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European tourism transport 
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EU tourism trips in 

2000 

•  875 million outbound 
return trips. 

•  2021 billion pkm (6.6% of 
world mobility). 

•  Tourism transport 
represents 15-20% of all 
surface based mobility 
within EU. 

•  Domestic nr of trips is 
60%. 
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Outbound EU O/D transport 

in 2000 
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Growth outbound EU O/D-pairs
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Outbound EU O/D volumes in 

2020 
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EU O/D transport 2020 

•  1371 million outbound 

return trips (+57%). 

•  4480 billion pkm (+122%; 

8.3% of world mobility). 

•  Domestic is still dominant. 

•  Air transport pkm almost 

‘covers’ Europe. 
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“EU tourism transport trips are 

car-based, but miles are made by 

air now and even more in 2020” 

 

“Domestic is the main tourism 

business, now and for the coming 

decades” 



Tourism transport impacts 
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Environmental impacts: 

the clean and the dirty 

Mode CO2-e 
(kg/pkm) 

PM10 
(gram/pkm) 

NOx 
(gram/pkm) 

 

Air (short haul) 0.412 0.0018 1.028 

Air (long haul) 0.299 0.0010 0.466 

Car 0.140 0.0225 0.500 

Rail 0.028 0.0130 0.160 

Coach 0.023 0.0103 0.246 

Ferry 0.069 0.0010 1.600 

 
 

Source: MuSTT study 
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•  Harming vulnerable landscapes and 

ecosystems 

Environmental impacts on Alpine 

environments 

  Or vans 

  Overloaded campsites, half by cars…  

  Massive transport through vulnerable 

regions like the Alps 

  Noise of car traffic and motorbikes 

  Parking problems and congestion 

Source: conceptual 
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And it is never silent again… 
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https://www.youtube.com/watch?v=yx7_yzypm5w 



And it is never silent again… 
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Environmental impacts: 

external cost intra-EU25 

tourism transport 

0

5

10

15

20

25

30

35

40

45

Car Coach Rail Air

E
x

te
rn

a
l 

co
st

 i
n

 b
il

li
o

n
s 

o
f 
€

Climate change high
(delta low/high)

Climate change low

Nature/landscape

Air quality

Noise

Car

Coach

Rail

Air

Source: MuSTT study 



“The external costs of tourism 

transport are very significant”  

 

“Air transport mode causes global 

problems, cars the local ones”  



Mechanisms driving “quick 

and dirty” 
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The “Quick”: Average travel 

speed 

24 
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The “&”: growth of trips 

and distances 
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The “dirty”: environmental 

impacts 
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•  Demand (+) = f[cost (-), travel time (-), discomfort (-), 

fun  (+)] 

•  Cost per seat-km will reduce if: 

–  Seat capacity is increased 

–  Average speed is increased 

–  Maximum technical speed is reduced 

•  Travel time decreases if: 

–  Max speed increases 

–  Service frequency increases 

–  Network density increases 

•  So a small soft mobility/rail system by definition is 

unattractive! 
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Drivers of change: transport 

economics 



•  Mobility growth rates equal to GDP growth rates 

•  Money budget almost constant (% of income) 

•  Time budget constant at 70 minutes/day (you 

will never save time by increasing speed!) 

•  More money  faster transport modes 

•  Faster transport   more passenger kilometres. 
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Causes for mobility growth 



Some intermediate 

conclusions 

•  ‘The quick’ always leads to ‘the dirty’ 

•  Climate change is the big external cost of 

tourism mobility 

•  Aviation cause climate change (and ends 

the idea of silence) 

•  The car causes most local problems 
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Rail transport challenges 

and opportunities 

30 



Reinforcing tourism rail 

transport (1) 

•  Average share of rail is 6.1% trips: 
– Domestic market is 6.4% 

– Neighbouring countries 7.6% and 

– Other relations 3.5% 

•  But there is large variation: 
–  Ireland domestic just 1%, while  

– Switzerland domestic takes 22% and 

– Switzerland-Italy 21% 

•  So which markets give the best chances?  

Source: MuSTT study 



Reinforcing tourism rail 

transport (2) 

•  Best chances for markets: 

– With high total flow 

– Moderate or small rail share and  

– Domestic or neighbouring 

•  Markets (current total market; rail share): 

Source: MuSTT study, TEN 



Reinforcing tourism rail 

transport (3) 

•  The Swiss have 
consistently planned 
rail infrastructure… 

•  towards the optimal 
time table, without… 

•  neglecting service, 
comfort and 
maintenance, and… 

•  thus succeeded in 
>20% rail share for 
tourism OD transport. 

Source: conceptual 



Railway marketing: 

the old days... . 



Marketing international rail travel: 

the basics 

– Safety 

– Reliability 

– Accessible (physically, information, booking) 

– Competing travel speed 

– Competing Prices 

– Supplying transport chains 

– Well advertised and published 

 

When one of the above fails, the whole product 
fails! 



Booking international train 

tickets 



Booking international train 

tickets 
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Booking international train 

tickets 
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Booking international train 

tickets 

39 



Booking international train 

tickets 
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Booking international train 

tickets 
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Booking international train 

tickets 
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Booking international train 

tickets 

43 



Air ticket shop: one click 

booking 





Some conclusions 

–  International rail travel product has good 
opportunities to compete with car and air travel, 
but…  

•  International rail travel sales and marketing are 
inadequate 

•  Customers are too often frustrated by very incomplete 
or inadequate (online) rail travel products, while online 
is current main stream travel sales system. 

•  Much of the long-distance (500-1500 km) international 
travel market is missed due to wrong focus in 
marketing (the latent demand exists!) 

•  Transport chain generally not too well organised 



Suggestion with respect to 

Alpine destinations 

– Customers look for destinations, not means of 
travel.  

– Have a fully functional online itinerary and 
booking  system from all origin markets to the 
Alps and link to home page and pages for 
activities, accommodations. 

–  Lottery marketing: every hundredth ticket for free 
will grow your sales by >10% at the cost of 1% 

– Combined marketing; do not sell the train, but 
sell full packages where the train/no car option is 
the most convenient solution. 



The last mile 

“Clever and clean” 

Cases of sustainable travel 
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Clever and clean solutions 

1.  Transport between station and 
accommodations 

2.  Integration of tourism/leisure and public 
transport 

3.  Ticket integration 

4.  Apps 

5.  Vehicles 

6.  Infrastructure 

7.  Other 

49 



The challenge… 

50 
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Station to accommodation 

•  All EU 

InterCityHotels free 

local public 

transport 

•  Transport from 

railway station  to 

campsite in 

Netherlands 
51 



Integration of tourism/leisure and 

public transport 

 
•  Best prospects for 

really integrated public 
transport and leisure 
products 

•  The PT part becomes a 
natural part of the 
leisure itself. 

•  Cotswolds integrated 
PT activities brochure 

•  Interactive UK Carfree 
walking guide 
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•  Freizeit-
Datenbank, 
Austria, 
Steiermark (250 
integrated trips) 

•  Leisure activities 
integrated in local 
railway brochure 

•  Swiss hiking 
website: just click 
gives rail 
timetable from 
home! 

•  Nockberge bus 
beautifully 
integrated 
brochure. 
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Integration PT and leisure 

•  Up by train, 
down by bike 

•  Coach with 
bicycle 
transport 

•  Urban rail with 
bikes 

•  Alpine Pearls 
and 
Werfenweng 
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Cycle routes and integrated 

leisure-PT 

•  Rurtal 

•  La Loire à Vélo  

•  EuroVelo: Iron 
Curtain Trail 

•  Tälerbus 
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Ticket integration 

•  AltoAdige Pass  
•  Breeze up to the 

Downs: cheap, 
bargains in 
restaurants, etc. 

•  Freizeit ticket  

•  Full day PT ticket 
(€10) 

•  Mobilcard 
(Bolzano) 

•  Pass Rochelais 
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App’s 
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Innovative Vehicles 
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Last mile: do’s and don’ts 

(Hallstatt) 
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Don’t 



Last mile: do’s and don’ts 

(Salzkammergut) 
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Don’t 



Last Mile: do’s and don’ts 

(Werfenweng) 
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Do 



Last Mile: do’s and don’ts 

(NP Gesäuse) 
•  Pros: 

– Soft mobility on top 

– Accurate and direct 
booking information rail 

–  Limited car information 

– No air access info 

–  Integrated app 

•  Cons: 
– Soft mobility/rail not on 

home page 

– The soft mobility 
promotion text is 
defensive not attractive 62 

Do 



How to add soft mobility to 

destination promotion? 
•  Always give factual information:  

–  best rail/long distance coach access station link to 
booking site) 

–  the last mile (link to timetable, booking, general 
timetable info) 

•  Just giving information only helps those 
planning to use soft mobility 

•  Integrate soft mobility in destination product 
(discounts with activities, accommodations; 
integrated ticketing, etc.). 
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Requirements soft mobility 

access information 
•  Always list soft mobility and rail access on home first! 

•  Limit car info to the parking (car drivers know how to 
find their way…) 

•  Give no air access information or just soft mobility info 
to the nearest main air hub, but … 

•  … avoid low-cost carrier regional airport information 

•  Soft mobility/rail always directly linked on home page; 
car (air) through ‘visitor information’ or ‘access’ links 

•  Link directly to soft mobility/rail timetable/booking sites 

•  Link this info also from activity and accommodation 
pages/sites 

•  Formulate positive/hire communication expert.. . 
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Sell soft! 

•  The www.bookdifferent.com example: 
order accommodations green labelled 
first sales of green up to 20% out of 
green offer of only 1%! 

•  So order your accommodation with best 
soft mobility access on top! 

•  Same for activities and excursions; the 
easy soft access ones on the first place. 

•  Do this always: no compromise! 
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Test soft mobility + rail access 

information 
•  Use a checklist of directness and 

concreteness of the information 

•  Ask family members or friends to find 
information how to travel from her home to 
the destination with soft mobility and car and 
air) and note what goes wrong 

•  Keep up-to-date 

•  Develop integrated activities and soft mobility 
apps 

•  National Park Gesäuse: does relatively 
good…. . 
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Conclusions 

•  Tourism transport causes most environmental 
impacts: air globally, car locally 

•  Short haul markets are always big! 

•  The ‘quick’ always leads to the ‘dirty’ 

•  Air causes global problems (and ends Alpine 
solitude) The car causes most local problems 

•  International rail sales and marketing inadequate 

•  Soft mobility/rail: one failing link fails all! 

•  Fully integrate soft mobility/rail into your 
destination product and websites 

•  Invest in ‘clever & clean’ not ‘quick&dirty’ 
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Thank you for your 

attention 
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