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The trave! destination

INTRODUCTION Germany fﬁ]

Germany retains no. 1 ranking
in the Nation Brands Index

C—1

TOURISM

/ 5 Ranked 8th

CULTURE Ra n ked __

E’ 4th

The NBI examines a country’s reputation in six categories:
Exports, Governance, Culture, People, Tourism, and Immigration
and Investment

Source: Anholt-IPSOS Nation Brands Index 2020 Report, October 2020,
4 www.germany.travel online survey with 20,019 interviews in 20 countries worldwide, 50 nations examined. 5



GLOBAL TOURISM

million
arrivals

Global impact of the
COVID-19 pandemicin 2020

EUROPE

-70.4%

AMERICAS MIDDLE
EAST
-68.5% -75.1%

AFRICA

= 7406%

Germany ”ﬁ

The trave! destination

381 million -73.9%

international arrivals worldwide Change 2020/19

Source: World Tourism Organization (UNWTO), World Tourism Barometer, January 2021,
preliminary figures.




INBOUND 'i'OURISI\/\ TO GERMANY

Global
demand upto 2019

2020 down by 7.8 % on the 1993 level

o Semany 79
Upto 2019, the number of overnight stays
made annually by visitors from
outside Germany had risen by 55.2 million

Overnight stays made by visitors from outside
Germany in millions since 1993.

|83.9
| 40.6

1993 ] 34.7

Total figures for each year (M) M)
include overnight stays from
unspecified countries
(480,000 in 2020)

Source: Federal Statistical Office 2021. 9



INBOUND TOURISM TO GERMANY

Most important source markets
worldwide for Germany in 2020

AUSTRIA > 1.9
DENMARK > 1.5

UK > 1.5
USA > 1.5

BELGIUM > 1.4
FRANCE > 1.3

10  www.germany.travel

International
overnight stays in 2020:

3 2 .0 million

The Netherlands remains

the most important
source market

for Germany.

Source: Federal Statistical Office 2021.

INBOUND TOURISM FROM EUROPE Germany /ﬂ
The travel destination ( _—

Germany the most popular destination
market for Europeans for the first time in 2020

GERMANY

1 23.9 million
S tripsin 2020

—r
rd

AUSTRIA

18.5 million

trips in 2020

Sources: GNTB/WTM 2020, IPK 2021, preliminary figures. 11



INBOUND TOURISM FROM EUROPE

Germany has an above-average share
of the international business travel market

Trips to Germany
by Europeans in 2020

Outbound travel
by Europeans in 2020

BUSINESS
TRAVEL

Q9
OTHER W
PRIVATE TRIPS

Sources: GNTB/WTM 2020, IPK 2021, preliminary figures.
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Promotable business trips to Germany
by Europeans have the largest market share, with

2.8 millionin 2020

Total volume in 2020:
5.3 million trips (- 60 %)

Market share
(change in no. of trips
compared with 2019)

5%

Incentive

1 2 % travel
(-70%) 5 35% (-62%)

Conferences/ conventions
O
- o
52%

(-61%)
promotable business trips
(-63%)

Fairs and exhibitions

Sources: GNTB/WTM 2020, IPK 2021, preliminary figures. 13



INBOUND TOURISM FROM EUROPE

Cars and planes are the most important
modes of transport fortl‘ips made by
EuropeanSto Germany

All trips from the rest of Europe to Germany in 2020: 23.9 million (-61 %)

Market share (change in no. of trips compared with 2019)

CAR
6%
()
(-54%)
<
TRAIN COACH
8+ 64
(-62%) (-71%)

In 2020 travel expenditure™ on trips to Germany by visitors
from Europe came to€13.3 billion, a drop of 66 % on 2019.

*by sea, motorbike, bicycle and other transport; **all travel expenditure for transportation, accommodation,
food, shopping, etc. while staying in Germany, as well as travel to, from and within Germany;
sources: GNTB/WTM 2020, IPK 2021, preliminary figures.

14  www.germany.travel
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Booking agent/channels for trips made
by Europeans to Germany in 2020

A multi-channel strategy is a must for travel to Germany in order
to succeed in the international market.

DIRECT BOOKING
TRAVEL AGENT OF TRAVEL

(-66%)

(-60%)

3%
TOURIST

INTERNET INFORMATION

84%

(-63%)

Share
of bookings
in 2020 (%)

*club, newspaper, church, school, company travel agency and other (multiple answers permitted,
only travel booked in advance; sources: GNTB/WTM 2020, IPK 2021, preliminary figures. 15
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International overnight stays by
federal state

SCHLESWIG-
HOLSTEIN

MECKLENBURG-
HAMBURG WESTERN

POMERANIA
BREMEN

BRANDENBURG
LOWER SAXONY
BERLIN
SAXONY-
ANHALT
NORTH RHINE-

WESTPHALIA
SAXONY
’ THURINGIA
RHINELAND- HESSEN
PALATINATE
BAVARIA
SAARLAND @
BADEN-
WURTTEMBERG

Source: Federal Statistical Office 2021. 17
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Germany’s major cities Rural regions are an important facet of
remain popular Germany’s global marketing

Distribution of international
overnight stays in German
towns and cities by size

place for Germany as a destination for

2020 nature-based travel* among Europeans
travelling worldwide
in destinations with over of foreign
100,000 inhabitants holidaymakers in Germany
consider and
an kk

high overall
satisfaction™* of foreign
holidaymakers in

rural regions

27 %

in destinations with
fewer than 10,000
inhabitants

Sources: *GNTB/WTM 2019, IPK 2020; **Quality Monitor survey, tourism in Germany, May 2015-Apr 2020,
multiple answers permitted; ***Quality Monitor survey, tourism in Germany, scale: 1 = delighted to
18 www.germany.travel Source: Federal Statistical Office 2021. 6 = disappointed, May 2015-April 2020. 19
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SUSTAINABILITY Germany 7’)\]

st

urgent global issues

Protecting the environment
place for Germany in the ranking: sncnatel csouces [ 36 %
Ensuring the safety of food o
18 % of respondents worldwide believe oot | 27
Resolving violent o
Germany will be the country that will do the o | 24 %
most to tackle the threat of climate womotns et | G 26 %
change over the next five years. e | 26~
by comparison: Canada 16 %, Sweden 14 %, Japan 14 % Eﬂ;gg:g;ﬁya;iypi _ 20%
“raigors I 16
e e bestercusiy or e TG 15 %
oo e T 14 %
et s D 15 %
e moies NI 13 %
wdencoingremonns, NN 11%
acnrerisse NN 11 %
andreigionn ondesndne D 7 %
e e, D 7 %
vansporistion seamposmcas. D 6 %
orncmion B 5%
Provding e e D 4%

Source: Anholt-IPSOS Nation Brands Index 2020 Report, October 2020. 21




SUSTAINABILITY

Germany scores highly
for sustainability

Germany ranked *

th

out of 50 countries worldwide for
‘responsible governance
when it comes to international
environmental matters’

Germany ranked *

The 2020 SDG Index scores:
Germany scores 80.8 /
Ranked 5th out of 166

Germany ranked

out of 140 for
environmental
sustainability >

th

Sources: 1 Anholt-IPSOS Nation Brands Index 2020 Report, October 2020;
2 Sustainable Development Report 2020, SDG Index;
3 The Travel and Tourism Competitiveness Report 2019.

22 www.germany.travel

Interest in sustainable
tourism s growing

SWITZERLAND

49

\

NETHERLANDS

Germany @
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Key source markets for
inbound tourism to Germany
comparison 2018/2020*

AUSTRIA

Source: inspektour (international) GmbH | German
Institute for Tourism Research at Westkiiste University of
Applied Sciences, 2020.

* General (i.e. irrespective of destination) interest in
‘sustainable holidays /sustainable travel (kind to nature,
environmentally friendly, fair to the economy; fair to the
community), measured on the basis of the two highest
ratings on a scale from 5 = very high to 1 = no interest at
all; number of interviewees in DB2020: 1,000 each in AT,
CH and NL; number of interviewees in DB2018: 2,000 in
AT, 3,000 each in CH and NL;

23



DESTINATION BRAND

High level of awareness of Germany
as the basis for tourist demand

@ Known as a travel destination Likes/loves Germany
@ Intention to visit on a short break in the next three years
Intention to visit on a longer holiday in the next three years

I 84 %
FRANCE S 317

I 88 7
ITALY S 39,

I 84 %
NETHERLAN S | 37%

I 85 %
AUSTRIA S /5 %

I 80 %
SWITZERLAND s /9 *;

I 84 %
SPAIN S /.

D %
. 93 %
D 37%

U

0 10 20 30 40 50 60 70 80 90 100

Source: inspektour (international) GmbH | German Institute for Tourism Research

at Westkiiste University of Applied Sciences, 2020.

Basis: number of interviewees on Germany as a travel destination: 1,000 per source

market; familiarity with Germany as a travel destination, likes/loves Germany (Top 2 Box),

Intention to visit Germany (Top 2 Box), short break (1-3 overnight stays), longer holiday

24 www.germany.travel (4 or more overnight stays).
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