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DESTINATION BRAND 18 | Methodological key facts
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DESTINATION BRAND 18 | Methodological key facts

Online survey
In DE, AT, CH and NL

Representative of the local
opulation aged between
4 to 74 years

Field work: |
Nov 2018
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Respondents in total:

12,000

. Considered destinations
i In total: 76

Considered 3
holiday :
activities: i
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Brand value
Four-dimensional brand funnel
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DESTINATION BRAND 18 | Methodological key facts
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» Selected results “Brand value”
» Supported and unsupported brand awareness
» Brand funnel (example Black Forest)
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Unsupported awareness as a foreign tourist destination

— Top 10 destinations in Source Markets: DE, AT, CH, NL
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Which foreign tourist destinations spring to mind when thinking about a holiday trip with at least one overnight stay?
Tourist destinations can be cities, regions, countries, etc. Please name a maximum of 5 tourist destinations.

Base: All respondents with valid responses

P N
-
1 Spain 23.3% 1 Italy 34.0%
2 Italy 23.0% 2 Croatia 26.2%
3 Austria 14.4% 3 Germany 16.4%
4 France 13.6% 4 Spain 12.9%
5 Netherlands 9.3% 5 Greece 11.6%
6 Greece 8.7% 6 London 8.3%
7 USA 8.2% 7 Hungary 8.0%
8 Turkey 7.8% 8 France 6.2%
9 Mallorca 7.7% 9 Turkey 5.8%
10 London 7.2% 10 Paris 5.6%
© -
-
1 Italy 26.0% 1 Germany 26.1%
2 Germany 17.1% 2 Spain 19.5%
3 France 16.6% 3 France 19.4%
4 Spain 15.8% 4 Italy 14.2%
5 Paris 10.7% 5 Belgium 13.8%
6 London 9.2% 6 Paris 11.6%
7 Austria 8.2% 7 London 11.1%
8 Berlin 6.5% 8 Greece 8.3%
9 USA 6.1% 9 Austria 7.7%
10  Greece 6.0% 10 Berlin 6.6% | Bheabn
» Note: Similar terms with identical destination reference (e.g., North Sea - North Sea Coast - North Sea Region) were assigned to each other and clustered. ) .
Source: inspektour (international) GmbH / IMT of the FH Westkiiste, 2018 " Multiple responses possible.
11
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Unsupported awareness as a tourist destination within Germany m(ﬂste

— Top 10 competitor analysis | Source Markets: AT, CH, NL

University of Applied Sciences TOURISM AND MARKET RESEARCH

Which tourist destinations within Germany spring to mind when thinking about a holiday trip with at least one overnight

stay? Tourist destinations can be cities, regions, federal states, etc. Please name a maximum of 5 tourist destinations.

Base: All respondents with valid responses

Pl N
-
1 Berlin 50.6% 1 Berlin 57.7% 1 Berlin 47.6%
2 Munich 50.2% | 2 Munich 39.9%| 2 Cologne 18.6%
3 Hamburg 40.1%| 3 Hamburg 31.6% 3 Munich 17.6%
4 Cologne 14.8% | 4 Cologne 13.4% | 4 Ddusseldorf 13.3%
5 Bavaria 10.0%| 5 Black Forest 11.5%| 5 Hamburg 11.0%
6 Frankfurt 7.4% 6 Stuttgart 11.1%| 6 Black Forest 10.8%
7 Dresden 6.9% 7 Europa-Park Rust / Rust 9.9% 7 Eifel 9.9%
8 Nuremberg 5.5% 8 Frankfurt 8.2% 8 Bavaria 6.7%
9 gi'aﬁgtsea JIEeie i 4.8% | 9 Freiburg 6.4% | 9 Winterberg 6.2%
10 Stuttgart 4.7% | 10 Dresden 5.4% | 10 Sauerland 6.0%
14 Black Forest | 26|
» Note: Similar terms with identical destination reference (e.g., North Sea - North Sea Coast - North Sea Region) were assigned to each other and clustered. allis 1=

Source: inspektour (international) GmbH / IMT of the FH Westkiiste, 2018

* Multiple responses possible.

DESTINATION
BRAND
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Unsupported awareness as a tourist destination within Austria mﬂiste inspektaur

— Top 10 Compet|tor analyS|S | Source Market DE University of Applied Sciences TOURISM AND MARKET RESEARCH

Which tourist destinations within Austria spring to mind when thinking about a holiday trip with at least one overnight stay?
Tourist destinations can be cities, regions, federal states, etc. Please name a maximum of 5 tourist destinations.

Base: All respondents with valid responses -

1 Vienna 64.2%
2 Salzburg 29.8%
3 Tirol 21.9%
4  Carinthia 13.0%
5 Innsbruck 9.9%

6 Graz 7.1%

7  Styria 4.7%

8 Linz 3.8%

9 Zillertal 2.7%
10 Kitzbuhel 2.5%

allin 0s
. - . - ’ . DESTINATION
» Note: Similar terms with identical destination reference (e.g., North Sea - North Sea Coast - North Sea Region) were assigned to each other and clustered. BRAND

Source: inspektour (international) GmbH / IMT of the FH Westkiiste, 2018 * Multiple responses possible.
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Four dimensional brand analysis |

Example for the destination “Black Forest” m(ﬁste inSPektDUF

(SM DE: Schwarzwald; SM CH: Schwarzwald / Forét Noire; SM NL: Zwartewoud)  Unversity of Applied Sciences TOURISM AND MARKET RESEARCH
90% . .
rospective retrospective
o 8% prosp p
£.8 TR 1LB *
X 0,
) e = within the last 3 years
3] o9 share: 17%
502
8 (I:') more than 3 years ago
N share: 37%
83% prospective retrospective
23 64%
G © 0 *
= 0
£ 2 TRILB  77% 49% 45%
O N
© ‘é within the last 3 years
g & share: 22%
(%)
more than 3 years ago
prospective retrospective
- 64%
2w
5 ‘EU 45%
e
o5 TRILB  70% 27%"
e < within the last 3 years
S5 O share: 5%
UO) < more than 3 years ago
share: 23%
Awareness as Likeability Willingness to visit Visit .
: . : alilln in
tourist destination (rtolp-two-box) (top-two-box) DESTINATION
Base: All respondents | Number of respondents: 1,000 e o ) ) BRAND
Deviation from the sum of the individual values are possible due to multiple
Source: inspektour (international) GmbH / IMT of the FH Westkdiste, 2015 / 2018 response options related to the previous holiday.
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» Selected results “Theme competence”
» General interest in holiday activities
» Target group analysis / Consumer profile
» Supported and unsupported theme competence
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Theme competence | Base: Three-dimensional competitor analysis

Perceived core
competence
Customer-oriented

evaluation of theme
suitability per destination

Analysis of
competitive situation
per destination

ironment

Competitor analysis

General interest potential Comparisons with selected
for different holiday activities destinations per category / per
theme

DESTINATION

BRAND 1&

Source: inspektour (international) GmbH / IMT der FH Westkiste, 2018
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Theme competence | Base: Three-dimensional competitor analysis

Perceived core
competence
Customer-oriented

evaluation of theme
suitability per destination

Analysis of
competitive situation
per destination

ironment

Competitor analysis

General interest potential Comparisons with selected
for different holiday activities destinations per category / per
theme

alln Ns

DESTINATION

BRAND 18
Source: inspektour (international) GmbH / IMT der FH Westkiste, 2018
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Theme competence | Pool of holiday activities
1. Culinary 6. Amusement parks 20. Luxury
2. Culture 7. Castles 21. Motorcycling
3. Nature 8. Countryside 22. Mountain biking
4. Sports 9. Climbing fixed mountain routes 23. Mountaineering
5. City break 10. Cycling 24. Relaxation
11. Events 25. Shopping
12. Families 26. Study / educational offers
13. Football 27. Sustainable holiday trip
14. Gardens/ parks 28. Swimming / beach
15. Health 29. Thalasso
16. Hiking 30. UNESCO world heritage sites
17. Indigenous peoples 31. Water sports
18. Industrial heritage 32. Wellness
19. Lively places 33. Winter sports T
» Note: Last survey taken into consideration in November / December 2018 BRAND 1 8
Source: inspektour (international) GmbH / IMT der FH Westkiiste, 2018 —
sl B B& Destination Brand 18| First selected results 18



General interest potential mdiste iﬂSpEktﬂur

— Top 10 per source market (DE’ AT’ CH’ NL) | Base A” respondents University of Applied Sciences TOURISM AND MARKET RESEARCH

Ranking of the considered holiday activities with regard to the general interest potential

Base: All respondents
Top-two-box on a scale from “5 = very interested” to “1 = not at all interested”

| - § 8= - |- 5 8=
g QoFE g o€ g oFE g oF
Respondents: 2,000 = o Respondents:2,000 = o Respondents: 3,000 = o Respondents: 2,000 = a
‘" Relaxation 75 46.7] Relaxation 77 5.1| Relaxation 78 | 4.7 | Relaxation 76 9.7
“ | Nature 68 42.0] Nature 71 4.7 Culinary 73 | 4.4 City break 62 8.0
ey Swimming / 62 38.6| SWimming/ 69 4.6 City break 70 4.2 | Nature 55 7.0
Beach Beach
. . Castles, palaces
“~ Culinary 60 37.3] Culinary 68 4.5| Nature 65 | 3.9 and cathedrals 51 6.5
= City breaks 59 36.8] City breaks 65 4.3| Swimming/beach | 64 |3.9| Swimming/beach 48 6.1
6 Castles, palaces 52 32.2] Wellness 56 3.7| Gardens/ parks 53 | 3.2 | Culinary 47 6.0
and cathedrals
Castles, palaces .
'/ Gardens/ parks 49 30.5 and cathedrals 50 3.3] Culture 50 | 3.0 | Shopping 46 5.9
< Culture 45 28.1| Gardens/ parks 48 3.2| Wellness 49 | 3.0 :Jnedc;g?ensous (native) 44 5.7
. Castles, palaces
° Wellness 43 26.4| Hiking 47 3.1 and cathedrals 48 | 2.9 Culture 43 55
.0 Hiking 42 26.1| Culture 46 3.0| Lively places 48 | 2.9 | Gardens/ parks 39 49

DESTINATION
» Note 1: Last survey taken into consideration in November / December 2018  » Note 2: Short versions of themes, wording in original questionnaire differs. BRAND
Source: inspektour (international) GmbH / IMT of the FH Westkiste, 2018 * Projection of the absolute volume of the prospective interest potential (number of people).

Hiking (rank 13) 44 | 2.6 | Hiking (rank 22) 23 28,11 ._I

[ | I Bm N wm Destination Brand 18 | First selected results Interest potential 19



General interest potential

/rveists inspektour

— Top 10 per source market (DE’ AT, CH, NL) | Base: All respondents University of Applied Sciences TOURISM AND MARKET RESEARCH

Ranking of the considered holiday activities with regard to the general interest potential

Base: All respondents

Top-two-box on a scale from “5 = very interested” to “1 = not at all interested”

respondents
Projection in
millions*
P

Respondents: 2,000
Relaxation .7| Relaxation
Nature . Nature

Swimming / Swimming /
Beach | Beach

Culinary .3| Culinary

City breaks .8] City breaks

Castles, palaces

and cathedrals Wellness

Gardens / parks 49 305

Cultur

Wellness 26.4] Hiking

Hiking 42 26.1| Culture

Respondents:2,000

respondents
Projection in
millions*
=

Respondents: 3,000

Relaxation

Culinary

Nature

Swimming / beach

respondents

Projection in

- 2
i o
= °
o s ¥ =
— (=}
= @
= (0]

hd

Respondents: 2,000

“m Relaxation

Projection in
millions*

Lively places

Hiking (rank 13)

Gardens / parks Culinary
Culture 50 | 3.0 | Shopping 46 5.9
Wellness 49 3.0 Indigenous (native) 44 57

peoples

Gardens / parks

» Note 1: Last survey taken into consideration in November / December 2018
Source: inspektour (international) GmbH / IMT of the FH Westkiste, 2018

» Note 2: Short versions of themes, wording in original questionnaire differs.
* Projection of the absolute volume of the prospective interest potential (number of people).

2.6 | Hiking (rank 22) 23 28,11 ..I
BRAND 18

[ | I Bm N wm Destination Brand 18 | First selected results
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General interest potential |
Stereotype analysis of respondents with
interest in “hiking” in DE, AT, CH and NL

Target
- N groups
Qd Sex
9
& ~ N

\j

' Formal Question
education
ke & Children living in What are the main characteristics of those
household who are interested in the holiday activity

“hiking”?

Size of household

Net household income

!:
=
EHE

Town size
O
Origin
w Occupation . es -
- / Analysis of stereotyp 18\
Source: inspektour (international) GmbH / IMT of the FH Westkiste, 2018
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General interest potential
Stereotype analysis of respondents with general interest in “hiking” | SM: DE, AT and CH

Criterion DE AT CH
¢
“EE. PR “35-44 years-old” (111)
‘ Age 55-64 years-old” (112) “65-74-years-old” (110)
t Eglrjr:aatlion University degree (117) University degree (115)
: . S . S .
st Children living Children under 14 years (112) | > 2 children under 14 years | 2 2 children under 14 years

g ., | inhousehold (115) (113)

Net household High / very high income (118)

s

income
- Oriain Nielsen area 7 Tirol (114)
a 9 (Sachsen, Thuringia) (110) Styria (116)
Students (112)
w Occupation Skilled I.abour (115) Skilled labour (110) Self-employed (122)
Employees in management

position (116)

Source: inspektour (international) GmbH / IMT of the FH Westkiiste, 2018 Note 1: Sample size per criterion of all respondents: DE: N = 4,000; AT: N = 2,000; CH: N = 3,000; NL: N = 3,000.
) ' Note 2: Sal

Sample size per criterion of respondents with general interest in hiking: DE: N = 1,688; AT: N = 938; CH: N = 1,320; NL: N = 692.

[ | l Bm N wm Destination Brand 18 | First selected results 22
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Theme competence | Base: Three-dimensional competitor analysis

Perceived core
competence
Customer-oriented

evaluation of theme
suitability per destination

Analysis of
competitive situation
per destination

ironment

Competitor analysis

Potential of general interest Comparisons with selected
in different holiday activities destinations per category / per
theme

slllin Ns
s S
Source: inspektour (international) GmbH / IMT, 2018

[ | l Bm N wm Destination Brand 18 | First selected results 23
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Theme competence | Pool of holiday activities
General themes Specific themes
(examined for all destinations) (individual selection of 5 themes per destination)
, 6. Amusement parks 20. Luxury
1. Culinary _
7. Castles 21. Motorcycling
2. Culture _ T
3 N 8. Countryside 22. Mountain biking
. Nature e . : .
< 9. Climbing fixed mountain routes 23. Mountaineering
4, orts : ,
I,O 10. Cycling 24. Relaxation
5. City break _
11. Events 25. Shopping
12. Families 26. Study / educational offers
13. Football 27. Sustainable holiday trip
14. Gardens / parks 28. Swimming / beach
15. Health 29. Thalasso
16. Hiking 30. UNESCO world heritage sites
17. Indigenous peoples 31. Water sports
18. Industrial heritage 32. Wellness*
19. Lively places 33. Winter sports** T
» Note: Last survey taken into consideration in November / December 2018 Eﬁiﬁ'.';“.i“’s"
Source: inspektour (international) GmbH / IMT der FH Westkiste, 2018
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i Wtk inspektour

University of Applied Sciences TOURISM AND MARKET RESEARCH

Supported theme suitability — Black Forest

Supported theme suitability of the respective holiday activities B Black Forest

> In your opinion, to what extent is the following foreign tourist destination suitable for the holiday activities Source market: Comparison CH, NL
below (regardless of your own interest in the holiday activities)? Base: All respondents

> Top-two-box on a scale from “5 = very suitable“to “1 = not at all suitable” (in % of respondents) Number of respondents: 1,000

m Source market: Switzerland © Source market: Netherlands
Enjoying nature q 69%
Being active and involved in Sports | mmm—_ 59%
Enjoying culinary / gastronomic specialties e — 56%
Visiting cultural instit. / using cultural services [T —39%
Taking a city break [EE————— mmm— 30%

Spending holidays in the countrysicle Ty — 6290

Using wellness services* I 590 * The holiday activity “using wellness
services” was not tested in the source

. 0 market Netherlands.
Cycllng W 56%

+ ** The holiday activity “practicing winter

: . * 53% sports (e.g., cross-country, skiing,
USIﬂg famlly offers 0 downhill)” was not tested in the source

market Switzerland.

. ) .
Practising winter sports 30%

: : : : : : : | alin 5=

0% 10% 20% 30% 40% 50% 60% 70% 80% BEiI.'E‘i“S"

Source: inspektour (international) GmbH / IMT of the FH Westkiiste, 2018

[ | l Bm N wm Destination Brand 18 | First selected results Supported theme suitability 25
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Supported theme suitability — Black Forest

Supported theme suitability of the respective holiday activities B Black Forest

> In your opinion, to what extent is the following foreign tourist destination suitable for the holiday activities Source m2ariket. Comparison Cr, isi
below (regardless of your own interest in the holiday activities)? Base: All respondents with interest in theme

> Top-two-box on a scale from “5 = very suitable“to “1 = not at all suitable” (in % of respondents) Number o1 1espSnacnic: min,

m Source market: Switzerland © Source market: Netherlands
Enjoying nature ﬂ 75%
Being active and involved in Sports Oy mm— 65%
Enjoying culinary / gastronomic specialities |y — 6190
Visiting cultural instit. / using cultural services | p— 48%
Taking a city break —|EE——————pmm— 33%

Spending holidays in the Countryside q 67%

Using wellness services* I 5[ % * The holiday activity “using wellness
services” was not tested in the source

. e 0 market Netherlands.
Cycling #0 62%

** The holiday activity “practicing winter
sports (e.g., cross-country, skiing,

. . -
PfaCtlSlng winter SpOftS 29% downhill)” was not tested in the source
-+ 60% market Switzerland.
Using family offers A 0
, , ; : : : : : | slllin Ns
0% 10%  20%  30%  40%  50%  60%  70%  80% BEiI.'E‘i“S"

Source: inspektour (international) GmbH / IMT of the FH Westkiiste, 2018

[ | l Bm N wm Destination Brand 18 | First selected results Supported theme suitability 26
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Theme competence | Base: Three-dimensional competitor analysis

Perceived core
competence
Customer-oriented

evaluation of theme
suitability per destination

Analysis of
competitive situation
per destination

ironment

Competitor analysis

General interest potential Comparisons with selected
for different holiday activities destinations per category / per
theme

alln Ns

DESTINATION

BRAND 18
Source: inspektour (international) GmbH / IMT der FH Westkiste, 2018
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Unsupported theme competence (Top of Mind) “Culture*

— Competitor analysis Top 10 destinations

mmste
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Please imagine that you intend to go on a cultural journey / holiday. Which foreign tourist destinations
(countries, cities, regions etc.) do you consider particularly suitable for this purpose? (max. 3 responses)

Base: All respondents with valid responses

Respondents: 540 el eSS
B Responses: 1,207
1 Italy 21.5%
2 France 11.7%
3 Spain 10.7%
4 Rome 10.0%
5 Greece 9.8%
6 Vienna 9.4%
7 Paris 8.1%
8 Austria 7.6%
9 London 5.4%
_____ 9 ____Eaypt . 5A4%__ ]
+ Respondents: 1,099
Responses: 2,728
1 Italy 18.3%
2 Paris 13.1%
3 Rome 11.6%
4 Greece 11.6%
5 France 11.1%
6 Berlin 10.0%
7 Spain 8.5%
8 Germany 8.2%
9 London 8.0%
.10 ___vienna __________________________81%_ ___|

Source: inspektour (international) GmbH / IMT of the FH Westkiiste, 2018

© 0O ~NO O~ WN PP

© 0O ~NO O~ WN B

10

Respondents: 687
Responses: 1,651

Italy
Rome
Spain
Paris
Greece
Germany
London
France
Prague

Respondents: 571
Responses: 1,338

Italy
Spain
France
Germany
Greece
Rome
Berlin
Paris
London
England

% of respondents*

28.0%
16.8%
15.9%
15.1%
12.3%
10.7%
8.4%
8.1%
5.4%
4.6%

---------------------------------------------------- DESTINATION
BRAND

* Multiple response options possible (up to 3 responses)

B Destination Brand 18 | First selected results
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Theme competence | Base: Three-dimensional competitor analysis

Perceived core
competence
Customer-oriented

evaluation of theme
suitability per destination

Analysis of
competitive situation
per destination

ironment

Competitor analysis

General interest potential Comparisons with selected
for different holiday activities destinations per category / per
theme

allin is

DESTINATION

BRAND 18
Source: inspektour (international) GmbH / IMT der FH Westkiste, 2018
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Quadrant analysis Black Forest | SM: CH

B Black Forest

Quadrant analysis Black Forest

Source market: Switzerland
Base: All respondents
Number of respondents: 1,000

> Category for relative ranking according to competitor analysis:
All considered destinations (up to 33 tourist destinations per theme)

high

How big is

g o my suitability

> IS for the

© = General

© =3 themes?
O e
= S
x - —
c o ) g
T o = = General themes
() g B o=
2 0 2 = ‘ Specific themes
T o &
O (7] S
T o — How big is

£ S my suitability

© o for the

3 2 Specific

S = themes?

Notes:
| Size of circles = Supported theme competence
- Black Forest
> How big is the market? » Last survey taken into consideration in
o > November / December 2018
0% 20% 40% 60% 80%
General interest potential per theme T
(top-two-box) gEngAimSN

Source: inspektour (international) GmbH / IMT of the FH Westkiiste, 2018
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Quadrant analysis Black Forest | SM: CH

B Black Forest

Quadrant analysis Black Forest

Source market: Switzerland
Base: All respondents
Number of respondents: 1,000

> Category for relative ranking according to competitor analysis:
All considered destinations (up to 33 tourist destinations per theme)

< -
o N Cycling ~ Country- Families Well-
= side ness
D
(%]
=
@
c
@
O
=S 1
X =
c o )
S o > . General themes
o g 5 —
2 0 2 ‘ Specific themes
8 o
q) -+
x o
c
=
S
(@]
o
o
@©
Notes:
| Size of circles = Supported theme competence
Black Forest
= » Last survey taken into consideration in
= > November / December 2018
0% 20% 40% 60% 80%
General interest potential per theme T
(top-two-box) DESTINATION

BRAND 18
Source: inspektour (international) GmbH / IMT of the FH Westkiiste, 2018 —
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Outline

>

» Further data analyses options

>
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graphical division of Switzerland in seven regions
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Check of source markets in CH — theme “Hiking*
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Quadrant analysis destination “Black Forest” in the source market Switzerland

> Theme “hiking“ by source market

Source: www.de.wikipedia.org
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X
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10% . Theme “Hiking“ ‘ Mean all respondents
allln s
DESTINATION
BRAND
0% > * The sample size for “overnight guests in the past” is below 100,
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60%

70%

General interest potential per theme

top-two-box in %)

Source: inspektour (international) GmbH / IMT of the FH Westkiiste, 2018

subsequently higher statistical uncertainty to be considered.
** The sample size for “all respondents” and “overnight guests in the past”
is below 100, subsequently higher statistical uncertainty to be considered.

80% 90%

Note:
» Last survey taken into consideration in November / December 2018
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Check of source markets in CH — theme “Hiking*

Quadrant analysis destination “Black Forest” in the source market Switzerland

> Theme “hiking“ by source market
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0% > * The sample size for “overnight guests in the past” is below 100,
subsequently higher statistical uncertainty to be considered.
0 0 0 0 0 0 0 0 0 0
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% ** The sample size for “all respondents” and “overnight guests in the past”
Gen era| interest potentia| per them e is below 100, subsequently higher statistical uncertainty to be considered.
_ _ _ top-two-box in %) Note:
Source: inspektour (international) GmbH / IMT of the FH Westkiste, 2018 » Last survey taken into consideration in November / December 2018
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» Outlook 2019 / 2020
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Outlook 2019 | Upcoming survey wave

» 2019:
» DESTINATION BRAND in China

» Continuation of the study series in DE, AT, CH and NL (Spontaneous
Associations)

» 2020:
» Introduction of DESTINATION BRAND in France, Spain, Italy, UK and USA

» Start of a new DESTINATION BRAND-cycle with the research focus on
“brand value” (15t year of the study series) in all source markets:

« Austria, Germany, the Netherlands and Switzerland
* China
* France, Spain, Italy, UK and USA
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Thank you for listening!

/
/
Questions? More information? Please contact us at any time

/
i
|
» Ellen Bohling  +49 (0) 40 414 3887 412
ellen.boehling@inspektour.de

» Anne Kochling +49 (0) 481 85 55 556
koechling@fh-westkueste.de
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For more information go to: www.destination-brand.com

How does your tourism destination stand out? [l I THEI

Get data on the perception of your destination in relevant source markets DESTINATION

BRAND

www.destination-brand.com

slllin Ns
s S
Source: inspektour (international) GmbH / IMT, 2018
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Your Destination Brand-team:

Contact person for DESTINATION BRAND
Ellen Bdhling, M.A.
CEO inspektour international GmbH

Tel.: +49 (0) 40. 414 3887 412
E-Mail:  ellen.boehling@inspektour.de

Project team:

CEO
Ralf Trimborn
Dipl.-Kulturmanager, Dipl.-Kfm. (FH)

Tel.: +49 (0) 40. 414 3887 42
E-Mail:  ralf.trimborn@inspektour.de

Data analysis / data preparation

Simon Rahe

M.Sc. Sporttourismus/Erholungsmanagement
Tel.: +49 (0) 40. 414 3887 47

E-Mail:  simon.rahe@inspektour.de

Academic advisory
Prof. Dr. Bernd Eisenstein
Director IMT at the FH WestkUlste

Tel.: +49 (0) 481. 85 55 545

E-Mail:  eisenstein@fh-westkueste.de

Coordination of international market research
Anne Koéchling, MTM
IMT at the FH Westkiste

Tel.: +49 (0) 481. 85 55 556
E-Mail:  koechling@fh-westkueste.de

Market research / Data analysis
Alexander Koch
M.A. International Tourism Management

Tel.: +49 (0) 40. 414 3887 46
E-Mail:  alexander.koch@inspektour.de

Workshops
Nadine Reede
Dipl.-Betriebswirtin (FH)

Tel.: +49 (0) 40. 414 3887 45

E-Mail:  nadine.reede@inspektour.de
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List of considered destinations in DESTINATION BRAND 18

DE | AT | CH NL DE AT | CH NL DE | AT | CH NL
1. Argentina 27. Holstein Switzerland 53. Schladming
2. Austria 28. ltaly 54. Schladming-Dachstein
3. Baden-Wirttemberg 29. Kassel 55. Schleswig-Holstein
4. Bavaria 30. Kingdom of Fife 56. South Africa
5. Berlin 31. Ljubljana 57. South America
6. Black Forest 32. London 58. South Tirol
7. Bratislava 33. Lower Austria 59. Spain
8. Budapest 34. Lower Saxony 60. SPO
9. Burgenland 35. Lusatian Lake District 61. St. Peter-Ording
10. Carinthia 36. Luxembourg 62. Stuttgart
11. Chiemsee - Chiemgau 37. Magdeburg 63. Styria
12. Chile 38. Mecklenburg Lake District 64. Swabian Alp
13. City of Otto 39. Mexico 65. Taunus
14. Colombia 40. Munich 66. Thuringia
15. Croatia 41. New Zealand 67. Tirol
16. Dachstein 42. Norderney 68. Trentino
17. Darmstadt 43. North Rhine-Westphalia 69. Uckermark
18. Dubrovnik 44. Paris 70. Upper Austria
19. Dusseldorf 45. Peru 71. Upper Lusatia
20. Eifel 46. Prague 72. Usedom lIsland
21. Flanders 47. Rhineland-Palatinate 73. Vienna
22. France 48. Rugen Island 74. Vorarlberg
23. Germany 49. Ruhr Valley 75. Wadden Island Ameland
24. Greece 50. Salzburger Land 76. Wadden Island Texel
25. Hamburg 51. Sauerland allin B
26. Hesse 52. Saxony BRAND 1C)

Source: inspektour (international) GmbH / IMT, 2018

BRAND 18
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List of considered holiday activities in DESTINATION BRAND 18
General themes Specific themes
(examined for all destinations) (individual selection of 5 themes per destination)
1. Culinary 6. Amusement parks 20. Luxury
2. Culture 7. Castles 21. Motorcycling
3. Nature 8. Countryside 22. Mountain biking
4. Sports 9. Climbing fixed mountain routes  23. Mountaineering
5. City break 10. Cycling 24, Relaxation
11. Events 25.  Shopping
12. Families 26. Study / educational offers
13. Football 27. Sustainable holiday trip
14. Gardens/ parks 28. Swimming / beach
15. Health 29. Thalasso
16. Hiking 30. UNESCO world heritage sites
17. Indigenous peoples 31. Water sports
18. Industrial heritage 32. Wellness
19. Lively places 33.  Winter sports
» Note: Last survey taken into consideration in November / December 2018 n.r:ls-!nEnE):

BRAND 18
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Source: inspektour (international) GmbH / IMT, 2018




