LOCATION

* smallest federal state in southwest Germany

* border triangle France, Luxemburg, Germany

* areaof 2.569 km? - 30 % forest
* population 1 million

° six counties

* capital city Saarbriicken POLAND
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Culinary Delights

TOURISM IN SAARLAND




FACTS AND FIGURES
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@® Overnight Stays & Arrivals

Source: Data Statistisches Amt Saarland 2018

FACTS AND FIGURES

Source Markets

Nordrhein-Westfalen
Hessen
S - Nieder|ante
Belgien
Saarland Luxemburg
Franlmsich Sehweiz




FACTS AND FIGURES

Hiking 40 % Biking 34 %

Nature Holidays
379% the Saarland ?

!:{ ’__aja..

Travel Topics

Why do guests

want to visit

}‘ . <

W

Culinary Travel 32 % Family Holiday Visiting Industrial
31% Heritag Sites 29 %

~ &

City Trips 29 % Cultural Travel 27 % Wellness 24 %

Source: insepktour GmbH. Destination Brand 16

ECONOMIC EFFECTS

£ B

31,10 Mio.*+ 8,40 Mio. = 39,50

daytrips overnight stays Mio.

d t
ays spen &

E S
95,60 € | ' 33.000

expenses per 1’40 MTd employees in

overnight staying tourism
guest and day gross revenue

Source: Sparkassen-Tourismusbarometer Saarland — Jahresbericht 2015, dwif Consulting




TOURISMUS ZENTRALE SAARLAND

the state’s tourism board

that’s us




ORGANISATIONAL CHART

MANAGEMENT

MARKETING
& SALES

ADMINISTRATION

& FINANCE PUBLIC RELATIONS

Product Development

Travel Trade Fairs
& Presentations
B2C-Marketing
B2B-Marketing

Documentation
Image Database

Human Ressources
Development

International
Communication

Accounting
Department

Market Research
& Controlling

PROJECT
MANAGEMENT

Active Tourism

Nature Tourism

Culinary Tourism

Cultural Tourism

Saarland Card

Quality Management

Barrier Free Tourism

WHAT WE DO

contact person for all touristic concerns

consultant for all political and municipal institutions and associations

agent for travel agencies and tour operators

representant for Saarland on federal level

KEY OBJECTIVES AND CORE TASKS

coordinating touristic services and products for Saarland
increasing brand awareness
shaping the general conditions (project management)

marketing & communication

connecting and bundling all ressources of touristic manpower (creating synergies)




TOURISM STRATEGY 2025

MEASURABLE GOALS

SUSTAINABLE GROWTH

volume of overnight stays raises by 1.2% per
year to 3.3 million in 2025

TOURISM STRENGTHENS
THE ECONOMIC POWER
contribution to the income generated by

tourism raises to 700 million Euros

starting value 2014: 2.9 millio
g value 2014: 629 million Euros

OBJECTIVES
2025

ECOFRIENDLY TOURISM OFFER TOURISM CONTRIBUTES TO
s - QUALITY OF LIFE
at least 50 certified ecofriendly tour

ost of Saarland inhabitants content with
recreation offer

businesses

starting value 2015: 5
starting value: first inquiry in 2016




CROSS-SECTIONAL TASKS

* sustainability
° quality

* contribution to quality of life

* increasing value added per guest

+ extend season "-%-'-

o * o 1 X
 barrier free products netzwerk /horen Sm(ﬁl&
* TOURISML

* protect natural and cultural heritage

JS LOTSE

Partner

Nationalpark
v) Ilunsri.ick-'i iochzald o
bett+bike
: adfc

ServiceQualitat
DEUTSCHLAND

FIELDS OF ACTIVITIES

SUPERORDINATE THEMATIC

Tourism Awareness Valorisation of Cultural Highlights

SME Networks Expansion of Nature Tourism Offers

Professional Investor Management Quality Assurance of Active Tourism

Appearance of Villages & Cities Professionalisation MICE

Brand Strategy Exploit Potential in Medicine Tourism

Source: dwif Consulting 2015




TARGET GROUP

BEST AGER
* over 60 years old

* no children aged under 18 living in household

COUPLES AND SINGLES
¢ 35-59 years old
* no children aged under 18 living in household

FAMILYS
¢ 19-59 years old
* atleast one child aged under 18 living in household

PRODUCT DEVELOPMENT

this is how we do it




PRODUCT DEVELOPMENT

* supply and demand
* strengths and weaknesses
* opportunities and threats

MARKET RESEARCH

CONTROLLING GOALS
MARKETING STRATEGY

MARKET RESEARCH

* numerous evaluations per year (market position, target group analysis, consumer
behavior, statistics etc.)

* analysis of USP‘s (natural and cultural heritage and tourist offers deriving from
those basic offers)

* analysis

Saanlard

* mit grenzenlosem Charme

Source: The Brand Consultants 2010




PRODUCT DEVELOPMENT

* supply and demand
* strengths and weaknesses
* opportunities and threats

MARKET RESEARCH
* What do we want to achieve?

* How many guests?
CONTROLLING

* other goals
GOALS
MARKETING STRATEGY
* target group

* innovation or modification of products
* How do we generate demand?

STRATEGY - EXAMPLES

DESTINATION CARD




STRATEGY - EXAMPLES
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PRODUCT DEVELOPMENT

* supply and demand
* strengths and weaknesses
* opportunities and threats

MARKET RESEARCH

* What do we want to achieve?
* How many guests?
* Other goals?

CONTROLLING GOALS

MARKETING STRATEGY
* developing products * target group
* content strategy * innovation or modification of products
* marketing & sales * How do we generate demand?

distribution channels

MARKETING — SECTORS AND SPECIAL INTERESTS

« certified cycling trails 4 I
« excellent signage
 certified accomodation and
restuarants

* national park, biosphere reserve
and other protected areas

« offers, services, products within
the protected areas

« certified hiking trails
* excellent signage
 certified accomodation

¥ CULINARY
R OURISVE
A HEALTH

TOURISM

* UNESCO World Heritage Site MOTOR- * Michelin-starred chefs
 Kelts and Romans CYCLING * regional products and authentic dishes
* Keravision Villeroy & Boch * network culinary region of Saarland




EXAMPLE: HIKING

INFRASTRUCTURE
* strategic move: quality!

* 67 certified premium hiking trails, highest density of
premium trails in Germany

* 65 certified hiking friendly accomodations

* trail keeper to assure quality of hiking experience

EXAMPLE: HIKING

OFFERS
* combination with other sectors

* target group: best agers, couples & singles, families

* Saarland Touren App providing information
on all trails etc. including a ,,defects detector” service

* Wandercent (,hiking cent”):
guests hiking on Saar-Hunsr{ick-
Steig trail can donate 2 or 5 €

via SMS to support hiking trail Deutscher ™
maintenance Tourismuspreis
2012




HIKING — SALES

*  PACKAGING own products and products in co-operation with partners

* distributor for hotel‘s packages (provision 10 %)
* booking service for individual guests and group requests
*  SALES via online booking portal

* cooperation with travel agencies and tour operators
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HIKING — MARKETING

GUTE GRUNDE FUR DEINEN
WANDERURLAUE IM SAARLAND
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HIKING — MARKETING

FORMATION 9 MmN - ‘ Q

INSPIRING
S ' EMOTIONALISIZING
Nahequelle- e n:‘ (]
e —— e INFORMATION
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BOOKING

: - USABILITY
| ;
WERE IN LOVE ...

werh the Faor Fow!

RESPONSIVE DESIGN

The s Bow 5 Camrmarsy's most beathd

FR, NL, EN

www.urlaub.saarland
www.visitsaarland.co.uk

HIKING — MARKETING

Beitragsdetails ’ n
Performance deines Beitrags

. UNauD im Saarana

Gepostet von Tounmus Jenirale Saarand 171 30 August @ 44,899 rocomar
Jeder Wanderer hat seine eigenen Grinde in die Wanderstiefel zu
schidpfen und loszuziehen Wir sagen Euch, warum sich gerade das 1.039 Rt

Saarand ganz besonders dafur eignet!

173

URLALR SAARLAND
6 Grande fur einen Wanderurlaub im Saarland | Touri i
Zentrale Saarland GmbH o

3 aut Betrag

o Mohr Golaih mir~-A e NEGATIVE S FEEDBACK
Bewird diesen Beltrag for 18 €, um bis 2u 5 400 Personen zu emeichen

P o ===
Emeichts Personen Interabsionen ™

Q0% 52 28 Kommentare 173 Mal geteit

ﬁ Gefallt mir (D Kommentieren £ Tellen -




HIKING — MARKETING

HIKING — MARKETING

oy
#explo&arlaﬁdnature

blogger-challenges, fot8m7a|ks, instahikes ... -
» "-“'-s

partly working togetherwith Ge"m?n National




HIKING — MARKETING

Katharina Krenkel

.-

HIKING — MARKETING

... and many more marketing activities within our marketing assignement such as
video productions, more social media (twitter, youtube...) public relations, press
service, writing a travel blog (www.reiseblog.saarland), cooperation with economic
partners, press and travel agents, newsletter, presentation at trade fairs within

Germany and abroad, roadshows etc. to promote Saarland as hiking destination

& KLOORE DINGER @ DAS BEWEGT DICH w GUT ESSEN UND TRINKEN &% SCHON ANZUSCHAUEN




PRODUCT DEVELOPMENT

* supply and demand
* strengths and weaknesses
* opportunities and threats

. Did it 2 MARKET RESEARCH
Id It WOrK: * What do we want to achieve?

* cost-benefit analysis * How many guests?
* adjusting strategy * Other goals?

CONTROLLING GOALS
MARKETING STRATEGY

* developing products * target group
* content strategy * innovation or modification of products
* marketing & sales * How do we generate demand?

distribution channels

PRODUCT DEVELOPMENT

* evaluations visualize the next steps

* we need to keep the product cycle going in order to be successful

* our product development and marketing activities as well as new ideas to develop
the Saarland as tourism destination are based on the region’s cultural and natural

heritage, information, knowledge, reliable partners, small budget and creativity




HIKING WITH HAMMOGCK -
within our campaign Saarland =.TO STAY-

to emphasize Saarland’s image

as outdoor adventure destination:

www.urlaub.saarland




