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Growing travel market driven by strong fundamental trends

Before the COVID-19 pandemic, the global travel market was growing above global GDP levels1. The crisis has 
had an unprecedented impact on the world of travel over the past two years. However, following the COVID-19 
pandemic, the global travel market is expected to recover strongly, returning to pre-crisis levels and growth 
by 2022 to 2024. Furthermore, leisure travel is expected to recover more quickly than business travel. 

In particular three megatrends will continue to drive the growth of tourism in the future. Firstly, we are seeing 
a shift in demographics with people living healthier, longer and with more money to spend which has a 
positive effect on travel and tourism. Secondly, middle classes continue to grow, particularly in South East 
Asia and Latin America. Thirdly, people are choosing experiences over the ownership of goods with increasing 
frequency. Therefore, tourism will continue to be an attractive growth market in the mid-term. Short-term, 
tourism markets have rebounded strongly from the COVID-19 crisis. The underlying desire of people to travel 
has been evident throughout the COVID-19 crisis, as we have seen immediate strong booking surges for our 
destinations on easings of governments’ travel restrictions. Following the roll-out of successful vaccination 
programmes and further easing of more government travel restrictions this positive market momentum 
is expected to continue, in particular also for long-haul destinations2. 

T U I ’ S  I N T E G R AT E D B U S I N E S S  M O D E L  Y I E L D S S Y N E R G I E S

TUI is an integrated tourism group organised in two business divisions, Holiday Experiences and Markets & 
Airlines, offering synergies and scale. TUI serves millions of customers and operates 137 aircraft, 414 hotels3, 
16 cruise ships4 and a digital platform for tours and activities with a strong portfolio of over 215 k offers4. 
While our Holiday Experience division benefits from our Markets & Airlines distribution capabilities, it 
supports our distribution division by offering own and differentiated products.

1 As per Statista data for global tourism receipts (review period 2015 – 2019)
2 https://www.reuters.com/world/us/exclusive-us-partly-lift-international-travel-curbs-nov-8-official-2021-10-15/
3 As at 30 Sept. 2021, including third party hotels
4 As at 30 Sept. 2021

Holiday Experiences: Sizeable and differentiated leisure hotel, cruise and tours  
and activities product portfolio

H O T E L S  &  R E S O R T S –  D I F F E R E N T I AT E D B R A N D S ,  I N V E S T M E N T S A N D A S S E T- R I G H T G R O W T H

TUI features a portfolio of own and differentiated leisure brands such as Robinson, TUI Magic Life, TUI Blue 
and TUI Suneo. This brand portfolio is complemented by JV hotel brands such as Riu, Atlantica, Blue 
Diamond and Grupotel. Our hotel portfolio is well-diversified in terms of destination mix and ownership 
models including ownership, lease, management and franchise. The earnings development of our Hotels & 
Resorts business unit is driven by our vertical integration with the majority of our revenue being generated 
by our Markets & Airlines division. We will continue the asset-right strategy that we commenced in 2019 
before the crisis. The growth of the hotel portfolio will be decoupled from investments, separating hotel 
management and the holiday experience from property ownership. The customer experience is driven by the 
brand and the quality of the hotel and we will continue to create tailor-made hotel experiences for our guests. 
We are committed to growing our global brand and hotel portfolio with a stronger focus on management and 
franchise in the future as well as long-term, strategic partnerships with hoteliers and institutional investors.



C R U I S E S  –  D I F F E R E N T I AT E D B R A N D S ,  A S S E T- L I G H T I N V E S T M E N T S A N D G R O W T H

TUI’s cruise business consists of three brands covering the full cruise sector spectrum from premium 
all-inclusive to luxury to expeditions. Our JV brands TUI Cruises and Hapag-Lloyd Cruises are specifically 
designed for the German-speaking all-inclusive (Mein Schiff fleet of TUI Cruises), luxury (Europa and Europa 
2 vessels at Hapag-Lloyd Cruises) and expedition (HANSEATIC class of Hapag-Lloyd Cruises) markets. Our 
Marella Cruises brand represents a bespoke UK cruise product with a focus on all-inclusive fly-cruising.

Our TUI Cruises JV will continue to grow by investing into new-build ships for all market segments. Marella 
Cruises will continue to pursue a fleet upgrading strategy by replacing older ships with newer and larger 
vessels, enabling it to increase product pricing.

TUI Markets & Airlines will continue to distribute our own and differentiated cruise product offerings, driving 
the performance of our cruise business unit.

T U I  M U S E M E N T –  G R O W T H A N D U P S T R E A M CO N S O L I DAT I O N 

TUI Musement, one of the largest digital providers in the online intermediary market for tours, activities and 
experiences5, connects our own and third party tours and activities product portfolio in the destinations with 
our own Markets & Airlines customers as well as third party customers through strategic partnerships such 
as with Booking.com or Trivago.

TUI Musement will focus on strongly growing its own and third party curated product offering and will 
therefore strategically focus on upstream market consolidation. Its product offering covers tours and activities 
globally, both in leisure and city destinations. TUI Musement will retain a strong focus on the curation and 
fulfilment of its experiences product offerings such as excursions & day trips, attractions & guided tours, 
multi-day tours, cruise shore excursions, transfers, tickets & events and other activities.

Markets & Airlines – Continued focus on customers, digitalisation and  
mass-individualisation

TUI is, according to consumer surveys for unaided brand awareness and consideration, a leading tourism 
brand6. More than a dozen source markets7 deliver a strong and diversified customer base for our differen-
tiated product offerings. Customers appreciate TUI‘s flexible, safe, differentiated and highly service-ori-
ented holiday experience offerings, specifically designed for their needs8. Covering the whole customer jour-
ney, TUI holds multiple digital and physical touchpoints with its customers and therefore delivers a strong 
blend of digital and human interaction. TUI follows a customer centric approach, aiming to create long-term 
relationships with its customers. Personalized experiences and new product development is a strategic prior-
ity, intended to improve the value for money for our customers while driving demand for our products at 
the same time.

TUI continues with the development and implementation of its own IT platform TRIPS, a comprehensive 
software stack covering the whole value chain from inventory management, creation of products offerings 
and pricing to customer relationship management. This comprehensive IT platform will replace various local 
legacy systems and therefore drive synergies and cost reductions as TUI will use one common system across 
all markets in the future. At the same time this platform will form the basis for our digital mass-individualis-
ation product initiative and will therefore support to drive revenues. One central development allows for 
high agility and strong development and running cost control.

To further protect its strong market positions, TUI has established a global realignment programme, with the 
target of delivering € 400 m of cost savings p. a. by FY23, with a large proportion of such savings targets 
being allocated to our Markets & Airlines business. By the end of financial year 2021 more than 60 % of this 
target have been delivered already.

5 According to Bernstein analysis, TUI Musement ranked 2nd for market share in the tours, activities and experiences market
6 As measured by brand consideration in TUI brand performance tracking, completed by Metrixlab
7 Germany, UK , Belgium, Netherlands, Sweden, Denmark, Norway, Finland, France, Austria, Switzerland, Poland, Canada and Russia
8 Based on TUI research [e. g. brand/customer surveys]



TUI is strongly committed to sustainability

Our responsibility as a world-renowned tourism company has never been greater. The travel and tourism 
industry needs to respond to global challenges such as climate change. With the next phase of our Sustain-
ability Agenda, we will enter a decade of sustainable transformation. Our ambition is to lead the industry and 
to actively shape a more sustainable future for tourism. This ambition is anchored by the sigificant progress 
we’ve made to date. 

Our airlines are already among the most environmentally efficient in the world, ranking first and fourth 
among the world’s 200 largest airlines in terms of CO2 efficiency9. In financial year 2021, our airline’s relative 
carbon emissions rose by 15 % to 78g CO2 / pkm (previous year: 67.8g CO2 / pkm). This is attributable to the 
grounding of our fleet due to the COVID crisis, which led to a considerable decrease in flight operations and 
occupancy rates of all TUI airlines. The increased freight component of various TUI airlines caused the weight 
of the aircrafts to increase, which in turn elevated fuel consumption.

Between 2015 and 2019, TUI’s cruises business has achieved a 13.6 % reduction in relative CO2 emissions and 
a 60 % reduction in fresh water consumption on our cruise ships. In addition, by 2019 83.8 % of TUI Hotels & 
Resorts had their sustainability certification10. In total, we had removed 257 million pieces of single-use 
plastic11 from our operations, between 2018 and 2019, a significant achievement on our journey to create 
sustainable holidays for our guests. 

Our next steps will be anchored in several core deliverables: Empowering communities in destinations, driving 
transformation by increasing and sharing knowledge through our educational initiatives12, reducing our 
environmental footprint13 and working with partners across the tourism industry and outside to accelerate 
the transformation beyond TUI.

9 According to latest atmosfair Airline Index from 2018
10  Tangible environmental improvements (10 % less CO2, 24 % less waste volume and 23 % more green energy in certified hotels vs. 

non-certified)
11 27 m pieces from the airline, 31 m pieces from cruises and 197 m pieces from our hotels
12  https://www.tuigroup.com/en-en/media/press-releases/2021/2021-06-02-tcf-and-enpact-launch-tourism-recovery-programme
13 Working with science-based emissions targets, water, energy & waste

TUI will emerge stronger and leaner from the crisis

TUI has accelerated its strategic transformation during the COVID-19 crisis. It is emerging as a more digital, 
leaner and stronger company, which we believe posititons us well to capture further market growth poten-
tial. TUI will continue to grow its differentiated Holiday Experience product offerings whilst in our pursuit to 
deliver high-quality and more individualised service and products to its customer base, based on a blend of 
digital and human interactions.

Our employees

In 2021, the COVID-19 pandemic again posed significant challenges for TUI Group, our HR Departments and 
our employees. It required us to build systematically on the measures already launched in 2020 to reduce 
staff costs. As we press ahead with our ongoing transformation and restructuring projects, TUI is moving 
towards its goal of future-proofing the Company and successfully counteracting the long-term effects of the 
COVID-19 pandemic.

In financial year 2021, key drivers were our digitalisation strategy and the transformation to a digital plat-
form company, and these are also reflected our HR activities. In August 2021, we launched the ‘TUI Way of 
Working’, seeking to reach global agreement on a new way of working and develop a shared vision for the 
future of work at TUI. We have already implemented a number of initiatives and programmes, in particular 
in the leadership, workplace and technology modules. 

In the next few months, we will focus on formulating a new People Strategy with our new Chief HR Officer 
and Labour Director. The strategy will create an HR view of the portfolio and also address the HR function 
as such. Its goal is to update the HR function and enhance its efficiency while aligning our HR activities to the 
changing requirements that define the world of work in our future digital platform company. 

  Details see page 84 onwards


