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Hanover, February 2015

dear TUi Policy Agenda readers,

We wish you a great start into the new year and a successful 2015!

TUi is entering into 2015 with a new structure and a clear vision of growth and 
sustained increase in corporate value. Towards the end of 2014, shareholders 
of the german TUi Ag and the british TUi Travel Plc approved the merger to 
form TUi Ag. The world's largest integrated tourism corporation is headquar-
tered in hanover: germany has a new world champion in travel. 

Fritz Joussen, ceo of TUi, explains: “We aim to unite what belongs together 
under the roof of our great brand, TUi.” TUi Ag will be the first german stock 
corporation that is listed in the FTSe index on the london Stock exchange. 
Today, TUi is a truly european corporation and an international employer 
of 77,000 staff in over 130 countries. meet the new TUi group in our short 
videos: www.tuigroup.com/de/medien/videos
 
The european charter airlines of the TUi group, which operate more than 
130 aircraft in total, will be flying under the same flag from now on. The TUi 
group's portfolio comprises not only the tour operators and cruise companies, 
such as the german hapag-lloyd kreuzfahrten and TUi cruises, but also 
more than 300 hotels.

We would like to introduce these significant business divisions in our first 2015 
issue of Policy Agenda. We also provide information about consumer protec-
tion in the context of package holidays. These have fallen victim to a new 
taxation system, rendering them less attractive than simple hotel bookings 
(without any of the otherwise included consumer protection aspects).
 
We hope you will enjoy this issue and are looking forward to your feedback!

yours sincerely,
TUi Team corporate & external Affairs
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Fritz Joussen, ceo of TUi Ag, at the extraor-
dinary general meeting in hanover on 28 
october 2014
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  TUi cRUiSeS: neW oRdeRS SecURing eURoPeAn 
ShiPyARdS 

cruises are increasingly popular with 
german holidaymakers – and they 
are an important driver of growth 
for the european shipbuilding and 
tourism industries. Wybcke meier, new 
ceo of TUi cruises as of october 
2014, explains: “even though the 
germans travel more than most 
other nations, our cruise sector still 
has signifi cant growth opportunities 
in comparison with that of north 
America.”  

The experienced tourism 
manager has a clear vision for the 
german-speaking market. “We want 
to establish ourselves as the quality 
leader for our target groups and take 
advantage of worldwide opportunities. 
And we want to become a leader in 
the fi eld of environmental protection,” 
meier says.

Shipyard mergers secure techno-
logical base
TUi is securing europe's status as a 
base for shipyards and technology 
with its extensive construction pro-
gramme: All new ships will be built on 
the Finnish Turku shipyard, which will 
in future belong to the meyer Werft 
group based in Papenburg in the 
german emsland district. Jan meyer, 
ceo of meyer Werft, comments: 
“Joining forces allows us to consoli-
date separate competencies into one 
unifi ed off er, which gives us an even 
stronger position on the market.” TUi 
cruises is the Turku shipyard's largest 
client. 

Harmony with nature
The european ships trigger posi-
tive growth impulses and eff ects on 
employment – not just nationally, but 
also in the port regions of the cruise 
destinations. This means a tangible 
benefi t for developing and newly 
industrialising countries in particular. 
TUi cruises places the greatest em-
phasis on ensuring that the growth 
of the cruise sector is achieved in 
an environmentally-friendly man-
ner. All new TUi cruises ships are 
equipped with modern waste gas 
purifi cation systems. “our customers 
want to enjoy their holidays with a 
clear conscience. That is why we are 
keeping them up to date with our 
investments in this fi eld. We take 
environmental protection seriously,” 
emphasises Wybcke meier, ceo of 
TUi cruises.

Fleet set to grow from three to eight ships – Wybcke meier named as ceo 

TUI has long recognised the cruise 
sector as a driver for growth. In 
2008, the company founded TUI 
Cruises in cooperation with Royal 
Caribbean Cruises Ltd. (Miami/
Florida, USA). This joint venture 
has been strategically investing into 
expanding its capacities ever since:

•  2009: Commissioning of 
Mein Schiff  1

•  2011: Commissioning of 
Mein Schiff  2

•  2014: Launching ceremony of 
Mein Schiff  3 (the fi rst new ship 
built by TUI Cruises) 

 

Further planned constructions:

• 2015 (2nd quarter): 
  Launch Mein Schiff  4, 
 ceremony in Kiel
•  2016/17: Mein Schiff  5, 
 Mein Schiff  6
•  from 2018: Mein Schiff  7, 

Mein Schiff  8

The investment volume for the new 
ships is substantial: each new ship of 
this scale costs approximately EUR 
450 million.

Extensive construction programme

Number of cruise passengers 
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Wybcke Meier (45) has been the CEO of  TUI Cruises since 
early October 2014. “TUI Cruises is now entering an expan-
sion phase. Wybcke Meier will be able to create and shape this 
phase, together with her strong TUI Cruises team,” explains 
TUI CEO Fritz Joussen. Before joining TUI, Wybcke Meier was 
the CEO of Windrose Finest Travel. She will be supported in 
her new position at TUI Cruises by CFO Frank Kuhlmann.

A neW WomAn in chARge

Wybcke meier (TUi cruises) and dr Jan meyer (meyer Werft) 
launch Mein Schiff 4.

A sophisticated environmental 
strategy
TUi cruises' environmental strategy 
is focussed on central concerns such 
as climate protection and reduction 
of emissions, energy efficiency and 
progressive waste and waste water 
disposal. impressive results have 
already been achieved in these areas:

•	A seven-percent reduction in co
2
 

emissions in 2013 alone compared 
to the previous year thanks to the 
optimisation of routes and speeds
•	An almost seven-percent reduc-
tion of fuel consumption in 2013 
compared to the previous year
•	 improved atmosphere preservation 
thanks to the consistent use of radi-
ant heat recovered from engines
•	Reduced energy consumption 
thanks to energy-saving/led bulbs

TUi cruises is also leading the way in 
terms of waste disposal:

•	on-board facilities for waste sepa-
ration (paper, glass, leftover food, 
packaging), shredding and compact-
ing 
•	environmentally friendly waste 
incineration (of harmless waste)
•	delivery of non-combustible waste 
to disposal firms based in the near-
est port
•	Proper on-board disposal of waste 
accumulated during land excursions

We have also been able to reduce the 
total amount of waste by 16 per cent 
in 2013 by systematically avoiding its 
accumulation.
 

Careful use of water
Water is a particularly precious 
resource: TUi cruises produces most 
of the water required on its ships 
from sea water in its own desalina-
tion plants. Waste water is treated 
in modern plants and then disposed 
of safely. in order to reduce its water 
consumption even further, TUi 
cruises implemented so-called “towel 
cards” last year. They are supposed 
to discourage customers from using 
multiple towels at the same time. 
The result: the total laundry volume 
has decreased by 30 per cent. 

TUi cruises' efforts for better 
environmental protection have been 
acknowledged by third parties: a 
recent environmental survey by 
the german Association for nature 
conservation (nAbU) ranks all of the 
new TUi cruises ships amongst its 
top ten. “but our efforts to reduce 
the environmental impact of our 
cruise tours to a minimum are not 
finished yet,” explains TUi cruises' 
ceo meier. “For this reason, we will 
continue investing in new technolo-
gies, improving our processes and, by 
doing so, cutting our fuel consump-
tion. This doesn't just benefit our 

environmental balance – it also leads 
to lower fuel costs, giving us eco-
nomic advantages.”

Political support needed
TUi expects politicians to provide 
their substantial support for the 
development of a cruise tourism 
industry that is geared towards 
sustainability. The following measures 
can contribute to the further growth 
of the cruise sector:

•	development of the necessary 
port infrastructure, such as terminal 
facilities and liquid gas filling stations
•	environmentally friendly shore-side 
electricity supplies for ships at berth
•	cosmopolitan visa policies to 
welcome travellers from outside of 
europe

cruise ships trigger growth on 
the coasts of europe and in many 
newly industrialising countries, where 
tourism creates new employment 
opportunities and purchasing power. 
it is now in the hands of germany 
and the eU to provide sustainable 
support for this important driver of 
growth.

Significant reductions achieved 
by the TUI Cruises fleet in 2013 
compared to the previous year 
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 TUi AiRlineS: 
  inveSTing billionS in A highly eFFicienT FleeT 

TUi is currently investing in one of 
the most ambitious fleet modernisa-
tion programmes in the history of 
the company:

•  15 new Boeing 787-Dreamliner 
long-haul jets

• List price for 15 aircraft: 
 EUR 2.5 billion
•  First deliveries took place in 

2013
•  Eight Dreamliner aircraft are 

already in use at TUI Airlines
• Further deliveries planned for  
 2015

This places TUi Airlines at the top of 
european airlines in terms of dream-
liner commissions. 

The b 787-dreamliner aircraft are 
particularly climate-friendly: Thanks 
to their use of carbon fibre-rein-
forced plastic in the aircraft skin, 
the plane is more lightweight and 
has better aerodynamics than its 
predecessors. This reduces kerosene 
consumption by approximately 20 
per cent per passenger compared to 
similar aircraft. Further advantages: 
The engines are amongst the quiet-
est in their class. decreased cabin 
pressure reduces the strain on the 
body. especially elderly people and 
small children benefit from this.

Optimised aerodynamics
besides the new b 787 long-haul 
jets, TUi is anticipating the delivery of 
new b 737 short and medium-haul 
aircraft for holiday destinations in 
europe and north Africa. These jets, 
too, will be especially eco-efficient. 
They are equipped with so-called 
“Split Scimitar Winglets” which con-
tribute to optimising the aerodynam-
ics of the wings. This allows for a 
reduction in kerosene consumption 
by approximately 170,000 litres per 
year per aircraft. 

TUi is currently equipping the wings 
of all of its existing TUi Airlines boeing 
737 aircraft with such winglets. 

Kerosene consumption reaches 
record low
•	The fuel consumption of TUi's 
german fleet amounts to only 2.79 
litres per 100 passenger kilometres. 
That is almost one litre below the 
sector average. 
•	According to the german Aviation 
Association (bdl), german airlines 
use 3.68 litres of fuel per 100 
passenger kilometres. 
•	TUi Airlines' specific co

2
 emission 

values of only 70 g per passenger 
kilometre are similarly outstanding.   

TUIfly: fuel-saving champion

boeing 787-dreamliner fleet growing further – five airlines under one roof

The leading European holiday 
airlines of the TUI Group have set 
themselves an ambitious goal: “We 
do not simply want to be the best 
holiday airline; we also aim to run 
the most modern and fuel-efficient 
fleet in Europe,” says Henrik Ho-
mann, Managing Director 
Aviation, TUI. The German TUIfly, 
the British Thomson Airways, Jetair-
fly from Belgium, Arkefly from the 
Netherlands and the Scandinavian 
TUIfly Nordic will be cooperating 
even more closely under the shared 

roof of “TUI Airlines”. They will cre-
ate new offers for their customers 
and strive to improve their environ-
mental efficiency more and more. 

henrik homann, 
managing director Aviation, TUi

European stock of Boeing 
787-Dreamliner aircraft 
(up to November 2014):

TUI Airlines

british Airways

loT Polish Airlines

norwegian
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Amount of fuel used per 100 kilometres/passenger

Amount of fuel used per 100 kilometres/passenger

industry average in germany
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Research cooperation: Sustainable 
technologies in action
besides modernising its own fleet, 
TUi has entered into a partnership 
with the “boeing ecodemonstra-
tor” programme. This programme 
aims to research new technologies 
for the aircraft sector. intensive and 
regular communication with political 
decision-makers will constitute an 
important aspect of this project. TUi 
is currently in the process of fitting a 
TUi b 757 test aircraft with innova-
tive state-of-the art technologies 
in order to test the energy-saving 
potential and suitability for series 
production of certain components. 
The aircraft is intended to deliver 
data and empirical values from pas-
senger flight operations starting in 
2015. 

Better regulatory conditions 
needed
With its large aircraft fleet and its 
billions worth of investments in 
europe, it is fundamentally impor-
tant for TUi Airlines that politicians 
improve the basic conditions for 
air traffic in germany and avoid a 
blatant distortion of competition. 
The air traffic concept announced by 
the federal government must make 
the international competitiveness of 
german air traffic a priority. The air 
traffic tax in particular is harmful to 

germany (cf. separate text on this 
page). Fleet modernisation pro-
grammes that have a positive impact 
on the environment, such as those 
currently being implemented by 
TUi, are complicated significantly if a 
part of the required funds has to go 
toward the air traffic tax. Air traffic is 
a vital line for globalisation. especially 
germany, in its role as a travel and 
export champion, cannot afford to 
miss its flight to the future.

A TUifly aircraft in the “blue wave” design at hanover airport 

AiR TRAFFic TAX: 
geRmAny'S incReASing iSolATion

germany is increasingly at risk of 
isolation concerning the air traffic 
tax: while the Federal constitutional 
court has recently ruled the tax to 
be constitutional, more and more eU 
member states are either weakening 
it or abolishing it entirely. And that is 
a good thing: the individual taxes of 
the various member states profound-
ly contradict the european idea. They 
also violate well-established princi-
ples of international air traffic, such 
as the self-financing of carriers. 

here is an overview of recent devel-
opments:

•	The United kingdom has already 
weakened the tax: From 1 April 2015, 
the highest payments for distances 

exceeding 4,000 kilometres will be 
abolished. 
•	 in belgium, the tax was retracted 
after only 24 days.
•	The netherlands, denmark and 
ireland have also abolished it entirely. 

The more our eU neighbours 
distance themselves from the tax, 
the more painful an exception the 
german contribution will become. 
germany's four large airlines alone 
pay more than eUR 500 million of 
air traffic tax per year to the Federal 
minister of Finance.

For this reason, TUi explicitly wel-
comes the recent proposals by mPs 
Arnold vaatz, dr michael Fuchs (both 
cdU), Sören bartol and hubertus 

heil (both SPd) to abolish the tax. 
“The air traffic tax may seem bear-
able in and of itself. but on top of 
other fiscal charges, it adds up to a 
cumulative burden that has become 
quite difficult to bear for the german 
air traffic industry,” states hubertus 
heil.

n   

n   

n   

hubertus heil, mP, deputy chairman of 
the SPd parliamentary fraction  
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 PAckAge holidAy TAX:
 A ThReAT To conSUmeR PRoTecTion

business tax addition for hotel bookings temporarily suspended

The fundamental reason for this 
problem is an attempt by the ger-
man tax authorities to impose addi-
tional taxes on providers of package 
holidays in the context of a sweep-
ing over-interpretation of the 2008 
business tax reform. hotel allocations 
that were booked with third-party 
providers since 2008 would be retro-
actively taxed as business assets 
under the heading of business tax. 
This interpretation was not explicitly 

provided for by the legislator. The 
views of the travel industry were 
therefore not taken into account for 
the 2008 amendment of the busi-
ness tax, as the legislator did not 
identify the travel sector's relevance. 

 The approach of the fi nancial au-
thorities gives an advantage to online 
travel portals. Their off ers (“click and 
mix”) are not subject to business tax. 
Providers located abroad are also 
exempt from taxation. This creates 
an intolerable distortion of com-
petition at the expense of german 
companies, especially medium-sized 
tour operators and coach companies 
in germany. 
 
 consumer protection also falls 
victim to this intentional taxation: the 
planned tax system places qualifi ed 
tour operators at a disadvantage 
compared to pure agents. When a 
customer uses an agency website 
to book a hotel room (rather than a 
complete package), a direct agree-
ment between the customer and the 
hotel is created. The lack of taxation 

may mean some savings for the cus-
tomer. but in return, he has to forfeit 
certain consumer-friendly aspects of 
package holidays: if an adverse situ-
ation occurs, nobody will be available 
to look after the customer in the 
holiday area. in the case of a breach 
of warranty, foreign laws will apply if 
the hotel was booked via an agency.

The tax authorities claim that the 
purchase of hotel allocations involves 
a rental or lease contract. in real-
ity, however, such an agreement 
is a mixed contract that predomi-
nantly involves non-rental services. 
it is impossible to split the services 
combined in the contract, so the 
separate taxation of individual 
components is not at all feasible. 
not only should the tax authorities 
suspend the added business tax for 
hotel purchases, they should abolish 
it altogether.

n   

An important step on the way to 
the abolition of the business tax for 
hotel rooms booked at third-party 
providers included in tour pack-
ages has been achieved: The tax 
authorities of the federal states 
have suspended the controversial 
assessment until further notice due 
to major legal and political concerns. 
Tour operators, however, are left 
with legal uncertainty and signifi cant 
fi nancial risks. They have to create 
provisions for these risks and, on 
top of that, would have to pay six 
per cent interest on the potential 
additional payment.

n   

TUI is Germany's most popular tour operator. This is the conclusion reached by the German 
Consumer Research Agency (DtGV) in a survey of 450 people aged between 18 and 65 years. They 
were questioned about the diversity of packages off ered, the quality of the tours, the customer 
service and transparency of the large operators. The survey also asked about their overall impres-
sions regarding fairness, credibility and reliability. 

TUI was ranked fi rst in fi ve of the six categories, achieving an overall victory. This means that TUI 
is considered particularly reliable, credible and trustworthy: a both fair and modern operator. Most 
of the respondents would recommend TUI to others, rather than competing operators.

“Market and competition work well in the tourism sector,” says Thomas Ellerbeck, member of the 
TUI Group Executive Committee. The planned amendment to the EU Travel Package Directive may 
lead to more bureaucracy, but certainly not to higher customer satisfaction. “Our quality standard 
and the high competitive pressure of this sector are a lot more motivating for us than any govern-
ment directive could be.” 

TUi most popular tour operator
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The “mS europa 2” (pictured) of the 
TUi group member hapag-lloyd 
kreuzfahrten was only commissioned 
in 2013. but it has already been 
named the best cruise ship in the 
world for the second time in a row by 
the renowned ranking in the “berlitz 
cruising & cruise Ships guide 2015”. 

“mS europa” and “mS europa 2” 
were the only cruise ships in the 
entire ranking that received the 
fi ve-star-plus top mark. Mein Schiff  
3, too, has been awarded: it received 
the german cruise Prize as the “Ship 
of the year 2013”.

Since September 2014, TUi Ag has 
been listed in the renowned dow 
Jones Sustainability index (dJSi) in 
the categories “World” and “europe” 
– as the only tourism corporation in 
the world. especially in the catego-
ries of risk and crisis management, 
corporate citizenship and stakeholder 

dialogue, TUi has been able to score 
very high rankings. The environ-
mental policy and eco-management 
systems of europe's leading tourism 
corporation are also clearly ahead of 
the competition.

every year, more than 3,000 
listed companies from all sectors 

are invited to undergo an evaluation 
of their sustainability activities. The 
best-scoring companies of each sec-
tor are listed in the index. This year, 
the dJSi World lists 319 top-rated 
companies, while the european index 
features 154.

TUi ships honoured as world-class

TUi ahead of the sector in terms of sustainability 

35 per cent of leading positions at 
TUi are held by women, and this 
fi gure is set to increase further. TUi 
has once again been awarded the 
“Total equality” rating for exemplary 
measures towards achieving equal 

opportunities in personnel manage-
ment. The prize is awarded with 
the support of the Federal ministry 
of Family Aff airs, Senior citizens, 
Women and youth (bmFSFJ). TUi 
is taking measures for the promo-

tion of women and families in order 
to distribute responsibilities evenly 
between women and men. The tour-
ism corporation received the “Total 
equality” rating for the fi rst time in 
2011. 

Staff  management: equal opportunities are a matter of course for TUi

TUi is creating a unique tourism 
project in an unlikely place: a little 
medieval village in Tuscany, unin-
habited and barely managed since 
the 1960s. The castelfalfi  country 
estate measures approximately 
1,100 hectares and is located in the 
“golden triangle” between Florence, 
Siena and Pisa. it has been carefully 
renovated with an investment of eUR 
250 million from TUi and in coopera-
tion with all relevant local parties. 
The village with its lombard-era 
castle is the centrepiece of the 
Toscana Resort castelfalfi  hotel. 
Agricultural areas and production 
plants have been restored and the 

growing of grape vines and olives 
has been developed signifi cantly. 
vineyards, olive groves and croplands 
are still predominantly distributed as 
intended in the original agricultural 
composition of the region. 

TUI's Castelfalfi  country estate is 
carrying out a three-year series 
of experiments concerning the 
production of biomass in coopera-
tion with the renowned Sant‘Anna 
University in Pisa in order to at-
tain a self-suffi  cient energy supply 
system. 

The TUi project has created many 
new employment opportunities in 
one of the least economically devel-
oped regions of Tuscany, and rein-
vigorated a cultural and agricultural 
gem in a most exemplary manner.

TUi's ecologically self-suffi  cient country estate in Tuscany

TUI's Castelfalfi  country estate is 
carrying out a three-year series 
of experiments concerning the 
production of biomass in coopera-
tion with the renowned Sant‘Anna 
University in Pisa in order to at-
tain a self-suffi  cient energy supply 
system. 
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headquarters in germany 
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130 countries

more than 30 million 
customers from 31 source 
markets travel to 180 
countries around the 
world
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Approximately 1,800 
travel agencies in europe 

more than 300 hotels 
with 210,000 beds

136 aircraft

12 cruise ships

€18.7 billion turnover

Adjusted ebiTA margin of 
€869 million

market capitalisation of 
€7 billion

A FTSe-100 company


