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Four dimensional brand analysis for 171 German tourist destinations
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THE BRAND VALUE OF GERMAN TOURIST DESTINATIONS

Note: This sample report is intended to illustrate the structure and content of a single brand study report within the Destination Brand study series based on a fictitious example (see "Destination 

xy"). The brand study reports for Destination Brand 18 may be subject to change without notice.
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1. Management Summary

This report volume contains a detailed analysis of the study "Destination Brand 15 - Brand Strength of German

Destinations" for the destination xy. The following management summary provides a brief overview of the study

and summarizes the core results of the comprehensive single report for destination xy.

For the creation of the study series Destination Brand, inspektour works together with a competent partner

network, which offers holistic methodological competence. The Institute of Management and Tourism (IMT) of the

West Coast University of Applied Sciences is active as a scientific consultant. The database of the established

study is assembled in cooperation with the market research company GfK.

Core results "Four BrandDimensionsñ

The customer-oriented brand value of the considered tourist destinations is determined with Destination Brand

15. The study is based on the multi-dimensional brand model: the so-called "Four Brand Dimensions" clarify the

high requirements, for example for tourist destinations, to affect the consciousness of potential customers by

creating awareness (1st level), likeability (2nd level) and willingness to visit (3rd level). If they succeed in doing so,

this ultimately results in the travel decision for the respective destination (4th level).

Thus, the level of awareness of tourist destinations was collected using both prompted (with responses that

named the selected tourist destinations) and unprompted (without response requirements) questions. While the

unprompted awareness of the destination xy as a tourist destination for short getaways (with stays of 1 to 3 nights)

was 0.7% and 1.0% for longer vacation trips (4 nights or more), the destination achieves prompted awareness of

84% in the represented population.

The likeability value (level 2) is obtained from the percentage of the Top Two Box on a multi-level scale for

likeability assessment and is 65% for the destination xy. Thus, destination xy manages to transfer 77% of the

"connoisseurs" to "supporters" of the holiday destination (transfer rate 1S).

Prompted

awareness

84%

LEVEL 1

Degree of likeability

65%

LEVEL 2
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1. Management Summary

With regard to the third level, for each of the considered tourist destinations, Destination Brand 15 evaluated how

high the willingness to visit the respective destination is. In doing so, a distinction was made between the

willingness to visit for a short getaway and for a longer vacation trip (each within the next three years). Measured

by the proportion of top- two boxes in terms of visit readiness, destination xy has relevance for future short

getaways of 45% as well as 37% for future longer vacation trips. Thus, 69% of the "supporters" can imagine

visiting the destination xy for a short getaway (transfer rate 2K). With regard to the transfer rate for those "willing to

visit for a longer vacation trip" the ratio is 57% (transfer rate 2L).

How many consumers the brand has already reached is usually determined in the final stage of the Four Brand

Dimension process, It therefore refers to the use or utilization and thus to the personal bond of the customer to the

brand product. Regarding the considered tourist destinations in Destination Brand 15, respondents were asked if

they had previously visited each destination for a minimum stay of one night. For the destination xy, a total of 44%

of the represented population answered this question in the affirmative.

Furthermore, as part of the target group analysis for the destination xy (see Chapter 5.3), the Four Brand

Dimension levels were differentiated according to the target groups "1", "2", "3", "4", "5" and "6" , Significant

differences between the destination xy target groups were found only with regard to the supported brand

awareness and the previous visit behavior. For example , the target groups "1" (62%), "2" (56%) and "3" (55%)

already have a significantly higher than average rate of visits to xy for a vacation with at least one overnight stay

compared to the total of all respondents (44%).

Willingness to

visit for: 

longer vacation trip

37%
short getaway

45%

LEVEL 3

Significant differences

between target

groups

Target group analysis

Ăvisits in the pastñ
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1. Management Summary

In addition to the target group analysis, the individual report of destination xy includes further bivariate evaluations

(see Chapter 5.2), in which the levels of the Four Brand Dimensions of destination xy are differentiated according

to the following eight socio-demographic categories: gender, age groups, school education, household size,

number of children under 14 years of age in the household, net household income, location size and origin

(differentiated by Nielsen areas). These evaluations provide a comprehensive basis for identifying further

attractive market potential.

Core Results "Competitive Comparison with Competitors"

As another central component of the report series, a comprehensive competitive analysis was carried out for

destination xy. In this context, a comparison was made with the competitors, both with regard to unprompted

awareness (single overview for destination xy: see Chapter 2.4, top 10 rankings: see Chapter 6.1) as well as with

regard to the Four Brand Dimensions

With regard to the competition analysis for the Four Brand Dimensions, a comparison was made for the

destination xy with the following relevant destination categories:

Á Category 1: "Regions in general" (109 destinations) - Report includes an individual overview for destination xy

(see Chapter 2.4) and detailed rankings (see Chapter 6.2.1)

Á Category 2: "all destinations examined excl. special tourist destinations "(164 destinations) - Report includes

an individual overview for destination xy (see chapter 2.4) and detailed rankings (see chapter 6.2.2)

The competition analysis of each destination category contains the ranking of the destinations for each of the Four

Brand Dimension levels and the respective transfer rates of the competitive destinations (excluding the

designation of the competitors' evaluation results) and the arithmetic mean of the destination category.

following relevant

destination

categories

Competition analysis

sociodemographic

differentiation

Additional evaluation
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1. Management Summary

The evaluation results presented below refer to category 2 "All destinations examined excl. special tourist

destinations", as this is particularly suitable for obtaining a comprehensive overview.

Thus, destination xy achieves above-average awareness of the represented population as a tourist destination

and is thus in the category "all destinations examined excl. special tourist destinations" placed at rank Xx of 164.

With regard to the further Four Brand Dimensions consisting of the likeability score (rank Xx), the willingness to

visit for future longer vacation trips (rank Xx) and short getaways (rank Xx) as well as the previous utilization (rank

Xx), the destination xy occupies further top rankings.

When transferring the "brand connoisseurs" to the "supporters" (transfer rate 1S) and continuing to the "ready to

visit" for future short getaways (transfer rate 2K), destination xy achieves placings in the upper third (TR1S = rank

Xx; TR2K = rank Xx ). With regard to the transfer rate 2L, the destination can again be placed among the top

rankings (rank Xx).

further top rankings, e.g. 

willingness to visit for

longer vacation trips

(rank Xx of 164)

Competition analysis

ĂFour Brand Dimensionsñ
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2.1 Methodological key facts Destination Brand 15

-Customer-oriented brand value of German and European tourist destinations

-Four-dimensional brand analysis (awareness, sympathy, willingness to visit, visit) 

-Potentials for short getaways as well as longer vacation trips

target

key issues

survey design

period

-160 German tourist destinations and 

-10 European tourist destinations

-Total sample size: 15,000; per destination: 1,000

-Online survey; quota sample

-Representative for the German-speaking population aged 14 to74 years and living in 

private households

-Survey period: November / december 2015
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2.2 Unprompted awareness as a tourist destinationïDestination Brand 15

awareness

Unprompted awarenessé

DESTINATION BRAND 15

% of

respondents*

% of

responses

number of

responses

Áé as destination for a longer vacation trip

(with at least four nights)
Destination xy Xx% Xx% Xx

Áé as destination for a short getaway (1 ï

3 nights)
Destination xy Xx% Xx% Xx

* Multiple responses possible. 

Source: inspektour GmbH, 2015

ÂDestination xy

Number of respondents:

Number of responses:

Basis: All respondents with valid responses

min.    7.382

min.    26.979

Which domestic German tourist destinations come spontaneously to your mind when thinking 

about a longer vacation trip (with at least four nights) / short getaway (1 ï3 nights)?

Foreign tourist destinations can be e.g. cities, regions, countries.                                              

Please name a maximum of five tourist destinations.
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84%

65%

45%

37%

26%

19%

44%

awareness as

tourist destination

likeability

(Top-Two-Box)

willingness to visit

(Top-Two-Box) 

utilization

prospective retrospective

2.3 Brand funnel Destination Brand 15 ïAnalysis results of Destination xy

TR 1S

TR 2K     

TR 2L     

Number of respondents: 1.000 

more than 3 years ago

within the last 3 years

/  Basis: All respondents

K

L

Source: inspektour GmbH, 2015

* Possible deviations from the sum of the individual values are caused by the multiple response option with regard to the time of 

the previous holiday.

*77%

69%

57%
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2.4 Competitor analysis unprompted awarenessïDestination Brand 15

awareness

Source: inspektour GmbH, 2015

Unprompted awarenessé

DESTINATION BRAND 15

% of

respondents

*

% of

responses

number of

responses
rankings

Áé as destination for a longer vacation trip 

(with at least four nights)
Destination xy Xx% Xx% Xx Xx

Áé as destination for a short getaway      (1 

ï3 nights)
Destination xy Xx% Xx% Xx Xx

* Multiple responses possible

Which domestic German tourist destinations come spontaneously to your mind when thinking 

about a longer vacation trip (with at least four nights) / short getaway (1 ï3 nights)?

Foreign tourist destinations can be e.g. cities, regions, countries.                                              

Please name a maximum of five tourist destinations.

ÂDestination xy

Number of respondents:

Number of responses:

Basis: All respondents with valid responses

min.    7.382

min.    26.979
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2.4 Competitor analysis cat. 1: Regions in general

Destination Brand 15

Destination xy (N = 1.000)
own value

Ø of category ranking
in percentage projection

ÂPrompted awareness as a tourist destination 84% 48,1Mio. 57% Xx.

ÂLikeability (Top-Two-Box) 65% 37,2Mio. 41% Xx.

ÂTransfer rate 1S [= SYM / BEK] 77% -- 72% Xx.

ÂWillingness to visit the destination for longer      

vacation trips

(Top-Two-Box)
37% 21,2Mio. 20% Xx.

ÂTransfer rate 2L [= BB (L) / SYM] 57% -- 48% Xx.

ÂWillingness to visit the destination for short

getaways

(Top-Two-Box)
45% 25,5Mio. 27% Xx.

ÂTransfer rate 2K [= BB (K) / SYM] 69% -- 65% Xx.

ÂVisits in the past 44% 25,3Mio. 22% Xx.

DESTINATION BRAND 15 category 1: Regions in general number of competitors: 109

Source: inspektour GmbH, 2015

Ʒ Note: Last survey period taken into consideration in November / December 2015
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2.4 Competitor analysis cat. 2: All considered destinations excl. special destinations

Destination Brand 15

Destination xy (N = 1.000)
own value

Ø of category ranking
in percentage projection

ÂPrompted awareness as a tourist destination 84% 48,1Mio. 60% Xx.

ÂLikeability (Top-Two-Box) 65% 37,2Mio. 41% Xx.

ÂTransfer rate 1S [= SYM / BEK] 77% -- 69% Xx.

ÂWillingness to visit the destination for longer      

vacation trips

(Top-Two-Box)
37% 21,2Mio. 19% Xx.

ÂTransfer rate 2L [= BB (L) / SYM] 57% -- 45% Xx.

ÂWillingness to visit the destination for short

getaways

(Top-Two-Box)
45% 25,5Mio. 26% Xx.

ÂTransfer rate 2K [= BB (K) / SYM] 69% -- 62% Xx.

ÂVisits in the past 44% 25,3Mio. 21% Xx.

DESTINATION BRAND 15 category 2: All considered destinations excl. Special destinations number of competitor: 164

Source: inspektour GmbH, 2015

Ʒ Note: Last survey period taken into consideration in November / December 2015
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3. Overview of the study series Destination Brand

The following overview is an excerpt from a detailed, scientifically founded presentation of the Destination Brand

study series by the authors Prof. Dr. Bernd Eisenstein, Alexander Koch, Dr. Petra Trimborn and Sylvia Müller. It

appeared in the edited volumes on market research for destinations published by Prof. Dr. Bernd Eisenstein in

2017 (more information in the appendix).

The Destination Brand study series has provided information on the perception of more than 130 destinations in

Germany every year since 2009. The background to the introduction of the study series was the significant

increase in the relevance of brand management information as part of the competition strategies for tourist

destinations. As a touristic market research instrument, the study series in Germany provides a unique

contribution to the comparative summary of the demand-side perception of domestic destination brands

on the German source market. The study series consists of three separate, thematic modules, which each

highlight a specific focus of the destination brands as individual studies.

The theoretical starting point and conceptual basis of the study series is the concept of identity-based brand

management. The concept of identity-based branding (see the following figure) considers both the brand's

internal self-reflection from the supplier's perspective (brand identity) and the external brand perception from the

perspective of the demand (brand image). 1 So far, the Destination Brand study series has limited itself

exclusively to the perception of the destination brand.

The professional management of a destination brand requires knowledge of the demand-side perception of

the brand. It is hard to imagine how the competent introduction and further development of a destination brand

could be carried out without those responsible for the management of the destination brand knowing the brand

image of the destination.

The basic requirement for the generation of the brand effect is that the brand has a (target group-specific) level of

awareness - that is, that it has reached the awareness of potential customers (brand awareness, see following

figure). This is where the first of the three Destination Brand studies comes in: it measures the awareness of

destination brands in Germany.

The second and third studies in the series are aimed at determining the usefulness of the destination brands :

the key to successful brand building, as defined by the achievement of a dominant position in the consumer's

psyche and differentiation from its competitors, is the formulation of a value proposition by means of which the

brand is positioned on the market. In the course of this positioning, it is important to consolidate the brand identity

into a bundle of benefits that clearly focuses on a few consumer-related or purchase-relevant benefit dimensions,

taking into account both the functional and the emotional-symbolic user level. This also applies to destination

brands: The image of the destination brand is created from the benefit associations that connect the potential

guests with the respective destination.

Since 2009 annually: 

Informationen about the

perception of more than 130 

German destination brands

theoretical starting point: 

concept of identity-based brand 

management
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3. Overview of the study series Destination Brand

Concept of identity-based brand management

Source: basierend auf Burmann, Halaszovich und Hemmann (2012), S. 74; leicht verändert.
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3. Overview of the study series Destination Brand

This also applies to destination brands: The image of the destination brand is created from the benefit

associations that connect the potential guests with the respective destination.

The functional utilization dimensions of destination brands are the subject of the second part of Destination

Brand study series, in which the theme competencies attributed to each destination brand are measured.

The third part of the Destination Brand study series focuses on the emotional-symbolic utilization dimension

of the destination brands. The study measures the attributes and characteristics ascribed to the destinations

by the demand side. The importance of the emotional-symbolic utilization dimension has increased significantly in

recent times: the convergence of products and services observable in the competition between destinations - as

in many industries - manifests itself in particular through the constant convergence of the functional utilization

dimension. This goes hand in hand with the decreasing possibilities for differentiation between the destination

brands - based on the functional utilization. Instead, the emotional-symbolic field of utilization achieves priority

importance for the differentiation, with the consequence that brands need to be additionally emotionalized in an

identity-specific way.

Although the three sub-studies focus on different themes, all of them are sample surveys in the form of online

questionnaires .The field work is carried out by the GfK (Nuremberg) and the results obtained are

representative of the German-speaking population living in private households aged 14 to 74 years .The

sample size per investigated destination is at least 1,000 respondents. As a general rule, this allows further,

statistically reliable analyzes - e.g. socio-demographic or target group-related differentiations.

More than 130 German destinations are included in the survey for each study .The substantial destination

pool compiled with this allows - as a unique feature of the Destination Brand study series - comprehensive

competitive comparisons of the overall market and the relevant, selectable competitive environment for each of

the considered destinations.

Periodic measurement (using the same methodology) allows you to perform extensive time comparisons that

cannot be worn out with time comparison of the brand values of the destination and also allow verification of

changes in the competitive environment. The latter is of relevance, since an improvement in the destination brand

values cannot be immediately attributed to improvements in the competitive position.

representative

online questionnaire

USP:

comprehensive competitive

comparison
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3. Overview of the study sries Destination Brand

Profile / ImageBrand value Theme competence

Target

Research focus

S
u

rv
e
y
 d

e
s

ig
n

For all sub-

studies

Specific per 

sub-study

-Customer-oriented evaluation of the 

brand value of German tourist 

destinations

-Customer-oriented evaluation of the theme 

competence of German tourist destinations 

(Ḭfunctional associations with the 

destination brands)

-Customer-oriented evaluation of profiles / 

images of German tourist destinations 

(Ḭemotional-symbolic associations with 

the destination barnds)

Four dimensional brand analysis

-Awareness (prompted and unprompted)

-Likeability

-Willingness to visit: Potential of future 

short getaways and longer holidays

-Visit in the past 

-Target group analysis

-General interest potential regarding holiday 

topics (independent of destination)

-Prompted theme competence per 

destination (for all 6 general themes & 5 

specific themes)

-Theme competence Top of Mind per 

destination

-Target group analysis

Module 1: 

-General relevance of the characteristics for 

the tourist destination selection process (i.e. 

independent of tourist destination)

-Prompted characteristic evaluation per 

destination (of 8 general characteristics & 

5 specific characteristics)

-Target group analysis

Module 2: 

-Spontaneous-associationes per destination 

(in DB17 for all considered destinations)

After 2017, the survey cycle of these three sub-studies will change from 3 to 5 years. 

-Total number of 

cases

-No. of German 

tourist destinations

-No. of themes / 

characteristics

8.900 15.000 17.000 10.500 13.000 17.000 10.000 11.000

141 160 172 141 137 172
module 1: 104

module 2:   22

-- -- --
6 gen. + 

56 specific

module 1: 115

module 2:   21

6 gen.. + 

50 specific

5 gen. + 

25 specific

5 gen. + 

50 specific

6 gen. + 

57 specific

-Online-survey; Quota sample (using the quota characteristics of age and gender as cross quotas per sub-sample).

-Representative of the German-speaking population aged 14 to 74 years and living in private households (projection possible)

-Comprehensive competitive comparison possibilities based on the respectively large destination pool.

-Three-stage time comparison possibilities over a 6-year period based on the consistent research design. 

17.000

module 1: 170

module 2: 170

8 gen. +     

59 specific
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4.1 Brand Strength and Destinations in Competition 

Ă"A place brand is like a proverbial supertanker, it takes five miles to slow down and ten miles to change course

."(Anholt, 2004, p.34) This quote from Simon Anholt in 2004 clearly illustrates that it takes a long time for

destination brands to be changed or repositioned. Brands should be built on a long-term basis, with the necessary

consistency and budget. On the one hand, brands are cognitive anchors in the minds of users, but on the other

hand they are emotional anchors which connect customers to certain associations and feelings. Brands simplify

information and decision-making processes, and in the context of emotional utilization, they can both serve as a

form of self-expression as well as embedding into a social group. Currently destinations on the North Sea, in

central Germany or in the Alps or e.g. cities such as Hamburg and Weimar are in competition with destinations

such as Andalusia, Tuscany, Turkey and e.g. Barcelona and Nice, in the increasing global competition of

destinations with each other. A strong brand is a cognitive and emotional anchor and facilitates the information

and decision-making process for the potential guest. In saturated markets, value creation can almost only be

achieved through the building up of brands. The customer usually buys brands, the associated experiences,

stories as well as the attitude to life and not purely functional performance elements.

Strong brands are a form of capital, which destinations can also operate with, and which should not be

underestimated. It should be noted here that brand policy is not just a purely tactical element of leadership. Brand

policy concerns the strategic level of destination management and also requires those responsible to have

consistent, long-term behavior that does not react immediately to every trend. The clearer the brand profile, the

more differentiation becomes possible. On top of that, brands stay alive and are always recharged with the right

elements for the brand strategy.

Brand awareness is a key indicator of brand strength. Other elements are loyalty, brand association and quality.

Therefore, it is also important to measure the positioning of the destination brand in the market at regular intervals.

The DESTINATION BRAND study series offers an instrument that, in addition to the Four Brand Dimensions, also

collects information on the theme competence and the profile characteristics or brand personality of the

destination brand at regular intervals. Regular monitoring can be used to detect changes in the perception of the

destination brand by the guest, which can then be used to derive necessary modifications in strategic or tactical

brand management.

Brands - the most important intangible value creators

brand policy is

strategic-oriented

brands are a cognitive

and emotional anchor

DESTINATION BRAND is

carried out since 2009

brand value should be

built on a long-term 

basis

Author: Dr. Petra Trimborn
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4.2 Methodology of the Study Series Destination Brand 15

As already described in more detail in Chapter 4.1, scientifically-secured tourism knowledge about their brand

strength is of crucial importance for German domestic destinations.

In light of the above, the Destination Brand 15 study will carry out a nationwide customer-oriented brand value

measurement based on a population-representative online survey covering almost all destinations in German

domestic tourism for the third time.

Destination Brand 15 is carried out by the inspektour GmbH in Hamburg in cooperation with the market research

company GfK in Nuremberg and with the scientific support of the Institute of Management and Tourism (IMT) at

the West Coast University of Applied Sciences in Heide/Holstein.

In total, 171 German tourist destinations were included in the Destination Brand 15 study as part of the

November / December 2015 survey .The selection of the destinations to be considered was done by inspektour. In

addition to selected federal states and major cities, were tourist destinations in various federal states,

municipalities with a high number of overnight stays by domestic tourists (according to official statistics) - but also

special destinations such as tourist vacation routes as well as cycling and hiking trails.

Based on the identical methodology as the two predecessor studies, Destination Brand 09 and 12, further

special evaluation-related added value was made possible for the first time for a large number of destinations (71

destinations) in the form of a three-level time comparison over a six-year period with regard to brand strength.

In the endeavor to increase awareness, likeability and relevance for future (short) vacations of the destination

brand, this scientifically based evaluation of the temporal development is highly significant.

Based on the theoretical foundation of multiple brand dimensions and following intensive preparation by the

inspektour GmbH and the IMT at the West Coast University of Applied Sciences, the extensive surveys for the

study Destination Brand 15 were carried out by the GfK Travel & Logistics division.

Key facts at a glance

Ʒ survey design:

Customer-oriented analysis of 

brand value

Ʒ survey objects: 

171 tourist destinations in 

Germany included 7 special 

tourist destinations

Ʒ Total of respondents:

17.000

Ʒ Representiveness: 

Germans living in private 

households between 14-74 

years

Ʒ Type of sample:

Quota sample

Ʒ Type of survey

Online questionnaire
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4.2 Methodology of the Study Series Destination Brand 15

A representative cross-section of the German population aged 14 to 74 years was surveyed. The methodology of

the study was scientifically proven: a total of around 17,000 people were surveyed online by GfK.

Various sub-samples were used, each of which was representative of the German population for the mentioned

age group that was living in private households. With regard to the Four Brand Dimensions, the number of

samples for all destinations under investigation is 1,000. The field work was carried out, managed and controlled

by GfK. The confidence intervals resulting from the respective sample sizes can be found in the appendix.

The evaluations of the data obtained in this way not only make it possible to assess the level of popularity and

likeability, willingness to visit and previous utilization of the respective destination, but also facilitate the

interpretation of the results, since the data from the various tourist destinations can be compared (benchmarking

with a direct competitive environment).

Target group-specific statements on the Four Brand Dimensions are possible through the linkage with

numerous socio-demographic characteristics. The categories used in the socio-demographic differentiation (see

Chapter 5.2) and target group analysis (see Chapter 5.3) are listed as examples below:

Ʒ gender

Ʒ age group

Ʒ school education

Ʒ household size

Finally, with regard to the evaluation results, it should be pointed out that any deviations in the sum of added

percent values is due to rounding differences.

In addition to a detailed explanation of the error margin (statement on fluctuation intervals), the appendix also

includes some examples of relevant literature and a glossary of the most important terms.

Ʒ number of children under 6, 14 and 18 years in the household

Ʒ net household income

Ʒ town size

Ʒ Nielsen areas

Number of cases per 

tourist destination

N = 1.000

Representative study

Target group-specific

statements through the 

linkage with numerous socio-

demographic characteristics
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4.3 The Four Brand Dimensions - the model at a glance 

The so-called "Four Brand Dimensions" can be used in each industry, by taking into account the specific

characteristics of each. It is therefore not surprising that the "Four Brand Dimensions" already exist for a large

number of brands in different industries. As a rule, prompted awareness, brand likeability, willingness to buy and

possession / utilization are examined.

In order to be anchored in the consciousness of the consumer, the brand must first be known. Then it has to

succeed in generating likeability among the brand connoisseurs - so that the largest possible number become

brand supporters. Of these in turn, as many as possible should take the brand into account when considering a

purchase, in order to maximize the willingness to buy - ideally, the brand is finally utilized or the product is

purchased. Adaptation of the third stage to destinations results in the willingness to visit and finally the visit of the

destination (utilization) being measured. In the derivation of measures from the Four Brand Dimensions, the

values of the individual stages (process step values) are of primary importance. For example, it may be useful to

try to increase these via target group-specific mass communication.

awareness likeability willingness to visit visit

prospective retrospective

The Four Brand DimensionsïThe model

explanation of

ĂThe Four Brand 

Dimensionsñ
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4.3 The Four Brand Dimensions - the model at a glance 

The graph on the following chart shows exemplary ratios (transfer rates) between the individual variables with

regard to a destination: the first transfer rate (TR1S) indicates to what proportion the "connoisseurs" have become

"supporters". In turn, a number of the "supporters" have a high willingness to visit: The second transfer rate (TR2)

shows the relationship between "willing to visit" and "supporters". In the present study, a distinction is made

between the readiness to visit for a short getaway and for a longer vacation at the level of willingness to buy. This

results in two transfer rates (TR2K and TR2L).

The final level indicates the proportion of those who have already visited the destination in the past (retrospective

utilization, with the possibility of differentiation after two periods).

Measures can also be derived from the transfer rates: If the TR1S is relatively low (with a high degree of popularity

and relatively low likeability), then the brand core and the image profile should be examined. If there is a low

willingness to buy despite high likeability (TR2 relatively low), this may indicate measures in sales need to be

taken or spur a more activating communication policy. It is possible that the number of "users" is higher than the

number of "willing to buy" or "supporters" (dissonant Four Brand Dimensions). Often the brand choice is then

mainly based on the price or there is a provider monopoly. In terms of destination brands, however, such a case is

frequently a very large destination - in terms of area.

explanation of

transfer rates

interpretative approach for

transfer rates
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4.3 The Four Brand Dimensions - the model at a glance 

awareness as tourist destination likeabilty willingness to visit* visit

80%

55%

8%

Process-level figure

Indicates which share is transferred from one funnel level to the next. 

In this example, 69% of those respondents, who are aware of the 

destination brand, also consider it to be sympathetic.
Transfer rates (TR)

prospective retrospective

69%TR 1S)

30%
22%

S

L

55%TR 2S)

40%TR 2L)

*(S) short getaways

*(L) longer vacation trip

Source: Institut für Management und Tourismus (IMT), 2009 / 2012; inspektour GmbH, 2015

Indicates which share of respondents reaches the respective funnel level. 

In this example, 80% of the surveyed individuals know the destination brand
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Ʒ Note: Last survey period taken into consideration in November / December 2015

4.4 Overview of considered destinations and special destinations

1. Aachen

2. Ahrtal

3. Altmark

4. Anhalt-Dessau-Wittenberg

5. Bad Kissingen

6. Baden

7. Baden-Baden

8. Baden-Württemberg

9. Bäderland Bayerische Rhön

10. Baiersbronn im Schwarzwald

11. Bamberg

12. Bayerischer Wald

13. Bayerisches Golf- und Thermenland

14. Bayern

15. Bergstraße

16. Berlin

17. Bodensee

18. Bonn

19. Borkum

20. Brandenburg

21. Bremen

22. Bremerhaven

23. Büsum

24. Chemnitz

25. Chiemgau

26. Chiemsee

27. Coburg.Rennsteig

28. Cuxland

29. Das Bergische

30.
Die Bergischen Drei - Tourismusregion -

Remscheid - Solingen - Wuppertal

31. documenta Stadt Kassel

32. Dresden

33. Düsseldorf

34. Eifel

35. Erzgebirge

36. Ferienland Bernkastel-Kues

37. Fichtelgebirge

38. Föhr

39. Franken

40. Franken - Wein.Schöner.Land!

41. FRANKENWALD

42. Frankfurt am Main

43. Frankfurt Rhein-Main

44. Fränkische Schweiz

165. Deutsche Alleenstraße

166.
Frankenweg ïvom Rennsteig zur 

Schwäbischen Alb

167. Fränkischer Gebirgsweg

168. MainRadweg

169. Qualitätswanderweg Goldsteig

170. Straße der Romanik

171. Tauber Altmühl Radweg

Sonder-

reiseziele

45. Fränkisches Seenland

46. Fränkisches Weinland

47. Fulda

48. Füssen

49. Garmisch-Partenkirchen

50. Gießen

51. GrimmHeimat NordHessen

52. Grömitz

53. Halle-Saale-Unstrut

54. Hamburg

55. Hanau

56. Hannover 

57. Harz

58. Haßberge

59. Heidelberg

60. Heiligenhafen

61. Hessen

62. Hessische Bergstraße

63.
Hochschwarzwald, die Region um Feldberg, 

Titisee, Schluchsee und Hinterzarten

64. Hunsrück

65. Insel Rügen

66. Insel Usedom

67. 3 Kaiserbäder Ahlbeck, Heringsdorf, Bansin

68. Karlsruhe

69. Kiel

70. Köln

71. Konstanz am Bodensee

72. Lahntal

73. Langeoog

74. Leipzig Region

75. Lübecker Bucht

76. Lüneburger Heide

77. Magdeburg Elbe-Börde-Heide

78. Marburg

79. Mecklenburg-Vorpommern

80. Mittelrhein

81. MÖNCHENGLADBACH

82. Mosel

83. Mosel-Saar

84. München

85. Münsterland

86. Nahe

87. Naheland

88. Naturgarten Kaiserstuhl

89. Naturpark Altmühltal

90. neanderland / (Kreis) Mettmann

91. Niederrhein

92. Niedersachsen

93. Norderney

94. Nordrhein-Westfalen

95. Nordsee

96. Nordsee Schleswig-Holstein

97. Nordseeinsel Amrum

98. Nordseeinsel Juist

99. Nürnberger Land

100. Oberbayern

101. Oberlausitz

102. Obermain·Jura Der Gottesgarten.

103. Oberpfälzer Wald

104. Oberstdorf

105. Odenwald

106. Offenbach

107. Ostsee

108. Ostsee Schleswig-Holstein

109. Ostseebad Binz

110. Ostseebad Kühlungsborn

111. Pfalz

112. Potsdam

113. RadRegionRheinland

114. Regensburg

115. Rheingau

116. Rheinhessen

117. Rheinland-Pfalz

118. Rhön

119. Romantischer Rhein

120. Romantisches Franken

121. Rostock-Warnemünde

122. Rothenburg ob der Tauber

123.
Rüdesheim und Assmannshausen

am Rhein

124. Ruhpolding

125. Ruhrgebiet

126. Ruppiner Seenland

127. rüsselsheim am main

128. Saale-Unstrut

129. Saarbrücken

130. Saarland

131. Sachsen

132. Sachsen-Anhalt

133. Sächsische Schweiz-Elbsandsteingebirge

134. Sächsisches Elbland

135. Sauerland

136. Schleswig-Holstein

137. Schwarzwald

138. Seenland-Oder-Spree

139. Siegerland-Wittgenstein

140. Spessart/Kinzigtal

141. Spessart-Mainland

142. Spreewald

143. Stadt Oberhausen in Nordrhein-Westfalen

144. Städteregion Nürnberg

145. Starnberger Fünf-Seen-Land

146. Steigerwald

147. Stuttgart

148. Sylt

149. Taubertal

150. Taunus

151. Teutoburger Wald

152. Thüringen

153. Thüringer Wald

154. Uckermark

155. Vogelsberg

156. Vogtland

157. weimar Kulturstadt Europas

158. Westerwald

159. Wetzlar

160. Wiesbaden

161. Willingen

162. Winterberg

163. Wissenschaftsstadt Darmstadt

164. Württemberg
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82%

18%

aware unaware

Prompted awareness as a tourist destination

> Below you will find a list of destinations in Germany. Which of these destinations do you know, even if it is 

only by name?                                                                                                                

> Share (in percentage of the cases) 

5.1 Univariate evaluation results

awareness

Source: inspektour GmbH, 2015

ÂDestination xy

Basis: All respondents

Number of respondents: 1.000
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5.1 Univariate evaluation results

Degree of likeability

> As you find people more or less likeable, you can like or not like tourist destinations. Please indicate to what 

extent you like the following German tourist destinations.

> Top-Two-Box*: On a scale from ñ4= very likeable ñ to ñ1= completely unlikeableò (in % of respondents)

Transfer rate 1S*

* Calculation: TR 1S = Likeability (Top-Two- Box)  / Prompted awareness

likeability

4 = very likeable 3 = rather likeable

Source: inspektour GmbH, 2015

ÂDestination xy

Basis: All respondents

Number of respondents: 1.000

77%
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Ø** =      

Top-Two-Box*

Bottom-Two-Box*

=4

=3

=2

=1

**scale from ñ4 = very likeable ñ to ñ1 = completely unlikeableò 

*  Possible deviations of 1% from the sum of the individual values are due to rounding.

likeability

Source: inspektour GmbH, 2015

5.1 Univariate evaluation results

ÂDestination xy

Basis: All respondents

Number of respondents: 1.000

3,3

65%

10%

36%

29%

8%

2%

9%

16%
very likeable

more likeabel

less likeable

completely unlikeable

do not know

destination unknown

Degree of likeability

> As you find people more or less likeable, you can like or not like tourist destinations. Please indicate to what 

extent you like the following German tourist destinations.

> Top-Two-Box*: On a scale from ñ4= very likeable ñ to ñ1= completely unlikeableò (in % of respondents)
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43%

35%

10%

2%

11%

ÂDestination xy

Basis: Brand connoisseurs

Number of respondents: 

Ø** =

Top-Two-Box*

Bottom-Two-Box*

=4

=3

=2

=1

**scale from ñ4 = very likeable ñ to ñ1 = completely unlikeableò 

*  Possible deviations of 1% from the sum of the individual values are due to rounding

likeability

Source: inspektour GmbH, 2015

5.1 Univariate evaluation results

842

3,3

77%

12%

very likeable

more likeabel

less likeable

completely unlikeable

do not know

Degree of likeability

> As you find people more or less likeable, you can like or not like tourist destinations. Please indicate to what 

extent you like the following German tourist destinations.

> Top-Two-Box*: On a scale from ñ4= very likeable ñ to ñ1= completely unlikeableò (in % of respondents)
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*Calculation: TR 2L = Willingness to visit the destination for longer vacation trips (Top-Two-Box)  / likeability (Top-Two-Box) 

5.1 Univariate evaluation results

Willingness to visit the destination for future longer vacation trips (> 4 nights)

> To what extent would you consider the following tourist destinations in Germany as a vacation destination 

within the next 3 years (with more than 4 nights stay)?                                                                      

> Top-Two-Box on a scale from ñ4 = definitely consideredò to ñ1 = not considered at allò 0 (in percentage of the 

cases)              

Transfer rate 2L*

willingness to visit

4 = definitely considered 3 = likely to be considered

Source: inspektour GmbH, 2015

ÂDestination xy

Basis: All respondents

Number of respondents: 1.000

57%
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20%

17%

9%

4%3%

47%

Top-Two-Box*

Bottom-Two-Box*

=4

=3

=2

=1

**scale fromĂ4 = definetlyconsideredñ toĂ1 = not considered at alñ

*  Possible deviations of 1% from the sum of the individual values are due to rounding

willingness to visit

Source: inspektour GmbH, 2015

5.1 Univariate evaluation results

ÂDestination xy

Basis: All respondents

Number of respondents: 1.000

3,1Ø** =

37%

13%

definetly considered

likely to be considered

less likely to be considered

not considered at all

do not know

no willingness to visit fo longer

vacation trips / destination unknown

Willingness to visit the destination for future longer vacation trips (> 4 nights)

> To what extent would you consider the following tourist destinations in Germany as a vacation destination 

within the next 3 years (with more than 4 nights stay)?                                                                      

> Top-Two-Box on a scale from ñ4 = definitely consideredò to ñ1 = not considered at allò (in percentage of the 

cases) 
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37%

33%

18%

7%

6%

ÂDestination xy

Basis: Brand connoisseurs + willed to visit

Number of respondents:

Top-Two-Box*

Bottom-Two-Box*

=4

=3

=2

=1

**scale fromĂ4 = definetlyconsideredñ toĂ1 = not considered at alñ

*  Possible deviations of 1% from the sum of the individual values are due to rounding

willingness to visit

Source: inspektour GmbH, 2015

5.1 Univariate evaluation results

534

69%

25%

Ø** = 3,1

definetly considered

likely to be considered

less likely to be considered

not considered at all

do not know

Willingness to visit the destination for future longer vacation trips (> 4 nights)                                           
> To what extent would you consider the following tourist destinations in Germany as a vacation destination 

within the next 3 years (with more than 4 nights stay)?                                                                      

> Top-Two-Box on a scale from ñ4 = definitely consideredò to ñ1 = not considered at allò (in percentage of the 

cases) 



43Destination Brand 15 | The brand value of German tourist destinations

In cooperation with: 

* Calculation: TR 2K = Willingness to visit for short getaways (Top-Two-Box) / Likeability (Top-Two-Box) 

Transfer rate 2K*

willingness to visit

4 = definitely considered 3 = likely to be considered

Source: inspektour GmbH, 2015

5.1 Univariate evaluation results

ÂDestination xy

Basis: All respondents

Number of respondents: 1.000

69%

Willingness to visit the destination for future short getaways (1 - 3 nights)                  
> To what extent would you consider the following destinations in Germany as a getaway destination within 

the next 3 years (one to three nights)?                                                                                      

> Top-Two-Box on a scale from ñ4 = definitely consideredò to ñ1 = not considered at allò 
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22%

23%

14%

5%

5%

32%

Top-Two-Box*

Bottom-Two-Box*

=4

=3

=2

=1

**scale fromĂ4 = definetlyconsideredñ toĂ1 = not considered at alñ

*  Possible deviations of 1% from the sum of the individual values are due to rounding

willingness to visit

Source: inspektour GmbH, 2015

5.1 Univariate evaluation results

ÂDestination xy

Basis: All respondents

Number of respondents: 1.000

45%

19%

3,0Ø** =

definetly considered

likely to be considered

less likely to be considered

not considered at all

do not know

no willingness to visit for short

getaways

Willingness to visit the destination for future short getaways (1 - 3 nights)                  
> To what extent would you consider the following destinations in Germany as a getaway destination within 

the next 3 years (one to three nights)?                                                                                      

> Top-Two-Box on a scale from ñ4 = definitely consideredò to ñ1 = not considered at allò 
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32%

34%

20%

8%

7%

ÂDestination xy

Basis: Brand connoisseurs + willed to visit (s)

Number of respondents:

Top-Two-Box*

Bottom-Two-Box*

=4

=3

=2

=1

**scale fromĂ4 = definetlyconsideredñ toĂ1 = not considered at alñ

*  Possible deviations of 1% from the sum of the individual values are due to rounding

willingness to visit

Source: inspektour GmbH, 2015

5.1 Univariate evaluation results

681

66%

28%

Ø** = 3,0

definetly considered

likely to be considered

less likely to be considered

not considered at all

do not know

Willingness to visit the destination for future short getaways (1 - 3 nights)                  
> To what extent would you consider the following destinations in Germany as a getaway destination within 

the next 3 years (one to three nights)?                                                                                      

> Top-Two-Box on a scale from ñ4 = definitely consideredò to ñ1 = not considered at allò 
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5.1 Univariate evaluation results

Visits in the past

> Have you ever been there on vacation (with at least 1 overnight stay)? 

> Share (in percentage of the cases)

visit

Source: inspektour GmbH, 2015

more than 3 years ago within the last 3 years

ÂDestination xy

Basis: All respondents

Number of respondents:

* Possible deviations from the sum of the individual values are caused by the multiple response option with regard to the time of the previous 

holiday.

*

1.000
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In cooperation with: 
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In cooperation with: 

5.2 Sociodemographic differentiation

gender

ÂDestination xy

Social demographics: Gender

Basis: All respondents

Number of respondents: 1.000

Four Brand Dimension-Levels

> Share (in percentage of the cases)

* Level of significance min. 0,05 (Abbreviation: sig. = significant / n.s. = not significant)

Source: inspektour GmbH, 2015

male female

prompted awareness as tourist 

destination
84% -- -- n.s.

likeability (Top-Tw o-Box) 65% 64% 66% sig.

willingness to visit for longer 

vacation trips (Top-Tw o-Box) 
37% -- -- n.s.

willingness to visit for short 

getaways (Top-Tw o-Box) 
45% -- -- n.s.

willingness to visit in the past 44% -- -- n.s.

Four Brand Dimension- 

levels 
total

gender
significance

*

(Kruskal-

Wallis-Test)
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In cooperation with: 

5.2 Sociodemographic differentiation

age group

ÂDestination xy

Social demographics: Age group

Basis: All resondents

Number of respondents: 1.000

Source: inspektour GmbH, 2015

Four Brand Dimension-Levels

> Share (in percentage of the cases)

< 25 y. 25-34 y. 35-44 y. 45-54 y. 55-64 y. ab 65 y.

prompted awareness as tourist 

destination
84% -- -- -- -- -- -- n.s.

likeability (Top-Tw o-Box) 65% 53% 54% 61% 72% 68% 79% sig.

willingness to visit for longer 

vacation trips (Top-Tw o-Box) 
37% -- -- -- -- -- -- n.s.

willingness to visit for short 

getaways (Top-Tw o-Box) 
45% 39% 45% 46% 44% 47% 46% sig.

willingness to visit in the past 44% 32% 36% 41% 52% 44% 57% sig.

Four Brand Dimension- 

levels 
total

age groups
significance

*

(Kruskal-

Wallis-Test)

* Level of significance min. 0,05 (Abbreviation: sig. = significant / n.s. = not significant)
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In cooperation with: 

5.2 Sociodemographic differentiation

school education

ÂDestination xy

Social demographics: School education**

Basis: All respondents

Number of respondents: 1.000

Source: inspektour GmbH, 2015

**       of the 1,000 respondents do not fit into 

the education classifications listed here.

Four Brand Dimension-Levels

> Share (in percentage of the cases)

3%

secondary 

school
O level Abitur

university / state 

exam

prompted awareness as tourist 

destination
84% 78% 81% 88% 88% sig.

likeability (Top-Tw o-Box) 65% -- -- -- -- n.s.

willingness to visit for longer 

vacation trips (Top-Tw o-Box) 
37% -- -- -- -- n.s.

willingness to visit for short 

getaways (Top-Tw o-Box) 
45% -- -- -- -- n.s.

willingness to visit in the past 44% 33% 38% 50% 53% sig.

Four Brand Dimension- 

levels 
total

significance

*

(Kruskal-

Wallis-Test)

school education**

* Level of significance min. 0,05 (Abbreviation: sig. = significant / n.s. = not significant)
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In cooperation with: 

5.2 Sociodemographic differentiation

household size

ÂDestination xy

Social demographics: Household size

Basis: All respondents

Number of respondents: 1.000

Source: inspektour GmbH, 2015

Four Brand Dimension-Levels

> Share (in percentage of the cases)

1-person-hh 2-persons-hh 3-persons-hh
4-persons and 

more in hh

prompted awareness as tourist 

destination
84% -- -- -- -- n.s.

likeability (Top-Tw o-Box) 65% -- -- -- -- n.s.

willingness to visit for longer 

vacation trips (Top-Tw o-Box) 
37% -- -- -- -- n.s.

willingness to visit for short 

getaways (Top-Tw o-Box) 
45% -- -- -- -- n.s.

willingness to visit in the past 44% -- -- -- -- n.s.

Four Brand Dimension- 

levels 
total

significance

*

(Kruskal-

Wallis-Test)

household size

* Level of significance min. 0,05 (Abbreviation: sig. = significant / n.s. = not significant)
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In cooperation with: 

5.2 Sociodemographic differentiation

kids < 14 years in hh

ÂDestination xy

Social demographics: Kids < 14 years in hh

Basis: All respondents

Number of respondents: 1.000

Source: inspektour GmbH, 2015

Four Brand Dimension-Levels

> Share (in percentage of the cases)

hh without kids under 14 years hh with kids under 14 years

prompted awareness as tourist 

destination
84% 85% 77% sig.

likeability (Top-Tw o-Box) 65% -- -- n.s.

willingness to visit for longer 

vacation trips (Top-Tw o-Box) 
37% 36% 46% sig.

willingness to visit for short 

getaways (Top-Tw o-Box) 
45% -- -- n.s.

willingness to visit in the past 44% -- -- n.s.

Four Brand Dimension- 

levels 
total

significance

*

(Kruskal-

Wallis-Test)

kids < 14 yeras in household

* Level of significance min. 0,05 (Abbreviation: sig. = significant / n.s. = not significant)
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In cooperation with: 

5.2 Sociodemographic differentiation

net household income

**         of the 1,000 respondents provided no 

information on the household net income.

ÂDestination xy

Social demographics: Net household income**

Basis: All respondents

Number of respondents: 1.000

Source: inspektour GmbH, 2015

Four Brand Dimension-Levels

> Share (in percentage of the cases)

19%

under 1.500 Euro
1.500 to 

under 2.500 Euro

2.500 Euro 

and more

prompted awareness as tourist 

destination
84% -- -- -- n.s.

likeability (Top-Tw o-Box) 65% -- -- -- n.s.

willingness to visit for longer 

vacation trips (Top-Tw o-Box) 
37% -- -- -- n.s.

willingness to visit for short 

getaways (Top-Tw o-Box) 
45% -- -- -- n.s.

willingness to visit in the past 44% 35% 40% 49% sig.

Four Brand Dimension- 

levels 
total

household net income**
significance

*

(Kruskal-

Wallis-Test)

* Level of significance min. 0,05 (Abbreviation: sig. = significant / n.s. = not significant)
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In cooperation with: 

5.2 Sociodemographic differentiation

town size

ÂDestination xy

Social demographics: Town size

Basis: All respondents

Number of respondents: 1.000

Source: inspektour GmbH, 2015

Four Brand Dimension-Levels

> Share (in percentage of the cases)

under 

20.000 inh.

20.000 to

< 100.000 inh.

100.000 to

< 500.000 inh.

from 

500.000 inh.

prompted awareness as tourist 

destination
84% -- -- -- -- n.s.

likeability (Top-Tw o-Box) 65% -- -- -- -- n.s.

willingness to visit for longer 

vacation trips (Top-Tw o-Box) 
37% -- -- -- -- n.s.

willingness to visit for short 

getaways (Top-Tw o-Box) 
45% -- -- -- -- n.s.

willingness to visit in the past 44% -- -- -- -- n.s.

Four Brand Dimension- 

levels 
total

significance

*

(Kruskal-

Wallis-Test)

town size

* Level of significance min. 0,05 (Abbreviation: sig. = significant / n.s. = not significant)
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In cooperation with: 

5.2 Sociodemographic differentiation

Nielsen areas

Nielsen 1:

Hamburg

Bremen

Schleswig-Holstein

Niedersachsen

Nielsen 2:
Nordrhein-

Westfalen

Nielsen 3a:
Hessen

Rheinland-Pfalz

Saarland

Nielsen 3b: Baden-Württemberg

Nielsen 4: Bayern

Nielsen 5: Berlin

Nielsen 6:

Mecklenburg-

Vorpommern

Brandenburg

Sachsen-Anhalt

Nielsen 7:
Thüringen

Sachsen

** Fewer than 100 cases - thus higher 

statistical uncertainty needs to be taken 

into account.

ÂDestination xy

Social demographics: Nielsen areas

Basis: All respondents

Number of respondents: 1.000

Source: inspektour GmbH, 2015

Four Brand Dimension-Levels

> Share (in percentage of the cases)

**
N I N II N IIIa N IIIb N IV N V** N VI** N VII**

prompted awareness as tourist 

destination
84% 93% 86% 82% 86% 78% 88% 83% 79% sig.

likeability (Top-Tw o-Box) 65% 83% 67% 68% 64% 50% 67% 65% 61% sig.

willingness to visit for longer 

vacation trips (Top-Tw o-Box) 
37% 52% 36% 44% 37% 30% 32% 35% 27% sig.

willingness to visit for short 

getaways (Top-Tw o-Box) 
45% 64% 47% 44% 39% 38% 43% 46% 29% sig.

willingness to visit in the past 44% 73% 53% 40% 38% 27% 48% 40% 33% sig.

Four Brand Dimension- 

levels 
total

origin differentiated according to Nielsen areas
significance

*

(Kruskal-

Wallis-Test)

* Level of significance min. 0,05 (Abbreviation: sig. = significant / n.s. = not significant)
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In cooperation with: 
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In cooperation with: 

Target group definitionïin coordination with Destination xy GmbH

(part 1 of 2)

Â Age of respondents: Xx to Xx years and

Â No kids under 14 years living in household and

Â Household size: X-Y persons household and

Â School education of respondents: min. Xx

ĂTarget group1ñ

Â Household with at least 1 kid under 14 yearsĂTarget group2ñ

Â Age of respondents: Xx to Xx years and

Â No kids under 14 years living in household and

Â Household size: X-Y persons household and

Â School education of respondents: min. Xx

Â Net household income depending on houshold size:

Â 1-Person-hh: X.000 -X.000 ú

Â 2-Persons-hh: ab X.000 ú

ĂTarget group3ñ

Note: As part of the brand study for the study Destination Brand 18, two to a maximum of six individual target group definitions of relevant clients can be considered on the basis of socio-

demographic criteria and / or general (i.e. tourist destination-independent) interest in vacation topics. Subject to change without notice.
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In cooperation with: 

Target group definitionïin coordination with Destination xy GmbH

(part 2 of 2)

Â Origin of respondents: Nielsen-area X and

Â General interest regarding holiday topicĂXYñ
(Top-Two-Box on a scale from "1= not interested at all" to "5= very interested")

ĂTarget group4ñ

Â Age of respondents: Xx to Xx years and

Â General interest regarding holiday topic ĂXYñ
(Top-Two-Box on a scale from "1= not interested at all" to "5= very interested")

ĂTarget group5ñ

Â Age of respondents: Xx to Xx years and

Â Household with at least 1 kid under 14 years living in the household and

Â General interest regarding holiday topicĂXY (Top-Two-Box on a scale from 

"1= not interested at all" to "5= very interested")

ĂTarget group6ñ
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In cooperation with: 

Overview test of significance*: Target groups Destination xy

Four Brand Dimension
Destination xy

N = 1.000

Âprompted awareness as a tourist destination significant

Âdegree of likeability not significant

Âwillingness to visit the destination for longer 

vacation trips
not significant

Âwillingness to visit the destination for future 

short getaways
not significant

Âvisits in the past significant

Ʒ Following: Presentation of significant results* Applied test method: Kruskal-Wallis test; Significance level min. 0.05

overview test of significance

Source: inspektour GmbH, 2015
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In cooperation with: 

84%

73%

66%

81%
87%

93%

78%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

total target group 1 target group 2 target group 3 target group 4 target group 5 target group 6

5.3 Target group analysis

ÂDestination xy

Social demographics: target group destination xy

Basis: All respondents

Number of respondents: 1.000

Source: inspektour GmbH, 2015

Prompted awareness as tourist destination

> Below you will find a list of destinations in Germany. Which of these destinations do you know, even if it is 

only by name?                                                                                                                

> Share (in percentage of the cases)

awareness
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In cooperation with: 

44%

55%

23%

41%

56%
62%

39%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

total target group 1 target group 2 target group 3 target group 4 target group 5 target group 6

5.3 Target group analysis

visit

ÂDestination xy

Social demographics: Target group destination

xy

Basis: All respondents

Number of respondents: 1.000

Visits in the past

> Have you ever been there on vacation (with at least 1 overnight stay)?

> Share (in percentage of the cases)

Source: inspektour GmbH, 2015
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In cooperation with: 

Structure

1  MANAGEMENT SUMMARY 4

2 OVERVIEW OF THE RESULTS IN GRAFIC FORM ïDESTINATION BRAND 15 OVER TIME 9

3  OVERVIEW STUDY SERIES DESTINATION BRAND 19

4 STUDY DESIGN DESTINATION BRAND 15 24

5  FOUR-DIMENSIONAL BRAND ANALYSIS IN DETAIL ïDESTINATION BRAND 15 35

6  COMPETITOR ANALYSIS IN DETAIL ïDESTINATION BRAND 15 62

6.1  Top 10 tourist destinations unprompted awareness (Top of Mind) 63

6.2  Competitor analysis per level of the four-dimensional brand analysis 65

6.2.1 Category 1: Regions in general 66

6.2.2 Category 2: All considered tourist destinations except special tourist destinations 75

7 CONTACT AND PROJECT PARTNERS 91

APPENDIX / GLOSSARY / LEGAL NOTE 97



63Destination Brand 15 | The brand value of German tourist destinations

In cooperation with: 

6.1 Top 10 for unprompted awareness (Top of Mind) ïLonger vacation trips

Which domestic German tourist destinations come spontaneously to your mind when thinking about 

a longer vacation trip (with at least four nights)? 

Tourist destinations can be e.g. cities, regions, countries.                                                          

Please name a maximum of five tourist destinations.

ÂLonger vacation trips

Number of respondents:

Number of responses:

Basis: All respondents with valid resoponses

26.979

7.382

* multiple responses possible

Unprompted awareness as tourist destination for longer vacation

tripsïTop 10 Destinations

% of

respondents*

% of

responses

number of

responses

1 Destination xy Xx% Xx% Xx

2 Destination xy Xx% Xx% Xx

3 Destination xy Xx% Xx% Xx

4 Destination xy Xx% Xx% Xx

5 Destination xy Xx% Xx% Xx

6 Destination xy Xx% Xx% Xx

7 Destination xy Xx% Xx% Xx

8 Destination xy Xx% Xx% Xx

9 Destination xy Xx% Xx% Xx

10 Destination xy Xx% Xx% Xx

Ʒ 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 GmbH, 2015

awareness
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In cooperation with: 

6.1 Top 10 for unprompted awareness (Top of Mind) ïShort getaways

Which domestic German tourist destinations come spontaneously to your mind when thinking about 

a short getaway (1 ï3 nights)? 

Tourist destinations can be e.g. cities, regions, countries.                                                          

Please name a maximum of five tourist destinations.

ÂShort getaways

Number of respondents:

Number of responses:

Basis: All respondents with valid responses

29.778

8.352

* multiple responses possible. 

Prompted awareness as tourist destination for short getawaysï

Top 10 Destinations

% of

respondents*

% of

responses

number of

responses

1 Destination xy Xx% Xx% Xx

2 Destination xy Xx% Xx% Xx

3 Destination xy Xx% Xx% Xx

4 Destination xy Xx% Xx% Xx

5 Destination xy Xx% Xx% Xx

6 Destination xy Xx% Xx% Xx

7 Destination xy Xx% Xx% Xx

8 Destination xy Xx% Xx% Xx

9 Destination xy Xx% Xx% Xx

10 Destination xy Xx% Xx% Xx

Source: inspektour GmbH, 2015

awareness

Ʒ Note: Similar terms with identical destination reference (e.g. North Sea - North Sea Coast - North Sea Region) were assigned to each other and clustered.
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In cooperation with: 

Structure
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7 CONTACT AND PROJECT PARTNERS 91

APPENDIX / GLOSSARY / LEGAL NOTE 97

Note: Within the framework of the brand study of the Destination Brand study series, the competitor analysis is prepared for

at least one other category in addition to the category "all destinations studied" (one of the following four categories:

"Regions general", "Small towns", "Medium cities" and "Big cities ") - in each case on the basis of" all respondents "as well as

on the basis of the" respective theme-interested parties ". Furthermore, should the destination in question fall into one of the

categories "coastal destinations" or "low mountain ranges", the brand study of the Destination Brand study series also carries

out the respective processing. The Brand Study Reports for Study Destination Brand 18, are subject to change without

notice.
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In cooperation with: 

6.2.1 Competitor analysis cat. 1: Regions in general

awareness

Source: inspektour GmbH, 2015

Prompted awareness as tourist destination
Share (in percentage of the cases)

Basis: All respondents

Ranking of category 1: Regions in general (Ø = 57%)

1 Destination xy 29 Destination xy 57 Destination xy 85 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy 86 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy 87 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy 88 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy 89 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy 90 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy 91 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy 92 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy 93 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy 94 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy 95 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy 96 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy 97 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy 98 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy 99 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy 100 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy 101 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy 102 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy 103 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy 104 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy 105 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy 106 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy 107 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy 108 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy 109 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Degree of likeability
Top-Two-Box Ă4 = very likeableñ + Ă3 = more likeableñ 

(in percentage of the cases) | Basis: All respondents

Ranking of category 1: Regions in general (Ø = 41%)

1 Destination xy 29 Destination xy 57 Destination xy 85 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy 86 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy 87 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy 88 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy 89 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy 90 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy 91 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy 92 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy 93 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy 94 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy 95 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy 96 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy 97 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy 98 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy 99 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy 100 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy 101 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy 102 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy 103 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy 104 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy 105 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy 106 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy 107 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy 108 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy 109 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.1 Competitor analysis cat. 1: Regions in general

Source: inspektour GmbH, 2015

likeability

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Transfer rate 1S
Berechnung: TR 1S = likeability (Top-Two-Box) / prompted awareness

Basis: All respondents

Ranking of category 1: Regions in general (Ø = 72%)

1 Destination xy 29 Destination xy 57 Destination xy 85 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy 86 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy 87 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy 88 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy 89 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy 90 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy 91 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy 92 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy 93 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy 94 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy 95 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy 96 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy 97 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy 98 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy 99 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy 100 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy 101 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy 102 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy 103 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy 104 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy 105 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy 106 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy 107 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy 108 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy 109 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.1 Competitor analysis cat. 1: Regions in general

Source: inspektour GmbH, 2015

transfer rate 1S

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Willingness to visit for longer vacation trips
Top-Two-Box Ă4 = definetlyconsideredñ + Ă3 = likely to beconsideredñ 

(in percentage of the cases) | Basis: All respondents

Ranking of category 1: Regions in general (Ø = 20%)

1 Destination xy 29 Destination xy 57 Destination xy 85 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy 86 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy 87 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy 88 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy 89 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy 90 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy 91 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy 92 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy 93 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy 94 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy 95 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy 96 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy 97 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy 98 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy 99 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy 100 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy 101 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy 102 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy 103 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy 104 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy 105 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy 106 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy 107 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy 108 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy 109 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.1 Competitor analysis cat. 1: Regions in general

Source: inspektour GmbH, 2015

willingness to visit

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Transfer rate 2L
Berechnung: TR 2L = willingness to visit for longer vacation trips (Top-Two-Box) / likeability(Top-Two-Box)

Basis: All respondents

Ranking of category 1: Regions in general (Ø = 48%)

1 Destination xy 29 Destination xy 57 Destination xy 85 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy 86 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy 87 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy 88 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy 89 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy 90 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy 91 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy 92 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy 93 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy 94 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy 95 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy 96 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy 97 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy 98 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy 99 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy 100 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy 101 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy 102 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy 103 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy 104 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy 105 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy 106 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy 107 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy 108 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy 109 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.1 Competitor analysis cat. 1: Regions in general

Source: inspektour GmbH, 2015

transfer rate 2L

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Willingness to visit for short getaways
Top-Two-Box Ă4 = definetlyconsideredñ + Ă3 = likely to beconsideredñ 

(in percentage of the cases) | Basis: All respondents

Ranking of category 1: Regions in general (Ø = 27%)

1 Destination xy 29 Destination xy 57 Destination xy 85 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy 86 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy 87 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy 88 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy 89 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy 90 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy 91 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy 92 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy 93 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy 94 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy 95 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy 96 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy 97 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy 98 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy 99 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy 100 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy 101 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy 102 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy 103 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy 104 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy 105 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy 106 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy 107 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy 108 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy 109 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.1 Competitor analysis cat. 1: Regions in general

Source: inspektour GmbH, 2015

willingness to visit

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Transfer rate 2K
Berechnung: TR 2K = willingness to visit for short getaways (Top-Two-Box) / likeability (Top-Two-Box)

Basis: All respondents

Ranking of category 1: Regions in general (Ø = 65%)

1 Destination xy 29 Destination xy 57 Destination xy 85 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy 86 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy 87 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy 88 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy 89 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy 90 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy 91 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy 92 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy 93 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy 94 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy 95 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy 96 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy 97 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy 98 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy 99 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy 100 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy 101 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy 102 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy 103 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy 104 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy 105 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy 106 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy 107 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy 108 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy 109 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.1 Competitor analysis cat. 1: Regions in general

Source: inspektour GmbH, 2015

transfer rate 2K

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Visits in the past
share (in percentage of the cases) 

Basis: All respondents

Ranking of category 1: Regions in general (Ø = 22%)

1 Destination xy 29 Destination xy 57 Destination xy 85 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy 86 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy 87 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy 88 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy 89 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy 90 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy 91 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy 92 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy 93 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy 94 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy 95 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy 96 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy 97 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy 98 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy 99 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy 100 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy 101 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy 102 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy 103 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy 104 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy 105 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy 106 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy 107 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy 108 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy 109 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.1 Competitor analysis cat. 1: Regions in general

Source: inspektour GmbH, 2015

visit

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Structure
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6.1  Top 10 tourist destinations unprompted awareness (Top of Mind) 63

6.2  Competitor analysis per level of the four-dimensional brand analysis 65

6.2.1 Category 1: Regions in general 66

6.2.2 Category 2: All considered tourist destinations except special tourist destinations 75
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In cooperation with: 

Prompted awareness as a tourist destination
Share (in percentage of the cases)

Basis: All respondents

1 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 60%)

1 Destination xy 29 Destination xy 57 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

awareness

Source: inspektour GmbH, 2015 Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Prompted awareness as a tourist destination
Share (in percentage of the cases)

Basis: All respondents

2 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 60%)

85 Destination xy 113 Destination xy 141 Destination xy

86 Destination xy 114 Destination xy 142 Destination xy

87 Destination xy 115 Destination xy 143 Destination xy

88 Destination xy 116 Destination xy 144 Destination xy

89 Destination xy 117 Destination xy 145 Destination xy

90 Destination xy 118 Destination xy 146 Destination xy

91 Destination xy 119 Destination xy 147 Destination xy

92 Destination xy 120 Destination xy 148 Destination xy

93 Destination xy 121 Destination xy 149 Destination xy

94 Destination xy 122 Destination xy 150 Destination xy

95 Destination xy 123 Destination xy 151 Destination xy

96 Destination xy 124 Destination xy 152 Destination xy

97 Destination xy 125 Destination xy 153 Destination xy

98 Destination xy 126 Destination xy 154 Destination xy

99 Destination xy 127 Destination xy 155 Destination xy

100 Destination xy 128 Destination xy 156 Destination xy

101 Destination xy 129 Destination xy 157 Destination xy

102 Destination xy 130 Destination xy 158 Destination xy

103 Destination xy 131 Destination xy 159 Destination xy

104 Destination xy 132 Destination xy 160 Destination xy

105 Destination xy 133 Destination xy 161 Destination xy

106 Destination xy 134 Destination xy 162 Destination xy

107 Destination xy 135 Destination xy 163 Destination xy

108 Destination xy 136 Destination xy 164 Destination xy

109 Destination xy 137 Destination xy

110 Destination xy 138 Destination xy

111 Destination xy 139 Destination xy

112 Destination xy 140 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

awareness

Source: inspektour GmbH, 2015 Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Degree of likeabilty
Top-Two-Box Ă4 = very likeableñ + Ă3 = more likeableñ 

(in percentage of the cases) | Basis: All respondents

1 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 41%)

1 Destination xy 29 Destination xy 57 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

likeability

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Degree of likeabilty
Top-Two-Box Ă4 = very likeableñ + Ă3 = more likeableñ 

(in percentage of the cases) | Basis: All respondents

2 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 41%)

85 Destination xy 113 Destination xy 141 Destination xy

86 Destination xy 114 Destination xy 142 Destination xy

87 Destination xy 115 Destination xy 143 Destination xy

88 Destination xy 116 Destination xy 144 Destination xy

89 Destination xy 117 Destination xy 145 Destination xy

90 Destination xy 118 Destination xy 146 Destination xy

91 Destination xy 119 Destination xy 147 Destination xy

92 Destination xy 120 Destination xy 148 Destination xy

93 Destination xy 121 Destination xy 149 Destination xy

94 Destination xy 122 Destination xy 150 Destination xy

95 Destination xy 123 Destination xy 151 Destination xy

96 Destination xy 124 Destination xy 152 Destination xy

97 Destination xy 125 Destination xy 153 Destination xy

98 Destination xy 126 Destination xy 154 Destination xy

99 Destination xy 127 Destination xy 155 Destination xy

100 Destination xy 128 Destination xy 156 Destination xy

101 Destination xy 129 Destination xy 157 Destination xy

102 Destination xy 130 Destination xy 158 Destination xy

103 Destination xy 131 Destination xy 159 Destination xy

104 Destination xy 132 Destination xy 160 Destination xy

105 Destination xy 133 Destination xy 161 Destination xy

106 Destination xy 134 Destination xy 162 Destination xy

107 Destination xy 135 Destination xy 163 Destination xy

108 Destination xy 136 Destination xy 164 Destination xy

109 Destination xy 137 Destination xy

110 Destination xy 138 Destination xy

111 Destination xy 139 Destination xy

112 Destination xy 140 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

likeability

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Transfer rate 1S
Berechnung: TR 1S = likeability (Top-Two-Box) / prompted awareness

Basis: All respondents

1 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 69%)

1 Destination xy 29 Destination xy 57 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

transfer rate 1S

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Transfer rate 1S
Berechnung: TR 1S = likeability (Top-Two-Box) / prompted awareness

Basis: All respondents

2 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 69%)

85 Destination xy 113 Destination xy 141 Destination xy

86 Destination xy 114 Destination xy 142 Destination xy

87 Destination xy 115 Destination xy 143 Destination xy

88 Destination xy 116 Destination xy 144 Destination xy

89 Destination xy 117 Destination xy 145 Destination xy

90 Destination xy 118 Destination xy 146 Destination xy

91 Destination xy 119 Destination xy 147 Destination xy

92 Destination xy 120 Destination xy 148 Destination xy

93 Destination xy 121 Destination xy 149 Destination xy

94 Destination xy 122 Destination xy 150 Destination xy

95 Destination xy 123 Destination xy 151 Destination xy

96 Destination xy 124 Destination xy 152 Destination xy

97 Destination xy 125 Destination xy 153 Destination xy

98 Destination xy 126 Destination xy 154 Destination xy

99 Destination xy 127 Destination xy 155 Destination xy

100 Destination xy 128 Destination xy 156 Destination xy

101 Destination xy 129 Destination xy 157 Destination xy

102 Destination xy 130 Destination xy 158 Destination xy

103 Destination xy 131 Destination xy 159 Destination xy

104 Destination xy 132 Destination xy 160 Destination xy

105 Destination xy 133 Destination xy 161 Destination xy

106 Destination xy 134 Destination xy 162 Destination xy

107 Destination xy 135 Destination xy 163 Destination xy

108 Destination xy 136 Destination xy 164 Destination xy

109 Destination xy 137 Destination xy

110 Destination xy 138 Destination xy

111 Destination xy 139 Destination xy

112 Destination xy 140 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

transfer rate 1S

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Willingness to visit for longer vacation trips
Top-Two-Box Ă4 = definetlyconsideredñ + Ă3 = likely to beconsideredñ 

(in percentage of the cases) | Basis: All respondents

1 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 19%)

1 Destination xy 29 Destination xy 57 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

willingness to visit

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Willingness to visit for longer vacation trips
Top-Two-Box Ă4 = definetlyconsideredñ + Ă3 = likely to beconsideredñ 

(in percentage of the cases) | Basis: All respondents

2 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 19%)

85 Destination xy 113 Destination xy 141 Destination xy

86 Destination xy 114 Destination xy 142 Destination xy

87 Destination xy 115 Destination xy 143 Destination xy

88 Destination xy 116 Destination xy 144 Destination xy

89 Destination xy 117 Destination xy 145 Destination xy

90 Destination xy 118 Destination xy 146 Destination xy

91 Destination xy 119 Destination xy 147 Destination xy

92 Destination xy 120 Destination xy 148 Destination xy

93 Destination xy 121 Destination xy 149 Destination xy

94 Destination xy 122 Destination xy 150 Destination xy

95 Destination xy 123 Destination xy 151 Destination xy

96 Destination xy 124 Destination xy 152 Destination xy

97 Destination xy 125 Destination xy 153 Destination xy

98 Destination xy 126 Destination xy 154 Destination xy

99 Destination xy 127 Destination xy 155 Destination xy

100 Destination xy 128 Destination xy 156 Destination xy

101 Destination xy 129 Destination xy 157 Destination xy

102 Destination xy 130 Destination xy 158 Destination xy

103 Destination xy 131 Destination xy 159 Destination xy

104 Destination xy 132 Destination xy 160 Destination xy

105 Destination xy 133 Destination xy 161 Destination xy

106 Destination xy 134 Destination xy 162 Destination xy

107 Destination xy 135 Destination xy 163 Destination xy

108 Destination xy 136 Destination xy 164 Destination xy

109 Destination xy 137 Destination xy

110 Destination xy 138 Destination xy

111 Destination xy 139 Destination xy

112 Destination xy 140 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

willingness to visit

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Transfer rate 2L
calculation: TR 2L = willingness to visit for longer vacation trips(Top-Two-Box) / likeability (Top-Two-Box)

Basis: All respondents

1 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 45%)

1 Destination xy 29 Destination xy 57 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

transfer rate 2L

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Transfer rate 2L
calculation: TR 2L = willingness to visit for longer vacation trips (Top-Two-Box) / likeability (Top-Two-Box)

Basis: All respondents

2 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 45%)

85 Destination xy 113 Destination xy 141 Destination xy

86 Destination xy 114 Destination xy 142 Destination xy

87 Destination xy 115 Destination xy 143 Destination xy

88 Destination xy 116 Destination xy 144 Destination xy

89 Destination xy 117 Destination xy 145 Destination xy

90 Destination xy 118 Destination xy 146 Destination xy

91 Destination xy 119 Destination xy 147 Destination xy

92 Destination xy 120 Destination xy 148 Destination xy

93 Destination xy 121 Destination xy 149 Destination xy

94 Destination xy 122 Destination xy 150 Destination xy

95 Destination xy 123 Destination xy 151 Destination xy

96 Destination xy 124 Destination xy 152 Destination xy

97 Destination xy 125 Destination xy 153 Destination xy

98 Destination xy 126 Destination xy 154 Destination xy

99 Destination xy 127 Destination xy 155 Destination xy

100 Destination xy 128 Destination xy 156 Destination xy

101 Destination xy 129 Destination xy 157 Destination xy

102 Destination xy 130 Destination xy 158 Destination xy

103 Destination xy 131 Destination xy 159 Destination xy

104 Destination xy 132 Destination xy 160 Destination xy

105 Destination xy 133 Destination xy 161 Destination xy

106 Destination xy 134 Destination xy 162 Destination xy

107 Destination xy 135 Destination xy 163 Destination xy

108 Destination xy 136 Destination xy 164 Destination xy

109 Destination xy 137 Destination xy

110 Destination xy 138 Destination xy

111 Destination xy 139 Destination xy

112 Destination xy 140 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

transfer rate 2L

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Willingness to visit for short getaways
Top-Two-Box Ă4 = definetlyconsideredñ + Ă3 = likely to beconsideredñ 

(in percentage of the cases) | Basis: All respondents

1 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 26%)

1 Destination xy 29 Destination xy 57 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

willingness to visit

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Willingness to visit for short getaways
Top-Two-Box Ă4 = definetlyconsideredñ + Ă3 = likely to beconsideredñ 

(in percentage of the cases) | Basis: All respondents

2 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 26%)

85 Destination xy 113 Destination xy 141 Destination xy

86 Destination xy 114 Destination xy 142 Destination xy

87 Destination xy 115 Destination xy 143 Destination xy

88 Destination xy 116 Destination xy 144 Destination xy

89 Destination xy 117 Destination xy 145 Destination xy

90 Destination xy 118 Destination xy 146 Destination xy

91 Destination xy 119 Destination xy 147 Destination xy

92 Destination xy 120 Destination xy 148 Destination xy

93 Destination xy 121 Destination xy 149 Destination xy

94 Destination xy 122 Destination xy 150 Destination xy

95 Destination xy 123 Destination xy 151 Destination xy

96 Destination xy 124 Destination xy 152 Destination xy

97 Destination xy 125 Destination xy 153 Destination xy

98 Destination xy 126 Destination xy 154 Destination xy

99 Destination xy 127 Destination xy 155 Destination xy

100 Destination xy 128 Destination xy 156 Destination xy

101 Destination xy 129 Destination xy 157 Destination xy

102 Destination xy 130 Destination xy 158 Destination xy

103 Destination xy 131 Destination xy 159 Destination xy

104 Destination xy 132 Destination xy 160 Destination xy

105 Destination xy 133 Destination xy 161 Destination xy

106 Destination xy 134 Destination xy 162 Destination xy

107 Destination xy 135 Destination xy 163 Destination xy

108 Destination xy 136 Destination xy 164 Destination xy

109 Destination xy 137 Destination xy

110 Destination xy 138 Destination xy

111 Destination xy 139 Destination xy

112 Destination xy 140 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

willingness to visit

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Transfer rate 2K
calculation: TR 2K = willingness to visit for short getaways (Top-Two-Box) / likeability (Top-Two-Box)

Basis: All respondents

1 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 62%)

1 Destination xy 29 Destination xy 57 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

transfer rate 2K

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Transfer rate 2K
calculation: TR 2K = willingness to visit for short getaways (Top-Two-Box) / likeability (Top-Two-Box)

Basis: All respondents

2 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 62%)

85 Destination xy 113 Destination xy 141 Destination xy

86 Destination xy 114 Destination xy 142 Destination xy

87 Destination xy 115 Destination xy 143 Destination xy

88 Destination xy 116 Destination xy 144 Destination xy

89 Destination xy 117 Destination xy 145 Destination xy

90 Destination xy 118 Destination xy 146 Destination xy

91 Destination xy 119 Destination xy 147 Destination xy

92 Destination xy 120 Destination xy 148 Destination xy

93 Destination xy 121 Destination xy 149 Destination xy

94 Destination xy 122 Destination xy 150 Destination xy

95 Destination xy 123 Destination xy 151 Destination xy

96 Destination xy 124 Destination xy 152 Destination xy

97 Destination xy 125 Destination xy 153 Destination xy

98 Destination xy 126 Destination xy 154 Destination xy

99 Destination xy 127 Destination xy 155 Destination xy

100 Destination xy 128 Destination xy 156 Destination xy

101 Destination xy 129 Destination xy 157 Destination xy

102 Destination xy 130 Destination xy 158 Destination xy

103 Destination xy 131 Destination xy 159 Destination xy

104 Destination xy 132 Destination xy 160 Destination xy

105 Destination xy 133 Destination xy 161 Destination xy

106 Destination xy 134 Destination xy 162 Destination xy

107 Destination xy 135 Destination xy 163 Destination xy

108 Destination xy 136 Destination xy 164 Destination xy

109 Destination xy 137 Destination xy

110 Destination xy 138 Destination xy

111 Destination xy 139 Destination xy

112 Destination xy 140 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

transfer rate 2K

Ʒ Note: Last survey period taken into consideration in November / December 2015



89Destination Brand 15 | The brand value of German tourist destinations

In cooperation with: 

Visits in the past
Share (in percentage of the cases) 

Basis: All respondents

1 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 21%)

1 Destination xy 29 Destination xy 57 Destination xy

2 Destination xy 30 Destination xy 58 Destination xy

3 Destination xy 31 Destination xy 59 Destination xy

4 Destination xy 32 Destination xy 60 Destination xy

5 Destination xy 33 Destination xy 61 Destination xy

6 Destination xy 34 Destination xy 62 Destination xy

7 Destination xy 35 Destination xy 63 Destination xy

8 Destination xy 36 Destination xy 64 Destination xy

9 Destination xy 37 Destination xy 65 Destination xy

10 Destination xy 38 Destination xy 66 Destination xy

11 Destination xy 39 Destination xy 67 Destination xy

12 Destination xy 40 Destination xy 68 Destination xy

13 Destination xy 41 Destination xy 69 Destination xy

14 Destination xy 42 Destination xy 70 Destination xy

15 Destination xy 43 Destination xy 71 Destination xy

16 Destination xy 44 Destination xy 72 Destination xy

17 Destination xy 45 Destination xy 73 Destination xy

18 Destination xy 46 Destination xy 74 Destination xy

19 Destination xy 47 Destination xy 75 Destination xy

20 Destination xy 48 Destination xy 76 Destination xy

21 Destination xy 49 Destination xy 77 Destination xy

22 Destination xy 50 Destination xy 78 Destination xy

23 Destination xy 51 Destination xy 79 Destination xy

24 Destination xy 52 Destination xy 80 Destination xy

25 Destination xy 53 Destination xy 81 Destination xy

26 Destination xy 54 Destination xy 82 Destination xy

27 Destination xy 55 Destination xy 83 Destination xy

28 Destination xy 56 Destination xy 84 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

visit

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 

Visits in the past
Share (in percentage of the cases) 

Basis: All respondents

2 von 2 | Ranking of category 2: All considered destinations excl. special destinations (Ø = 21%)

85 Destination xy 113 Destination xy 141 Destination xy

86 Destination xy 114 Destination xy 142 Destination xy

87 Destination xy 115 Destination xy 143 Destination xy

88 Destination xy 116 Destination xy 144 Destination xy

89 Destination xy 117 Destination xy 145 Destination xy

90 Destination xy 118 Destination xy 146 Destination xy

91 Destination xy 119 Destination xy 147 Destination xy

92 Destination xy 120 Destination xy 148 Destination xy

93 Destination xy 121 Destination xy 149 Destination xy

94 Destination xy 122 Destination xy 150 Destination xy

95 Destination xy 123 Destination xy 151 Destination xy

96 Destination xy 124 Destination xy 152 Destination xy

97 Destination xy 125 Destination xy 153 Destination xy

98 Destination xy 126 Destination xy 154 Destination xy

99 Destination xy 127 Destination xy 155 Destination xy

100 Destination xy 128 Destination xy 156 Destination xy

101 Destination xy 129 Destination xy 157 Destination xy

102 Destination xy 130 Destination xy 158 Destination xy

103 Destination xy 131 Destination xy 159 Destination xy

104 Destination xy 132 Destination xy 160 Destination xy

105 Destination xy 133 Destination xy 161 Destination xy

106 Destination xy 134 Destination xy 162 Destination xy

107 Destination xy 135 Destination xy 163 Destination xy

108 Destination xy 136 Destination xy 164 Destination xy

109 Destination xy 137 Destination xy

110 Destination xy 138 Destination xy

111 Destination xy 139 Destination xy

112 Destination xy 140 Destination xy

6.2.2 Competitor analysis cat. 2: All considered destinations excl. special destinations

Source: inspektour GmbH, 2015

visit

Ʒ Note: Last survey period taken into consideration in November / December 2015
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In cooperation with: 
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In cooperation with: 

7.1 inspektour  ïTourism and regional development

The study series Destination Brand, which has been carried out since 2009, is put together by inspektour. The

goal is practice-oriented holistic expansion and the further development of the study series.

As a private-sector consultancy for practice-oriented development and concepts in leisure tourism as well as in

regional development, we have set ourselves the goal of providing local authorities, institutions or companies with

advice and taking on challenges together with them, as well as breaking new ground in the creation of innovative

and future-oriented solutions.

Since 2001, we have been researching, analyzing and designing content and providing support in the

implementation of partial or overall concepts, particularly in the fields of destination and leisure management,

leisure tourism market research, nature and environmental management as well as city and regional marketing

and management. inspektour has successfully supervised and carried out hundreds of projects all over Germany.

Since 2009 we have been certified in accordance with Service-Quality Germany.

In addition to a great deal of empathy and commitment, inspektour's work is characterized by a high level of

practice and implementation orientation as well as the involvement of all relevant stakeholders in achieving a

generally accepted project result.

The 16 permanent employees of inspektour have a broad scientific background - Dipl. Economics (FH), Dipl.

Geography, Dipl. Engineering, Dipl. Culture Management, Dipl. Tourism Management, Dipl. Traffic Science,

Master's in Eco-tourism (M.Sc.), Master's in International Tourism Management (MA), Master's in Sport Tourism

and Recreation Management (M.Sc. ) - and make the provision of a well-founded examination of different themes

possible. A long-standing and intensive scientific and operational exchange has existed with the West Coast

University of Applied Sciences and the IMT in Heide (Holstein) through lectures and joint projects.

Ʒ www.inspektour.de

Ʒ www.destination-brand.de

Contact:

Ralf Trimborn

Dipl.-Kulturmanager, 

Dipl.-Kfm. (FH) 
ralf.trimborn@inspektour.de

Tel.: 040 / 4143887-42

Ellen Böhling

Dipl.-Kffr. (FH), M.A. International 

Tourism Management
ellen.boehling@inspektour.de

Tel.: 040 / 4143887-412

Nadine Reede

Dipl. Betriebswirtin Tourismus (FH) 
nadine.reede@inspektour.de

Tel.: 040 / 4143887-45

Simon Rahe

M.Sc. Sporttourismus und 

Erholungsmanagement
simon.rahe@inspektour.de

Tel.: 040 / 4143887-47

Alexander Koch

M.A. International Tourism

Management
alexander.koch@inspektour.de

Tel.: 040 / 4143887-46

Michèle Krugel

International Tourism 

Management (B.A.)
michele.krugel@inspektour.de

Tel.: 040 / 4143887-418

inspektour GmbH
Tourismus- und Regionalentwicklung

Osterstraße 124

20255 Hamburg
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In cooperation with: 

7.2 GfK ïGrowth from Knowledge

Trusted for qualityïfor more than 80 years

In a digitized world, we are is the trusted source of relevant market and consumer information that empowers its

clients to make smarter decisions.

As thought leaders in our industry, we have a deep understanding of consumer experiences and choices.

We are more than 13,000 passionate experts with more than 80 years of data science experience and German

heritage. We deliver globally with vital insights into local markets in 100 countries.

Through innovative systems and partnerships, we integrate on- and offline data to support Growth from

Knowledge.

GfK's sales panel (Travel Insights) is based on travel bookings at the point of sale. The booking data from the

reservation and mid-office systems of about 2,000 travel agencies are representatively extrapolated to the

permanent-location sales market. In the online sector, booking data from travel websites and tour operators are

also collected. The core business of travel agencies and online travel portals of tour operators and so-called

online travel agencies (OTAs) is based on operator travel packages that are booked as all-inclusive deals or in

modules.

In the GfK consumer panel (MobilityMonitor), around 19,000 households in Germany selected on a

representative basis (approx. 38,000 people) are asked about their travel, booking, and information-gathering

behaviors. In addition to vacations (main holidays, second, and third vacations), information is also collected

about business travel, day trips, and other private travel, for example, visits to friends and relatives.

Together with our colleagues from the Marketing Effectiveness team we help our clients to improve the

relationship to their target groups, thus their business success. We analyze which brand experiences impact

travelers in their booking journey and provide relevant analyses to support the brand management in their

operative and strategic decisions

Contact:

Roland Gaßner

Key Account Director

Travel & Logistics
roland.gassner@gfk.com

Tel.: 0911 / 39545-35

Peter Gabriel

Senior Manager

Brand and Customer Experience
peter.gabriel@gfk.com

Tel.: 0911 / 39525-33

GfK Consumer Experiences
Nordwestring 101

90419 Nürnberg

Ʒ www.gfk.com / https://twitter.com/GfK 
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In cooperation with: 

7.3 Institute for Management and Tourism (IMT)

Practical relevance as a guideline

The Institute for Management and Tourism (IMT) was founded in 2006 as an internal institute of the FH Westküste

University of Applied Sciences and is one of the leading research institutes in the field of tourism in Germany.

Research and knowledge transfer are central tasks at the FH Westküste. The IMT sees itself as a link between

research and its practical implementation.

Based on scientific knowledge and in view of industry needs, the IMT has successfully worked on more than 100

tourism projects ïmany of them in cooperation with industry partners. Together with these partners ïe.g.

Destination Management Organisations (DMO), hotel co-operations, carrier and other universities ïthe IMT

operates on a national and international level.

Furthermore, being part of a higher education institution, the institute works independent of mandated projects in

the field of economically oriented tourism research. Thus new expertise is being developed continuously. With the

experience of its interdisciplinary team the IMT takes up topical issues and methods creating innovations and

values both for science and industry.

Moreover, part of the central task of knowledge transfer is further training. As a result, the IMT was engaged in

several activities in this field during the last years as well. Under the leadership of Prof. Dr. Bernd Eisenstein the

IMT consists of an interdisciplinary team.
Contact:

Prof. Dr. Bernd Eisenstein

Director
eisenstein@fh-westkueste.de

Tel.: 0481 / 85555-45

Sylvia Müller

Head of Prinmary Market Research
s.mueller@fh-westkueste.de

Tel.: 0481 / 85555-47

Institute for Management and 

Tourism (IMT)
Fritz-Thiedemann-Ring 20

25746 Heide (Holstein)

Ʒ www.imt-fhw.de
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7.4 analytix GmbH

Institute for quantitative market research and statistical data analysis

analytix GmbH was founded in 2005 by Prof. Dr. Björn Christensen as a spin-off of the Kiel Institute for the World

Economy and is based at the Kiel Innovation and Technology Center.

As an independent service provider, analytix GmbH supports companies and public institutions at the areas of

quantitative market research and statistical data analysis. Based on many years of experience, the customers are

supported in their entire project ïfrom conception to the data basis and further on to statistical evaluations and

forecasts in detail. The solutions are as individual as necessary and as standardized as possible to achieve the

highest possible quality of the evaluations with a simultaneous cost-efficiency.

Its range of services includes the areas of quantitative market research, data mining / predictive analytics,

analytical CRM (Customer-Relationship-Management) and the creation of statistical reports.

Since 2009, analytix also offers individual and weather-based sales forecasts through its subsidiary meteolytix

GmbH, which was founded together with Dr. Meeno Schrader (Wetterwelt GmbH, NDR).

All employees of analytix possess a degree in economics. Knowledge of the industry regarding statistics / data

mining exists in the areas of trade (online and offline), industry, banking & financial services, insurance, media,

telecommunication, system catering, tourism, transport and public institutions.

Contact:

Nils Passau

CEO
passau@analytix.de

Tel.: 0431 / 56063-90

Christine Venediger

Project leader
venediger@analytix.de

Tel.: 0431 / 56063-91

analytix GmbH
Institut für quantitative Marktforschung & 

statistische Datenanalyse

Schauenburgerstraße 116

24118 Kiel

Ʒ www.analytix.de
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Tel.: +49 (0) 40. 414 3887 46

E-Mail: alexander.koch@inspektour.de

Tel.: +49 (0) 40. 414 3887 42

E-Mail: ralf.trimborn@inspektour.de

7.5 Contact persons for the study series Destination Brand 

Tel.: +49 (0) 40. 414 3887 412

E-Mail: ellen.boehling@inspektour.de

Contact person for destinations outside of DE

Ellen Böhling, M.A.

CEO inspektour international GmbH

Tel.: +49 (0) 40. 414 3887 47  

E-Mail: simon.rahe@inspektour.de

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

E-Mail: nadine.reede@inspektour.de

Contact person for German destinations

Nadine Reede

Dipl.-Betriebswirtin (FH)

Data analysis / data preparation

Simon Rahe

M.Sc. Sporttourismus/Erholungsmanagement

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

E-Mail: eisenstein@fh-westkueste.de

Scientific advisory board

Prof. Dr. Bernd Eisenstein

Director IMT st the FH Westküste

Tel.: +49 (0) 40. 414 3887 418  

E-Mail: michele.krugel@inspektour.de

Data preparation

Michèle Krugel

International Tourism Management (B.A.)

CEO

Ralf Trimborn

Dipl.-Kulturmanager, Dipl.-Kfm. (FH) 

Market research / Data analysis

Alexander Koch

M.A. International Tourism Management

Tel.: +49 (0) 481. 85 55 556

E-Mail: koechling@fh-westkueste.de

Coordination of international market research

Anne Köchling, MTM

IMT at the FH Westküste 

Project team
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Appendix ïError margin
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