos, comments and feedback appear 
on blogs and sites such as TripAdvisor. Recent research 
suggests that information from other travellers on various 
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websites is trusted more than official tour ism websites and 
indeed, travel agents. It is important for airlines, hotels, 
attractions and restaurants to monitor such feedback, while 
a robust social media policy is increasingly seen as a vital 
promotional tool.

Indeed, one customer can have a worldwide effect on 
perceptions. Virgin made headlines for all the wrong reasons 
during 2009 when one complaint about in-flight meals went 
viral. “Is this the world’s best passenger complaint letter?” is 
still circulating on the internet but its humour takes the sting 
out of the criticism, so much so there is even a rumour it was 
actually written in-house.

Attempts to harness this viral power have seen some 
success, with Queensland’s 2009 ‘Best Job In The World’ 
campaign being the most famous. It gained 8.4 million site 
visitors, with 50% of Australia trips now including a visit to 
Queensland. In August 2011, Tourism Australia ran a Facebook 
campaign to target youth travellers on the Working Holiday 
Visa, which saw UK Facebook fans increase by 16,980 (nearly 
3,000 over target). Additional activity included advertising 
partnerships with Qantas and Emirates to position Australia 
as an achievable holiday destination.

Attempts by other destinations to copy Australia’s success 
have not taken off in the same way – perhaps a lesson that 
you need to be innovative to succeed! But the power of 
the internet continues to grow.

A survey this month (December 2011) asking British 
consumers to list the ‘Top 50 things we don’t do any more’ 
showed ‘Going into the travel agents to research a holiday’ 
as No.2.

Six out of ten Europeans who went on a holiday trip during 
2009 used the internet: 48% to book (up 11% from 2008) 
and 12% to look for travel options.

Some 60% of travel industry marketing gurus still rank 
search as the number one way to drive traffic, according to 
EyeForTravel, but the size of a company and its niche does 
make a difference. While 43% of cruise companies rank 
email marketing as the most influential marketing tool, 
for example, only 13% of hotels agree. In companies with 
a marketing budget of more than US$50million, 84% see 
search engines as the key driver but only 44% of small  
travel companies.



Skyscanner Travel Trends Report 2012 | 40

Mobile Travel
The rise and rise of smartphones and tablets are well 
documented, and their use in travel has fantastic 
growth potential. Downloads of Skyscanner’s free 
Android, iPhone, iPad and Windows apps during 2011 
hit five million in just ten months; an average of one 
download every five seconds.
World Travel Market predicted that mobile computing will 
provide the most popular access to the web in 2012.

Google says two-thirds of businesses now plan their travel 
using search engines, with smart phone bookings rising 
69% in 2010 alone, and the internet has overtaken word of 
mouth as the primary medium for how businesses choose 
destinations. It says that 69% of businesses (compared to 
63% of consumers) plan their travel by internet searches, 
averaging 22 sites before deciding on a destination.  
Mobile travel bookings accounted for 15% of all reservations 
in 2010, up 69% from 2009, when only 9% used mobile.

Many companies note that researching and booking travel 
through mobile is still in the early stages. Predictions of 
such steep growth continuing over the last 12 months 
with regards to travel hasn’t been borne out. There has 
been steady growth, however, and 2012 will see increased 
mobile usage for travel, changing the way people will make 
decisions.

Skyscanner research found that two-thirds of consumers 
did not access any websites via their mobile when 
researching their holiday. However, more than 25% of 
Skyscanner’s overall traffic comes from mobile (which 
includes tablet/iPad devices) and the company predicts 
traffic from mobile will overtake traffic from the main site,  
if not in 2012, then within the next couple of years.

Skyscanner’s iPhone app has topped the free travel app 
category in 47 countries since launch, and all Skyscanner 
apps have user ratings of at least four out of five. 
The iPhone app was also ‘Travel App of the Week’ 
in The Sunday Times and has received recommendations 
from international media including: The Guardian, The 
Seattle Times, Le Parisien and Australian Business Traveller.

In addition to its suite of apps, a lightweight version of the 
Skyscanner site is available for mobile phone web browsers.

The success of Apple’s iPad took many pundits by surprise 
and competitors have been scrambling to catch up,  

3.2
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leading to a major boom in tablet computing.  
The technology, as with blogs, also gives small players  
in the travel publishing field the ability compete against 
the big corporations.

The same clean sheet approach to technology is seen 
in Africa where, due in large part to the lack of an existing 
infrastructure, the continent is leading the way in the 
growth of m-commerce. Many Kenyans who don’t have 
bank accounts are now able to purchase electronic funds 
and this is paving the way for more people without bank 
accounts to buy air tickets through mobile phones.
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Percentage of total Skyscanner traffic from mobile
in November 2011 (per market)

Table 3.2.1

A Skyscanner App  
is downloaded every  

5 seconds
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We hope that you have enjoyed  
the Skyscanner 2012 Travel Trends Report.

If you have any comments or questions  
please email mary@skyscanner.net

Note to editors:

A selection of destination images are available  
to accompany this report.

To request these please email samp@skyscanner.net

All data in this report is correct as of November 2011.


