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Introduction

VisitDenmark's market profiles present key data for the most

important markets in Danish tourism.

The objective is to provide tourism stakeholders and third parties
with some insight into the importance for Danish tourism in a

number of markets.

See all our market profiles here:

www.visitdenmark.dk/corporate/videncenter/markedsprofiler

Published by

VisitDenmark
October 2019

www.visitdenmark.dk/corporate/videncenter
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Key Data: Accommodation, Expenses and Turnover

376,000
overnight stays in 2018

32,300
additional overnight stays compared to 2017

9.4 pct.
increase in overnight stays compared to 2017

1.2 m DKK
in Tourism Turnover in 2017

3%
of Italians living in Milan and 3 pct. of those

living in Rome are well acquainted with
Denmark as a holiday destination

Expected growth of
4-6%
in number of overnight stays in 2019

Coastal and Nature Tourism

52,000
overnight stays*

2.5%
growth compared to 2017

(2l

City Tourism

324,000
overnight stays*

10.6%
growth compared to 2017

3.8 people
tour group

3.2 nights
length of stay

1,700 DKK
daily expenses

s.4 Source. ; Danmark Statistik, VisitDenmark's Tourist Survey, 2017 Image and Potential Analysis, 2019, The Economic Importance of Tourism in Denmark 2017, Consumer Barometer from Google. * Holiday and Business Tourism



The Italian Target Groups

The Italians travel as couples as well as with children under the age of 12

Young people: 25-35 year-olds

&

[~4]

Couples: 35-55 year-olds

5

[~4

®

Couples: 30-45 year-olds w. kids (0-12)

Family

Residence

City break

; O Milan
Friends
Couples
Couplefriends ! O

1 Rome
City break
Friends
Couples

Household income
© High
&

O Low

Couplefriends

City break Education

& High

Italian overnight stays by regions*

2% 0%

376,000
1%
1%
82%
6% 2% 2% 19

3%

Italian city tourists in Denmark

VisitDenmark !’

Functional necessities

.
FELAE

C.

Weekend getaway or long weekend to a city
Direct flight

Simple holiday planning

Been on other city breaks and want

to try something new

Emotional necessities

Quality time with loved ones
Recreation as well as experience
Social recognition for choosing this
destination

Personal recommendations

What makes Denmark unique

Destination with authentic experiences
Royal experiences, Danish food specialities,
authenticity and architecture

Nordic lifestyle and culture, safe bike city,
green areas and harbour baths

The Digital Journey

;

Dreaming: 4/5 are influenced by the
internet

Inspiration: 4/10 use visitdenmark.it

Planning: 1/2 use websites from the
respective destinations

Booking: 1/2 book 1 month ahead of
departure

On-site planning: 1/2 use the internet
Loyalty: 1/10 will return

Source; Danmark Statistik, VisitDenmark’s Tourist Survey, 2017 among French and Italian tourists, The Economic Importance of Tourism in Denmark 2017, Consumer Barometer from Google. * Holiday and Business Tourism. The icons are from

s.5 flaticon.com.
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Seating Capacity from the Italian Airports

Growth in seating capacity Seating capacity rises 8 pct.
Number of seats . . . . . .
Historically, the implemented seating capacity has been somewhat volatile.

From 2015 to 2018, there was an average of approximately 807,000 seats on
the routes from the Italian airports to Copenhagen Airport.

901.369 . . .
In 2019, the number of seats is set to increase with 8 pct. compared to the

number of implemented seats from 2018. The seating capacity will hereby
surpass the highest level of 2016.

833.127 812.918 835.501

747.244

2015 2016 2017 2018 2019

s.7 Source: CPH Trafik
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Seating Capacity in 2019 by Airports and Airlines

SAS provides 41 pct. of the seating capacity

The seats on the routes between Milan’'s three airports (Malpensa, Bergamo and Linate) make up 41 pct. of all seats between Italy and CPH. The
seating capacity from Rome’s two airports (Fiumicino and Ciampino) make up 29 pct. of all seats between Italy and CPH

SAS provides the most seats (41 pct.). Low cost airlines such as Ryanair, Norwegian, EasyJet and Vueling provide the remaining seating capacity and
hence the majority of the capacity between the Italian airports and CPH.

Seating Capacity by Airport Seating Capacity by Airline

Ot

EasyJet

Milan L

Malpensa
29%

Rome
Fiumicino
22% Ryanair

31%

Other airports: Florence Peretola, Pisa, Olbia Costa * Other airlines: Vueling and Alitalia.
Smeralda, Catania Fontanarossa, Palermo, Genova
Sestri and Milan Linate.

s.8 Source: CPH Trafik
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Number of Passengers from Italian Airports to CPH

More passengers from Italy Number of passengers from Italian airports to CPH

In 2018, more than 590,000 passengers arrived from ltalian airports to CPH.

That is 2.7 pct. more than in 2017. This makes it the fourth year in a row in
which the number of passengers from Italian airports to CPH has increased jan-feb 25.194
plus in 2018, it was 44 pct. higher than in 2014.
The average number per month of passengers from Italy to CPH has been
Number of passengers from Italian airports to CPH
566.756 575.583 590.888

497.112

409.723
- nov-dec

[l Gns. antal ankomne passagerer per maned fra 2014 til 2018

2014 2015 2016 2017 2018
(Average number of passengers arriving per month from 2014 to 2018)

s.9 Source: CPH Trafik



Profile of the Italian Passengers

305,000 Italiansin CPH in 2018

-+
15 Age

BO-59 year-oldd

15-29 year-olds

28% 60+ year-

olds

6%
22 Length of stay
1'7_ More than
overnight 7

stays overnight

79% stays

One-day 20%

visits

2%

s.10 Source: Copenhagen Airport's Passenger Survey (CPH Pax* Track). N=128

Purpose of journey

Business
32%

000

i

Travel alone

Quarterly or
more often

VisitDenmark !’

Tour group size

Two people
41%
Three or
more
14%

Travel frequency to CPH

Twice a year
8%
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Italian Overnight Stays in Northern Europe

Norway
243,000
(+25%)

Oslo
60,000
(+21%)

Number of Italian overnight stays in 2018

(growth from 2008-2018)

Denmark
376,000
(+103%)

Copenhagen / o .
Ireland 307,000 ¢ \\ Finland
3,268,000 (+151%) e . 164,000
(+15%) \ (+-2%)
&~ \
Dublin by % Helsinki
2,684,000 \ 60,000
(+129%) N N (-11%)
.-® ,. \\
- =™ - /// ,, \\
UK -7 - / 1,
9,990,000 \.-°~ e ! Sweden
(-11%) / : 282,000
" ' (+8%)

London
3,020,000
(-14%)

Stockholm
150,000
(+4%)

Netherlands
1,309,000
(+71%)

Amsterdam
864,000
(+89%)

Germany
3,952,000
(+29%)

Berlin
888,000
(+44%)

Source: Oxford Economics and Danmarks Statistik. The number of overnight stays have been subject to rounding. Overnight stays cover leisure as well as business purposes.

s.12 Copenhagen covers the City of Copenhagen and the Metropolitan area.

Growth in Italian overnight stays

In 2018, Denmark had the highest number of Italian overnight
stays among the Nordic countries.With a growth of 103 pct. in
the number of overnights stays from 2008 to 2018, the Danish
growth rates are well above the ones of the other Nordic

countries.

Copenhagen accounted for 53% of all Italian overnight stays in
the Nordic cities, in 2018, with a total of 307,000 overnight

stays.

If you look at the entire European competitive field, then
Germany, Holland, UK and Ireland have significantly more
Italian overnight stays, but none of these countries has seen

growth rates quite like the Danish ones

The capitals of the four aforementioned countries attracted a
significantly higher number of Italian overnight stays,
compared to Copenhagen.



VisitDenmark !’

Overnight Stays in the Capitals of Northern Europe

Italian overnight stays in the capitals of Northern Europe in 2018 Copenhagen accounts for 82 pct. of all Italian overnight stays in Denmark

Percentage of the total number of overnight stays in the respective countries Within the Northern European competitive set, the percentage of Italian

overnight stays cities attract varies considerably.

Dublin Dublin and Copenhagen lie at the very top, attracting approximately eight
out of 10 (82 pct.) of all Italian overnight stays, respectivelyin Ireland and
Denmark.
At the bottom of the list, on the other hand, we find Oslo and Berlin with
respectively 25 pct. and 22 pct. of the Italian overnight stays in Norway and

s.13 Source: Oxford Economics and Danmarks Statistik. Copenhagen covers the City of Copenhagen and the Metropolitan area



Growth in Italian Overnight Stays

High growth in the number of Italian overnight stays in Denmark
In 2018, the Italian spent 376,000 nights in Denmark.

Compared to 2017, the number of Italian overnight stays increased by
9.4 pct. in 2018.

1,000

s.14 Source: Danmarks Statistik

400

350

300

250

200

150

100

-3,1%

VisitDenmark !’

Italian overnight stays in Denmark
Numbers and growth compared to the year before

_————

/ \

/ Avg. growth per
\ year ! 9,4%
Y 7.3% !

4

‘. (2008-2018) 212% 0.6%
7

125% g%
1%
81% _ogu 33%
| I I I

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
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Italian Overnight Stays by Accommodation Types

Italian Overnight Stays in Denmark, 2018

= Hoteller = Feriecentre Camping Vandrerhjem* Lystbaddehavne

(Hotels, Holiday Centers, Camping, Hostels, Marinas)

=100

Index: 2008

250

200

150

100

50

s.15 Source: Danmarks Statistik.* Due to new population from 2014, breaches may occur. Not comparable with numbers prior to 2014. Index: 2014=100.

Growth in Italian Overnight Staysin Denmark

Hostels* 214

~ Hotels, 190

Camping; 94
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Italian Overnight Stays Throughout the Year

More Italian overnight stays in-season as well as off-season

From 2008 to 2018, the number of Italian overnight stays in Denmark has
increased by 103 pct. The increase is found all year round, during the high
season, the shoulder season and the winter season.

2008 2018 2008 2018

Number (1,000) Index (2008=100)

High 81 n2 100 139
Shoulder 70 172 100 244
Winter 34 92 100 270
Total 185 376 100 203

The pattern in overnight stays among the Italians on city breaks in
Denmark, is — not surprisingly — different from the one regarding coastal
and nature tourists. This means that the curve for city tourists’ overnight
stays is slightly more flattened (spread out more evenly throughout the
year) than the one for coastal and nature tourists.

s.16 Source: Danmarks Statistik. The numbers include holiday as well as business accommodation.

Coastal Denmark

80
70
60
50
40
30
20
10

25

20

15

10

Italian overnight stays in Denmark in months
(1,000)

—008
—018

Jan Feb Mar Apr

2018: Italian coastal and city overnight stays

(1,000)
= == Coast
X C|ty ..' .o.
SN
SN
0®e, ....o../ \ ..o.
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.o...... °® _ P \
_---" ‘.
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Jan Feb Mar Apr May une

Note: High season: July-August, shoulder season: March-June and September-October,
low season: Januar-February and November-December.

May June July Aug Sep Oct Nov Dec

July Aug Sep Oct Nov Dec
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Italian Overnight Stays on Sharing Economy Platforms

Italian overnight stays and growth compared More overnight stays in hotels and fewer via Airbnb

to the year before with Airbnb ) ) o
In 2018, the number of Italian overnight stays via Airbnb was 8 pct. lower

than the level in 2018, but still slightly higher than in 2016.

If you look closer at the distribution of the number of overnight stays
14% between city and coast, two thirds of the Italian overnight stays take place
-8% . .
in one of the four largest cities in Denmark.

Italian Airbnb overnights stays in 2018 distributed between coast and city
as well as overnight stays distributed among the four largest Danish

cities
Coast City Copenhagen  Aarhus Aalborg Odense
2018 25,328 82,332 74,649 4,524 1,096 2,063
Pct. 24 pct. 66 pct. 91 pct. 5 pct. 1 pct. 3 pct.

2016 2017 2018

s.17 Source: Airbnb and our own calculations
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Accommodation at Home and Abroad

Italian .
Overnight stays 2018 Percentage of sEtL;;/cz:’pean overnight - g(r)?;v;ccr: ot
(1,000)
Italy 217,779 4%
Europe 99,029 4%
The rest of the world 55,721 1%
Total 372,529 5%
France 43,436 44% 1%
Spain 1,642 12% -20%
UK 9,990 10% 2%
Croatia 4,994 5% 7%
Germany 3952 4% 7%
Greece 3,286 3% 6%
Ireland 3,269 3% -1%
Austria 2,863 3% 1%
Malta 2,412 2% -3%
Portugal 1572 2% 14%
Slovenia 1,369 1% 3%
Holland 1,309 1% 21%
Albania 1174 1% 2%
Czech Republic 1,089 1% -1%
Switzerland 916 1% -1%
Hungary 700 1% 1%
Poland 692 1% 8%
Belgium 563 1% 0%
Romania 472 0% 36%

s.18 KSources: Tourism Economics.
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Tourism Turnover 2017

Tourism Turnover

Percentage of foreign

VisitDenmark !’

Market 2017 (m DKK) tourism turnover 2017
Total 128,037

Denmark 73,241

Foreign countries 54,796

Germany 15,206 28%
Norway 8,106 15%
Sweden 7,407 14%
UK 3,619 7%
USA 3,403 6%
Holland 1,662 3%
France 1,457 3%
Italy 1,161 2%
China 855 2%
Spain 759 1%
Switzerland 560 1%
Belgiumand Luxembourg 482 1%
Finland 434 1%
Poland 423 1%
Canada 264 1%
Japan 257 1%
India 236 0.4%
Australia 226 0.4%
Austria 202 0.4%
Russia 183 0.3%
Ireland 142 0.3%
Portugal 120 0.2%
Brazil 18 0.2%
South Corea 10 0.2%
GCreece 76 0,.%
Other countries 7,329 13%

Source: Danmarks Statistik and The Economic Importance of Tourism in Denmark, 2017

Turnover
Italy 2017 Percentage
(m DKK)
Visits with paid accommodation
Hotel - holiday 328 35%
Hotel - business 317 34%
Holiday centre 3 0%
Camping 70 7%
Hostels 4] 4%
Rented holiday home 0 0%
Yacht 0 0%
Sharing Economy
platforms 172 15%
Other* 15 1%
Total 946 81%
Visits with free accommodation
Total 215 19%

Note: Visits with free accommodation include holidays with overnight stays in summer houses,
rented or not, or with family/friends. Daytrips are also included. .

* Include festivals, cruises and farm houses
0’ specifies values <0.05 m DKK ‘-’ specifies the value O
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Italian Accommodation in the Four Largest Danish
Cities
Total number of overnight stays in the four largest cities* Overnight stays (1,000)

Overnight stays Percentage of Percentage of foreign

(1,000) Total overnight stays Copenhagen Aarhus Aalborg Odense
D K 5412 43% Denmark 3,621 820 594 378
enmar ' ° __Foreigncountries .. 6276 350 388 ... 137
Foreign countries 7,155 57% USA 686 12 8 6
'''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''' Sweden 670 33 25 16
Germany 854 7% 12% UK 667 28 12 1?2
Germany 646 72 124 13
0, [0}
Sweden 74k 6% 10% Norway 485 65 132 10
UK 719 6% 10% Italy 307 9 3 5
France 235 8 3 3
USA 712 6% 10% Holland 201 25 14 8
China 167 6 2 8
N 692 6% 10% .
orway ° ° India 85 4 12 0,6
Italy 325 3% 5% Other countries 2,128 88 64 55
Total 9,897 1,170 982 515
Holland 248 2% 3%
France 248 2% 3% Growth in Italian overnight stays in cities
. (1,000)
China 182 1% 3% 129%
) w2017 2018
India 92 1% 1% 272
Other countries 2,335 19% 33% -32,7% 7,8% 2,4%
13 9
Total 12,564 100% 100% 3 3 > >
Copenhagen Aarhus Aalborg Odense

s.21  Source: Danmarks Statistik.* Inclides holiday as well as business. The numbers have been rounded.
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Italian Accommodation in Coastal Denmark

Overnight stays Percentage of

Percentage of
foreign overnight

(1,000) total stays
Denmark 20,879 51%
Foreign countries 20,420 49%
Germany g2 e 7%
Norway 1,643 4% 8%
Holland 1,102 3% 5%
Sweden 1,084 3% 5%
UK 162 0% 1%
USA 75 0% 0%
France 60 0% 0%
China 53 0% 0%
Italy 52 0% 0%
India 12 0% 0%
Other countries 1,348 3% 7%
Total 41,299 100% 100%

Source: Danmarks Statistik.* Include holidays as well as business
tourism.

29

VisitDenmark !’

Growth in Italian overnight stays in Coastal Denmark
by accommodation types*

41%

Hotels

(1,000)
m 2017
9,4%
15
-17,1%
Holiday centres Camping

-24,0%

125,0%

S

Hostels Marinas
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Internet Usage

Smartphones overtake computers for internet use

Access to the internet Use the internet on a daily basis Internet usage by device

81%
[0) (&)
78% 78% 759% 74% 77%

Pl q
7 2%
/’ 79% 5 ((
’/
L’ 72%
. ’/' 66% 23%
60% 60% 60% 7% 14%

2012 2013 2014 2015 2016 2017

194

41%
37%
32%

2012 2013 2014 2015 2016 2017
2012 2013 2014 2015 2016 2017 m Smartphone Pc = Tablet

) ] Percentage using their smartphone as often as their pc to surf the internet
Average number of online devices per person

2012 2013 2014 2015 2016 2017 2012 2013 2014 2015 2016 2017

1.5 2.0 2.0 2.0 2.3 2.6 13% 29% 46% 63% 68% 81%

s. 24 Source: https://www.consumerbarometer.com
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Searches for Denmark

Significantly more seaches for Denmark and Copenhagen in 2018

In 2018, Copenaghenand Danimarca had significantly more searches as
search terms than in 2017. With a growth of 21 pct., the search term
Odense also had more searches in 2018 than in 2017.

The data does not reflect whether or not these searches are holiday
related; however, it does indicate a high degree of interest for
Copenhagen and Denmark.

VisitDenmark !’

Growth in search volume for Denmark and the four largest
cities as search terms

Average number of searches per month

64.900
Danimarca

128.100
Copenaghen

m 2018
Bsoso
Aarhus

2017
5.830

I2.660
Aalborg
2.610

I2.900
Odense
2.400

Source: ads.google.com, accessed 5th July 2019. Filters: Country: Italy, Language: Italy, Period: Jan. 2017-Dec.2018
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Press Releases and Newsletters in the Italian Media

Trends in the Media Landscape

583 Press Releases and Newslettersin Italy in 2018
Anna Orlando, PR & Press Manager

,’ Influencers are present in the traditional media (TV, radio and In 2018, VisitDenmark’s press activities generated 170 posts / tweets on social
magazines), and the "classic” journalists are visible on the new media media and obtained 104,807 comments, shares and likes.
platforms. This means that press releases and press tours often
provide coverage on numerous platforms. Number of articles by press activities, 2018
The traditional media are still regarded as the most credible and a
high quality of content is crucial for good team work and optimal
coverage.

Italy accounts for 35 million active users of social media, which is
more than half of the Italian population. Most popular is YouTube
(87%) followed by WhatsApp (84%) and Facebook (81%), particularly
trendy among the 24-35 year-olds. Instagram ranks fourth, especially
popularamong the very young.

Stimulating coverage in both traditional as well as new media, is the

best possible mix to ensure maximum outreach. 34

We receive an increasing number of requests from top journalists and
influencers regarding press tours, confirming the growing interestin
Denmark. We cannot meet them all, but with additional partner
support we can generate an increase among the Italians for visiting
Denmark and getting to know it better, as well as boosting their
generalenthusiam for travelling. ’ ’

)
Press tours I
. [00)
Tech assistance I
Press events |

| -
[0}
Q
2
o
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23
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a v
O
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9
0]
o

s. 27 Source: Retriever 2018.



Publicity in the Media
Landscape

VisitDenmark generates publicity in the Media Landscape

In 2018, VisitDenmark generated publicity in 795 articles in Italy and
reached about 253 m readers.

Instagram generated the highest number of posts on social media.

Number of articles by topic, 2018
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S.28 Source: Retriever 2018.
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What is the Italian media writing about Denmark?

citta

danimarca
mondo

Coverage by media type

Broadcast
tv/radio)
£3,3%

N=795
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Knowledge of Holiday Destinations

Percentage of Italians who know 'some’ or 'a lot’ about the these respective countries as

holiday destinations

. Milan
. Rome

Ireland
34%
33%

Germany

53%
44%

Source: VisitDenmark, Image and Potential Analysis, 2019. Rome (N=1.250(, Milan (N=1.043).

Denmark
27%
21%

Finland

21%
16%

Sweden
27%
21%

More than two out of 10 Italians know some or a lot about
Denmark as a holiday destination

In Milan, 27 pct. of the population know some or a lot about
Denmark as a holiday destination, whereas the
corresponding numbers in Rome are 21 pct.

Among ltalians living in Milan as well as in Rome, the
knowledge of Denmark as a holiday destination is equal to
that of Sweden and Norway, and superior to that of Finland.
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Knowledge of Denmark as a Holiday

Destination

How well do you know Denmark as a holiday destination?

Milan
5%

22%

42%

B | know nothing I know very little

s. 31 Source: VisitDenmark, Image and Potential Analysis, 2019.
Rome (N=1.250(, Milan (N=1.043).

Rome

3%

18%

45%

| know some

| know a lot

The knowledge of Denmark is greatest in Milan

In Milan, 5% responded knowing a lot about Denmark as a holiday destination,
whereas the corresponding number in Rome is 3%. A further 22% in Milan
know something about Denmark, while it's 18% in Rome.

As shown in the left chart, the knowledge is slightly greater in Milan than in
Rome.
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Denmark as an Attractive Holiday Destination

How would you judge Denmark as a holiday destination? . L. . . .
Italians living in Rome and Milan have a good impression of Denmark

Numbers from VisitDenmark’s Tourist Survey, 2017, show that the majority of
the Italian tourists who visited Denmark in 2017 are happy, and that 47 pct.
would actively recommend Denmark at their return.

4967

Approximately half of the Italians in Milan and about four out of 10 Italians in

Rome
Rome view Denmark as an attractive holiday destination. Accordingly, 49% of
the ltalians in Rome and 43 pct. of the ones in Milan, estimate Denmark’s
attractivenessto a 6 ora 7 on ascale from 1-7.1= not at all attractiveand 7 =
= High attractiveness very attractive.
= Medium attractiveness Happy guests are paramount to recommendations of Denmark, during and
. after their stay. Personal recommendations are often key when the Italians
Low attractiveness . . . . .
pick their holiday destination.
Don't know
Milan

s.32  Source: VisitDenmark's Image and Potential Analysis, 2019 Rome (N=1.250(, Milan (N=1.043).
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What do Italians associate with Denmark?

Milan

The citizens of Milan mainly associate Denmark with The Little Mermaid,
Copenhagen, natural beauty and peace and quiet. Words like sustainability
and bicycles also occur.

IB_tIIundAmblente Case Donne  Monumentie . Birra
/\tmoqfere Carne Pboa e PSd ti g g L
ro o | Architettu
ME':”' B|C|clette Hndersen Ecologia
Regole

Campagna |1( ”1 ant U[ﬂ [oonclv”ta ’)'xmmjr(‘
D

Viki n“se'hl | O rd AR | |

NOla V|V|b||1ta Hygge Bvgy te I

h ® Buona Cultura De3|g “"‘ B’ Tranqmlllta
Vlta Amleto Arte
Liberta .
RISDettO (u(o it 1 Folclore BICI

Torta

Interessante

Cﬁrtonl °
Lamleto L
lsOleNatua Ordme Leece B|SCOtt|
Auro Rig Pub
d Fuere Nulla
Burro Rene

Neve Q“"""“’ Yy Tu"pf’""Cllma L egoland

N Felicita |Ecce|!enza Modernita
rraer lb! a u ra

Porcellana  Naturalistica Vichinghi  Danese TivoliRelax

) rostituzione All'aperto

Source: VisitDenmark's Image and Potential Analysis, 2019 .N=1.043 i Milano og N=1.250 i Rom.

Rome
In Rome, the population share similar associations, but with more mentions
of high quality of life.

Vikinghi COSOSTemb”eCastelll Shakespeare
Attm ati Interessante
€O ertaMare
Danlmarca Scarpe Rugby
Burro p h g g
Musel Civilte lKWKf‘Qddfd Natale Carne
'Cultur

PU I |Z|a Avanguardlao

(unulr}geccﬁgé;. Etaa eS a g g Serengl

ECO'OgIcaHygge Mullno Nowta Isolette

Sauna O BirraggTulipani

Danesi
Pub r n
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Bn cottificio Ottimo

COtUTUI'pSQUmaB|C|C|etteB|cu

F'Innova2|one s ""“Ecologi FolliagEologica
|Or | Dolc. d d O.
PulitoBenessere ??if’.i“

Bellezza Ambi Tran U||||ta Costa For1ez7e Nordlco
Qualita R jeransy masANnder

Serenita g Ertdry
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The Italian View on Denmark

To what degree do you associate Denmark with the following?
The percentagesinclude ‘to a high degree’and ‘to a very high degree’

Bicycles

QOutdoor
activities
73%

74% Vikings

. Design and

Happiness .
54% 58% architecture

55%
Hygge* Culture and art
34%
58%
Filmsand TV Gastronomy
shows and fine dining

Good local food
and restaurants
. Milan

. Rome

*The Danish word 'hygge’ has been mentioned in questions

s.34 Source: VisitDenmark’s Image and Potential Analysis, 2019. N=2.118.
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The Italians associate Denmark with bicycles and outdoor activities

The parameters 'bicycles’ and 'nature’. The perfect combination for outdoor
activities (such as cycling, hiking or sports), are what the Italians associate
with Denmark.

There is no difference in the responses from Rome and Milan.

About half of the Italians in both cities associate Denmark with the Danish
word ‘hygge’.



s.35
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The Italian View on Denmark related to selected parameters of

Sustainability

Denmark is mainly associated with the parameter ‘high quality of life
and good living standards’, and a ‘clean destination’

Italians in Rome as well as in Milan associate Denmark with the parameters
‘high quality of life and good living standards ' and ‘a clean destination (no
trash, clean water)'.

Source: VisitDenmark's Image and Potential Analysis, 2019. N: Rome=1250 og Milan=1043.

To what degree do you associate Denmark with the following?
The percentagesinclude ‘to a high degree’and ‘to a very high degree’

Green solutions and
sustainability

70%
A less crowded tourist
destination

A clean destination (no
trash, clean water)

77% High quality of life and

Hospitality good living standards

72%

An accessible

destination A sense of security

. Milan
. Rome
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City Breaks: Sources of Inspiration and Travel Motivations

Danish culture and city life are crucial Have the following sources of inspiration influenced your decision to

vacation in Denmark? Top 10

Danish culture and city life are what is most important to the ltalians, (Multiple possible answers)

when they choose to travel to Denmark. Local atmosphere and local sights

also play a large part.

' ) ) ) Maps/road maps
Maps/road maps and personal recommendations mainly inspire the

ltalians to go to Denmark on holiday. Personal recommendations

Destination websites
To what degree are these motivations for your holiday in Denmark?
Top 10 Websites with user reviews
(percentage responding 'to a lesser degree’ to 'to a crucial degree’)
Online booking portals
VisitDenmark's websites
Social media

Online videos

Accommodation websites
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s.36 Source: VisitDenmark, The Tourist Survey 2017, N=81
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Milan: Expected Destinations in 2019

Which destinations are you expecting to visit on holiday in 2019? Top 10
Denmark among the top 10

Italy In Milan, 11 pct. expect to visit Denmark on holiday within the next 12
months. That's approximately 355,000 ltalian tourists.
Spai . . N
pain Denmark features in Milan's top 10 of expected destinations.
- Denmark competes against southern European destinations, such as
rance

Spain, France and Greece, as well as against the US and the UK.
Denmark is on the top 10 wish list for coastal and nature tourists with

Greece (inclislands) kids, and Copenhagen ranks a 7 with city tourists.

USA

UK
Portugal
Germany

Ireland

Source: VisitDenmark, International Image and Potential Analysis in Milan 2019. N= 1.043. A holiday is defined as a trip with
s.38 minimun one overnight stay, and includes paid as well as private accommodation.
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Rome: Expected Destinations in 2019

Which destinations are you expecting to visit on holiday in 2019? Top 10 305.000 Romans will visit Denmark in 2019
In Rome, 7 pct. of the population expects to visit Denmark on holiday
Italy within the next 12 months. That's approximately 305,000 tourists.
Spain

Greece (incl.islands)

USA

France

UK

Portugal

Austria

Germany

Ireland

Kilde: VisitDenmark, International image- og potentialeanalyse i Milano 2019. N= 1.043. En ferie er defineret som en ferierejse
s.39  med minimum en overnatning og inkluderer bade betalt og privat indkvartering.



Milan: Denmark’s Potential in Terms of Business

en

4'7%

of the Italian population would
like a coastal and nature holiday
without children

Percentage:

9%
Denmark

42%
Italy

s.40 Source: VisitDenmark, International Image and Potential Analysis in Milan 2019. N= 1.043

33%

of the Italian population would
like a coastal and nature holiday
with children

Percentage:

18%
Denmark

49%
Italy

VisitDenmark !’

37%

of the Italian population would
like a city break

Percentage:

22%
Copenhagen

6%
Aarhus



Rome: Denmark’'s Potential in Terms of Business

en

48%

of the Italian population would
like a coastal and nature holiday
without children

Percentage:

8%
Denmark

41%
Italy

s. 41 Kilde: VisitDenmark, International image- og potentialeanalyse i Rom 2019. N= 1.0250

28%

of the Italian population would
like a coastal and nature holiday
with children

Percentage:

6%
Denmark

54%
Italy
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35%

of the Italian population would
like a city break

Percentage:

17%
Copenhagen

3%
Aarhus
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