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Introduction

VisitDenmark !’

VisitDenmark’'s market profiles present key data for the most Contents

important markets in Danish tourism.

03
The objective is to provide tourism stakeholders and third parties
with some insight into the importance for Danish tourism in a 07
number of markets.

12
See all our market profiles here: 15
www.visitdenmark.dk/corporate/videncenter/markedsprofiler B
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The Digital Tourist

Publicity and Visibility in the Media

Knowledge, Inspiration and Booking Behaviour

Flight Traffic from the UK to Copenhagen Airport

Accommodation, Turnover and Seasonality







VisitDenmark !’

Key Data: Accommodation, Expenses and Turnover

(2l

880,000
overnight stays in 2018

10,700
fewer overnights stays than in 2017

-1.2 pct. ;
incr@ase in overnight stays compared to Coastal and Nature Tourism City Tourism
2017
160,000 720,000
overnight stays * overnight stays*
3.6 bn DKK
in Tourism Turnover in 2017 22 people
tour group
2.9 nights
4% length of stay
of the British are well acquainted with 2,300 DKK
Denmark as a holiday destination 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 British Target Groups

The British travel as couples

@ City break
‘short break’

Couples

|ﬂ" Friends

Couplefriends

@ Hotel

Hostels

Residence

Greater London

Household income

© High
©
(O Low

Education

& High
©

O Low

British overnight stays by regions *

3% <
(o}
881,000

2%

6 4% 2%

76%
9% 2% °°
1%

British city tourists in Denmark

56+ year-old:s
20%

VisitDenmark !’

Functional necessities

*  Weekend getaway to a city

f !« Safe destination
i'|/| * Reasonable travel time by direct flight

* Online booking

Emotional necessities
. Switching off
. Quality time

. Mix of recreation and experiences
. Friendly and accommmodating
population

The British perception of Denmark

. The Danish culture

. Pocket-size city

. Royal, historic and modern experiences

. Safe bike city and Danish food specialities
. Culture, history and coastal life

s.5 Source; Danmark Statistik, VisitDenmark’s Tourist Survey, 2017, The Economic Importance of Tourism in Denmark 2017, Consumer Barometer from Google. * Holiday and Business Tourism. The icons are from flaticon.com
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Expected Destinations of the British in 2019

Which destinations are you expecting to visit on holiday in 2019? Top 10 Over 1 m Brits are on the look-out for Denmark as a holiday destination

2 pct. among the British expect to go on holiday in Denmark within the next
12 months. That's approximately 1.2 m British tourists who rank Denmark 23rd
on the British list of expected holiday destinations.

UK
Spain
France
USA

Italy

- ~-<

Greece (incl.islands) - ~o

K Greater London N
1 5% expect to visit Denmark
\ on holiday in 2019 E

Germany AR ’

Portugal

Ireland =, S~ ______--- -

Netherlands

Source: VisitDenmark, International Image and Potential Analysis in the UK, 2019. N= 1.508. A holiday is defined as a trip with
minimum one overnight stay, and includes paid as well as private accommodation.
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The Digital Journey of the British (1/ 2)

DREAMING INSPIRATION RESEARCH/PLANNING

What platforms are used for planning?

® ® O .
= 3outof4 ahre |nfLuen§ed gy the . Have used visitdenmark.com for
internetwhen choosing Denmar i frati i
' as a holiday destination 38% inspiration and planning.
51% 50%
Other factors influencing the choice of ‘ Lﬁaveltiee[r)w |nsp|ridbto o ) .
Denmark as a holiday destination 29% ravel to benmark by Destination Online booking portals
social media. websites in (such as Airbnb,
Denmark Booking.com)
31% 55% Which digital devices do the British use?
47% 47%
—— _
Past experiences Recommendations from . || ° ) ) )
friends and family (o ] » Accommodamon W§b5|tes with user
websites (such as reviews (such as
0, 0, hotels, holiday home Tripadvisor)
77% 53% 74%

rentals)
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The Digital Journey of the British (2 /2)

BOOKING EXPERIENCE/ON-SITE LOYALITY/REFLECTION/SHARIN

® O O 1 out of 3 book

'@@ their holiday 2-3 2-3M
monthsahead of
departure.

1 out of 3 book up
to1month ahead
of departure.

=)0

!

Where do the British book their
accommodation?

Other 1 2%
Through a travel agency B 3%
Did not buy or book W 6%

Directly from place of accomo il 29%

Through an online booking I 0%

portal

What online sources do the tourists use to
search for information during their holiday?

\

44% 14%
Internet Social media
33% 35%

Maps/road maps

Websites with user reviews
(such as Google Maps)

Use of offline sources of information during their
stay

22% 29% l 23%

Brochures and
catalogues

Staff at place of  The local tourist
accommodation information

2 outof3 are confident that they
would recommend Denmark as
a holiday destination to friends
and acquaintances.

35%

Regular tourists

i

37,000+

British newsletter subscribers in
VisitDenmark's database.

T 49,000+

British followers on VisitDenmark's
Facebook page.

VisitDenmark

al
A\ 4



s.10

Searches for Denmark

An increase in searches for Denmark and the four largest cities

In the UK, there are more searches for Denmarkand Copenhagenthan for
Aarhus, Aalborg and Odense.

In 2018, Denmark and the four largest cities had more searches as search
terms than in 2017.

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

VisitDenmark !’

Growth in search volume for Denmark and the four largest
cities

Average number of searches per month

74.000
Denmark

97.100
Copenhagen
B 50
Aarhus

8.100
m 2018
. 6.600 2017
Aalborg
4.400

I2.9OO
Odense
2.400

Source: ads.google.com, accessed 26th June 2019. Filters: Country: UK, Language: English, Period: Jan. 2017-Dec.2018
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Searches for holiday-related topics

Brits particularly search for information about maps Growth in selected British holiday-related searches for Denmark
and flights

Average number of searches per month
When Brits search for information about Denmark®, VAT
search terms about transportation and activities are Map 6.580
used more often than those about accommodation.

7.950

Flight 5.710

When searching for holiday-related information about
Denmark, they are especially interested in information Weather 5.130

about weatherand maps. e
. 4.280
Among search words related to transportation, flights Holiday 5.460
and tramsare predominant S50 2o
Food 2.670 2017
Search terms about beaches and food experiences ’
(food and restaurant) in Denmark are among the most Train 1610
common activity-related search terms. Lo
Hotel 1.240
Beach 660
Restaurant 790

*The search terms usually always contain the words Denmark and Danish and
cover various sentence combinations of searches, such as Denmark holidays,
Copenhagen Denmark holidays, Denmark family holidays, danish holidays mm

s. 1 Source: ads.google.com, accessed 17th July 2019. Filters: Country: UK, Language: English, Period: Jan.2017 - Dec.2018
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Denmark in the British Media

Trends in the Media Landscape In 2018, VisitDenmark was mentioned 369 times in the British

) ) media and reached approximately 336 m readers.
Sidsel Mgller Christensen, PR & Press Manager

Most of the publicity was generated by press tours, which also

’, o ] o _ ] led to the most in-depth and inspiring articles. Tech
The British are still fond of their printed media, even though the media assistance covered both proactive and reactive pitching, help
marketis evolving digitally as well. National and regional newpapers as with visual material or other kinds of information. This was

well as magazines Qf all kinds are still published in large print editions, typically publicity on a smaller scale.
and the travel sections play an important role across platforms.

The British media are selective and demand novelty, strong themes and
unique or different travelling stories with which to attract their readers’ ) o
attention. Mentions by activity
Press visits are the most efficient way of providing in-depth trave/
articles, while customised news can provide publicity on a smaller scale.
Relevant angles might be the opening of new hotels, restaurants,
attractions, exhibitions, an anniversary or some other new features.

When it comes to Denmark, the media are particularly interested in
gastronomy, design, sustainability, local experiences off the beaten track,
and Danish lifestyle. Overall, they are fascinated by the high level of
quality Denmark has to offer in all aspects of the travelling experience.

7)

|
N

9]
o
=)
[¢]
)
9]
9]
]
ful
al

Tech assistance*
Press
releases/newslet
ters

*|s used if a journalist (either in a meeting, on the phone, or at an event) needs help finding
photos, fact-checking an article, coming up with good ideas for an angle, etc.

s.13 >Source: Retriever 2018.
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Support The Guardian Searchjobs Dating @ Signin O, Search v PR e esuon -
. by resders

dian

e St s

Travel 43

Guar

Lifestyle More

;A weekend

° ° ° eve b UK Earpe US

...
p u b I I ‘ It I n 2 01 8 meobserver — Need ahygge? Try Copenhagen for a Aalborg,
; happiness fix Denmark

The 369 mentions were evenly spread across printed
and online media

We worked with different media to create publicity ; Denmal’k’SC//zZZZ
in 2018, including: i "W capital of

» The Guardian

e The Observer

e /News

* The Times ey S0

» The Telegraph
» The Independent
* Sunday Times

e Zravel Magaz[ne e | 1 P [ﬁﬁﬂ L) % Aarhus holiday guide:.from
« National Geographic Traveller EE i | fﬂ:‘:ﬁ;ﬁ?ﬁ%ﬁ;‘fem N
» LonelyPlanet.com gorme outstanding

» Lonely Planet Travel Magazine
» BA High Life

If you want incredible cuisine, culture and coffee, this is one European

break well worth consid

totalkagain

N=369

s.14 Source: Retriever 2018.
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Knowledge of Denmark as a Holiday Destination

About four out of 10 in Greater London are well acquainted with How well do you know Denmark as a holiday destination?
Denmark (N: Netherlands=1.503 , UK =1.508, Germany = 2118, Norway = 805, Sweden = 807)

28 pct. of the British are acquainted/very well acquainted with

Denmark as a holiday destination.

8% 3% .
17% 1% 14%
Looking exclusively at the British in Greater London, 42 pct. are 26% 24% 28%
[0}
acquainted or very well acquainted with Denmark. 38%
30%
64%
60% 40%
43%
38%
43%

L1 S5

B Sweden E|= Norway B Germany === UK mm= Netherlands

m | know nothing | know very little | know some | know a lot
s.16  Source: VisitDenmark, Image and Potential Analysis, 2019.


http://www.google.dk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjysuD61b7RAhWiJ8AKHZFjBwIQjRwIBw&url=http://www.norden.org/da/fakta-om-norden/de-nordiske-flag/sveriges-flag&bvm=bv.144224172,d.ZGg&psig=AFQjCNHGbfXvBuYRYGDmNAfdOr5zg7lovA&ust=1484381415456166
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Denmark as an Attractive Holiday
Destination

How would you judge Denmark as a holiday destination?
The British have a good impression of Denmark as a holiday destination

Overall, almost three out of 10 British people find Denmark to be an attractive
holiday destination. 28% of the British estimate Denmark’s attractivenessto a
6 ora7onascalefrom1-7.1=not at all attractive and 7 = very attractive.

The British population

There is a considerable difference between the UK in general and Greater
London when it comes to Denmark’s attractiveness as a holiday destination.

= High attractiveness VisitDenmark's marketing activities focus on Greater London.

» Medium attractiveness In Greater London, significantly more people (37 pct.) point to Denmark as an
attractive or very attractive holiday destination, than the rest of the UK in
general.

Low attractiveness

Don't know
Happy guests are paramount to recommendations of Denmark, during and

after their stay. Personal recommendations are often key, when the British
pick their holiday destination.

Numbers from VisitDenmark's Tourist Survey, 2017, show that the majority of
the British guests are happy and that 65 pct. would actively recommend
Denmark at their return.

s.17  Source: VisitDenmark's Image and Potential Analysis, 2019 N=1.508.



The British 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
Outdoor activities Vikings
54% 45% 56%
-
- \
Haboiness r \ Design and
PP . / N architecture
53% 4 SN 48%
\ )
|
\
26%~ )
7 46%
Hygge* 6% \\ 4 7 ) Culture and art
7 34%
44%
Films and TV Gastronomy and
shows fine dining

Good food and
UK

* The Danish word 'hygge’ has been mentioned in questions . Avg. (DE,NL, NO, SE, GB)

s.18  Source: VisitDenmark's Image and Potential Analysis, 2019. N=1.508.

VisitDenmark !’

The British particularly associate Denmark with vikings, outdoor
activities and happiness

More than one in two of the British people associate Denmark, to a high
or very high degree, with vikings (56 pct.), outdoor activities (54 pct.) and
happiness (53 pct.).

Compared to the average, ‘Vikings' scores higher among the British.
Adversely, ‘bicycles’ and ‘hygge’ score lower.
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The British view on Denmark related to selected Parameters of

Sustainability

Denmark is mainly associated with the parameter ‘a clean
destination’

When asked directly, the British particularly associate Denmark with the
parameters ‘a clean destination (no trash, clean water)' as well as ‘high
quality of life and good living standards'.

On all parameters, the British score on the same level or slightly above the
average of the UK, the Netherlands, Norway, Sweden and Germany.

The only exception being the parameter ‘an accessible destination’, where
the British score is lower than average.

Source. : VisitDenmark’s Image and Potential Analysis, 2019. N=1.508.

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

A clean destination (no 47% A less crowded tourist
trash, clean water) destination
62%
r- -~ 43%
N
/ N\
/ \
) \
Hospitalit 54% \ / 60%  High quality of life and
P Y \ / good living standards
/
\\ —
O,
50% 56%

An accessible

destination A sense of secutiry

UK
.Avg.(DE, NL, NO, SE, GB)
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City Breaks: Sources of Inspiration and Travel Motivations

Have the following sources of inspiration influenced your decision to

vacationin Denmark? Top 15
(Multiple possible answers)

Danish culture is crucial

Danish culture is crucial for the British when they choose to travel to
Denmark. A friendly population and a safe destination take second and

third place. ) .
Online booking portals 56%
The British fmgl their inspiration to go on holiday |‘n Denmark‘mamly Personal recommendations 56%
through booking portals, personal recommendations from friends and . . .
Websites with user reviews 54%

family as well as through websites with user reviews. In the top 15, we also

find travel articles in printed newspapers/magazines and advertisements. Destination websites 49%
Accommodation websites 49%
To what degree are these motivations for your holiday in Maps/road maps 45%

Denmark? Top 10

VisitDenmark's website 40%
(percentage responding ‘to a lesser degree’ to ‘to a crucial degree’)
TV programmes, shows and films 35%
86%
° 85% 85% Social media 32%
83% 83% 83% 82%
0 Past experience 28%
79% . . .
Websites for airlines and ferries 26%
76%
74% Online videos (YouTube) 21%
Travel articles in newspapers/magazines 20%
,@@ OQ\® ’.00 \\@‘3 & @ .\é‘@ ,bé 6,2,&" q,é\(‘ Online advertising 19%
0& Q® ‘&\rb o \%\Q %é(\ 4‘7}& 3 > \Ofb« Printedadvertisement (newspapers 16%
S & & & e e Papers,... J
L L e v & 0\0} oS
Q <<k i) O(J’b %(\O @)
v

s.20 Source: VisitDenmark, The Tourist Survey 2017, N=289
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Flight Routes between the UK and Denmark

s.22

There are many routes to Denmark from the UK, some of which are direct flights. Departure Airline Arrival
London Heathrow BA, SAS Copenhagen

BA Billund
London Gatwick  Norwegian Air, EasyJet, SAS Copenhagen

EasyJet Aarhus**

Manchester SAS, EasyJet Copenhagen

SAS Aarhus

BA Billund
i London Stansted  RyanAir Copenhagen

RyanAir Aalborg

® Edinburgh o RyanAir Aarhus

Copen:agen RyanAir Billund
London/Luton SAS, RyanAir Copenhagen
Edinburgh RyanAir, Norwegian Air, EasyJet, SAS Copenhagen

Liverpool ® ST Mancr Great Dane Airlines Aalborg*

e Birmingham RyanAir Billund
Birmingham SAS Copenhagen
® Bristol g Bristol Airport EasyJet Copenhagen
- Aberdeen SAS Copenhagen
Southend RyanAir Copenhagen
Liverpool RyanAir Copenhagen
London City BA Cityflyer Copenhagen*

BA Billund
East Midlands RyanAir Copenhagen*

*Summer route
*Winter route
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Growth in British Overnight Stays

Drop in the number of British overnight stays in Denmark British overnight stays in Denmark

Numbers and growth compared to the year before
The British spent a total of almost 900,000 nights in Denmark in 2018.

_————

Compared to 2017, the number of British overnight stays dropped by e N
1.2 pct.

7 \
/' Avg. growth per \“
I

900 | year ! 106% _-0,8%

-12%

' 5.0% /
/
850 ', (2008-2018) 13.0%
800 S -7
750 7,4%
700 9,5%
650 33%
121%

600
550 8:4% 10,6%
500 -11,4%
400

1,000

2008
2009
2010
20M
2012
2013
2014
2015
2016
2017
2018

s.24 Source: Danmarks Statistik
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British Overnight Stays by Accommodation Types

British Overnight Stays in Denmark, 2018

2%

= Hoteller = Feriecentre Camping Vandrerhjem* Lystbadehavne

=100

Index: 2008

Growth in British Overnight Stays in Denmark

Hostels* 243

200

/\ Hotels, 151
Camping; 118
= Holiday
100 / centres, 111
AN -
«

\/ Marinas, 85

20082009 2010 2011 2012 2013 2014 2015 2016 2017 2018

s. 25 Source: Danmarks Statistik.* Due to new population from 2014, breaches may occur. Not comparable with numbers prior to 2014. Index: 2014=100.
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British Overnight Stays Throughout the Year

More British overnight stays in peak as well as in off-peak seasons
British overnight stays in Denmark in months

From 2008 to 2018, the number of British overnight stays in Denmark has (1.000)

increased by 64 pct. The increase is to be found during all seasons: high, 120
shoulder and winter.

100 72008
—_— 018
80
2008 2018 2008 2018 ©0
Number (1,000) Index (2008=100) 40
High 134 191 100 143 20
Shoulder 275 443 100 161 0
Jan Feb Mar Apr May June July Aug Sep Oct Nov Dec
Winter 130 247 100 190
Total 533 881 100 164 2018: British coastal and city overnight stays
2008 2018 2008 2018 (1.000)
40 80
e = Coast eee--+ City 70 4
The pattern in overnight stays among the British on city breaks in Denmark, is « .,.-'/\ >
— not surprisingly — different from the one regarding coastal and nature E 30 , \ 60 A
tourists. This means that the curve for city tourists’ overnight stays is slightly c 25 et _’ \ 50 £
more flattened (spread out more evenly throughout the year) than the one for a 20 ——- \ 40 3
coastal and nature tourists. 215 P \ 30
g 10 - S o 20 =
-— - = == - - [0}
5 ~ 10 »
0]

Jan Feb Mar Apr May June July Aug Sep Oct Nov Dec

Note: High season: July-August, shoulder season: March-June and September-October,
s.26 Source: Danmarks Statistik. The numbers include holiday as well as business accommodation. low season: Januar-February and November-December.
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British Overnight Stays with Airbnb

Stable level for British overnight stays with Airbnb

British overnight stays and growth compared to the year before The number of British overnight stays with Airbnb has remained the same

with Airbnb

-3%

2016 2017

s. 27 Source: Airbnb and our own calculations

from 2017 to 2018, and is still slightly below the 2016 level.

Looking closer into the distribution of the number of overnight stays
between cities and coastal areas, about two thirds of the British overnight

stays take place in one of the four largest Danish cities.
0%

British Airbnb overnight stays in 2018 distributed between coastal areas and cities
as well as overnight stays in cities distributed among the four largest Danish cities

Coast City Copenhagen  Aarhus Aalborg Odense
2018 66,510 218,610 197,010 12,474 3,380 5,743
Pct. 23 pct. 67 pct. 90 pct. 6 pct. 2 pct. 3 pct.
2018
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Accommodation at Home and Abroad

British overnight stays 2018 Percentage of European overnight Growth
(1,000) stays from 2017 to 2018
UK 368,225 0%
Europe 273,268 3%
The rest of the world 209,507 5%
Total 851,000 2%
France 83,523 31% 6%
Spain 82,168 30% -1%
Ireland 20,801 5% 7%
Italy 14,167 4% 1%
Greece 12,151 3% -8%
Portugal 9,426 2% 5%
Cyprus 6,113 2% 5%
Germany 5,886 2% 34%
Turkey 5,696 2% 8%
Malta 4,612 2% -1%
Netherlands 4,603 2% 8%
Croatia 41 1% 2%
Austria 3,800 1% 13%
Belgium 2,057 1% 10%
Bulgaria 1,656 1% 2%
Switzerland 1,654 1% 2%
Poland 1,378 0% -8%
Czech Republic 1,246 0% 3%
Hungary 1,052 0% -2%
Denmark 0.9 0% -1%

s.28 KSources: Tourism Economics.
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Tourism Turnover 2017

Tourism Turnover

Percentage of foreign

VisitDenmark !’

Market (ngZK) 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%
Netherlands 1,662 3%
France 1,457 3%
Italy 1,61 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 0.1%
Other countries 7,329 13%

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

Turnover
UK 2017 Percentage
(m DKK)
Visits w. paid accommodation
Hotel - holiday N44 38%
Hotel - business 1,103 37%
Holiday centre 28 1%
Camping 37 1%
Hostel 97 3%
Rented holiday home 0 0%
Yacht 6 0%
Sharing Economy
platforms 549 15%
Other* 35 2%
Total 2,998 83%
Visits with free accommodation
Total 621 17%

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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British Overnight Stays by the Coasts and in the City

British overnight stays in Coastal/Rural Denmark
as well asin the four largest cities

2017 2018
(1,000) (,000) SWth
Coastal/rural o
Denmark* 166 162 -2.0%
The four largest cities* 726 719 -1.0%
Total* 892 881 -1.2%

s.30 Source: Danmarks Statistik.* Include holiday as well as business tourism.

Index:

Growth in British overnight stays* by the coasts and in the city

Coast City !
179 :
Q 1
9 1
1l 1
= 1
o 1
N 1
[54] 1
o 1
o 1
W |
P 130 ! '
8 ! Coast; 103
1
City; 99

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

Source: Danmarks Statistik.

Note.: Before 2017, accommodation in holiday homes were included in the coastal area. From 2017,
this type of accommodation is determined locally. In this way, it is possible to have a more faithful
representation of the distribution between coastal areas and cities. The growth prior to 2017, is
hence not comparable to 2017 and onwards.
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