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Handbook on Tourism
Destination Branding
Tourism has become one of the world’s fastest growing
economic sectors in recent years.  Governments around the
world are increasingly recognising the power of tourism to
boost their nation’s development and prosperity. As more
tourism destinations emerge and competition for visitors
becomes more intense, a destination’s ability to project itself
on the world stage and differentiate itself from others is ever
more important.

Recognizing the value of successfully building and managing
a destination’s brand, ETC and UNWTO have commissioned
this Handbook to provide a useful and practical guide for both
marketing novices and experienced destination managers.

With an introductory essay on ‘Why National Image Matters’ by
Simon Anholt, the ETC-UNWTO Handbook on Tourism
Destination Branding is a practical, accessible and user-
friendly guide to the implementation of and improvement in the
existing methods and uses of effective destination branding in
tourism, both for NTAs, NTOs and similar organisations.

The Handbook provides a step-by-step guide to the branding
process, accompanied by strategies for brand management.
Global case studies are featured throughout the handbook to
illustrate the various concepts, present best practices from
destinations around the world and provide fresh insight into
destination branding. The Handbook concludes with a
section on evaluating brand impact and a set of practical
recommendations.

For further information visit the ETC Infoshop at
www.etc-corporate.org.

Price: € 75 (+ P&P)

Photos from top:
• Attentive participants at the Branding Seminar in Stockholm.
• Tom Buncle, the handbook’s author and seminar moderator.
• Global realities facing today’s branding practitioners

(slide: A. Vrydagh, Brussels).
• Workshop session in action.
Photos: Leslie Vella.



New Eurobarometer survey on consumer attitudes

NEWS FROM PARTNERS

The UNWTO Ulysses Prize & Awards are given in
recognition for Innovation and Application of Knowledge in
Tourism Governance.  

The Ulysses Prize is conferred upon a distinguished scholar
for an outstanding contribution to knowledge in tourism.
The Ulysses Awards are granted to projects undertaken by
public institutions in tourism (governmental, public-private
partnerships), tourism enterprises and non-profit
institutions (NGOs, civil society, etc.), which merit
distinction for their innovative contributions to tourism
policy, governance, and other areas of tourism, such as the
environment, new technologies, etc.

In awarding these prizes, the UNWTO seeks to recognize
and stimulate innovative knowledge creation, dissemination
and application in the area of tourism and to bring to light
the latest advances in this area, which has a transversal
effect on governance and society at large.

Eder Admin, MODUL University

TourMIS - the Tourism Marketing Information System - has been
awarded this year’s Jury Prize for Innovation in Tourism
Enterprises by the UNWTO’s Ulysses Committee. The award
ceremony took place during the international Ulysses Conference
2009 in Madrid on 27 May where Prof. Karl Wöber (MODUL
University Vienna), and Mr. Werner Fritz (Austrian National Tourist
Office), received the prize. 

Karl Wöber explained the original idea and the development of
this project: “In 1990, when I started working as a PhD student
and junior researcher at the Vienna University of Economics and
Business, I realized that the big problem with academic research
in general and management science models in particular is that
tourism managers practically never used it. With the support of
the Austrian National Tourist Office (ANTO), we investigated the
main reasons for this problem and started developing this
Wikipedia-type of marketing information system with the
objective of integrating the tourism manager in the development
of the system. Today, TourMIS has more than 15,000 online users
and answers more than 150,000 questions on tourism statistics
per year. After almost twenty years of work, I am very proud that
this project is recognized by this very prestigious industry award.”

The success of TourMIS is a result of the hard work of a great
number of people. The main credit must go to ANTO, which has
recognized the information needs of the tourism industry and
provided financial support during the entire project period.

TourMIS is also supported by ETC and European Cities Marketing
(ECM) and their members who, by regularly updating their
statistics, make international and timely comparisons of tourism
statistics possible.

Further information:
TourMIS: www.tourmis.info
TourMIS white paper:
www.tourmis.info/material/tourmis_wp_TXE.pdf
TourMIS Users’ Workshop 2009: 
www.modul.ac.at/tourmis
UNWTO Ulysses Prize & Awards: www.unwto.org/edsco

Following the first Eurobarometer survey on the attitudes of
European consumers towards tourism (published in March
2009), the European Commission’s Tourism Unit has
commissioned a new survey to continue monitoring the
impact of the economic downturn on European tourism.

Data is again being collected on European tourists’ behaviour
patterns and destination preferences for their vacations in
2009, and an outlook for 2010.

The results will be available on the Tourism Unit’s website at:
http://ec.europa.eu/enterprise/sectors/tourism/index_en.htm

TourMIS wins UNWTO ‘Ulysses Prize’

(From left to right): Werner Fritz (ANTO) and Prof. Karl Wöber
(Modul University) receiving the Ulysses Prize in Madrid. 
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The UNWTO Tourism Highlights (2009 Edition) presents a concise overview of key figures and trends
for international tourism in 2008. The booklet offers: statistics and analysis on international tourist
arrivals, international tourism receipts, a summary of results by region, a list of major regional
destinations by arrivals and receipts, outbound tourism trends, details of generating regions as well as
the ranking of top tourism destinations by arrivals and receipts, plus the list of top spenders on
international tourism.

Download the full report at: www.unwto.org/facts/eng/highlights.htm 

MODUL University hosts 5th TourMIS Users’ Workshop
& Social Web Seminar
Valeria Croce, MODUL University

UNWTO Tourism Highlights
[2009 Edition]

The 5th ECM & ETC Joint TourMIS Users’ Workshop took place
at the MODUL University, Vienna from 3-4 September 2009.

The 81 delegates attending the event represented city and
national tourist organizations, universities and companies
from the hospitality and tourism industry from 25 different
countries in Europe.

TourMIS Users’ Workshop 2009
The first day of the workshop is a regular training session for
the users of the TourMIS database www.tourmis.info - the
online marketing information-system for tourism managers.
The morning session was devoted to training on the usage of
the system and data input functions.  The afternoon session
focused on the use of the system to perform more complex
analyses such as benchmarking destinations' performance,
assessing seasonality, benchmarking prices for tourism
related services and monitoring the demand for cultural
attractions. The day ended with a presentation of the system’s
newest feature - an innovative application towards forecasting
tourism demand. 

Seminar on Tourism Marketing & the Social Web
On day two, experts and representatives of the tourism and
media industries shared their knowledge in an attempt to shed
light on one of the hottest topics of the moment: Web 2.0
marketing. City and National Tourist Offices presented how
they moved from Web 1.0 to Web 2.0, shared impressions and
discussed numerous issues concerning this type of marketing
activity including problems such as tracking and assessing the
performance of social-web based marketing activities. The
contributions of experts from both the tourism industry and
academia unveiled aspects of social web users' profiles and
attitudes in using the Internet, provided suggestions on how to
create an attractive global travel 2.0 portal, and presented the
state-of-the-art methodology to automatically analyze online
media and user-generated content to measure media
coverage, reputation, to assess the impact of events and to
reveal changes in destination profile.

The event is an annual initiative, jointly organized by European
Cities Marketing (ECM), the European Travel Commission
(ETC) & MODUL University Vienna. The event was generously
sponsored by the Austrian National Tourism Office (ANTO) and
the Vienna Tourist Board.

For more information about TourMIS, contact:
Valeria Croce (MA), MODUL University Vienna
Department of Tourism & Hospitality Management
Am Kahlenberg 1, 1190 Vienna, Austria
valeria.croce@modul.ac.at | www.modul.ac.at/croce
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India is one of the fastest-growing
outbound travel markets in the world.
International tourism departures from
India have grown from 3.7 million in
1997 to 9.8 million in 2007 and
international tourism expenditures have
increased from US$ 1.3 billion in 1997 to
US$ 8.2 billion in 2008.

With more than 1.1 billion inhabitants
and GDP increasing by more than 8%
every year, the country offers enormous
potential for future growth in outbound
travel. Recognising the importance of
this market, ETC and UNWTO have
undertaken detailed research on the
Indian outbound travel market.

The resulting study The Indian Outbound
Travel Market - with Special Insight into
the Image of Europe as a Destination
covers issues such as travellers’
behaviour and patterns - destination
choice, purpose of travel, spending,
holiday activities, market segmentation
like air transport, the profile and
structure of the travel trade, as well as

the media or internet use trends. The
report also sets out comprehensive
recommendations on how to best
promote a destination in the Indian
market.

You can order this publication
via the ETC Infoshop at:
www.etc-corporate.org

Price: € 75 (+ P&P)

Handbook on
Tourism
Destination
Branding
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ETC RESEARCH ACTIVITIES AND PUBLICATIONS

Work in progress
Demographic change and tourism
Sandra Carvão, UNWTO

Full details on page 3.

Demography is one of the external factors shaping tourism
demand and development. The structure of societies is
continuously changing, and for both public and private
organizations working in tourism it is critical to understand these
changes in order to effectively anticipate and react upon them in
the most competitive way.

Translated into the marketing area, demographic changes are
likely to impact on the patterns of travel demand, including
frequency, length of stay, product choice, and consequently on the
communication strategies of NTOs and private companies alike.

It is in this context that ETC and UNWTO have commissioned a
report on Demographic Change and Tourism, designed to serve
as a reference work for its member countries and NTOs, as well

as for the industry at large, in order to achieve a better
understanding of current and future demographic changes and
their impact on the tourism sector.

The study will deal with the main demographic trends such as
aging population, migration or household structures worldwide
as well as in major and emerging tourism source markets. It will
analyse the impact these will have on tourism demand and travel
behaviour and provide recommendations on how destinations and
the private sector can make the most out of these trends in terms
of product development and marketing.

The study, which is being carried out by consultants Trajectory
Partnership, is due for publication in early 2010.

Recently published
The Indian Outbound Travel Market
with Special Insight into the Image of Europe as a Destination
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The Middle East
Outbound Travel
Market
David Edwards,
VisitBritain

There is little doubt that the Middle East has rapidly become an
important player on the international tourism stage over the past
decade or two - both as a destination but also as an origin market.
The Middle East has weathered the recent global economic crisis
better than many regions of the world, and Middle East airlines are
increasing capacity whereas operators in most other regions are
axing routes and reducing flight frequencies.

It is vital that European destinations understand the nature and
potential of emerging market opportunities, and it is for this reason
that ETC’s Market Intelligence Group is planning to commission an
in-depth study, in partnership with UNWTO, relating to the Middle
East outbound travel market.

The study will consist of two phases: In Phase 1 desk research will
take a broad view of the Middle East and investigate recent trends
and market characteristics, with a particular focus on travel to
Europe and general perceptions of Europe. This analysis will help
identify strategic targets for Phase 2 of the study, namely those
markets and segments offering the greatest opportunity for
building the value of European tourism in the years ahead.

Within Phase 2 it is anticipated that a mix of research
methodologies may be deployed in order to better understand the
motivators and barriers for international travel among Middle East
consumers, along with delivering a better understanding of the
processes that underpin the travel planning and booking journey.

The study should be commissioned by December 2009 with a
completion date for Phase 1 of spring 2010 and Phase 2 by the
middle of 2010.

Tourism Product
Development in
Action
Brian Maher,
Fáilte Ireland

Recognising that product development is essential if destinations
are determined to remain amongst the leading success stories in
international tourism marketing, the next edition of the
ETC/UNWTO ‘best practice’ handbooks will be a Handbook on
Tourism Product Development.

The handbook reflects the need to establish a rationale for
continued investment in the tourism sector that is firmly rooted in
existing and potential customer needs and expectations, the
actions of international competitors, and is in line with market
dynamics.  It will also deal with how NTAs, NTOs and DMOs can
best facilitate / incentivise this investment, and include examples of
best practice. The handbook will focus on the development of active
pursuits such as sports (golf, angling, hiking / walking etc.),
heritage and culture, wellbeing and recurring festivals and events.

Besides the definitions and theoretical background of product
development, the handbook seeks to give an overview of the role
and responsibilities of stakeholders including NTAs, NTOs and
DMOs, and will also provide case studies in order to help
practitioners to meet the challenges of product development in an
innovative way.

The Handbook on Tourism Product Development is planned to be
published in 2010, followed by a seminar.

Japan Outbound Study
Tom Ylkänen, Finnish Tourist Board

The Japanese outbound travel market has been stagnating since
2001, although the potential for outbound travel should be much
higher taking into consideration the high GDP per capita and a
population of more than 120 million. To find out the reasons for this
negative development, and to develop a growth strategy for the
Japanese market for ETC, its member national tourist offices
(NTOs) and the Japanese travel industry, the Market Intelligence
Group commissioned a study on the Japanese market as part of its
2008/2009 research programme. The study is being carried out,
and also partly funded, by the Japan Travel Bureau Foundation
(JTBF) in close collaboration with the Japan Association of Travel
Agents (JATA).

The survey consists of desk research using existing JTBF market
data, analysing the factors for the market slowdown, an internet

survey with consumers, and interviews with Japanese coach
passengers in Europe - the latter a contribution of the European
Tour Operators Association (ETOA) to this study.

Besides these quantitative elements, the study also contains
qualitative research in the form of focus group interviews with
consumers. Altogether eleven focus group discussions have been
conducted in Tokyo. The travel trade has also been interviewed,
both in Japan and Europe.

The study finishes with a conclusion and a series of practical
recommendations for the stakeholders - ETC and its member
NTOs, and the Japanese travel industry.

The study is scheduled for publication in early 2010.
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EUROPEAN TOURISM IN 2009
Market improves but recovery is
incomplete and fragile
Continued from page 1

Cautious optimism regarding some source markets
In terms of tourism’s prospects, there is also a new bright spot on
the horizon. The assessment of prospects for the remainder of this
year and the coming winter season, which will be included in the
upcoming Quarter 3 report, will likely include some cautious
optimism with regard to non-European, or long-haul, source
markets. Advance bookings suggest that, for leisure tourism at
least, some destinations are seeing a recovery in demand from the
USA, and outbound travel from both China and India - Asia’s two
leading growth markets - is now showing positive growth figures.
But whether this translates into benefits for Europe still remains to
be seen.

The upcoming report will assess the implications of these changes
on medium-term prospects, as well as exploring the most
significant risks and opportunities that will help shape European
tourism trends over the next few months and into 2010.

Testing times for international
tourism 
Continued from page 1

With the exception of Africa,
all regions recorded a
decrease in arrivals in the
first four months of 2009. In
Europe (-10%), the impact
was high as the majority of
source markets have
struggled with recession
since the end of 2008.
Moreover, outbound tourism
from the UK, the second
largest source market, has
suffered from the
depreciation of sterling.

An Interim Update of the
UNWTO World Tourism
Barometer covering the
period January-July 2009 was
published on 1 October. The
next full issue is due for publication
in early November on the occasion of the World Travel Market
(9-12 November), and will present the first forecasts for 2010.

For more information, see:
www.unwto.org/facts/eng/barometer.htm

Editor: Lisa Davies, Head of Marketing, ETC, 19A Avenue Marnix (Boîte 25), 1000 Brussels, Belgium.

Tel.: + 32 2 - 548 9000. Fax.: + 32 2 - 514 1843 lisa.davies@visiteurope.com

Design: Frontline Communication info@frontlinecommunication.co.uk

Disclaimer: whilst every care has been taken in the compilation of this publication and the information and statements contained in it are believed
to be correct at the time of going to press, the publishers and promoters of this publication are not liable for any inaccuracies.

Available from ETC
Market studies:

The Indian Outbound Travel Market (2009) €75
The Russian Outbound Travel Market (2009) €75
The Chinese Outbound Travel Market (2008) €75

Handbooks on:
Tourism Destination Branding (2009) €75
Tourism Forecasting Methodologies (2008) €45
E-marketing for Tourism Destinations (2008) €75
Tourism Market Segmentation (2007) €75

Reports are free of charge to ETC members; reduced rates
apply for ETC partners.

Order through ETC’s Infoshop on www.etc-corporate.org.

Other ETC reports and studies are available as free downloads
from the Reports & Studies page on www.etc-corporate.org.

Dates for MIG diaries, 2009
4 November MIC meeting, Pisa

4 - 6 November IPK World Travel Monitor Forum, Pisa

4 December MIC meeting, Brussels

3 - 5 February 24th Annual MIG meeting, Budapest
(t.b.c.)

ETC Market Intelligence Group
The members of the MIG are the research directors from ETC’s
39 member NTOs. The group provides a forum for the sharing
of market intelligence, as well as for the commissioning of
new research which benefits ‘Europe’ as a whole. Its work is
steered by the Market Intelligence Committee (MIC), a small
sub-committee of volunteers from the full group.

Collaboration with partners such as UNWTO, European Travel
& Tourism Action Group, European Cities Marketing and the
European Tour Operators Association enables the MIG to
augment its budget and maximise its research output.


