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U rban tourism in Europe did bet-

ter than international tourism

generaIly (ast year according to
European Cities Tourism.

International arrivaIs in European
cities increased by 5.6% and bed-
nighls by 5.9%. By comparison, data
from the World Tourism Organisation
poinls to a modest 0.5% growth in
international arrivals far 2003.Domestic tourism performanoe was .

noI as impressive far European cities,
however, with arrivals up less than
1% and bednighls down by close to
2% on 2002's level, according to
research by European Cities Tourism.
The number of cities' data on which
this overall trend is based is relatively
small -less than 25% of European
Cities Tourism membership. BuI the
TourMIS survey creators believe the
sample is a valid one and reflects
generaI trends.

Trends in both arrivaIs and
overnighls showed a marked
improvement from about August last
year, with the second haIf of 2003
recording heaIthy growth after six
months of weak figures.

It is aIso important to note !hat the
trends far 2003 compare very
favourably with those far 2002, when
both international and domestic
arrivals stagnated and bednighls
showed an overall decline.

Weakest markets
The USA and Japan prove to be the
weakest markels -again. AIthough
Japanese overnighls in European
cities appear to bave increased gener-
aIly in 2003 -at least according to pre-
Iiminary data -arrivals from Japan
fell by an estimated 11%. Cities
attracting growth out of Japan includ-
ed Dresden, Barcelona, Nuremberg
and Zagreb.

The US market recorded almost as
big a drop in arrivaIs, of 9% overalI,
with overni,ghls faIling by 7% at the
same lime. Nevertheless, as with
Japan, some cities escaped the gener-
aI trend and chalked up good growth
from the US market. Dubrovnik was a
prime example.

The performanoe of European mar-
kels was muro more encouraging,
with some -notably the Netherlands
and Franoe -recording double-digit
increases in both arrivaIs and
overnight volume. German)\ Europe's
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leading source, slagnated last year in
terms of outbound trip volume gener-
aIly. But European cities attracted an
8% increase in German arrivals and a
7% rise in Ilights.

Cities benefiting most from the posi-
tive trend were Barcelona, Dubrovnik,
Graz, Stockhoim. Vienna and Salzburg
-possibly reflecting a move back lo
tried and tested destinations, such as
Austria. But there were stili cities that
recorded a decline in German numbers.

Prospects for 2004
Current !rendo would seem lo suggest
that prospects far 2004 are a lot more
bullish than anticipated a few montha
ago. Pent-up demand far travel,
nOlably short breaks, is likely to stim-
ulate short-haul trips, and there are
already clear signs of a revival in
demand far Europe among the
Japanese. AlI eyes, meanwhile, are on
China as the strongest potential source
of growth, especially following the
signing of approved destination status
(ADS) for the Schengen countries
between the European Commission
and the Chinese authorities.

The only c\oud on the horizon is the
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US market, which is expected to
remain cioser to home in 2004 -
thanks largeIy to the weak US Dollar,

On"n. booklng
UK travei website OnIinetravel,com
reports anOther change in the short
breaks market: Paris has been
knocked-off its top spot and
dethroned by Prague as Brits' number
one dtY destination -at Ieast in
the UK online travei market,
OnIinetravel,com compared year-to-

date (to end February) bookings
against the same period in 2003,

The survey was based on ali
bookings made using the sites 'BuiId
Your Own' (BYO) functionaIitY, where
consumers create their own holidays
by combining fIights and hoteis
onscreen, The company's figures aIso
showed a drop in online bookings to a
few oid favourite destinations, with
Amsterdam Iosing its Iure and falling
to sixth piace from third, and
exuberant Barceiona dropping to
third pIace from its previous position
as the second mast popuiar European
dtY destinatian, 8



!EW HOTELS IN THE ART ClTIES AND ON 80TH GLiTTERING COASTS.

medeo Ottaviani, President of the
Italian Tourism Authority (ENIT),

, ~~: that 2003 closed with a
loss of about ~600 mil1ion revenue
from foreign tourism in Italy, though
in the last three months of the year a
recovery trend was recorded that pro-
vided strong hope far this year. The

greatest drop was recorded between
Aprii and June due to the conflict in
Iraq, which led to the loss of ~ 620 miI-
lion. Currently, there are signs of
recovery in the intemational travel
market. This can foster the recovery of
Italy' s losses, particularly of American
and Japanese tourism, even though
the exchange rate of the dollar and
yen against the euro inhibits the
choice of Europe as a destination.
ENIT's promotional program far 2004,
says Ottaviani, consolidates the
Italian presence in these large mar-
kets while aIso focusing on new fron-

tiers, including the ten countries that
wilJ enter the European UlÙon and
wilJ spend aver ~10 billion far trips

abroad, and other large potential mar-
kets such as China, India, Korea,

Australia and Latin America who wilJ

show slrong growth thanks to the
work of over 400 speciaJized tour

operators. Major events planned for
2004 include participation in the
China International Travel Mart in
Shanghai to take the pulse of dtinese
tourism that is particularly attracted
to Italy. Ottaviani concludes, "A posi-

tive new development is the law
approved by the CounciI of Ministers
in support of the Italian mountain
regions that includes a mountain
tourism promotion campaign abroad
by ENIT, with a budget of ~700,OOO
for 2004-2006.

New hotels

Since first opening its doors in 1880,
the Bauer has aIways been prominent
in Venetian life. Located in the heart of

Venire, minutes from Sto Mark's
square and from alI the elegant shops
and boutiques, the Bauer recent1y
completed a ~25 million renovation
of the contemporary wing built in the
1930's. This renovation developed the
Bauer into 115 tota1Iy refurbished

guestrooms, including 20 suites and
junior suites. Many rooms have two

bathrooms, a sitting room and beauti-
fui city views. OnIy two years earlie~

third-generation owner Francesca
Bortolotto Passati had iocused ali oi
her energy on a ~ 50 million renovation,

establishing a separate, exclusive



boutique hotel in the XVIII century
wing: un Palazzo at the Bauer,u with a

separate entrante and private dock
lor boats.

From early spring to late autumn, the
hotel's De Pisis restaurant -decorated
with Venetian silk and guilded mir-
rors -moves outdoors to a beautifuI

terrace overlooking the Grand Canal.
The B Bar has become one of Venice's
most exciting lounge baro and
nightspots.

Italian group UNA Hotels &
Resorts has in very litUe lime, distin-
guished itself in Italy's four-star busi-
ness sector, with 17 hotel facilities in
the Lombardy, Emilia Romagna,
Tuscany, Lazio, Campania and Sicily,
totaling aver 1 600 rooms. The appeal
of Una's 'complete offer' to business
travelers is enhanced by the modern
leisure facilities in its resorts, UNA
Fattoria Santo Stefano, UNA Palazzo
Mannaioni and, opening SOOn, UNA
Villa Le Maschere.

The Una Hotel Tocq, designed by the
architect Aldo Obic in 1998, is a typi-
cally minimalist and refined boutique
hotel in the Italian business capitaL
with 109 rooms and 13 apartments. It
is located near the subway and Porta
Garibaldi Railway Station, a short
walk from Corso Corno, one of the
most social and fashionable areas of
the city. There are six meeting rooms
accommodating up lo 110 people. Its
well-known restaurant, overlooking
the large terrace, is popular far busi-
ness lunches and cocktail parties.

The Una Hotel Cusani, in the his-
torical centre of Milan apposite the
Castello Sforzesco, is a short walk
from the Duomo. Its 92 rooms afe
soundproof, air-conditioned and
provide excJusive comfort. The well-
known and welcoming restaurant
offers a !aste of the best gastronomic
specialities of traditional and interna-
tional cuisines.

The group will open three new
hotels this year: a property offering 93

rooms and six apartments in Bologna;
one with 160 rooms and conferente
facilities for 300 people at Cerro
Maggiore, on the motorway link to
the Milan Malpensa Airport; and the
former Centrai Paiate Hotel in the
centre of Catania, a restored property
with 97 double rooms, six meeting
rooms, and a 180-seat restaurant

Milanese landmark The Westin
Paiate, part of Starwood Hotels &
Resorts Worldwide group, presents
itself with a new look, thanks to
recent important investments, !hat
enhanced both the quality and the
variety of services, taking more care
of the business requirements as well
as the comfort of its guests.

The historical façade of red Aswan
marble has been newly lighted to
emphasize the building's perspective
and importante. The entrante and
driveway have been enriched by a
new fiorai décor and a new lighting.
In addition, besides the Heavenly
Bed, alI guestrooms have been
endowed with Heavenly Showel; the
latest Westin innovation studied to
oHer a fabulous beneficial massage.

Soon the WIFI system will be
available, giving to alI the guests the
possibility of connecting to the
Internet and to their corporale net-
works wirelessly from ali the areas of
the hotel: the rooms, the meeting
rooms, the lobby, the bar and the
restaurant. These investments add to
the already high standard of comfort
offered by the 241 hotel guestrooms,
ali endowed with the famous
Heavenly Bed, developed exclusively
by Westin in order to oHer an excellent
sleep. Moreovel; 10 of the 16 luxury

suites afe endowed with private
Turkish bath with breathtaking
overview on Milan's Cathedral.

The Adriatic coast
The region of Emilia Romagna offers
famous beaches, seaside resorts with a
large stock of four- and five-star
accommodation, extensive national
parks of mountain and foresl, and
historic centres of arI, culture and gas-
tronomy such as Parma and Rimini.

Emilia Romagna's marketing arm,
APT Servizie, has formed a public/ pri-
vate cooperation to promote the
region's tourism offerings, focusing
on the seaside, dties of art, thermal
spas, and the Apennines. Working

groups have developed around each
of them, with the aim of bringing
tourism projects aimed at developing
each area and co-financed by the

Region via APT Servizi, to fruition.
Each grouping is a contact point

between publicly-funded promotion
and private initiative providing a net-
work of supporto

Within the groupings about 250
ProducI Clubs have developed. Their
topics range from art to gastronomy
and from active holidays to entertain-

menI, making Emilia Romagna a true
leader in the area of hospitality. They
collaborate to offer through Emilia

Romagna Turismo's website spedal
offers such as bed &. breakfast in
4/3/2/1~tar hotels in Rimini,
Ricdone, Cattolica and Bellaria from
~20 per person. The site offers dis-
counts far children, and add-ons such
as rail tickets or hire of a Smart car
from ~2 per hour +~O,25 per Km with
gas and free parking.

Turln's reblnh
The andent dty of Turin, known

intemationally as a centre far skiing






