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Hospitality & Accommodation in the Europe

EXECUTIVE SUMMARY
The Hospitality and Accommodation (H&A) sector is going through a profound
shock worldwide because of the COVID crisis. Restrictions across the globe have
imposed a significant drop in activity. In Europe, the sector’s turnover decreased
by 50% in 2020, reducing 20% of its jobs. Although all countries were affected,
smaller economies open to tourism were the most impacted, such as Croatia,
Malta and Cyprus. Bigger countries where the tourism industry is a key sector of
the economy, like Portugal, Greece and Spain, have also been affected, although
the sector’s crisis could be contained without bringing down the whole country’s
economy.
As we write this report, many restrictions have been lifted, helping H&A to start
returning to ‘normal’. How long this ‘normal’ will last is unknown. The
combination of direct aid to the sector from the governments and reduction of
taxes -among other measures such as moratoriums for payment or legal
measures to avoid bankruptcies-, have helped minimize the full impact of the
crisis. However, with the return to normal and the lift of these exceptional
measures, we cannot rule out a number of companies going through difficulties
in the short and medium term.
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Although both the hospitality and accommodation markets are extremely
atomised, a few groups represent an important share of the market. In general,
they have an international presence and own a number of brands in order to gain
both economies of scale and scope. In Europe for example, American fast-food
brands have a significant weight in the hospitality subsector, and some British
groups have a regional presence. In the accommodation subsector, companies
from the US, China, the UK, France and Spain are key players.
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Some of the impacts of the pandemic in the sector will vanish once the crisis
finishes. However, a number of effects will be permanent, affecting the way the
sector works. The pandemic has been accelerating some changes through all the
function of production of the sector. Companies had to operate using new go-tomarket strategies (internet as a basic marketing/communications and sales
platform, aggregators as an essential tool for survival), and developing new
health and sanitary protocols and processes. At the same time, a growing portion
of customers is asking for more sustainable ways of entertainment, tourism and
hospitality, forcing companies to change even further. In this context, we are
seeing a revival of local and national tourism, a trend that was secondary in the
past decade. It is likely that tourism in cities may be affected as customers are
looking for less crowded and/or more nature-driven experiences. We expect the
strong H&A ecosystem to contribute to making the transformation in the medium
term of the sector in an efficient and relatively smooth way.
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Hospitality & Accommodation in the Europe

EUROPE OVERVIEW
The Hospitality & Accommodation sector (H&A) is extremely varied with
substantial heterogeneities in terms of type of participants, business strategies,
consumer’s preferences and context in which the activity occurs. From a small
family-owned Bed & Breakfast in the green and tranquil hills of Devon to allinclusive hotels in the night-driven holidays in Costa Brava, from a food caterer in
the workplace in industrial parks near Munich to a top table in London or a
restaurant in Disneyland Paris, all are part of a dense, multiple, volatile, but also
extremely dynamic fabric that characterizes the industry.
The sector is built on two main subsectors. First, the accommodation subsector,
which is mainly driven by the holiday-tourism industry, as well as business trips
and the new ways of entertainment such as commercial, cultural or sports events.
Second, the hospitality subsector, for which consumption by locals is key –
although in some areas, visitors could be the ones driving almost exclusively
consumption in restaurants or catering-. In general, companies operating in these
two subsectors are different, however the success in both depends on the same
factors: the business cycle, tourism activity and the development of new areas or
topics to develop new markets.
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Source: Baker Ing International
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The H&A sector is key in Europe with big weight in both cities that are tourist
centres (such as London, Paris, Barcelona or Rome) and areas that attract a
massive amount of visitors (such as beaches in Spain, Portugal or Greece). The
political and economic stability of the EU has undoubtedly been a key factor for
the growth of H&A in the region. Increased disposable income of European
citizens in combination with increased flexibility in the ways of working –as
people are not necessary based in the workplace or working fixed hours- and a
substantial reduction in travelling costs have allowed people to increase the time
and money they spend on tourism. A big space with a common currency such as
the Eurozone (or stable exchange rate parity in the case of countries outside the
Eurozone like the UK) and the easiness to move between countries has created a
massive movement of both European residents travelling within the area and
visitors from outside Europe. We will see in more detail these points in 2.
Economic drivers for the sector in Europe.
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Europe has a multitude of medium-sized cities and multiple and unique natural
landmarks. However, the growth of the H&A sector has not been developed just
on their ‘natural conditions’. On the contrary, the H&A sector has been supported
by the development of a strong ecosystem. Substantial investments in
infrastructure have facilitated movement. The combination of the Eurostar, high
speed trains and modern highways have made trips easier and faster. The
deregulation of air traffic that gave birth to low-cost airlines is however the
measure that generated the most radical change in the industry. New low-cost
airlines massively increased the amount of people flying, the areas served and, by
extension, the restaurants and hotels in these areas. The support from
governments and regions to increase tourism, a strong media network promoting
destinations and restaurants alike, and the mass professionalization of the
industry with the success of prestigious hotel schools, have created a fertile
ground for the rise of a diverse H&A sector in Europe that is capable of meeting
the expectations of millions of tourists and customers, in the relatively low quality
and massive segment, and also in exclusive niches. We explore in more detail the
ecosystem that supports the H&A sector in 3. The European Ecosystem for
Hospitality and Accommodation.

The H&A market is extremely dynamic: good part of it works with a strong
seasonality; another part is subject to changes in trends in holidays and food
consumption. Although the barriers to entry are relatively low, the success is not
guaranteed: understanding and adapting to new trends and demands, reaching
economies of scale, running restaurants or hotels with high turnover and large
amount of employees, defining a communication strategy (including the use of
new go-to-market strategies) and building a good reputation where different
potential segments of the market feel attracted to, require a wide range of skills.
The market points towards a polarization between big groups, -many global, who
can absorb risk and develop large-scale activities- and a lot of small businesses,
who can enter the market when they perceive opportunities relatively easily.
Fast-food companies (the biggest being from the US, such as McDonald’s, Yum!,
or RBI) have managed through attractive prices, strong marketing, strategic
presence and efficient franchise systems to dominate the restauration segment
in the world and in the region. In Europe, the big restauration groups that are not
specialised in restaurants are focused in catering such as the British Compass
5

Group or French Sodexo. In the UK, the sector is particularly concentrated through
webs of pubs that belong to a few main groups (often breweries). The
combination of big groups from a variety of countries with long tradition in the
H&A sector (such as the US, France, the UK and Spain) and the recent and
noticeable arrival of Chinese companies form the group of key players in the
accommodation sector. In recent years, both hospitality and accommodation
have seen their go-to-market strategy altered by what are today key
intermediaries: aggregators. These digital pure players have quickly become onestop shops for the consumption of hotels or food, and come out as the big new
players in the sector. We will look into the dynamics of the market in 4. Market
Performance and key players in Europe.
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Finally, the sector has been severely shocked by the COVID in 2020. The pandemic
has altered the ways people travel and enjoy their spare time and leisure.
Lockdown policies all around the world have led to the collapse of the sector.
Governments of European countries have provided diverse support schemes for
companies in the sector, but the negative effects are still considerable. With the
rollout of the vaccines, the sector has started to recover. Levels of uncertainty still
remains high. Moreover, it is not clear whether the shocks suffered by the sector
will be short-lived once the activity returns to normal, and what the permanent
effects will be. It is important to underline that its diversity is what makes the
sector extremely receptive to new trends and consumer’s demands in both food
and in accommodation. Mass tourism has proved beneficial but also damaging to
the local economies as it skews efforts towards supporting tourism more than
local life and some externalities such as the environment are not always fully
considered. Even before the pandemic, a number of cities in Europe were looking
for a balance between profiting from tourism whilst avoiding becoming ‘museum
cities’; beach-intensive regions are also facing ecological damage done by
decades of frantic developments to host tourists in the high season. Eco-tourism
was on the rise, and it is expected to accelerate following the COVID crisis, as
Europeans are looking for closer destinations for holidays, and a piece of
countryside. We explore in detail these interesting trends in 5. COVID crisis and
new challenges. Although the COVID crisis affected the H&A sector throughout
the continent, the response has been different. We analyse in some detail the
outlook of each of the main countries of the region (Germany, France, Italy, Spain
and the UK) in 6. Country Perspective on the sector performance.
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Hospitality & Accommodation in the Europe

ECONOMIC DRIVERS
With 510 million inhabitants, and an average GDP per capita of around EUR
26,000, Europe (defined as the EU and the UK) is one of the biggest economic
areas of the world. Extremely open to trade and movement of capital, Europe has
followed a process of economic liberalisation in the past decades that has
enormously contributed to define its productive specialisation on high-tech, high
added-value and knowledge-intensive goods and services. The combination of
high levels of investment, a sophisticated system of R&D and relatively efficient
action of the public sector in the provision of both transversal and sectoral public
goods has led to consolidate a dynamic area where the convergence of quality
standards is one of the main policy goals. The coexistence of efficient regulatory
frameworks in place with the presence of big companies (in some cases the world
leaders) with massive number of competitive, flexible and innovative SMEs has
helped the economy to cope relatively well with both structural transformations
of recent decades -including the transformation of the EU, the emergence of
China as a key economic power and the new demands from consumers such as
sustainability and workers’ protection – and short-term shocks such as the
financial crisis of 2008 or COVID.
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The European Economy
The economy has expanded at an average rate of 1.5% year on year between 2001
and 2019, with drops only in 2008 and 2012. The expansion of the economy
occurred in a context of low inflation, which averaged 2.0% in the same period.
The combination of fiscal rules and the anti-inflationary monetary policy (mainly
in the Euro Area) has led to relatively low budget deficits and manageable levels
of debt. Low levels of interest rate -yields of 10-year maturity bonds of the Euro
area’s central governments average 2.6%- have helped to boost private
consumption and investment, which in the past 20 years averaged 21.8% of GDP.
Chart 2.1: GDP and inflation in Europe
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The consolidation of the European Union has led to a massive harmonisation in
the functioning and regulation of markets, consumer rights and quality standards
for production. In addition to that, the free transit of goods and workers has
created significant economies of scales for companies that managed to expand
(opening subsidiaries or exporting) in the common market. The development of
the common market has encouraged the expansion of European companies with
huge footsteps in Europe and beyond in a number of economic sectors such as
Telefonica/O2 in telecommunications, Santander Bank, AXA, Allianz and HSBC in
Finance, Inditex and LVHM in fashion, Buitoni and Nutella in food, Ikea in interior
design, Carrefour in retail, and Iberdrola or EDF in energy. The economies of scales
given by the common market have underpinned the big companies’ key assets
such as innovation policies (both in product and process), quality in production
that allow them to differentiate, brand and marketing knowledge, humanresources schemes and, among others, logistics and supply-chain management.
The development of the common market has not however benefited just the big
companies. The structure of companies of Europe shows a huge concentration of
SMEs: out of almost 23 million companies, around 93% employ less than 10
people. The majority of SMEs have managed to benefit from the efficient
ecosystem to expand, invest, increase productivity and competitiveness and
access new markets: in fact, around 1.7 million companies of Europe have
exported in recent years.
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In recent years, the European economy has radically transformed its productive
structure. The relevance of manufacturing, which used to be the leading
component in the added value, has been decreasing systematically. For example,
manufacturing represents now only 10% of GDP in France and 19.7% in Germany,
vs 16% and 23% of GDP respectively in 1995. The drop in manufacturing was
replaced by the rise of the service sector including information and
telecommunications, or professional and scientific activities. Importantly,
although manufacturing continues to play a strategic role in the European
economy, its nature has changed: Europe has specialised in high-tech to the
detriment of low technology-embedded manufacturing. Sectors with high-tech
manufacturing such as pharmaceutical, computers, electronics, optical products
and aerospace-related products have expanded by 165% in the past 30 years.
During the same period, sectors with low technology embedded -textile, clothing
and apparel production is included in this category together with food, beverage
and, among others, furniture- decreased by around 25%.

Among the services, tourism is a key industry. Its relative relevance varies across
the region. As can be seen in Chart 2.2, we organised countries in four groups
according to their tourism income from non-resident tourists. Income from
foreign tourists in small countries like Croatia, Cyprus, Malta and Iceland
represent more than 10% of the GDP. Bigger countries, where the income from
foreign visitors is considerable but remains between 5% and 10% of GDP form the
second group. Portugal and Greece, where good part of the tourism industry is
dependent on non-residents, but also countries like Spain and Austria, where
residents also travel in the country, are part of it. Hungary and Czech Republic are
part of the third group; with expenses of foreigners reaching between 2.5 and
5.0% of GDP, these countries tend to have a small tourist market -in these two
cases, the sector are dominated by cities like Budapest and Prague. The fourth
8

group includes some countries where the income from foreign visitors represents
less than 2.5% of GDP. They are big economies such as Italy, France and Germany.
Although these countries have an extremely developed tourism sector, their
economies are really big, so tourism represents just a small proportion of the
total. In the case of Italy and France -not so much in Germany-, domestic tourism
is also massive. In this group we also have Norway, Finland and Ireland, which are
countries with a relatively small tourist sector.
Chart 2.2: Income from foreign visitors in tourism sector (% of GDP, 2019)
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The impact of the COVID has been harder in countries of the first group as they
were more dependant on the arrival of tourists from overseas. Cyprus, Malta and
Croatia experienced the most dramatic drops in accommodation turnover with
figures (79%, 73% and 63%, respectively) well above the figure of Europe that
averaged 52%. Other countries with large international tourism sector such as
Greece, Portugal and Spain were also affected well above the region average with
contractions of 78%, 68 and 68%, respectively. A more detailed analysis of the
impact of each country can be found at 5. COVID crisis and long-term challenges
and 6. Country Perspective on the sector performance.
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Box 2.1: Heterogeneity in economic functioning

The functioning of the European economy is heterogeneous and three main
regions can be identified. The first region is the Northern and Central area,
mainly formed by Germany, France, the Netherlands, the UK and the Nordic
countries. The countries in this category are the richest of the continent, have
dynamic labour markets, high salaries and better government results. The
second category is formed by the ‘Southern Europe’ area. Italy, Spain,
Portugal and Greece are the main countries of this group. These countries
have a GDP per capita lower than the previous group’s. In general, these
countries tend to have less flexible labour markets and governments tend to
have a less satisfactory performance in terms of fiscal discipline. Finally, and
in spite of a convergence process towards the rest of Europe, Eastern
European countries, whose economies are smaller and whose companies are
not in the forefront of global productivity, form the third category.
Table 2.1: Key indicators by region
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Area

Population
(in millions)

GDP per
capita in PPS
(EU 28- 100)

Unemployment
rate

Government
result (as %
of GDP)

Government
Debt (as % of
GDP)

Northern

285.1

115.0

5.8

-0.7

74.6

Southern

129.1

90.4

12.5

-1.7

122.2

Eastern

102.5

73.4

4.6

-1.2

43.0

Source: Baker ing with data from Eurostat
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The heterogeneity is not just at country level but within the countries as well.
As can be seen Map 2.1, areas of higher income tend to be concentrated in
Northern countries, as well as in metropolitan areas such as Paris, Helsinki,
Stockholm or the north of Italy and the south of Germany. In addition, some
divergence in income can be seen within the Southern countries. In Spain, for
example, the north formed by Catalonia, the Basque Country and Madrid have
a higher income than the rest of the country. In Italy something similar
happens with the already mentioned northern area. Among the Eastern
countries, the heterogeneity is not so marked, although there are some
pockets of affluence such as around the capital city of Romania Bucharest,
Polish Warsaw, Hungarian Budapest or Lithuanian Vilnius.
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Map 2.1: Income per capita of European regions

Source: Eurostat

Effects of COVID on the macro and political spheres
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The collapse of the global economy is estimated at around 3.3% in 2020. Europe,
just like the rest of the world, was hit heavily by the COVID crisis. Early spring
lockdowns, voluntary social distancing, disruptions in supply chains and lower
demand led to a record drop in economic activity. The European Union went down
by 6.1%, whilst the UK experienced one of the most dramatic collapses by
dropping by 9.9%.
Chart 2.3: GDP growth of selected regions and countries (2020 and 21-2)
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Governments of the region responded with unprecedented policy support
packages. The fiscal policy was designed to address both the health challenge and
the economic effects of the waves of lockdowns -the first one in spring 2020 and
the second in autumn 2020. Fiscal policy (through automatic stabilizers or
discretionary policies) provided support of about 7.5 and 6 percentage points of
GDP in advanced and emerging European economies respectively. According to
the IMF, fiscal policies included a) job retention schemes, deployed by about 40
European countries, that protected 68 million jobs at their peak, b) corporate
sector policies (including guaranteed credit to companies, debt moratoria, and job
retention schemes) provided lifelines to companies, with the number of corporate
bankruptcies declining in 2020 despite the downturn and c) financial policy
measures which, together with support to households and companies, helped
shield banks from the shock. Nonperforming loans have remained largely
contained, common equity Tier 1 capital ratios showed resilience, and credit has
continued to flow. Central banks embarked on substantial monetary easing
through both conventional and unconventional means. Macroprudential
measured were also eased to cushion the impact of the crisis on both banks and
borrowers. Importantly, the European Union relaxed existing rules to allow
countries to incur higher deficits in order to boost emergency packages.
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More than a year after the start of the COVID pandemic, many countries in
Western Europe are enduring renewed lockdowns and other restrictions, which
will hamper and delay economic recoveries this year. Wide-ranging restrictions
will likely remain in place in most countries until at least the end of Q2 2021,
dramatically restricting domestic consumption and services activity. More
positively, however, most factories in the region are currently able to stay open
under the new restrictions, boding well for the region’s manufacturing sector and
ability to export goods. Exports are crucial for many Western European
economies and external demand remains below pre-crisis levels amid the
ongoing pandemic, with orders rising robustly from key markets such as China
and the US.
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Table 2.2: Economic performance pre-and-post-COVID
GDP
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Germany

0.9

-4.9

3.6

3.9

2.2

France

1.7

-8.2

5.8

1.7

Italy

0.6

-8.9

4.2

Spain

2.2

10.9

Netherlands

2.0

United
Kingdom

1.3
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The global pandemic continues to weigh severely on the travel & tourism sector in
Western Europe, a region in which many countries are heavily dependent on that
industry. According to data from the World Travel & Tourism Council, the contribution
of travel and tourism to GDP in 2019 was as high as 23% in Iceland, 20% in Greece and
17% in Portugal. It is also a vital sector in many other regional countries – accounting
for over 10% of GDP in Malta, Spain, Cyprus, Italy, Austria, the UK and Germany. While
2020 data is only available for a small number of countries, it highlights the drastic
impact the COVID pandemic has had on the travel & tourism sector so far – in Greece,
for example, travel & tourism’s GDP fell by a massive 61.1% in 2020 – with the sector
accounting for just 8.7% of the total economy (compared to 20% in 2019).

Ultimately, the prospect of a stable lifting of lockdowns, economic recovery and
business improvement is highly dependent on the success of vaccination
programmes both domestically and globally. Domestically, while rollouts have been
progressing well in some countries (including the UK, where 55% of the population
were estimated to have received a vaccine as of mid-April), the EU vaccination
programme has had a slow start, due to delays in production and distribution, as well
as concerns over the safety of the Oxford-AstraZeneca vaccine. Supply bottlenecks
are likely to ease in the coming months, but widespread rollout of the vaccine across
the EU is unlikely to be achieved until the end of 2021.

Impact of Brexit in the hospitality & accommodation
sector
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The Brexit opens a new way of functioning for both the British and the European
economies. In the short term, the increased uncertainty regarding the future
relationship between the former partners led to a reduction in investment, which
slowed down the British economy. Moreover, changes in rules of access to
markets and potential disruptions in supply chains have forced businesses to
develop contingency plans and put a lot of focus on operational activities to the
detriment of strategic ones.
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Noticeably, a number of sectors for whom the European market is key (including
pharma, finance and airlines) have decided to move their headquarters to
countries in the continent. In the financial sector for example, Barclay's moved
5,000 clients to its Irish subsidiary, while Goldman Sachs, JP Morgan, and Morgan
Stanley switched 10% of their clients outside the UK. Bank of America has also
transferred 100 bankers to its Dublin office and 400 to a broker dealer unit in
Paris. Importantly, some regulatory authorities have also moved from the UK to
establish themselves in Europe. The European Medicines Agency (EMA) and the
European Banking Authority (EBA) moving from London to Amsterdam and Paris
respectively are examples of this exodus. After achieving a trade deal with the EU,
the UK will negotiate new trade agreements with countries outside of the EU. The
UK is in the process of negotiating a trade deal with the US. The biggest barrier is
the agriculture chapter, as the UK requires greater food safety and animal welfare
regulations than the US does.

13

The H&A sector will be particularly affected by the Brexit in, at least, two ways.
Firstly, the movement of people between the UK and the European Union may
reduce. Although the real changes may be minor in terms of right to move (the UK
was not part of the Schengen space), the perception is that movement between
the two former partners will be not as easy as it was. The reduction in movement
will negatively affect the number of visitors, reducing the consumption in both of
the subsectors. Although it is still unclear at the moment, it is likely that a
sustained reduction in visitors may lead to a lower investment in areas as diverse
as hotels expansion, new entertainment or even infrastructure such as airports.
Secondly, the changes in policies on residence and work permits will reduce the
inflow into the UK market of European workers. This will put pressure not only in
the home countries -with potentially higher unemployment rates or lower salary
pressure- but also in the UK. A reduced number of workers will tighten the supply
of human resources, reducing their availability and increasing prices. Although
some of the companies may be able to absorb these cost increases, others will
struggle, as translating the input costs to final prices is not always easy in a
competitive market. Unfortunately, the COVID has prevented to clearly see the
full effects of these two factors as the movement of people was, regardless of
the Brexit, reduced substantially by the pandemic
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Hospitality & Accommodation in the Europe

THE EUROPEAN ECOSYSTEM
FOR HOSPITALITY AND
ACCOMODATION
With an annual output of around EUR840 bn, more than 10 million people
employed and almost 2 million companies, the Hospitality & Accommodation
sector is a key component of the European economy and, in some of the
countries, an industry that organises good part of the overall economic activity.

Basic organisation of the H&A sector
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The sector is formed essentially by two main subsectors: a) hospitality, which
concentrates around 65% of the output of the sector and employs above 8 million
people and b) accommodation, which produces the remaining 35% and has 2.5 million
people employed. In each of the subsectors, reliance on the holiday season is an
important feature. This is the case of good part of the companies in the
accommodation subsector. Although tourist seasons have expanded in recent years
–helped by flexible job markets and easiness of transport- and a number of hotels
have managed to include new lines of businesses to their offer, an important part of
their activity is still holiday-related. The hospitality subsector is less dependent on
holidays; however, with the exception of a significant portion of companies in specific
areas of Europe (such as Southern Spain and Portugal or good part of the Greek
islands).
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The Hospitality subsector can be divided in three main segments and in each of
the segments different ‘experiences’ can be found. The most important is the
Quick service restaurants (QSR) segment. Menus are typically limited, with the
focus being on burgers and sandwiches. The interior designs are simple, with a
counter from where customers can order and pick up their food. Customers using
these restaurants look for an everyday and low-cost experience. According to
some estimates, this segment represents around 45% of the Food Service
subsector.

09787114
The second segment is the Fast casual (FC) and Full-services (FS) restaurants.
Essentially, restaurants in this segment cover a wide range price range, from
casual restaurants (including pubs) to fine dining (including gastropubs or
restaurants with author’s menus). FSRs (and FC to a lesser extent) are
characterised by table service, with the waiting staff seating the customer, taking
their order, bringing their food to the table, and cleaning up after the customer
has left. In this segment we find five main experiences. The first one is ‘local food’,
including pubs, coffee shops and pizza restaurants. In the UK, for example, the
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turnover of the pub industry in 2008 was GBP22 bn. The ‘ethnic food’ is a relevant
experience as well; Indian food in the UK or the Vietnamese food in France are
examples of these experiences. A third segment is the ‘tourist-oriented’
experience. Although both the local and ethnic food are also part of the option of
tourist, in the tourist-oriented segment the majority of customers are visitors,
and the food and experience follows some ‘cultural stereotypes’ like eating a
paella in coastal villages in Southern Spain. Two more exclusive experiences
shape the food landscape for customers with larger budgets: a mid-range
‘unique’ experience with restaurants with author’s menu, gastropubs in the UK or
premium brasseries in France, and a second group, the ‘high-range’, a gourmet
experience with world class restaurants, including for example Michelin stars
places -in 2020 there were 499 restaurants in Europe with at least one Michelin
star. This experience –which includes pubs, bars, restaurants and restaurants in
hotel- represents around 28% of the revenues of the hospitality subsector.

The third segment is the provision of food through contracts, which includes
services in schools, universities, prisons, hospitals and other public venues, as
well as services provided in companies’ canteens. This segment represents
around 26% of the overall hospitality subsector.
Table 3.1: Segments of the hospitality subsector

EMAIL
admin@bakering.global

Segment

Experience

Examples

Quick service Restaurants

Every day and low-cost

McDonalds, Pret, Subway

Local

Pubs, bars (Spain), coffee shops

Ethnic

Indian (UK), Vietnamese (France)
Turkish (Germany)

Tourist oriented

Paella in coastal villages (Andalusia)

Unique experience

Author’s menus, Gastropubs (UK)

(QSR)
Fast casual and Fullservices restaurants

TELEPHONE

(FCR and FSR)
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Contracted

Gourmet experience

Restaurants with Michelin starts

Institutionally organised

Schools, universities, hospitals

Source: Baker Ing International

Accommodation subsector
The Accommodation subsector has three segments: holidays in cities, thematic
holidays and not-holidays, the first two being the most important ones. The
market provides a number of different experiences for each of these two main
segments and, as can be seen in Table 3.2, we have grouped them in four types.
Within the first type of segment (holidays in cities) the experiences are related to
traditional and core destinations. In this group we can mention the key cities of
Europe that offer a broad range of activities such as cultural, entertainment,
architectural or gastronomic experiences. Paris and London with more than 19
million international visitors in 2019 are top global cities, and Rome with 10
million and Barcelona with 9 are also some of the most attractive cities in Europe.
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Spending by international tourists is close to betweenEUR14 bn and EUR16 bn in
cities like London or Paris and EUR9 bn in Barcelona. The second experience is
similar to the first one but in smaller cities such as Prague, Milan or Berlin to give
just some few examples. In these two experiences the accommodations are
similar: small or big chains’ hotels, and increasingly homestays through lodging
platforms like AirBnB.
Table 3.2: Segments of the Accommodation subsector

Segment

Experience

Examples

Urban
holidays

Traditional and core cities that
are key destinations

Paris, London, Rome

Second-tier cities

Prague, Milan, Berlin

Parks and attractions close to
cities

Disneyland Paris, Harry Potter, Legoland

Cultural

Musical tourism, gourmet tourism, sports events

Traditional outdoors

Beach and sky holidays

Ecotourism

Cycling in Norway, horseback riding in Tara Dornelor
(Romania), villages in Crete (Greece)

Business trips or

In cities or nearby

Thematic
Holidays

NonHolidays
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Conferences

Source: Baker Ing
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The second segment is formed by the thematic holidays, which is an extremely
heterogeneous world. It is formed by parks and specific attractions that tend to
be close to cities (such as Disneyland outside Paris, Legoland), cultural themes
that includes tours to see opera, architecture or sports, traditional outdoors
experiences like beach or golf holidays and ecotourism with substantial
alternatives in Europe. For the first two (park and attractions close to cities) and
cultural activities, the type of accommodation is virtually the same: hotels or
homestays within the cities and, in some instances, on-location hospitality. On
the contrary, the other two experiences have their own type of accommodation.
Traditional outdoors experiences tend to be associated with all-inclusive and
resorts at the high-price end and with small hotels and homestays close to the
site (for mid-range budget) or camping for low-budget accommodation.
Ecotourism follows a different logic with a small B&B in situ or camping as the
predominant type of accommodations. Finally, the third segment is the
accommodation that also works with non-holidays customers. The most
important experiences in this segment are the business trips or conferences that
are in the cities or in small villages close to the main cities. In general, this
experience is in all-inclusive hotels of different budget ranges.
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The ecosystem and the positioning of Europe
Building a diverse and strong ecosystem of the H&A sector of Europe has required
a number of elements working efficiently. The ecosystem is a network that is
formed by public goods such as the global reputation of a region or city - offered
by government or collectively by business associations-, private assets owned by
individual companies such as the unique menu and the capability of the
businesses to articulate the different type of assets (publicly and privately
offered) to create new products and services that are valued by the customers.
As shown in Chart 3.1, there are six key components within the ecosystem for the
development of the EU H&A sector that are improved with the good functioning
of the economic environment described in 2. Economic Drivers for the Sector
in Europe.
Chart 3.1: The H&A ecosystem
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The region presents probably the most adapted environment of the world for the
H&A sector. With a big diversity in terms of culture, ways of living, gastronomy,
natural landscapes and at the same time extremely good connections, Europe has
been benefiting from the huge movement of its residents. A sophisticated and
modern infrastructure formed by trains and road networks and air routes
connects all the main cities of the continent, good part of the second-tier cities
and hundreds of little villages. The easiness of movement of people within the
region -now to be slightly altered by the Brexit- supported by a common currency
in good part of the space, a regulation that facilitates payments and transactions
-thanks to an integrated financial system and a number of efficient methods of
electronic payments- has encouraged the intraregional tourism. Moreover, the
deregulation of the air carrier market has allowed millions of people to travel in
the area within low budgets, changing substantially the H&A sector in the region.
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A key element in the Europe’s H&A environment is the efforts made by both the
private and public sectors to build a strategy for the promotion of tourism. These
efforts have a number of actions, including specific policies by the European
Commission that aim at maintaining Europe's standing as a leading destination
while maximising the industry's contribution to growth and employment and
promoting cooperation between EU countries, particularly through the exchange
of good practice. The EU's role and strength in tourism is to support and
coordinate in order to supplement the actions of member countries. The sector is
extremely relevant among public policies as majority of countries of the EU have
ministries of tourism with regions and even cities having their own agencies.
Importantly, in spite of the actions each of them performs to attract visitors, a
common strategy has been developed to attract overseas visitors to Europe. It is
important to highlight that the region boasts a developed and sophisticated group
of marketing, advertising and communication agencies with great expertise in the
tourism industry and, in relative terms, big budgets to promote areas or
experiences of the region. In addition, most companies are familiar with
Information and Communication Technologies (ICT), allowing them to make a
good use of both search engines and aggregators.
Finally, Europe enjoys a dynamic, flexible and integrated labour market that is
essential for the H&A sector. The common market has allowed millions of
workers to move to centres with high demand, keeping the pressures for
resources at bay. Key cities like London or Paris have significantly benefited from
the arrival of people with a diverse range of skills -from low skills to work in
counters in fast-food chains to well-trained waiters or chefs working in
restaurants and hotels at the high-end of the market. The flexibility of the labour
market not only has helped big cities with a constant flow of visitors but has also
contributed to keep competitive areas with high-seasonal demand. Highly skilled
workers in the H&A sector can be trained in Europe, which has some of the best
schools in the world like, just to name few, the Ecole Hoteliere de Lausanne, Les
Roches Global Hospitality Education or University of Surrey for the hotel industry
and French Le Cordon Bleu, Italian Academia Barilla or Spanish Basque Culinary
Centre for restauration.
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The low-cost carriers revolution
The low-cost airlines revolution has helped the expansion of the H&A sector
throughout all the region. In 2019, low-cost airlines moved around 40% of the
passengers within Europe, and have also contributed to increase traffic from nonEuropean countries such as the US. Their impact has been in several dimensions.
First, millions of European residents have entered the European travel market.
Second, a number of cities have become part of the ‘core’ tourist route. Third,
airlines have had to change the way they market their products and
commercialise them. Fourth, governments have been pushed to undertake
infrastructure projects to allow the expansion of the sector.

Five main companies, RyanAir, EasyJet, Norwegian, Vueling and Wizz dominate
the low-cost airline market, representing around 35% of the European market.
With 149 million passengers in 2019, RyanAir is the biggest of the market. It
operates 2,400 daily flights from 82 bases, connecting more than 200
destinations in 40 countries and has a fleet of more than 475 aircrafts. EasyJet is
the second biggest among the low-cost carriers. In 2019, the company flew 96
million passengers. It has a fleet of 169 airplanes and connects 132 destinations.
With 450 daily flights, it operates 830 routes throughout Europe, and 104
between Europe and North African airports.
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Despite the benefits that the low-cost airlines have brought to customers, a
number of concerns have risen recently. The sector has been under a strong
attack due to its negative environmental effects. Besides, the change in the
traditional flow of people has altered the dynamics of a number of European
cities, creating a number of problems for their citizens.
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KEY INDICATORS
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Over the past decades the H&A sector expanded considerably, which can be
explained by a number of factors. The economic growth of the European countries
has been a key force: Increased incomes meant Europeans have been spending
more in restaurants and takeaway food, and have been able to take more
holidays. The reduction in transport prices has been another main driver. The
expansion of low-cost airlines across the continent allowed millions of people to
travel in the EU at affordable prices. This was further helped by the easiness for
the consumer to search, access and book holidays and leisure activities. The
development of hotels, restaurants and airlines’ web pages contributed to the
improvement of the consumer experience, making it more accessible. More
recently, new companies such as lodging marketplace AirBnB or search engines
and aggregators like Expedia or Booking.com have enhanced further that
experience. Finally, in recent years, the massive development of international
tourism in some countries like China has contributed to adding a constant flow of
non-European visitors (traditionally dominated exclusively by the US, Japan and
some Latin American and African countries). Although some shocks affected the
sector (including economic crisis or security incidents such as terrorist attacks)
the sector has proved really resilient.
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As can be seen in the Chart 4.1, until the COVID crisis, which will be explored in 5.
COVID crisis and long-term challenges, the H&A sector was in constant
expansion. In the period between 2000 and 2010 the sector averaged less than
1% of expansion per year. In contrast, between 2010 and 2019 the figure
expanded averaging around 3% annually. The change in the speed of expansion is
explained mainly by the recession of 2009 and 2010 and, in the past decade, the
increasing influence of the factors explained earlier.
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Chart 4.1- Performance of the H&A sector in Europe (index value
1999=100)
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The growth of the sector in the past decade is significant. The number of
companies operating in H&A grew by almost 10% between 2011 and 2018, when
they totalled more than 1.8 million. In the same period, employment in the sector
increased by around 25% to reach 10,6 million people employed in 2018. A group
of seven countries represents the 85% of the turnover of accommodation and
almost 95% of the hospitality sector. In 2018, the UK was the biggest in hospitality
and Germany in accommodation. France, Italy and Spain follow the UK and
Germany. Portugal and Greece are part of a third group of countries.
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Country

Number of companies

Number of employed people

Turnover

(in 000s)

(in 000s)

(in EUR bn)

Accommodation

Hospitality

Accommodation

Hospitality

Accommodation

Hospitality

EU-27

346.8

1,516.5

2,501.1

8,152.9

181.8

380.9

Germany

46.5

188.0

616.8

1,906.8

35.1

67.7

France

51.4

206.9

224.8

851.3

29.2

75.6

Italy

53.6

283.5

295.9

1,259.0

26.4

61.3

Spain

27.0

260.3

322.5

1,208.0

26.5

51.3

Portugal

28.7

79.0

168.9

431.6

6.8

6.0

Greece

37.4

75.8

107.6

267.5

5.2

9.7

UK

17.9

138.2

477.9

1,879.8

27.9

86.0

*data for gross margin is for the six countries in the table only
Source: own elaboration with data from Eurostat

As can be seen in Table 4.2, the sector is composed mostly of small
businesses.90% of the companies in H&A employ 0 to 9 people, representing 40%
of all the jobs in the sector. Their total turnover however represents 35% of the
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sector’s total. Medium size companies (10-50 employed people) represent only
10% of the total number of companies, but they employ almost a third of the
workforce and capture around 30% of the overall turnover. In contrast, big
companies represent less than 1% of the active players but manage to employ
almost 30% of the sector’s workforce and to represent more than one third of the
sector’s total turnover. Productivity (measured by the turnover by employed
people) between small and medium-size companies on one side, and big
companies on the other is very different, the former amounting around 66% of the
latter’s productivity.
Table 4.2: Hospitality and accommodation companies in Europe by size
(2018)

In percentage of the total

Size of company
(people employed)

Number of
companies

Employed
people

Turnover

Turnover by
employed
people (in EUR)

Small (0-9)

89.1

40.5

35.0

45.5

Medium (10-50)

10.0

32.3

28.7

46.8

Big (50+)

0.9

27.2

36.3

70.2

Source: own elaboration with data from Eurostat

Key players in Europe
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Although both the hospitality and accommodation markets are extremely
atomised, a few groups represent an important share of the market. In general,
they have an international presence and own a number of brands in order to gain
both economies of scale and scope. They follow global strategies and base their
decisions on investment and disinvestment on factors that are not necessarily
related to the performance of a brand in a single market. As a consequence,
brands tend to often change hands.
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As can be seen in Table 4.3, some groups specialised in the three relevant
segments (Quick Service Restaurant or QSR, FCR/FSR a.k.a Fast Casual
Restaurant and Full Service Restaurant, and Contracted) can be found within the
top-10 companies operating in the Hospitality subsector in Europe. The three
biggest groups from the US (McDonald’s, Yum! and RBI) are mainly operating in
the QSR segment. Together they have around 10,000 restaurants in Europe
thanks to a franchise system. McDonald’s is undoubtedly the biggest group in the
world. However, and in contrast with the other groups it has just one brand.

The biggest groups in the FCR/FSR segment are from the UK. Withbread, Greene
King, Mitchells & Butlers and Wetherspoons are the most important companies.
It is interesting to note that countries like France, Italy, Spain or Germany with a
massive number of restaurants do not have groups that are among the biggest.
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The case of the UK seems to be a special case where the concentration of
companies has led to a consolidation of the market that hasn’t occurred in other
European countries.
Table 4.3: Selection of key companies in the Hospitality subsector in
Europe

Group name

Origin

Main segment

Market
capitalisation
(USD bn)
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McDonald’s

US

QSR

172.5

Compass Group

UK

Contracted

36.8

Yum!

US

QSR

35.6

RBI

US

QSR

31.9

Sodexo

France

Contracted

11.3

Withbread

UK

FCR and FSR

8.7

Greene King

UK

FCR and FSR

3.2

Stonegate

UK

FCR and FSR

N.A.

Mitchells & Butlers

UK

FCR and FSR

1.9

Wetherspoons

UK

FCR and FSR

1.7

Elior

France

Contracted

1.1

Source: Baker Ing International with data from companies’ websites

Within the contracted segment, British Compass Group and French Sodexo and
Elior are the most important groups. They all have operations in different type of
services, and have become transnational companies with operations in a number
of countries. Compass Group is the largest contract foodservice company in the
world, employing over 500,000 people. It serves meals in locations including
offices and factories, schools, universities, hospitals, major sports and cultural
venues, mining camps, correctional facilities and offshore oil platforms. Sodexo
has 428,237 employees and a presence in 80 countries. Sodexo serves many
sectors, including private corporations, government agencies, schools, hospitals
and clinics, assisted-living facilities, military bases, and prisons Interesting, this
segment is dominated globally by European companies.

Accommodation subsector

REGISTERED COMPANY
09787114

Key actors in the accommodation subsector in Europe are from different areas of
the world. As with hospitality, a few American groups such as Best Western,
Marriott or Hilton are present in the market. However, the biggest group in the
world in terms of market capitalisation is Jin Jiang International, owned by the
Chinese government. The market is also led by several big groups from the region
such as French group AccorHotels, British Whitbread and Intercontinental or
Spanish groups NH or Melia.
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Table 4.4: Selection of key companies in the Accommodation subsector in
Europe

Group Name

Origin

Some brands

Hotels/rooms

AccorHotels

France

Ibis, Novotel, Mercure, Faena, Hyde,
Movenpick, Onefinestay, Sofitel, Ruffles

2,734/
297,707

Jin Jiang
International

China

Jin Jiang, Kunlun, Radisson Blu, Golden Tulip,
Metropolo, Campanile, Kyriad, Première Classe,
Lavande, Park plaza,

1,235/
123,022

Best Western

US

GLo, Vib, Best Western Plus,
Premier, Signature Collection, Sadie, Best
Western, Aiden

1,128/
81,951

Premier Inn, Hub, Zip

802/

Whitbread

UK

75,616
InterContinental
Hotels

UK

Marriott
International

US

Hilton Worldwide

US

The Ritz-Carlton, St.Regis, W, JW Marriott, The
luxury Collection, Sheraton, Westin, Marriott
Executive, ,Marriott Grand Residence Club
Hilton Hotels & Resorts, Grand Vacations,
Honors, Waldorf Astoria, Conrad, Canopy,
Signia, LXR

NH Hotel Group

Spain

nh hotels, nh collection hotels, nhow hotels,
Tivoli, Anantara

Meliá

Spain

Gran Meliá, ME, Paradisus, Meliá Hotels &
Resorts, Innside, SOL, Circle
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InterContinental, Kimpton, Hotel Indigo, Even
Hotels, Hualuxe, Crowne Plaza, Holiday Inn,
Holiday Inn Express, Holiday Inn Club
Vacations, Holiday Inn Resort, Staybridge
Suites, Candlewood,

664/
105,806

484/
96,547
305/
65,559
298/
45,988
214/
51,364
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Source: Baker Ing International with data from companies’ websites

Go-to-market strategies
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Perhaps one of the most important changes in the H&A sector in recent years has
been in the go-to-marketing strategies for all players involved. Traditionally, the
go-to-market strategy was ‘on-location’: Travellers were going to the travel
agencies and customers were going to the restaurants. All the information (from
prices to options) was available just on-site. With the emergence of internet, this
strategy started to be replaced by the ‘online’ strategy. The speed of these
transformations (both in terms of information available and in the capability to
perform the purchase) varied depending on the subsectors and their segments.
In spite of these differences, in a few years, good part of the industry of travel and
accommodation adopted ‘online’ as the key strategy. The hospitality subsector
was slower to adopt this. One of the reasons that can explain this it is the fact
that companies are smaller and their ability and resources to innovate are more
limited. The ‘online’ strategy has changed in recent years as social media
emerged. Platforms such as Facebook and Google introduced a new
transformation to the go-to-market strategy. More recently and thanks to
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developments in the ITC, the aggregators become a key element of the go-tomarket strategy.
Table 4.5- Types of aggregators in the go-to-market strategy of the H&A
sector
Type of aggregator

Specificity

Examples

Specialized comparative
search engines

All providers can be listed and
manage their own info

Booking, Expedia, Skyscanner,
Momondo, Agoda

Aggregators to whom
providers need to adapt

To be listed, providers need to
fulfil a specific criterion

Groupon,
Smartbox, RetailMeNot, Giftcard
Zen

Aggregators providing a
service

Providers need to use these
aggregators’ additional service

Deliveroo, Take Away, Just Eat,
Uber Eats, GrubHub

Aggregators who create new
supply

Providers could be new types of
providers

AirBnB, NightSwapping,
Couchsurfing, Homeexchange,
Hellofresh, Gousto, eatwith

Source: Baker Ing International
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There are different ways to approach the aggregators. In this report we organised
them in four main groups as per Table 4.5. The first group is formed by
aggregators that are essentially sector/service-specific. Their main ability is to
compare a high number of items (such as prices of air tickets or cost of nights in
different hotels in a given city). In this group, providers of the service (airlines and
hotels, for example) are listed, and they don’t need to change their services. Big
companies like Booking or Expedia are examples of this group. The second group
is made of aggregators for whom providers of the service need to adapt -in some
or other way-. In order to be listed, providers need to fulfil a specific criterion that
can be accepting discounts, provide experiences quantified by day, etc. This group
is not targeting just the H&A sector but has a good presence in it. The third group
is formed by aggregators that provide a service that complements the one made
by the provider. In this case, providers need to use this service, for example the
delivery through the aggregator. Platforms such as Deliveroo is a fine example of
this group. The final group is the one formed by aggregators who create new
supply and providers of services. A typical example of this is AirBnB, as good part
of the accommodation offered in the site were not in the market before the
existence of the company.
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COVID AND NEW CHALLENGES
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The H&A sector was one of the most affected during the COVID crisis, for a
number of reasons. First, in majority of the countries of the world, the restrictions
that were designed to keep social distancing were specifically targeting the
hospitality and accommodation sectors. Second, the sector (especially the
accommodation subsector), by definition, provides its services in person. In
contrast with other economic services (such as professional services,
government activities or education), the H&A struggles to find the way to readapt
to the new conditions. Thanks to new technologies and the role of new go-tomarket strategies, part of the hospitality subsector has managed to move online,
becoming a more ‘remote-intensive’ sector. Unfortunately, that was not possible
with the accommodation subsector. Third, despite the restrictions imposed by
authorities where the establishments are located, the sector suffered from
policies in other countries. The lack of synchronisation of these measures -given
the speed and intensity that the pandemic was developing at in each part of the
world- made it almost impossible for companies to put in place consistent and
coherent business plans. Fourth, even in moments when policies were less rigid,
allowing people to have a more ‘normal’ life, a non-negligible portion of
consumers was reluctant to get exposed to the disease. Along the same lines, the
increased complexity of traveling as a consequence of the pandemic has worked
as a good deterrent for people.

admin@bakering.global
Chart 5.1: Effect of the COVID in selected service sectors in Europe (index
value 2019 Q1=100)
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Lockdowns
The first reaction of governments was the imposition of lockdowns. Table 5.1
shows how lockdowns evolved in major countries of Europe. This is a simplified
version as lockdowns policies have been really complicated in terms of reach and
scope, superposition of the level of government applying them (national,
subnational or local) and effective enforcement. However, this table is useful to
show that since the first pandemic outbreak, the following few things occurred:
a) a combination of lockdowns and ‘return no normal’ policies combined as the
spread of the virus peaked or was controlled, b) the intensity of the lockdowns
have been decreasing, a trend that has been supported by the rollout of the
vaccine. The table shows that countries went through a similar process in terms
of restrictions. The differences lie in the moments of the pandemic in which the
countries reached their maximum peaks of infected people and deaths, and
therefore the different moments countries imposed the respective lockdowns
and restrictions. The colours in the chart depict the critical situation and the
number of restrictions that were imposed at the time. In most of the countries
included in the table, the first isolation was the most severe regarding restrictions
and represents one of the most catastrophic moments. As time went by,
lockdowns, restrictions, and curfews were gradually diminishing.
Table 5.1: Intensity of lockdowns in key European countries
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Country

France
Germany
Italy
Spain

1st lockdown
(2020)

March/May

2nd
1st return
to normal

lockdown
(2020)
October
/December

March/April
March/May
March/June

2nd return to
normal

3rd lockdown
(2021)

March/May
December/February

December

March/April
October/ May
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The H&A sector followed a similar pattern. Hotels, restaurants and pubs in all
countries closed in March 2020 with the beginning of the pandemic, and the
sector was able to reopen with the opening of countries as time went by, with
many restrictions. For example, in the UK, pubs, restaurants and hotels closed in
March 2020; in June 2020, pubs and restaurants were able to operate with
takeaway, and finally, outdoor hospitality reopened with several restrictions on
April 12, 2021. As the measures are going towards more protective measures
again today (June 2021) as the Delta variant is spreading fast, the sector is likely
to face also new waves of restrictions. In the case of Italy, the hospitality industry
was forced to close on March 23, 2020 and outdoor hospitality was able to reopen
on February 1, 2021 with their respective restrictions.
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Policy responses
The COVID crisis has forced the region’s main countries to deploy a network of
economic support never seen before through loans, subsidies and tax cuts.
Policies can be seen through two different axes: a) sector and b) type of
assistance. Concerning the first axis, some policies were designed for all
countries’ sectors, and others were aiming at specific sectors. The H&A sector is
one of the sectors that suffered the most from the crisis and therefore policies
and financial aid were aimed exclusively at this industry. Concerning the second
axis (the type of assistance), governments have introduced reductions in direct
and indirect taxes, transfers schemes and non-refundable loans.
The most frequent policies that were common to all sectors consisted in
increases in the loans granted by the State and help towards workers. In Spain,
for example, the government deployed an assistance network with loans, and
agreed to a payment moratorium without penalties or interest, which could be
extended up to four months after the State of Alarm ends. The amounts would be
paid during the two years after the end of this moratorium. In France EUR41 bn
were spent in ‘emergency aid to companies and workers. The German
government contributed to between 60% and 87% of the salary that the worker
ceases to receive due to the reduction of the working day, and in the UK the state
contributed to 80% of the salary of workers held at home.
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Regarding policies exclusively intended to help H&A companies, aid towards this
sector focuses mainly on a series of measures to alleviate costs, especially in
terms of rents, or exemptions from Social Security contributions. For example, in
Spain, the government reduced by 50% the rental fees for premises, mainly for
restaurants. In terms of alleviating costs, in May 2020 tax exemptions for bars,
restaurants and hotels in France reached EUR2 bn. The German government paid
75% of the income hotels and restaurants declared in November 2019. Something
similar happened in France where bars and restaurants were included in the
grants schemes of up to EUR10,000 per month given to companies with less than
50 workers who suffered losses of up to 70% of their income. As for tax reduction,
the British government reduced the VAT for restaurants, hotels and pubs from
20% to 5%. Similarly to the UK, the German state also agreed to lower the VAT for
the hospitality industry, keeping it at 7% throughout 2020 and 2021.
The economic and financial aid of the European governments towards this sector
was colossal. In Spain, the government estimates that the aid directed to this
sector was at EUR4.2 bn. The total amount of the measures to support the hotel
industry in France reached EUR6 bn in the country and EUR18 bn for the tourism
sector in general. The British government gave direct aid, non-refundable, for all
businesses forced to remain closed, which amounted to a limit of EUR3,400 per
month. On January 5, 2021, during the third wave, the government went further
and committed up to EUR10,000 in a single payment, which could be added to
the monthly subsidies. Italy allocated a sum of EUR5.4 bn to the sector.
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Impact on business
Although the turnover of the H&A sector has deeply collapsed, the impact on
employment has not been acute, thanks to state support schemes rolled out in
EU countries. In Q1 2021, employment levels in the H&A sector were only 20%
below the Q1 2019’s value, when the drop in turnover was around 60%. After a
year in which the companies of the sector received state support and schemes to
avoid companies’ closures, we start seeing an increase in bankruptcies in the
sector –a higher increase in H&A than in other sectors, as expected. Spain is one
of the most affected countries, with the number of companies going bankrupt
increasing almost fourfold.
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The hotel industry was particularly affected during the COVID, suffering large
losses due to high costs whilst operating under a limited capacity; this means
running an entire hotel for a smaller number of guests (or none) due to the
restrictions in place. The occupancy rate for rooms and units in Europe averaged
8.6% in the June-August quarter, and 12.2% in the September-November quarter
to jump only to 18.6% in December. In Spain, overnight stays during the first three
months of 2021 dropped by 89% compared to the same period in 2019, before
the pandemic began, as visits collapsed from 53.6 million to just 5.9 million. The
Hyatt Hotel Group reports a 23% revenue decrease, a USD35 million adjusted net
loss and a 28% revenue per available room (RevPAR) decline for the company
worldwide. Spanish group Meliá also took a strong hit, and the company declared
a EUR80 million net loss. IHG Group announced a 25% fall in RevPAR and
AccorHotels reports a 25.4% decrease of RevPAR in the first quarter of 2021
following the closure of 62% of the group's properties.
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Chart 5.2- Bankruptcies in selected service sectors in Europe (index value
2019 Q1=100)
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Concerning the restaurant industry, the sector suffered considerably, since, in
many countries, restaurants, bars and cafes depend to a great extent on
international tourism, which was almost inexistent for long time. In France, this
resulted in the closure of 75,000 restaurants and 40,000 cafes, and 1 million
employees left technically unemployed. In the tourism-dependent regions of the
UK, 80% of workers in the hotel and catering industries are reported to be on leave
without pay and around a third of jobs could disappear in the long run. The impact
on chains and independent restaurants has not been equal; with greater financial
and professional resources, chains have been able to adapt more quickly and
effectively.

The return to ‘normal’ and beyond
In Europe, the process of returning to ‘normal’ begins and the economic situation
of the sector is expected to improve, even though all countries are opening their
countries and borders to tourism (internal and international) at their own pace.
The ability to do such a thing has to do mainly with each country's vaccination
rate. The state of the sector as of when this report is being written is likely to
change again a lot in the coming weeks or months, however this can help provide
a good snapshot of where the sector is at and what it can hope for as the critical
holiday season 2021 starts.
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In Spain, the country ended the restrictive measures imposed during the
pandemic on May 10th and hotels, restaurants, pubs and bars have now been able
to reopen in an as close to normal way as the world situation allows. However,
Spain faces a return to normal with 35% of hotels still closed. The sector’s leaders,
including Meliá Hotels, NH Hotel Group and Riu Hotels, only had 65% of their
facilities open by the end of May. In the case of France, terraces and indoor
seating in cafes, bars and restaurants completely reopened since June 9th. Prior
to this date, they had been operating for months with takeaway solutions only,
so it has been a huge step towards recovery. As of June 20th, the curfew measures
ended. As for accommodation, France already has 80% of hotels in its territory
open, and domestic tourism is being promoted to be able to raise the sector's
figures. Restaurants and bars in Germany have opened again and on May 17th,
the first state in Germany fully opened their doors to tourism. With a fast-rate
vaccination campaign, the UK has been reopening open-air restaurants, cafes and
pubs with limited capacities from April 12th, following the latest strict lockdown
in the country. Hotels in England reopened on May 17th, as did international
leisure tourism. Italy was one of the countries that suffered the most from COVID.
However, slowly, Italy comes out of lockdown. Regions with relatively low
amount of cases saw restaurants, bars and hotels open again at the beginning of
June, and tourists from some limited countries are welcome again, in a bid to take
advantage of the summer season and begin the recovery of the sector in the
country.
Even though all countries are returning back to ‘normal’, the opening remains
slow and measured due to the summer season that began, in order to be able to
control the level of spread. The fast growth of cases in some areas due to new
variants (especially the Delta variant today) are already raising concerns and
prompting authorities to start thinking of potential localised restrictions.
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Therefore, professionals estimate that this summer season will not be enough to
make up for the great losses in the tourism sector, especially the hotel and
hospitality market. Despite the return to normal, some analysts think that the
process of recovery could take up to 4 years.
Although the COVID pandemic has been a shock for H&A, there are some signs
that the sector is returning to the normal. However, it is important to underline
that some of the impacts of the COVID -as it may happen in other sectors- will be
permanent: go-to-market strategies, preference of customers for different
experiences (probably more natural-intensive) and for domestic tourism vs
international tourism are trends that are likely to stay. Although some have been
in place for several years, the COVID has been an accelerator.
The capability of the European sector to adapt to the new challenges will depend
essentially on the right functioning of the ecosystem. Good part of the businesses
will need to finally embrace new go-to-market and marketing strategies that may
require new investments, the adoption of new processes, and finding the right
people to help. However, the transformation of the sector is not just a task for the
businesses. An organised business sector can coordinate the new agenda in an
effective way to have a productive dialogue with authorities (local, subnational,
national and international) that will also need to play a key role.
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COUNTRY PERSPECTIVES
The H&A sector was strongly affected by the COVID crisis in all the countries of
the region. The performance in the short term will be explained by local, regional
and global developments related to the pandemics. In the long term a number of
challenges emerge for the sector- some of them accelerated by the COVID.
Table 6.1: Hospitality & Accommodation: Snapshot of main European
countries

GER

• Although the H&A sector employs more
than 2 million people, it is relatively small in
the overall economy.
• In contrasts with other big countries,
Germany doesn’t have a key global player
in the sector.

FRA

• With Paris as the centre of global tourism,
the French H&A is a key industry in the
country.
• The country boasts some key global players
in the accommodation industry and its
weight in the global catering sector is big.

ITA

• The H&A sector is key in the economy with
small and family-owned companies.
• As one of the most important destinations
in Europe, the H&A sector is capable of
offering a wide range of options targeting
different segments of the market.

SPA

• Spain’s H&A sector is extraordinary
important for the functioning of the
economy -especially in some poor areas of
the country.
• With excellent infrastructure, the country
attracts visitors from all around Europe and
Latin America.

UK

Structural behaviour

• The country combines an extremely
attractive business environment for the
sector, with London as a global key
consumption center.
• Big companies tend to be more present
than in other European countries.
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Short-term performance & forecast
• The impact of the COVID has been relatively
small as the domestic tourism is a big part
of the market.
• After the Brexit, Germany will be an even a
more important target for destination
holidays like Spain, Greece or Croatia.
• Strong support policies and minimum time
for lockdowns avoided strong collapses.
• The sector seems well organised and with
enough influence to recover and adapt to
new challenges.
• Internationalization of Italian companies
has failed to gain as much momentum as
for companies from other European
countries.
• Presence of Italian companies worldwide
will continue to be in niches, such as the
luxury one.
• Among the big economies, the Spanish H&A
sector was one of the most affected by the
COVID
• Although activity is returning to normal, a
rapid increase in bankruptcies is emerging.
• After the COVID, the country will adapt to
penetrate new markets for tourism.
• Brexit has increased uncertainty about the
future of the sector as less European
visitors and less available work force is
expected
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GERMANY
Country Performance

GDP
(USD bn)
3,803

Hospitality

Accommodation

Number of
companies

Number of companies

(in 000s)

(in 000s)

188.0

46.5

Number of
employees

Number of employees

2020

(in 000s)

(in 000s)

-4.9

1,906.8

616.8

Turnover

Turnover

Unemployment

(y-o-y change, 2020)

(y-o-y change, 2020)

4.2

-32.0

-44.7

GDP per capita
(USD)
45,733

GDP growth
Pre COVID
0.9

Inflation
2.2

Macro overview
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Following ten consecutive years of expansion, the German economy contracted
in 2020 due to the COVID pandemic, despite the measures taken to contain it.
GDP shrank by 4.9% as domestic consumption, private investment and external
demand all slumped. However, the downturn was less severe than in the other
major economies of Western Europe, including France, Spain and the UK.
Germany's relatively better weathering of the crisis reflects less stringent
lockdowns and a high level of government support. While supply chain
disruptions hampered the country’s large manufacturing sector – which accounts
for almost 20% of GDP – the strongly recovering Chinese market has helped to
support German factory activity. The economy is expected to rebound by 3.6% in
2021, with the bulk of the recovery likely to take place in the second half of the
year. The recovery will be helped by the rollout of vaccines, which will allow the
easing of lockdown restrictions, as well as ongoing generous government
stimulus measures. In addition, the large export-oriented industrial sector, which
is less affected by lockdown measures than the services sector, will continue to
benefit from growing demand in China and other Asian markets.

The H&A sector
Germany has around 220,000 companies in the H&A sector with almost 2 million
people employed. H&A is driven mainly by residents, as the tourism sector has
failed to create a global reputation with the exception of few cities (such as Berlin
and Hamburg). However, a modern and dense infrastructure allows visitors to
travel easily throughout all the country. Germans are the key target of a number
of holiday locations in Southern Europe, including Spain, Greece or Croatia. The
H&A sector suffered with the COVID crisis; however, the collapse was less severe
than in other countries of the region. The policies implemented by the German
government can be summarized as direct aid, capital injections and VAT
34

reductions. The VAT for hospitality was reduced from 19.1% to 7% and was
maintained throughout 2020. For hotels and gastronomy, the Government paid
for 75% of the income declared in November 2019. Like most European countries,
Germany began its path to ‘normal’ in May 17th, with the opening of the first state
in Germany to tourism. From that day onwards, the other German states began
to follow the same steps, opening their country to the rest of Europe, positively
impacting the German hospitality sector.
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FRANCE
Country Performance

GDP
(USD bn)
2,599

Hospitality

Accommodation

Number of
companies

Number of companies

(in 000s)

(in 000s)

206.9

51.4

Number of
employees

Number of employees

2020

(in 000s)

(in 000s)

-8.2

851.3

224.8

Turnover

Turnover

Unemployment

(y-o-y change, 2020)

(y-o-y change, 2020)

8.2

-37.1

-42.1

GDP per capita
(USD)
39,907

GDP growth
Pre COVID
1.7

Inflation
0.5

Macro overview
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The French economy contracted by a sharp 8.2% in 2020 as a result of the
coronavirus, with the country being one of the worst affected globally by the
pandemic. The tourism, manufacturing, retail and construction sectors were
worst hit, reflecting the impact of strict lockdown and social restriction measures.
While the economy is expected to rebound by a robust 5.8% this year (one of the
strongest projected growth rates in the region), activity in the first half of the year
will remain weak. Indeed, growing concern over rising infection rates amid the
third wave of the COVID pandemic prompted the French authorities to announce
a month-long lockdown on March 18th for the worst-affected regions of the
country. Beyond this, some degree of restrictions are likely to remain in place for
at least the first half of 2021, as the government gradually rolls out vaccinations.
The economic recovery should then gain pace in the second half of the year as
restrictions are gradually relaxed and pent-up demand boosts household
consumption and spurs business investment. Export-facing sectors, meanwhile,
will continue to benefit from the recovery in Asia. Crucially, the projected recovery
depends on the timely implementation of the vaccination programme and its
success in conferring protection against any new variants that potentially
emerge. Moreover, the extent of the recovery will be limited by impaired balance
sheets and elevated unemployment.

09787114

The H&A sector
France is a key player in the world in the H&A sector. The country is a key tourism
destination for people all around the world. Paris is the epicentre of the sector;
however other regions such as Bordeaux, Normandy, Burgundy or Provence are
powerful attractions. The destinations are also complemented with a wide range
of food offerings, where good quality and innovation is a norm. France has around
260,000 companies in the H&A sector, employing around 1.1 million people. The
36

EMAIL

development of the sector has led to the creation and growth of several French
groups that are today global players, such as AccorHotels, which operates the
brands Ibis, Novotel, Mercure or Sofitel. Although France doesn’t have global
leaders in restauration in terms of scope -as the US has with fast-food
companies-, there are a number of companies that are key players in the global
catering industry, such as Sodexo and Elior. The COVID impacted the H&A sector
strongly, with drops of 42% and 37% y-on-y in the accommodation and hospitality
subsectors, respectively. The French government carried out a series of policies
aiming at paving the way for recovery. The policies were based primarily on direct
financial assistance and tax exemptions. The total amount of the measures to
support the hotel industry amounts to EUR 6bn in the country and in May 2020
tax exemptions for the sector reached EUR 2bn. Policies implementation, good
weather and the vaccines, among other factors made possible the beginning of
the recovery of the hospitality industry. On June 9th 2021, restaurants, cafes and
pubs could reopen their indoors seating (closed since March 2020) and on June
20th the state put an end to the curfew, generating hope for this summer season.
In contrast with other countries like Spain, bankruptcies in the sector in 2021 have
been kept at a low level; however, we cannot rule out some deterioration once
policies return to normal. We expect the sector to leave behind the COVID crisis.
At the same time, we think the French H&A sector is well positioned to introduce
changes that are responses to the pandemic but also to continue its
transformation towards a sector of high valu- added and high-quality standards.
The good functioning of the ecosystem of the H&A sector and the cultural,
political and symbolic relevance of the sector in the policy-making process will
support the required transformations.
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ITALY
Country Performance

GDP
(USD bn)
1,855

Hospitality

Accommodation

Number of
companies

Number of companies

(in 000s)

(in 000s)

283.5

53.6

Number of
employees

Number of employees

2020

(in 000s)

(in 000s)

-8.9

1,259.0

295.9

Turnover

Turnover

Unemployment

(y-o-y change, 2020)

(y-o-y change, 2020)

9.2

-37.2

-54.9

GDP per capita
(USD)
31,288

GDP growth
Pre COVID
0.6

Inflation
0.7

Macro overview
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The Italian economy contracted by 8.9% in 2020 as a result of the dual supply and
demand shocks stemming from the coronavirus pandemic, with the hospitality,
tourism, and transport sectors most severely affected by the restrictions on
mobility and economic activity. Of the four largest Eurozone economies, Italy's
downturn was not as steep as that of Spain (-11.0%) but was worse than that
seen in Germany (-4.9%) and France (-8.2%). GDP is forecast to recover by around
4.2% in 2021, as the on-going immunisation programme helps to provide an
eventual exit from the pandemic. However, heightened uncertainty over
emerging mutations could cause setbacks and delay the economic recovery.
Nevertheless, investment activity should be supported by increased EU funding
this year and a continued accommodative fiscal policy stance, while the gradual
reopening of the global economy will help to fuel foreign demand. Consumer
spending, meanwhile, will be spurred by the eventual relaxation of restrictions,
which should unleash pent-up demand in the second half of this year. However,
on-going caution and still-high uncertainty will limit the extent of the revival in
both consumer spending and business investment. Meanwhile, the recovery of
Italy’s important tourism sector will lag behind, as travellers are expected to
return only gradually. The Italian government allocated significant fiscal resources
to deal with the health crisis and cushion its social and economic effects in 2020,
and large-scale support remains in place – including short-term work schemes
and temporary moratoria on taxes and the servicing of bank loans. All in all, after
registering a fiscal deficit equivalent to 9.5% of GDP in 2020, Italy is likely to
register another substantial deficit this year (projected at 8.8% of GDP). The
recovering economy and the phasing out of anti-crisis measures should help the
government to rein in the deficit more significantly in 2022.
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The H&A sector
Similarly to France and Spain and other smaller countries like Greece and
Portugal, Italy has a huge number of small family companies operating in the H&A
sector. As a consequence, Italy is not the home of a number key players in the
sector at a global level. Some small chains - that are at the top-end of some
niches like luxury hotels -such as the Baglioni Hotels- have however developed.
A key destination for tourism, the country is extremely prepared to cope with
visitors with different budgets and quality expectations. With a number of
attractive locations (such as Rome, Naples, Tuscany or Sicily) for both national
and international visitors, the country has around 250,000 companies and close
to 1.5 million people employed in the H&A sector. The COVID hit strongly the
Italian H&A sector, decreasing by almost 55% and 37% y-on-y the accommodation
and hospitality subsectors, respectively. As a response to the COVID, the
government allocated EUR 5.4bn to the industry. Despite the financial aid, the
tourism sector is very unhappy with the government's measures. As we are
writing this report, Italy is coming out of confinement; in regions where the
number of COVID cases is low, restaurants and bars can open. Despite the fact
that the country's curfew continues to apply, since June, Italy began to relax its
border restrictions, projecting a future for Italian hospitality.
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SPAIN
Country Performance

GDP
(USD bn)
1,278

Hospitality

Accommodation

Number of
companies

Number of companies

(in 000s)

(in 000s)

27.0

260.3

Number of
employees

Number of employees

2020

(in 000s)

(in 000s)

-10.9

1,208.0

322.5

Turnover

Turnover

Unemployment

(y-o-y change, 2020)

(y-o-y change, 2020)

15.5

-43.6

-68.0

GDP per capita
(USD)
27,132

GDP growth
Pre COVID
2.2

Inflation
-0.3

Macro overview
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The Spanish economy contracted by 11% in 2020, as the coronavirus pandemic
and measures to contain it – both domestically and abroad – weighed heavily on
activity and demand. Spain’s recession was the most severe in the Western
Europe region. This reflects a number of structural features that make the
Spanish economy more vulnerable to COVID-related disruptions, including its
high prevalence of small and medium size enterprises (SMEs), the importance of
tourism, and the widespread use of temporary employment contracts. The
economy is projected to partially recover in 2021, with growth of around 6.4%.
Momentum will remain subdued in the first half of the year, as economic activity
remains severely hampered by ongoing coronavirus restrictions. The anticipated
pick-up in activity in the second half of the year depends crucially on the speed of
Spain’s vaccine rollout, which has been sluggish so far. The government’s current
plans to administer at least one dose of the vaccine to 70% of the population by
the end of August are ambitious and at high risk of being delayed. Nevertheless,
the progressive lifting of restrictions should boost economic activity from the
third quarter onwards, driven by the materialisation of pent-up consumer
demand and a rebound in investment helped by moderating uncertainty.
Gradually recovering global demand will also help to lift exports. In 2022, the
tourism recovery is expected to gain momentum, while domestic demand growth
will likely ease once pent-up demand is exhausted. These developments should
see growth moderate to around 4.7%. All in all, the recovery will be protracted,
and the outlook is highly uncertain, with risks heavily tilted to the downside amid
uncertainty over the course of the pandemic. Moreover, the strong prevalence of
SMEs in the economy, which tend to have minimal capital and small margins,
indicates a high risk of a wave of business insolvencies materialising, particularly
when the government withdraws its key support measures.

40

The H&A sector

EMAIL
admin@bakering.global

With 300,000 companies, around 1.5 million and a turnover of around EUR 80bn,
the H&A sector is key for the Spanish economy. With a wide range of options
(including beach holidays, cultural experiences like Madrid, Barcelona or Bilbao
and events centres), for decades the sector has contributed in several ways to the
Spanish economy, first as source of income from abroad, and second, in helping
a substantial number of low-skilled workers to be part of the job market. Finally,
it has played a key role in keeping incomes in areas of the country (mainly the
south). The combination of a modern and efficient infrastructure (including fasttrains and dozens of airports), and the fact that it is a key holiday destination for
good part of Northern European countries and the gate to Europe for visitors from
Latin America, makes Spain a world leader in tourism. The COVID has fully
impacted the sector. In 2020, the accommodation subsector collapsed by 68%
and the hospitality by close to 45%. The policies implemented to help the sector
as a response to COVID have focused mainly on a series of measures to alleviate
costs, especially in terms of rents or exemptions from Social Security
contributions. The government estimates the impact of aid to these sectors
(hospitality, commerce and tourism) to EUR 4.2bn. The process of returning to
normal in Spain began on May 10, 2021 when the government declared the end
of the state of alarm throughout the country. However, the main companies in
the sector come out still weakened by the effect of the pandemic. Actually, the
H&A sector has seen a deep increase in companies going into bankruptcy
processes. On the positive side, with a big population -that usually travels
domestically- the lift of restrictions could bring a quick impulse to the sector in
the short term. Beyond the challenges imposed by COVID, good part of the H&A
sector will need to adapt to the new preferences from consumers, including a
more environmentally friendly offer of tourism.
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UK
Country Performance

GDP
(USD bn)

2,710

Hospitality

Accommodation

Number of
companies

Number of companies

(in 000s)

(in 000s)

138.2

17.9

Number of
employees

Number of employees

2020

(in 000s)

(in 000s)

-9.2

1,878.8

477.9

Turnover

Turnover

Unemployment

(y-o-y change, 2020)

(y-o-y change, 2020)

4.5

-42.0

-54.0

GDP per capita
(USD)

40,406

GDP growth
Pre COVID

1.3
Inflation

1.2
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The coronavirus pandemic and resulting public health measures caused a severe
economic contraction in the UK in 2020, with real GDP shrinking by 9.9% – more
than twice as much as the previous largest annual fall on record. After contracting
further in the first quarter of 2021 due to the long and strict lockdown
implemented in January, the UK economy is now gradually reopening, and should
see a significant bounce-back in activity commencing in Q2, as consumers start
to spend pent-up savings and government incentives help to lift business
investment. For 2021 as a whole, the economy is forecast to grow by 5.3%,
notably above the regional average of 4.5%, reflecting the UK’s relatively speedy
vaccine rollout. However, Brexit-related disruptions as the UK adjusts to more
limited access to the EU market could constrain momentum to some degree.
Growth is likely to moderate only marginally in 2022 and is projected to register
at a still robust 5.1%. It will then moderate significantly, and is expected to average
1.8% during 2023-25, as catch-up growth abates, and taxes rise. Risks to the
near-term economic outlook are to the downside, with uncertainty still elevated
over the course of the pandemic globally, and the degree of balance sheet
damage that has been sustained by households and small and medium
enterprises. Indeed, as exceptional fiscal support abates, a sharp increase in debt
defaults among both households and businesses cannot be excluded –
particularly as many UK consumers and companies were already over-indebted
before the pandemic. The UK’s foreign trade relations are currently subject to a
high level of uncertainty following its departure from the European Union in
January 2020, and the provisional implementation of its new trade deal with the
EU from the beginning of January 2021. Prior to this, the UK’s applied weighted
mean tariff rate was 1.8%, but this is likely to change going forward. Moreover,
despite the implementation from the beginning of this year of the EU-UK Trade
and Co-operation Agreement – which allows for tariff- and quota-free trade
between the UK and EU – data and anecdotal evidence suggest that the UK's
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departure from the single market and customs union has raised the costs of UKEU trade significantly.
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The UK H&A sector is the biggest in Europe, with London being its vibrant centre,
specifically for both hospitality and accommodation services. The UK has more
than 150,000 companies in the sector that employs around 2.3 million people.
The pre-COVID turnover reached EUR114 bn. The UK is home of some of the
biggest hotels in the world like the InterContinental group and some of the
biggest European chains of food such as Withbread, Greene King, Stonegate,
Mitchells & Butlers and Wetherspoons. The relative concentration of the market
and the presence and a few big groups in the sector is specific to the UK, in
contrast with other countries of the region. The country does also host the
Compass Group, the biggest global company in the catering sector. The UK has
one of the most dynamic tourism markets, both in terms of receiving visitors and
of people traveling abroad. This is supported by an excellent infrastructure
connecting the country with the continent and key hubs in Asia and the US.
London has 5 airports, and some of them are the main hub of low-cost airlines
like RyanAir or EasyJet. As in all the region, the COVID impacted the British H&A
sector massively. On a y-on-y basis, turnover decreased by 54% in the
accommodation subsector and by 42% in the hospitality. The policies
implemented by the British government to help the sector to emerge from the
crisis were mainly based on direct financial aid and VAT reductions. The state gave
up to EUR10,000 for each hospitality establishment and the VAT of restaurants,
hotels or pubs was reduced from 20% to 5%. Direct aid, non-refundable, for all
businesses forced to remain closed amounted to a limit of EUR3,400 per month.
After a long time, the country took a very big step towards the recovery of the
sector on May 17th when hotels reopened and more importantly, so did
international tourism. On top of the COVID, the British H&A sector has been
impacted by the Brexit. As both phenomena are happening together, it is not easy
to see the impact of Brexit, however we expect a reduction in the movement of
people and some pressures to find workers in the sector in the medium term,
which can increase the cost of companies.
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KEY INFORMATION
GER

FRA

ITA

SPA

UK

GDP, 2020 (bn USDs)

3,803

2,599

1,885

1,278

2,710

GDP per capita, 2020 (USDs)

45,733

39,907

31,288

27.132

40,406

GDP expansion, av. 2018-19 (% change)

0.9

1.7

0.6

2.2

1.3

GDP expansion, 2020 (% change)

-4.9

-8.2

-8.9

-10.9

-9.2

Inflation, 2020

2.2

0.5

0.7

-0.3

1.2

Unemployment rate, 2020

4.2

8.2

9.2

15.5

4.5

Population (m)

83.1

65.1

60.2

47.1

67.0

Exports, 2019 (USD bn)

2.0

1.1

0.7

0.6

1.2

Investment, 2020 (% of GDP)

20.3

23.7

17.5

20.2

17.0

Doing Business Index

79.7

76.8

72.9

77.9

83.5

Degree of openness, 2019

80

65

60

67

64

Infrastructure (WEF Index)

90.2

89.7

84.1

90.3

88.9

R&D (as % of GDP)

2.2

1.4

0.9

0.7

1.2

Macroeconomic indicators

Ecosystem performance
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Number of companies (in 000s)

188.0

206.9

283.5

260.3

138.2

Number of employees (in 000s)

1,906.
8

851.3

1,259.
0

1,208.
0

1,879.8

TELEPHONE

Turnover, 2020 (% change)

-32.0

-37.1

-37.2

-43.6

-42.0

+44 (0)20 1234 5678

Turnover (EUR bn)

67.7

75.6

61.3

51.3

86.0

Number of companies (in 000s)

46.5

51.5

53.6

27.0

17.9

Number of employees (in 000s)

616.8

224.8

295.9

322.5

477.9

Turnover, 2020 (% change)

-44.7

-42.1

-54.9

-68.0

-54.0

Turnover (EUR bn)

35.1

29.2

26.4

26.5

27.9
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