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Emilia-Romagna
on the German Market —
News from your Potential Guests
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Holiday travel propensity (holidays = 5+ days)
Stable demand on high level
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Share (in % of the population), who went on at least one holiday trip (5+ days) per year
Basis: German-speaking population 14+ years; until 1990 only West Germany;
until 2009 only Germans 14+ years
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69.5 million holiday trips

Basis: All holiday trips (5+ days) of the German-speaking population 14+ years




Forms of holiday: Most interest in sun & beach, city and family
holidays — increases for most forms of holiday
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Basis: German-speaking population 14+ years; 2005 only Germans 14+ years




Italy
Image and
Demand




Market m Potentials
Image of Italy as a holiday destination at one glance
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CHARACTER MATCHING NOT WELL-KNOWN
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Basis: German-speaking population 14+ years
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Image of Italy as a holiday destination:
Developments and Benchmarking
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2002 - 2011 Comparison
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- Basis: German-speaking population 14+ years; 2002 only Germans 14+ years



Market m Potentials
5.7 million holiday trips to Italy 2011: Upward trend since 2008
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Basis: All holiday trips (5+ days) of the German-speaking population 14+ years;
until 2009 only Germans
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Market

‘= 5.7 million German holiday travellers to Italy =

Basis: All holiday trips (5+ days) 2011 of the
German-speaking population 14+ years to Italy
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Market Image
18 million potential German guests to Italy (not Alps) —

Mostly “new potential”

il

Potential Guests to Italy
(Not Alps) 2012-2014

25% (18 Mio.)

of the German population are planning almost
definitely or are generally considering a holiday
in Italy/Mediterranean or Italy/Rest of the
Country within the next 3 years.
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Basis: German-speaking population 14+ years




Market Image Potentials

Potential guests: Holiday motivations
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Basis: Persons interested in Italy (not Alps) 2012-2014 (“almost definitely planning” or
“generally considering”), German-speaking population 14+ years




Market Image Potentials

Potential guests: Holiday activities

o

—— emiliaromagna
f Land mit Seele

/\\\

N

== emiliaromagna
/ terra con |"anima

7 \\\
.ReiseAnaIvse

2012

Basis: Persons interested in Italy (not Alps) 2012-2014 (“almost definitely planning” or
“generally considering”), German-speaking population 14+ years




Market Image Potentials

Potential guests: Types of holida
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CHALLENGES:

Winter in the sun
Club holiday
Cruise
All Inclusive

Holiday/Leisure
Parks
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Basis: Persons interested in Italy (not Alps) 2012-2014 (“almost definitely planning” or o
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Market Image Potentials

Potential guests:
Competition with other destinations

Population 2.5
Potential travellers @
ltaly (not Alps)

Number of Number of
destinations™ visited destinations*
2009-2011 interested in
2012-2014
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* Out of a selection of 59 destinations worldwide

Basis: Persons interested in Italy (not Alps) 2012-2014 (“almost definitely planning” or
“enerally considering”), German-speaking population 14+ years




Market Image Potentials

Awareness of some Northern-Italian regions in Germany:
Tuscany most, Emilia-Romagna least well known

Tuscany

88%

Veneto 61%
Lombardy _ 56% Mo -
Umbria 50% CA-:: B:::A
Liguria 42% EAAs
Emilia-Romagna 29%, siciy
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What does this mean for you? '\\zmmammagna ‘
OPPORTUNITIES for Emilia-Romagna
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What does this mean for you? )\\\2 foromagna ‘
CHALLENGES for Emilia-Romagna b s

TS

Stable market = no market driven growth!

Shorter holidays
More and fierce competition

No real USP for Italy/Emilia-Romagna: Image similar with
other Mediterranean destinations — limited possibilities of
distinction by holiday motitvations/activities/forms.

Comparatively low awareness for Emilia-Romagna

Competitiveness of the Emilia-Romagna tourism product?
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What does this mean for you? §S

IDEAS for Emilia-Romagna 4/;
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Study profile: Reiseanalyse 2012

RA 2012 face-to-face RA 2012 online 5/2012

Universe 70.33 million German speakers Universe 60.3 million German speakers over
over 14 years in private households 14 to 70 years in private
in Germany households in Germany
Net Net
sample 7,703 people from the universe sample 2,515 people from the universe
Selection Selection Random sample
method Random sample (Random route) method (Online Access Panel)
Data collection Oral questioning as single study / Data collection Online survey as part of the
method survey which covers not only method Reiseanalyse 2012

subjects directly linked to holidays,

but also related subject areas

Period of data

Period of data
collection May 2012

collection January/February 2012

Responsible for study

Field work

Scientific partner and organisation

FUR - Forschungsgemeinschaft Urlaub
und Reisen e.V.

Ipsos GmbH, Hamburg/MalIn

NIT - Institut fur Tourismus- und

Baderforschung in Nordeuropa GmbH, Kiel \\
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Reiseanalyse 2012: Modular concept

Travel behaviour 2011

Holiday travel propensity, frequency & volume Travel testions 2012
Short break travel propensity, frequency & volume Holiday interests

in the next 3 years

Holiday experience
in the past 3 years

Travel behaviour on holiday trips (4+ nights)
dast Eénd sf;ort E_reakts (1 tof?t’ nlgf?ts): ¢ More than 80 destinations
estination, duration, time of travel, means o More than 25 holiday types
transport, organisation, accompanying persons,
expenses, type of holiday

More than 80 destinations
More than 25 holiday types

Holiday motives, holiday activities, use of Internet for information and booking, detailed sociodemographic data

Modules for in-depth information on certain topics
Module 1: Images of holiday types
Module 2: Nature holidays: Customer perceptions and product requirements
Module 3: Mobile Internet use for holiday trips

Exclusive and FUR questions regarding special topics (possible in the RA face-to-face and RA online)

Result presentation Available in addition
of the standard question programme Modules: Results in module reports and tabulations
Code book and tabulation volume Exclusive and FUR questions: Results in tabulations
Report volume with interpretations
Chart report with central results Data base and analysis software
Evaluation seminar Individual reporting
Standard question programme Additional question programme
« Basis: RA face-to-face and « Basis: RA face-to-face
RA online (travel behaviour on and/or RA online
short breaks) « Changes every year
Remains the same every year « Some modules topics are
For key data, long-term repeated every few years. \\
comparisons of more than 35 \__\5 .
years can be made. ‘; emiliaromagna
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Reiseanalyse 2012: further characteristics

FUR Forschungsgemeinschaft
Urlaub und Reisen e.V.
Fleethorn 23

D-24103 Kiel

Germany

Tel.: +49 431 88 88 800
Fax: +4943188 88679

ulf.sonntag@reiseanalyse.de
www.reiseanalyse.de
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Annually since 1972

Vast data basis for analysing developments and trends
extensive experience and methodological compentence
Non profit: Run by tourism industry association: FUR e.V.

Multi client: 30 institutions share the costs (around EUR
750.000 per year)

User influence on RA developments

Very flexible: Exclusive questions and Modules fit the
survey to your needs
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