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TOUROPERATORS AND ONLINE TOURIST AGENCIES

Annotation. The development of the city break travel market is almost inseparably connected with the
development of low-cost airlines, whose dense network of connections has for several years made flights to almost all major
European cities possible at relatively low prices. Taking advantage of such easy accessibility, the majority of travel agencies
offer trips advertised under the term "city break™. However in the past years it was common for this catchy term to be used
to describe also classic round trips in several cities, most often European capitals, which meant that their itineraries did not
always fit in the definition of this relatively new form of travel. Are such practices still used by travel agencies? The aim of
this article is to answer this question, preceded by an analysis of city break itineraries for 2022 offered by selected European
tour operators and travel agencies. An additional aim is to examine changes in the market of the most popular city break
destinations that occurred during the COVID-19 pandemic.
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Introduction

The development of low-cost airlines occurred in parallel with a change in sociological and economic aspects
related to travel and leisure, which was highlighted in Europe in the first decade of the 21st century when Europeans began
to travel more frequently, including more often shorter holidays, in addition to traditional two-week holidays [1-3]. These
processes were facilitated by the affordability of airline tickets and the ease of booking accommaodation online, which, along
with the growing economic independence of the younger generation, resulted in the emergence of weekend party tourism,
including clubbing, stag and hen parties [4-5]. Along with this type of travel, other motives for short-term trips e.g. cultural,
educational or narrow interest-related, have entered a branch of tourism called city break. This branch can be defined as
short-term, usually weekend trips to an attractive tourist city, without an overnight stay in any other destination [1].

City breaks usually contain only two components: transport and accommodation, while transport is mainly
provided by low-cost airlines and accommodation is chosen from the offer of facilities located in city centres [3]. Although
various types of intercity transport (coaches, trains, sea ferries, traditional airlines) have been present for many decades, the
emergence of cheap lines has caused fundamental changes in the tourist market, the result of which was, among others,
flourishing of city break tourism [2, 6-9]. The popularity of this form of trips had an impact on the offer of travel agencies,
which, in addition to traditional travel destinations, started to offer simple weekend packages to the most popular cities in
Europe. However, often under this name, travel agencies offered ordinary bus tours, although in attractive cities (e.g. Paris,
Brussels, Amsterdam during one trip), but by the definition they were not city breaks and were evidence of the misuse of the
fashionable term in tourism [10-11].

The popularity of city break was one of the reasons for the phenomenon of overtourism in the most popular tourist
cities, which caused many tensions between the inhabitants of these cities and tourists [12]. The COVID-19 pandemic,
however, contributed to a drastic decline in tourist traffic around the world, including in urban tourism destinations,
paradoxically caused the emptying of previously crowded streets and squares in many city centers. Travel restrictions,
which have been introduced especially for unvaccinated people, along with the ever-changing legal regulations in many
countries affected by the pandemic, undoubtedly influenced the content of travel agencies' offers, including urban tourism
trips [13].

The main aim of this article is to identify the changes that have occurred in the city break market in recent years,
and the main questions are related to various aspects of these changes: (1) have there been any changes in the popularity of
city break destinations in relation to the pre-pandemic period? (2) has the number of cases and deaths from COVID-19 in
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given countries influenced travel agenmes in the aspect of thelr city break offer’) (3) do travel agents still abuse the term city
break by advertising tours that are basically a different type of travel?

In order to answer these questions, an analysis of city break offers of selected Polish and British travel agencies for
2022 was carried out, and the results were compared with the results of the city break market research from 2019 [11], i.e.
from the period immediately before the pandemic.An additional aim of the article was to compare the mature city break
market in the British Isles with the Polish market, which appeared almost a decade later as a result of this country's
accession to the European Union.

Materials and methods

As one of the aims of the article was to compare the current city break trends with the results of the 2019
survey[11], the same method was used to select the most popular destinations using the positioning of websites in the
google chrome search engine. This search engine has been the most popular among Europeans for years [14]. Due to the
growing importance of the Internet in the decision-making process, especially among city break tourists, the authors
concluded that the method used would be sufficiently reliable.

For the analysis of the city break offers, data from online travel agencies (OTA) displayed on the first result page
after entering the phrases “city break” and “city break weekend trips” were selected. The choice of such simple phrases
allowed, in the opinion of the authors, to obtain reliable data on leading tour operators in the field of city break tours, as
well as the most popular offers and destinations.

Out of the total number of over 3.3 billion results obtained for the phrase “city break™ (there were 2 billion results
in 2019, so there was an increase in the interest in such type of trips),the first page of the results included the following
travel agencies targeting Polish tourists:esky.pl, Itaka, TUI, Rainbow Tours, fostertravel.pl, wakacje.pl, wakacyjnipiraci.pl,
fly.pl, bluesky.pl, fly4free.pl. After entering the phrase “city break weekend trips”, the English-language results on the first
page were as follows: lastminute.com, britishairways.com, cassidytravel.ie, loveholidays.com, thomascook.com,
holidaypirates.com, easyjet.com, tui.com.uk.

The ranking of the most popular city break destinations was created taking into account the most frequently
occurring cities in the analyzed offers.

Results

The most popular Polish compaies offering city break tours can be divided into four main groups. The first one is
made up of leading tour operators (Itaka, TUI, Rainbow), who have been in the top three in the overall sales of travel
packages in Poland for years [15]. The second group are internet tour operators of less importance in terms of the sale of
packages, but they are the leading intermediaries in flight tickets reservations (esky.pl, Bluesky). The next group includes
travel agencies (Fostertravel, Holidays.pl, Fly.pl), and in the last one areblogs or booking portals, which do not sell the
proposed offers themselves, but redirect customers to other entities (Wakacyjnipiraci, Fly4free).

Comparing the analysis of positioning results with the results for 2019, the biggest difference is the fact that the
esky.pl tour operator, which is the largest online seller of flight tickets in Poland, had the highest position (Fig. 1). Other
changes proving the increase in the role of given companies on the city break market include the appearance of the largest
Polish travel agency (Wakacje.pl) and its smaller competitor Fly.pl, as well as an increase in the position of Rainbow Tours.
From the first result page, the booking portals FRU.pl and Skyscanner, as well as the tour operator Neckermann, which
announced bankruptcy in the second half of 2019 [16], have disappeared.

Place in search results
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Figure 1 - Positions of Polish OTA in search results in 2019 and 2022. Source: own work

136



AAMy;
J% BKY Xa6apuubicbl

iR BectHuk 3KY 1(85) — 2022

Compared to the pre-pandemic times, the proportion of the types of trips offered under the city break term has not
changed significantly. “Classic” packages that combine flight and hotel offer only esky.pl and Bluesky, which by default
display options with three and two nights respectively. The editors of Fly4ply.pl portal also treat city break in a classic way,
as a flight plus hotel package. The offer of the three largest tour operators looks different, with each of them having a city
break product in a different form. In Itaka, city breaks are mostly short (mainly for three nights) air trips to the most
attractive cities in Europe, but the packages always include travel guide provided by tour operator and a detailed sightseeing
program for each day. Tour dates are also set in advance.

In Rainbow Tours city breaks are offered in the form of short air tours like in Itaka, but the vast majority of offers
are bus/coach tours, often being ordinary round trips around a given country (lasting 3-4 nights). TUI, on the other hand,
limits its city break offer only to the possibility of buying accommodation for 3, 5 and 7 days in many European cities, but
without possibility of buying any transport. Other entities from the analyzed list, i.e. tourist agencies and the
Wakacyjnipiraci.pl portal, offer various forms of trips from the tour operators' catalogs under the name of city break, from
short air trips from Itaka and Rainbow offers, to regular, often multi-day couch tours, not always related to sightseeing
cities.

Compared to the situation on the Polish market, British city break search results differ significantly in terms of the
type of travel companies and include 3 groups: travel agencies specialized mainly in flight and hotel packages
(lastminute.com, Cassidytravel, Loveholidays, Holidaypirates), airlines (British Airways, easyJet) and tour operators
(Thomas Cook, TUI). The first two of the above-mentioned groups occupy key positions in the search results, and compared
to 2019, the first two positions are still occupied by lastminute.com and British Airways (fig. 2). The new companies on the
list are the dynamically developing Loveholidaystravel agency, and Cassidytravelbudget agency based in Ireland.
Superbreak (termination of operations in 2019 [17]), a travel metasearch engine Expedia, and the Dutch airline KLM, fell
out of the list compared to the previous analyzed period.

However, the biggest difference between the British and Polish city break market is the type of offer. While Polish
companies’ city break called offer often included trips that did not have much in common with this term, British companies,
without exception, offered classic flight plus hotel packages, with additional, optional extras, such as car rental. The only
differences between British companies were the number of nights set by default in their search engines, which ranged from
2 nights (lastminute.com, BritishAirways, easyJet) to 3 nights for the rest of the companies. Only at TUI, the only option
was to book a minimum stay of 4 nights.

Place in search results
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Figure 2 - Positions of British OTA in search results in 2019 and 2022. Source: own work

The list of the most popular city break destinations offered by Polish companies changed in several cases over the
analyzed period. There has been a visible decline in the popularity of Barcelona, which was by far the most popular
destination in 2019. Similarly, the position of other cities also associated with leisure by the sea, such as Lisbon and Nice,
changed (Fig. 3).
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Figure 3 - Changes in the “popularity” of city break destinations offered by Polish OTA in 2019-2022. Source: own
work

Offers to some attractive tourist cities such as Florence, Pisa, Turin and Zurich, and some cities from Eastern
Europe (Grodno, Saint Petersburg), as well as from more distant destinations (Marrakesh and Jerusalem) were also
characterized by a smaller supply. In turn, well known cities like Paris, Rome, and from Central and Eastern Europe
(Bratislava, Kiev, Odessa, Tallin, Vilnius, Zadar), which were missing in the 2019 ranking, have gained popularity, as well
as Dubai.

The British city break destination market has hardly changed at all. Apart from the slight decline in Barcelona and
the growth of Amsterdam and Rome among the most popular destinations, the only visible changes were a slight decline in
the supply of offers to Venice and the rise of Krakow, Paris and Lisbon (Fig. 4). Two processes can also be noted: the
emergence of offers for more distant destinations (Marrakech, Dubai, New York, Valetta) and the growing popularity of
British cities (London, Edinburgh, Liverpool, Manchester, Belfast).
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Figure 4 - Changes in the “popularity” of city break destinations offered by British OTA in 2019-2022. Source:
own work

The wide offer of city break destinations from different countries in the analyzed offers allows us to conclude that
the situation related to the COIVID-19 epidemic had little impact on the popularity of the cities. Among the 10 European
Union countries with the highest number of COVID-19 cases and deaths (France, Italy, Spain, Germany, Poland [18]), only
a few cities showed a small decrease in the supply of offers compared to the pre-pandemic period (e.g. Barcelona, Florence,
Munich, Nice, Pisa, Turin, Venice), but this should not be associated with the fear of tourists becoming infected. Evidence
of the lack of this correlation is the maintenance of the former position (Madrid, Milan) or the increase in popularity of
other cities from these countries, including Bari, Krakow, Naples, Paris, Rome, Berlin and Cologne.

Discussion and conclusions

The first months of the COVID-19 pandemic affected the collapse of the tourist market in 2020, including city
break, due to the closure of many air connections and the introduction of strict border crossing regulations. One of the
factors that influenced lower tourist traffic was also the fear of contracting COVID-19 in the means of mass transport
among some tourists, therefore in 2020 and 2021 there was an increase in domestic tourist traffic and self-organized trips
and the decrease of foreign trips in many countries [13]. However, many forecasts for the second half of 2021 and 2022
assume that the tourism sector will be rebuilt to pre-pandemic numbers [19-20]. An optimistic approach can also be seen
when looking at the offers of the analyzed companies offering city breaks for 2022. Their wide and diversified catalog of
destinations does not differ significantly from that of 2019. Although some cities have slightly lost their popularitythe
hypothesis about linking this with a pandemic situation in different countries seems unlikely, because the analyzed list
includes destinations from all popular tourist countries, including those most struggling with the COVID-19 pandemic.

Larger changes took place in the structure of companies offering city break travel, visible especially on the Polish
market where, despite the continued strong position of leading tour operators, the share of online companies focused mainly
on intermediation in booking air tickets and selling flight plus hotel packages has increased. The importance of large online
travel agencies has also grown in place of metasearch engines. The Polish market, however, still retained its specificity,
characterized by (1) the lack of airlines on the market of companies offering city breaks, as well as (2) inconsistent use of
the term city break by the largest tour operators, which use it to advertise tours that differ in terms of their program and
form from what is adopted in the cradle of the city break, i.e. in the British Isles. The confirmation is seen in differences
within the same company, i.e. on the example of British and Polish TUI, where for Polish tourists it is only possible to buy
accommodation in city break destinations, without any possibility of transport. Transport to cities and hotels must be
organized by tourists themselves. The British branch, on the other hand, offers classic flight plus hotel packages for British
travelers.
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In conclusion, the changes on the C|ty break market that took place in the Iast 3 years were not revolutionary, and
on the British islands only cosmetic, despite the emergence of the pandemic, which had a strong impact on the general
tourist market. On the one hand, this proves the well-established position of this type of travel both on the British and Polish
market, even though in the latter city break is often understood in different categories. However, it should be taken into
account that the results presented in this article refer only to the highest-positioned companies in search engines, and thus
constitute only a preliminary diagnosis of the city break market. Nevertheless, the authors of this article believe that the
presented method and the scope of the analyzed data allow for the presentation of the main trends in the research topic.
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Npanuukmii I'., JnyxeBckas A.
MOJIbIIIA )KOHE BPUTAHUSIHBIH, TYOIIEPATOPJIAPBIHBIH )KOHE OHJIAMH TYPUCTIK
ATEHTTIKTEPAIH ¥ CBIHBICBIHIAF bl KAJIAJIBIK CAAXATTAPAbI CAJIBICTBIPY

Annartna. Kanara casxaT HapbIFBIHBIH AaMybl OFOJDKETTIK aBUaKOMIIAHUSUIAPABIH JaMybIMEH THIFbI3 OaiilaHbICTHI,
OJNlapAbIH THIFBI3 OainaHbIC Kemici OipHeme bpuiaap 0okl EyponaHblH OapiblK ipi KajajapblHa CajbICTBIPMAJbl TYPIE
ap3aH OaraMeH yIyra MyMKiHIIK Oepai. OcblHmal oHail KOJ KETIMIUTIKTI KOJNJaHa OTBHIPBIN, TYPUCTIK areHTTIKTEp.IiH
KOIIIUIT "KaJaJlblK JieManblc' TepMUHIMEH >KapHaMallaHAThIH carapiapbl YChIHAIbl. AJiaiifia, COHFBI JKbUIAAphl Oy
KBI3BIKTHI TEPMHH OipHeIe Kajianapnaa, KeOiHece eyponaiblK acTaHANIapa KIACCHKAIBIK camapiapibl CUNATTay YIIiH KUl
KOJIaHBUIJIBI, IEMEK OJIap/IbIH OaFbITTaphbl SpJaiibiM OCHI CaIBICTBIPMAIIBI TYPJIE JKaHa casxaT JopMachklH aHBIKTayFa CoHKec
KeaMmeni. By ToxipuOeHi TYpHCTIK areHTTIKTEp ol KyHre AediH konmaHa Ma? Ochl MaKaJlaHBIH MaKCaThI-TaHJIAJFaH
€YpOIaIBIK TYpOIepaTopiap MEH TYPHCTIK areHTTiKTep ychiHaThIH 2022 jKbUiFa apHaJIFaH KaJlaJlblK JIeMalbIc OaFbITTapbIH
TanaaynaH OYphIH OCkl cypakka skayamn Oepy. Koceimia makcaT-covid-19 manmeMusichiiga OoJFaH Kajajgap/a JeMaty/IbIH
€H TaHbIMaJ OaFBITTAPBIHBIH HAPBIKTAFbl ©3TEPYIH 3€PTTEY.

Kint ce3nep: xamanblk nemaineic; [lemManbic KYHTI camapiap; KajlallblK Typu3M; TypoIeparopiap; TYPHUCTIK
areHTTIKTEP.

NBanunxkuii I'., JimyxeBckas A.
CPABHEHHME IOE3/1I0K HA OTJbIX B 'OPOAE B NPEJAJIOKEHWUU ITOJIbCKUX U BPUTAHCKHUX
TYPOIIEPATOPOB M OHJIAMH-TYPUCTUYECKUX ATEHTCTB

AHHOTanus. Pa3BuTve pBIHKAa IyTEMIECTBHA B TOPOA MPAKTUYECKH HEPa3phIBHO CBA3aHO C Pa3BUTHEM
OIO/DKETHBIX aBUAKOMIIAHMH, Ybs IUIOTHAs CETh CTHIKOBOK B TEUCHHE HECKOIBKHX JIET Jellaia BO3MOXKHBIMU IIOJIETHI
NIPAaKTUYECKU BO BCE KPYIHBIE EBPOIEHCKHE IOpona IO OTHOCUTENIBHO HU3KUM LeHaM. Ilonb3ysich Takol Jierkou
JOCTYITHOCTBIO, OOJIBIIMHCTBO TYPUCTHYECKUX AareHTCTB MPEIJIaraloT [Oe3[KH, pPEKJIaMHUpyeMble IIOA TEPMHUHOM
"ropojackoii orapix". OIHAKO B MOCIEAHUE TOMAbI 3TOT OPOCKHMH TEPMHH YAacTO HCIONB30BAJICS JISl OMUCAHUS TAKKE
KJIACCMYECKUX TOE3/I0K TyJla U 00paTHO B HECKOJBbKHX T'OPOJAX, Yallle BCErO B €BPOINEHCKUX CTOJIMIAX, YTO O3HAYAIIO, YTO
WX MapUIPYThI HE BCEr/ia BIUCHIBAIKCH B ONPEETICHUE ITOM OTHOCUTENBHO HOBOM ()OpMBI myTeniecTBuid. Mcnonb3yercst u
Takasg MpakTHKa TypUCTUYECKUMHU areHTCTBaMu A0 cux mnop? Llems 3Toit cTtaThu - OTBETHTH Ha 3TOT BOMPOC, KOTOPOMY
MPE/INIECTBYET aHANW3 MapIIpyTOB OTAbIXxa B Topoge Ha 2022 rom, mpeajaraeMbiXx HW30paHHBIMH E€BPONCUCKUMHU
TypoIepaTopaMi U TYPUCTHUECKIMH areHTCTBaMHU. [[OTOTHHUTENFHONW IENBbI0 SBJSETCS M3y4eHHE M3MEHEHWH Ha pBIHKE
HauboJee MOMyIISIPHBIX HAIIPABJICHUIA JJIsl OTABIXA B TOPOAX, KOTOPbIE MPOU30ILTH BO BpeMs nanaemun COVID-19.

KiloueBble ci0Ba: TOpPOJACKOH OTABIX; MOE3JKHM BBIXOJHOTO JHS;, TOPOJICKOM TYpU3M; TypOIIEpaTOpHL;
TYPUCTUYECKHE ar€HTCTBA.
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