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Background

This report is based on research undertaken as part of the UNWWTQF City Tourism
Performance Research Survey researclproject aimed at collecting data to evaluateity
tourism performance in cities worldwide. It will summarise the main findings of fieldwork
conducted in Berlin, one of th&6 cities worldwide which participated in the project, in May
2017. Out of the key performance areas highlighted in the UNWVDOOF City Tourism
Performance Research SurveyDestination Management, Economic Perspective, Social
and Cultural, Environmental Perspective and Technology & New Business Mptlalse
were in consultation wittvisitBerlin the tourism marketing organizatiomor Berlin, selected

for analysis:

1. Destination Management

2. EconomicPerspective

3. EnvironmentalPerspective
Data on the performance indicators under each performance criteria were collected from
official data sources at the cifystate) level. In addition, orsite interviews were conducted

with representatives ofvisitBerlin local officials and other tourism stakeholders to gain

further understanding of the city.



l. Introduction to Berlin z The City

Berlin is the capitatity of Germany and with a population of more tharé &illion people

Al 01T OEA Al Ol ocated @d the Badk§ Af théverdIprdamd Havelin the

heart of the Berlin/Brandenburg Metropolitan Region (German: Metropolregion
Berlin/Brandenburg, also Hauptstadtregion Berlrandenburg) Berlin is one @ermany's

three city-states, i.e both a state and a municipalityt boastssimilarly to London or Paris a

two-tiered political and administrative structure made up of the euyde Senate and

twelve semiautonomous districts or boroughs (GermaBezirke. EconomicallyBerlin still

lags behind other major German citissich ag~rankfurt, Minchen, ath Hamburg, but the

cty O AATTT I EA DPAOA&I Oi ATAA EAO HEithlgowtdhtds OECIT E

exceeding bottthe national averagas well as those afther urban region in Germany

In 2016 the nominal GDP of the cigtate Berlintotalled EUR129.5billion compared tcEUR

124.2in 2015an increase of about.6 percenfand inW ®X ¢ " AOI E lexpértedtd 1 1 T 1 U
grow by 2.2% compared to an expected growth of 199in Germany as a wdte.? For years,

"AOI ET EAO Adadirg centrd @i séart-up duSinesses and one of the main

centres forstart-up companies in Europe in terms of investment volume and venture capital
invested Important economic sectors in Berlin include life sciences, transportation,
information and communication technoldgs, media and music, advertising and design,
biotechnology, environmental services, construction-cemmerce, retail, as well as

tourism.

yT AAAEOEIT T O AAET ¢ ebdndmialymbsddydamit ¢itids, Bedth ' A Ol /
is alsorecognised as one of thmost prolific centres of higher education and research in the

world andOACOI AOT U OAT EAA fopplacds for quatty o HeBerliAis OT OO U (
avery green ciy - around one third ofits 892 square kilometre surface areacomposed of

forests, parks, gardens, rivers and lakeand OAT I xT AA x1 Ol AxEAA AO 1

Sciencéonline), available at
www.diw.de/documentdpublikationen/734iw_01.c.540052de/diw_econ_bull 201629 pdf

%Berlin Business Location Centre (20174 O1 E 1 &  Figfe$. ROiLd editi¢online), available at:
www.businesslocationcenter.de/imperia/md/blc/wirtschaftsstandort/standort/content/berliner_wirtschaft_in_
zahlen_en.pdf



leading cultural metropolisesFurthermore, Berlin isvell known asa young, and diverse
city; a city that has emerged from itgolent andconflictive history of the twentieth century

andembracescreativity, toleranceand constant change

Figure 11: Berlin panoramaSourcevisitBerlin/ Wolfgang Scholvien

People from more thari90different countries have madthe city their home, lending the

city a cosmopolitan feel and lifestyle, and more théd%i £ OEA AEOUS O bi BOI A
than 35 years.

Transport infrastructure
Berlinis wellconnectednationally and internationallghrough rail and air traffic and boasts

an elaborate and effective public transportation infrastructu@urrently Berlin has two
international airports: Tegel (TXL) and Schéfeld (SXF)out this will change with the

opening of Schiefeld'sexpansion Berlin Brandenburg Internationadirport (BER) which

is expected to handle all flights to and from Berlin fr@®l9onwards# 1 | AET AAh OEA /
two airports handledaround 33 milion paOAT CAOO ET WwWoXah [ AEET C "
largest airport locatiorf In terms of its connectivity by rail, the city benefited frothe

multi-billion Euro restructuring of its entire interand intraurban rail network in the 1990s

and early 2000s as well as significant nationwide investments, especially irspagd rail,

in the same time period. Completed in 2006, its new Central Station (German:

® Amt fur Statistik BerlinBrandenburg (2016 Die kleine BerliStatistik Potsdam.
“ Berlin Brandenburg GmbH (201 Press kit, available at www.berkin
airport.de/en/_documents/press/basisinformationen/20Q8-presskit-fbb-en.pdf



Hauptbahnhof) is one of the most heavily used railway stations nationwide and considered

one of the mostA E O U 8 €pecthcll&® Garchitectural projects realised sinteA O1 ET 8 O
reunification. It is servedby ICE (high speed train), InterCity, RegionalExpress,
RegionalBahn and-Bahn trains and welcomes an estimat880.000 travellerand visitors

each day. As regards intnarban mobility, residents and visitors benefit from avell
developed and efficient public transportation system as well as an excellent

bike infrastructure that is continuously expanded and improved.

Tourism enterprises and attractions
Tourism not only sustains a total of 7I68lging operations(as of 2016)but is also of vital

importance to various other types of businesses suchrastaurants, pubs, clubs, event
venues and cultural facilitiegn 2016, tourism generated a gross turnover of more tEuR
11.5 billion and retail ahother services benefited witBRUR3.733illion andEUR2.2 billion
respectively.ln addition, it is estimated that tourism generated cird@UR1 billion insales

and income tax revenuand has hadan employment effect of abou235000 (fulltime)

jobs.®
Type of Number of Number of
accommodation businesses beds
business
Less than 29 beds 130 2,565
30799 beds 270 15,742
100z 249 beds 180 27,822
2507 499 beds 132 45,928
500 or more 61 47,634
Total 773 139,691

Table 11: Number and type of hotels and guesthouses & number of beds (as of
December 2016). Source: SenWEB, 2017a

® Official statistics include only accommodation establishments with more than ten beds, excluding guest
apartments, home accommodation and rental flats.

® Deutsches Wirtschaftswissenschaftliches Institiitt Fremdenverkehr e.V. (201 ¥irtschaftsfaktor
TOOOEOI OO £i O AEMINcBReOAAO " AOI ET WoXa



Rich inculture,history and architecturethe city offers adizzyingarray of attractions and
sights. Some ofits most popular attractions include the Berlin Wall, Checkpoint Charlie, the
Berlin TV Tower, the Brandenburg Gate, the Reichstag, Potsdamer PlatzMarsgtum
Island, to name just a fevThe A E Odhé@dighfiiife, artistic scenesich culinary landscape
and diverse shoppin@nd recreational facilitiesfurther contribute to its appeal as a
destinationwhile a plethora of events of various kingst is estimated that visitorave
some 1,500 eventgo choose from on a daily basisalso drawguestsfrom near and afar
"AOI ET 60 AUl ATl EAATTU AOi 1 OET C AAATIT T 1T AAOQEITI
own right:hotelsin all price andomfort rangesoffer great value for money anithe city has
developed into a leading breeding and testing ground farreative andnnovative
accommodation that goes beyond the conventional hotel experiendgesurprisingly then
Berlin has receivedeveralaccolades for its appeal as an exciting tourism destination
recent years In 2009, Time Magazine hailed the city @O O 1 ©apifalf Cod’ while

&1 O Aavel&uid& A2 Top Destinationsf®®01ddescribed the cityps@Gn impossibleto-

ignoredestination for global travelleis®

II.  Berlin Tourism Trends

471 OOEOI ET ' AOI AT UBO AAPEOAI EAiGtorldensdd AT T OF
lodging operationsalone have more than quadrupled since the early 1990s to a record
breaking12.73million annual visitors and more thadil.06million overnight stays ir2016

i AEET ¢ "AOI ET %0OO1I PAGO OEEOA 1100 pibnodiAO

London?®

Since 2003 alone overnight stays in licensed lodging operations have increaseEt4o
and the market shows no signs of slowing down anytime soon. Instead it is estimated that
another 3.900 rooms will be added to the current supply from 2017 to 2020 which is all the

more impressive against the backdrop of theecent rise of the sharig economy

" Gumbel, P. (2009). Hip Berlin: Europe's Capital of Cdole Magazinevol. 174, No. 19

® Forbes Magazine (2016).0A OA1 ' OEAASE O X WY (chling), akiktdenET AOET 10 /| £ WoXé
www.forbes.convsitesforbestravelguidé¢2017/01/236rbes-travel-guides12-top-destinationsof-

2017/#706d6cab2x

% Senatsverwaltung fiir Wirtschaft, Energie und Betriebe (20G&stgewerbe in Zahldonline), available at
www.berlin.de/senwirtschaft/wirtschaft/branchertourismugtourismusin-zahlerf



Radicallyaltering how many people prefer to stay while travelljripe latter hasseen its
share of the overall accommodation market vastly increase in recent yéarsording to a
study by theHotelschool The Haguehe market share of Airbnblone amounts currently to
8.5 % of the total of the accommodation market; an estimated 1.735 million overnight stays

were booked with Airbnb in 2016, 68 % more than in the year be'fore.
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Figure2.1: Total number of overnight guests and bednighitsofficial
accommodation establishments in Berlin from 192816 (in million). Source:
I OOEI 060 1T x18 $A®A A£OT I 3AT7%"h Wwox¢é

In addition to this, the visiting friends and relativegHR)market is widely recognised to
play an important role in Berlin: in 201the latest year for which data is available, it
accounted for 33.2 million overnight stayBay trippers make um@n even larger share of
visitors z in 2016 Berlin welcomed approximately 109 millipr8.1% more than in 2015.
Domestic tourists make upthe majority of overnight touristsbut the number of
international visitors has steadily increased over the ye#ms2016 international visitors
made up almost 4@% of those staying in official accommodation and accounted for more
than 45% of all overnight stays iticensed lodging operationg\s per the latest data (2016)

from visitBerlin particularly large number®f visitors came from Great Britain, USA and

Hotelschool The Hague (201A)irbnb in Berlin. Technical Repdithe Hague.



Spain, followed by Italy, the Netherlands, France, Denmark, Switzerldsthel and
Sweden Overnight visitors are currently on average 39,3 old ambilst the majority of

them continue to come foreisure purposesit is especially thédusiness tourism segment

that currently contributes to the continuous growth of the overall tourism markeince

2001, particularly™ AOT ET 80 1 AAGET ¢cO AT A Al 1T OAT OETT O
dynamically Since 2004, Berlirhas been in the top 5 of the most important cities for
association conventions and currently ranks fourth in the statistics of the "International
Congress and Convention Association” (ICCA) after Paris, Vienna and Barcelona. The city is
particularly popudr with medical and scientific conventions as well as IT evErits 2016,

the city hosted137,500 MICE eventshich were attended by approximately 11.6 million
participants and generate@n estimated 7,70 million hotel staySompared to 2001, the

latest year for which figures are available, thepresents an increase of around 51 % in
terms of events, 176% in terms of participants, and 239 % in terms of overnight*$tays
Compared to 2001the latest year for which figures are available, thepresentsan
increase of around 51 % in terms of events, 176% in terms of participants, and 239 % in
terms of overnight stay$®Due to its diverse demand base, Berlin expnces contrary to

many other(urban) destinations only relativelsninor seasonal variationsnidemand The
highest demand for hotel rooms occurs in the months frdoneto October but Berlin has

firmly established itself as an ajkear traveldestination

lll. Berlin: Tourism Performance Research Survey Findings

A. Destination Management

Performance Criteria |9 AO | LI @UriElear (P)
Destination Growth Strategy
A Existence of a DMO at the destination Ll
A Clear vision and governance structure for destination| L
place
A Sustainable tourism policy and regulations within the | ? (at the moment mostly
overall development strategy of the city project-based)

"visitBerlin(2017). Berlin is ranked 4th in the worldwide convention statistics (Press release), available at
https://aboutvisitBerlinde/sites/default/files/201-05/170509 ICCGRanking_EN.pdf
'2yisitBerlin(2017) Convention StatisticBerlin 2016
13 .
ibid



Differentiation of the destination (USP and/or UEP?)

Public and private sectors commitment/involvement

> > >

Collaboration with the stakeholders within and across
sectors

Regular update of the strategy & action plan

Performance measurement tools in place

— = — ==

Visitor satisfaction

A

Repeat visitation (within 5 years) / recommendation

A

Analysis of the visitor satisfaction with different
elements of destination

— =

A

Analysis of the visitor satisfaction with their overall
experience at the destination

Al

Tourism in Berlin is managed by the Berlin Senate, the executive body responsible for

Destination Growth Strategy

making and implementing policies in the cistate, in partnership withvisitBerlin" A O1 E1

official destination management organisation (DMOI)

AAAEOEIT T h

OsEnd

" A

autonomous boroughs are also to a varying extent involved in tourism management and

marketing z the responsibility usually restsvith their offices of economic development

(German:Wirtschaftsférderung.

On the citystate level, responsibility for tourism within the Senate rests with Benate

Department forEconomics, Energy and Public Enterpris®déthin it, there is no division or

senior official responsible exclusively for tourism. Instead, tourism is subsumed within a

wider department unit(German: Referatyvhose responsibilities also inclugsi@olicy areas
such as business support servicgsefnan: Unternehmensservicg services (German:
Dienstleistung, handcraft (GermanHandwerK, and ommerce (GermanHande). Berlin
follows acollaborativegovernancemodel, in which the citystate playsa coordinating and
enablingrole. Since 2004 political priorities, strategies and deliverpechanisman relation
to tourism are outlined in a&o-called tourism concept(German: Tourismuskonzept)his
framework document ideveloped inclose collaboration withvisitBerlin and is meant to
facilitate coordination between stakeholders from public, private and rgwvernmental
stakeholdersand ensureanintegrated andcoordinatedmanagement approachAfter years

of delay z the most recent concept stems fron2011z a new tourism concept was

announced in early 2017 and is expected to be in pla¢kedognd of the year

1C
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O
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Set up under the nameBerlin Tourismus Marketing GmbH (BTMyjsitBerlin was
established as gublic-private partnership (PPPhn 1993 to promote the city ag major
tourism destination and congress locatidfh.The company shareholderare the nonprofit
organisation visitBerlin Partnerhotels e.V. (40%) the Land of Berlin(15%) the
Investitionsbank Berlin (25%) and three limited companies: the Flughafen Berlin
BrandenburgGmbH (airport) (10%) the Messe Berlin Gmbgxhibition company)5%)and
TMB Tourismus Marketing Brandenburg GmbHhe DMO of Brandeburg, the federal
state surrounding Berlir{5%o)

visitBerlinshareholders
7\ .

Figure3.L visitBerlinshareholders

= visitBerlin Partnerhotels e.V.

= Land of Berlin

Investitionsbank Berlin

= Airport Berlin Brandenburg
GmbH

= Messe Berlin GmBH

Tourismus Marketing
Brandenburg GmbH

The establishment ofisitBerlinwas the result of wideAE AT CAO ET " AOI ET 860 1
arena and theb AOAAEOAA 1T AAA OiF OAT OCAT EUA AT A OOOA
activities following a slump in visitor numbers in the early 1990s when the immediate
excitement following the fall of the Berlin Wall ebbed ofisitBerlinreplacedtwo public
sector organizations, the Fremdenverkehrsaartdthe Informationszentrum Berti, and, as
" AOIl ET 8 @st&with awide range of responsibilitiet.

1 plans, implements, and monitors marketing strategies and campaigns;

i functions asa travel agencyoffering hotel accommodation and tickets, and issuing

the Berlin WelcomeCard " AOI ET1 80 1T £#£ZEAEAI OECEOOAAET C

“yisitBerlin(2017). Welcome tuisitBerlin(online), available at www.aboutisitBerlin
.de/en?ga=2.25906622.2089836532.14985567981502309.1494942820

11


https://about.visitberlin.de/unsere-gesellschafter-und-unser-aufsichtrat

| operatesthe Berlin Tourist Info Centershe Berlin Service Center, as well'ash O1 ET 6 O
official onlinetourism platformvisitBerlinde; and

1 is responsible fostakeholder management and partner relations.

In addition, it is also active in theneetings and conventions marketvith its Berlin
Convention Office(BCO which acquires conferences, fairs and congresses for Berlin,
provides a variety of support servicescongress and tourism partners and acts as an active
ET &£ OI AOCETT AOI EAO £ 0O OEA AEOUBO OOAOGAT ETA
As a PPPuyisitBerlinreceives funding by the Berlin Senate. Howevire majority of its
funding is today seffjenerated e.g. throughmembership servicesbooking services as well
as product and ticket saletn 2015 its budgeamounted t020,6 million Euro (compared to
14,7 million Euro in 2010) of which 56% were-gelierated income/revenue (compared to
43,8 % in 2010) The company is managed by an executive board whictuigently led by
Burkhard Kieker who was appointed as Chief Executdficer in 2009.The work of
visitBerlin and its currently 198 employees iverseen by a supervisory board which
approves(or vetoeg all of its major decisions and evaluates its performance. It comprises
nine members- visitBerlinPartnerhotels e.V as the largest shareholder and the Land of

Berlin appoint two members each while all other shareholders each appoint one.

Differentiation oBerlin as aestination

2ACcOl AT U OATEAA A0 T1TTA 1T &£ %OOTIPAGO 1100
organisations,visitBerlin in terms of leisure tourismemploys a dferentiated marketing

approach: i is active in more tharfifty different source markets and affordsoth the
maintenance and expansion of existing markets and the development of nevketsahigh

priority. visitBerlin recognises thatdifferent audiencesequiredifferent campaigns and

emphasis but stressés A O1 E T @rye dr€durcds and attractions as well igsdistinct

history and identityas a former walled turned worldty AO OEA AEQOUdS® AAT O
organisation aims, in its own word@i AADPOOOA OEA OPAAEAI ABOA

ByisitBerlin(2016).Jahresbericht.Zahlen und Fakten 204sitBerlin(2011) Jahresbericht.Zahlen und Fakten
2010

12


http://www.visitberlin.de/de

freedom, tolerance, openness and creativity, a place inspiring people across the @fdte.

most recentinternational campaigrCBERLIN 365/23is reflective of this. It was introduced

ET woXxa O DOIiI1T O0A Al AapgsbiogiyAcVery"ddy@i thelyéa® E 1 A
any time of day or nighithat offers@nore of the world in one place than anywhere efbé.

Berlin365/24 Campaign. SourcesitBerlin

Examples ofcomplementing themed marketing campaigndo develop and maintain

associated target markets include (but are not limited:to

Accessible Berlinfww.visitBerlinde/de/barrierefrei)

LGBT tourism for Berlinnww.gayvisitBerlinde)

Families welcomevwww.familie visitBerlinde)

Biking in Berlinyww.fahrradyvisitBerlinde)

= =4 =4 =4

As regards its marketing techniquesisitBerlin utilizes bothestablished and innovative
approaches and methodsAn example othe former are the sealled popup stores As
OAl Bl 6rAn® Bmb&ssaddd @&nd Gdvertising spac® for Berlin as well as venues for

16visitBerIin(2017)Pr0mo'[ing Berlin globallpnline), available atvww.aboutvisitBerlin.de/en/promoting-
berlin-globally
Ywww.36524.berlin

13


http://www.visitberlin.de/de/barrierefrei)
http://www.gay.visitberlin.de)/
http://www.familie.visitberlin.de)/
http://www.fahrrad.visitberlin.de/

networking events and similar functions, they were first introduced in five key European

markets- United Kingdom France, the Netherlands, Austria and Sweden 2015.

~
~

e
LN

Figure3.3 Pop into Berlin Storéaris SourcePop into Berlin, Paris. SourcesitBerlirn/
Sarah Lindemann

In terms of business tourismjsitBerlird BCO is credited for having played a crucial role in
OEA OAAAT O COI x OE discissédrdlieEicdit® estal)lish®entiin®aoi, A O
it has brought more than a thousand European and worldwide conventions to the city by
providingexpert suppot for organising congresses, conferences, meetings and incentives in

Berlin (www.conventionvisitBerlinde).

LikewisevisitBerlinhas for several years been actively involved in the promotion oirBasl

a health tourism destination. Albeit only medium-to-small segment of the total tourism
volume, health-related travelhas witnessed a steady growth in recent decadesl has
been identified as an important growth market. This being the caswsjtBerlin has
partnered up with enowned hospitals and clinics as well as other relevant local and-extra
local players to capitalize on the excellent reputation of Bezliand the wider Berlin is a
part of - for state-of-the-art medical careln partneship with theSenate Department for

Economics, Energy and Public Enterprises as weldDd&sA AEOQOUS O %AT T 11 EA

14


http://www.convention.visitberlin.de)/

#1 OPT OAOQET 1T Ot"hds@ét Bpl ami@rAcD gditaltind provides information on
health care tourism in Berliand moreoverregularly advertises Berlin as a health tourism

destination at relevant international trade fairs such as Arab Health in Dubai.

All marketing activitiesundergoregularreviews, allowing for adjustmentas needed, and

strong emphasis is placezh coordination andcollaborationamongst relevant stakeholders

such as the Berlin Senat§ EA AEOUS O %AT T 1T 1 EA @eAiOFattneasd i AT O
"AOI ET 80 #EAI Ay brEA®T ET AOAKT OAT AT A, 2A00A
MEHOGABerlin.

Acollaborative approach to destination management

To ensure the achievement of its mandate goccessfullypromote Berlin as a destination,

visitBerlin pursues acollaborative approach to destination management. Close working
relationships exist for example with thEMB TourismusMarketing Brandenburg GmbH to

promote the capital region Berlitt OAT AAT AOOC AT A OOOAT COEAT OE
international compeE OE OAT AOO A0 A AAOOET AOEIT 18 &EOOO
collaboration is illustrated amongst other things lgint appearances athe International

Tourism Exchang€ITB) Berlinas well as the decision to establish a joint welcome center

whichx ET 1 OA Ojatd to A catd Aegiod A O OEA 1 Ak addite@bT OO0
visitBerlin regularly liaises and cooperates with relevant extegional partners and
stakeholders. This includes in particularthe  German National Tourist
Board(German Deutsche Zentrale flr Tourismus e)Wvhich promotes Germany as a travel
destination on behalf of the German federal government as well as the-profit

membership oganization European Cities Marketing (ECM) which promotes and links the
interests of tourist boards, convention bureaux, and city marketing organisations of more
OEAT Xoo [ AET O AEOEAO ET Q& AdoGdied® thdvtay AA OT C
visitBerlin as an active ECM member approaches its business: it embraces the idea to

enhance competitiveness through cooperation and collaboration.

~ oA N = z

An initiative that exemplifieO E A éofaBothfive approach talestination management

on the local leveis meanwhilethe round table tourism (GermarRunder Tisch Tourismyis

1t


https://en.wikipedia.org/wiki/German_language

which was established in 200&onvened by DEHOGA Berlin andsted by theSenate
Chancellery German:Senatskanzléi the office of the governing mayor of Berlim,serves
as ahigh-level forum for dialogue and coordination anong both private and public
stakeholdersand meets up to twice a yeato discuss topical issuesnd keep abreast of
current issues affecting tourism in Berlifio facilitate and ensure verticahtegration,
regular meetings are alsat the invitation of visitBerlinheld with representativesof the
district offices(German: Bezirksamter) £ " A Ol BéndadtondmolsbatbAghswhile
the abovementioned tourism concepsets out theresponsibilitiesof different stakeholders
for particularfields of action and measureB®espitethese efforts, manyintervieweesalso
argued that the existing governancearrangements should be reviewed and possibly
modified to allow formore policy coordination andintegration z horizontallyand vertically

Z andfacilitate more effective destination management
Sustainable tourismrgwth

Strategiesfor more sustainabléourismC O x OE AOA [ AAT xEET A 1 AEA A
tourism strategy z the (ourismuskonzeph Entitled (Tourismuskonzept Berlin
Handlungsrahmen 2015¢ its most recent versioris 7 as its predecesssrz mainly

concerned withenvironmental sustainabilitye.g. with initiatives like the"Berlin Green

Meetings" platform which was established in 2009 to promote BeainaO C O AMIGES
destination.More recentlyit has become increasingly recognised however that cultural and

social aspects also have to be considered concomitantly to achieve any success towards
sustainability- especially sincehe city, similarly to other European city destinatisnhas

~ 2 A N = z

seen itsshare oftourism-related conflicts and contestationi recent yearss EA AE QU8 O

—_—

tourism concept, which was at the time of writing being preparedwidely expected to

reflect this Since coming into power in 2016,A 01 ET 8 O A O Ot@advowedaputO A OT | A
tourism in Berlin on a more sustainable pathd be more proactive imelping to maximize

the positive effects of tourism while minimizing negative externalities such as those

resulting fromexcessive concentrations of touristic activityspecific neighborhoods.*®

%30 "AOIETTS$SEA ,ETEA "AOI ET YAl ETEQGATI #ET ®AR CAIOOAT OA
T AAEEA]I OEC8 +1 Al EOQET 1T OOA cAA®R02A(dnNE) ] auilaiié a@ AEA , ACEOI AOOC
www.berlin.de/rbmskzl_assetérbm/161116&koalitionsvertragfinal.pdf

1€



Performanceneasurement

"AOI ET 60 OiznoEtpOOMDAABDIOAET DBI 1 EAU EOAI AxT OF
includesa set ofstrategic goalsz and associated performance measuregsgainstwhich

progress andperformanceis measuredThesegoals areperiodicallyrefined, often because

targets have been metin addition, the DMOmeasuresits performanceby way of annual

plans thatset targetsandas well reports that review performance against those targétsr

the destination, detailed annual andquarterly statistical reports onkey indicators are

compiledby visitBerlinwith data provided by theéBerlinBrandenburgAgency for Statistics

(German:! | O &I O 3 0AOEOOEE In "addionF\visitBetlivandl Athdr A OO C
stakeholders regularly commissiomarket researchand draw upon data provided hiye

European CitiesMarketing (ECM organisation andthe tourism marketing information

system TourMISo inform and evaluataheir work.

A.2. Visitor Satisfaction

Visitor satisfactionis recognised to be a critical factor behind the success of a destination
andBerlind 4 EA A E OU 8 g2rfosmrésearkt itdetd, bddriav@® on various sources
gauge thebackgroundsexperiences, andiews of Berlin visitorsThis includes theQuality
Monitor German tourism industry survey (German: Qualitadtsmonitor Deutschlane
Tourismug which does not measure visitor satisfaction directly but regularly measures
visitors'intention to return to various destinations across Germanyncluding Berling and

recommend them to others?®

19 http://www.qualitaetsmonitordeutschlandtourismus.de

17



Intention to visit Berlin again Recommendation to others

68 % 84%
Holiday Holiday guests
guests intending to
intending recommend
to return Berlin to
others

Figure3.4: Intention to return and recommend to others (as of 2016). SowtBerlin

And it includes market research commissioned specificallyvisitBerlinsuch as the 2015
OO0OAU O" AOIi ElamarkeOreséeirch fnalysis foisiBedir®ATarried out by the

Deutsches Wirtschaftswissenschatftliches Institlitr Fremdenverkehr e.Vand drawing

interviews with 1838 touristéoth international and domestic)it provides indepth insights

ET OT OEOEOI 00 DAOAADPOEI T Oh AAEAOET O0Oh A@DAC
overall satisfaction with the destination Berlin as well as their assessmertifferent

destination attributes. As regards the former, the most recent study from 20&§eals a
generallypositive picture: on a scale fromofdl x EOE X AAET ¢ OOAOU OAO
1,9among international and 2,0 among domestic tourists and an overwhelming majority of

visitors stated that they would recommend Berlin as a destination to otlj@nsa scalérom

X O & xEOE X AAET C Q@dong dotndsttCeAd=1,Hamy A O ET
international visitors). As regards thassessment oflifferent destination attributes,the
AEOUSO OOAOEAA AEOU AEOOOEAOOTONOAOAOGoh EOO
diverse populationgultures receive high scores while cleanlinessl safety concerns are

identified as areas in need of improvement.

B. Economic Perspective

UnsurprisinglygivenOT OOE O & significante xtikehnglysisof tourist flows and their

economic impachas become increasingly comprehensive and detailed in recent s

%0 Deutsches Wirtschaftswissenschaftliches Instifit Fremdenverkehr e.\(2016) Berlin-Besucher im Fokus
Z eine Marktforschungsanalyse firisitBerlin
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if some data limitations continue to exise.g. with respect to employmentrelated to

the tourismsupply chain) In addition to data bythe BerlinBrandenburg Agency for

Statistics, further analyses are regularly carried out by theDeutsches
Wirtschaftswissenschatftliches Institutiir Fremdenverkehr e.V. on behalf oisitBerlin

Recent figures confirm thatth® T OOEOI EAO AAOAT T PAA ET O1T A EA
In 2016, Bedi6 O O1T OOEOI OAAOT O EQRIL.Z DllidpoliuciggQdxO0 O OA |
revenues for the federal government and the Land of BerlieoR1.036,6billion through

VAT and income tax alon&UR5.549 billion othe total gross sales wergenerated by the

hotel and restaurant industryEUR3.738 billion by retail anHUR2.288 billion by services.
Unsurprisingly, given these figurg®urism isa major driver of employment, stabilizing

existing jobs and generating new jobs across a ranfggeotors. In absolute terms, 235,00 of

I EOAA A&OI T O OGE®UsBI

~ P - G N Az

"AOITET 80 ETEAAEOAT O
GDP was estimated to amount to 6.7 ¥Room for improvement exists with regard to

some areas.

80,00%
70,00% /_/A

60,00% / N
50,00%

/ = Qccupancy rate

(beds) in official
accommodation
establishments:

40,00%

30,00%

20,00%

10,00%

0,00% T T T T T T T T T T T 1

Figure 3.5:Intention to return and recommend to others (as of 2016). Sourert fur
Statistik BerlilBrandenburg (2017

Criterion 1: Tourism Flows
Year of analysi2016

47 OOEOI 66 & O Avidcheda OAAO " AOI ET WwWoXas
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Performance criteria

Value / Source / Definition / Comment

Arrivals:
o Total arrivals
o Total foreign arrivals

012, 73 million
05,04 million

Bednights:

o Total bednights 031,1 million
o Total foreign bednights 0 142, million
Average length of stay (nights) 2,4days
Total arrivals by main purpose: n.a.

o Personal

0 Business

Total arrivals by modes of transport:
o Air

o Water

o Land

Arrival from Germany: 34% plane, 42% train;
29% car, 23% coach, arrival from abroad: 78
plane, 12% train, 20% car, 12% coZch

Average size of travel party

n.a.

Seasonality index (measurdxy the Gini n.a.
coefficient)
Occupancy ratébeds)in official
accommodationestablishments 044,0%
0 January 051,0%
o February 058,0%
o March 061,1 %
o April 065,6 %
0 May 065,1 %
o0 June 072,2%
0 July 067,6 %
0 August 067,2%
0 September 068,1 %
o October 059,0%
o November 057,5%
o0 December

0614%%

o Yearly average

Number of major incoming markets (e.g., that
comprise 80% of the bednights achieved at th
destination)

11 (domestic market plusp 10 international
marketsmade up 81,5 %f all bednights in
2016*

Number of sameday visitors:
0 January

o February

0 March

o April

o May

0 June

0 July

0 August

n.a.
n.a.
n.a.
n.a.
n.a.
n.a.
n.a.
n.a.

O OO0OO0OO0OO0OOo0OOo

22 yisitBerlin (2017) Berlin imumbers. Statistics

2 Amt fur Statistik BerlinBrandenburg (2017Btatistischer Bericht. Tourismus im Land BePlatsdam
24visitBerIin(ZOl?)BerIin in numbers. Statistic®wn calculation
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0 September
o October

o November
o December

o Yearly average

0 n.a.
0 n.a.
0 n.a.
on.a.

0 109 million average

Please elaborate hich data collection methods
are used

Information concerning the volume and value
of day trippers rely on specifically
commissioned studies by thBeutsches
Wirtschaftswissenschaftliches Institdir
Fremdenverkehr e.V. whidbuild uponthe

O04ACAOOAEOAT. AAO $AO0

Are the meeting industry statistics available at
your destination?

XYesl No

Extensive statistical information pertaining to
the MICE market are gathered on a continuot
basisthrough theonline data collectioriool
congress.neby ghh consult and published in
the annualdCongress Statisti@(German:
Kongress Statistik) ofisitBerlird Berlin
Convention OfficdBCO)

Criterion 2: Economic Impact
Year of analysis: 2016

Performance criteria

Value / Source / Definition / Comment

Number of jobs in tourism industry

Research into the employment effects of
tourism suggest that it sustains 235.0fabs
(full-time, throughout the ye®)*

Relative contribution of tourisnio the 6,7%
AAOGOET AGET 16DP) AAT T T 1 |

% of tourism jobs in the local economy n.a.
% oftourism jobs that are seasonal n.a.

Is the economic impact of events measured ai
your destinatior?

XYes No
0 EUR2,419 billion gross sales
o employment effect: 41.500 fulltime jobs

Inbound tourism revenues per visitor by sourc
market

n.a.

Dailyspending per
o Overnight visitor
0 Sameday visitor

o EUR 205,80
o EUR 32,9

471 OOEOI 60 &i O Aviidkchea OAA O
26 ||a;

Ibid.
'yisitBerlin(2017) Convention StatisticBerlin 2016
28 ||a:

Ibid.

"AOI ET WwoXas
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% of locally produced food, drinks, goods and| n.a.
servicessourceAU OEA AAOOET /
enterprises

Exports of tourism services (a measure showi| n.a.
the contribution of tourism to exports)

C.Environmental Perspective

Environmental protection isa key concern ofpolicy makers in Berlin andEA AE QUGS C
environmental governance iwidely considered to be well developed and effectiBerlinis

an active member of a number of sustainability groupscluding Climate Alliance

Covenantof Mayors ICLE] Metropolis and the World MayorsCouncilon Climate Change
Moreover,the city wasranked eighthamongmajor cities in theSiemenssponsoreddGreen

City Index, which evaluates citiesiccording to their performance in selected domaijesg

energy & CQ, transport, water, air quality, land use & buildings, wsssanitation and
environmental governane®® In all of these areas significant and, by international
standards, successful efforts have been made in recent decades to improve the city's
environmental performance4 EA AEOUB38 O COAAT AOAAAT OEAI O AOA
area of climateprotection: Berlin calls one of the internationally most renowned clusters of

solar energy research and development institutions its hothé&n addition, almost three

hundred combined heat and power stations produce environmentéilgndly heat and

electricity. " AOl1 ET1 6 0 AAT OOAIT OCOAAT UiT Ao & O OOA,
environmental sticker or badge to confirm their cars comply with tightened emission
OOAT AAOAG O1T AT OAO OEA AEOUBO AAT OAO geEEI A A
the use of public transport and bicycfésRepresentatives of the tarism sector recognise

that their tradetoo hasan impact on the environment and consequentigsa role to play in

Ei DO OET ¢ OEA AEOUBSO AT OEOI 11 &daditiemebtihgd £ O1 Al
and conventions market a lot of ambitious initiatives exifheabovel AT OET T AA O' OR
- AAOGET ¢cO6 b iBarlinEorwdntio OfficedBAO) is, as the German Convention

"OO0OAAO TTOAOGR TT1TU TTA AiTT1TcCl GIiVAT OE ABETIQ A

**The Economist Intelligence Unit (201Zhe Green City IndeSiemens AG
30GermanConvention Bureau (201Berlinz The green destination on the congress map, available at

https://lwww.gch.de/casestories/kompetenzfelder/berlirthe-green-destinatiornron-the-congressmap.htmi
31
ibid.
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AiTCOAOO AT A 1T AAGET ¢O 1 AT AGAADPAS AT A ROEOAI

An example of the later is the environmental forum at the Church of the Resurrection in

P T S S VAN

"AOIl El it A0l Al g O! O&A OO0 Aantitied; ®E énvirdnméntalq 8

) O

sustainability ever since its foundation in 2000 and to this day serves as a role model for

many other venues in Berlin and beyond. Another model project dedicated to the topic of

climate protection is the EUREF Campus in the Bérl

it simultaneously serves as a popular environmentéligndly and stateof-the-art venue
for all sorts of meetings and eventSomewhat surprising in light of the high status afforded
to environmental protection in the German capital is meanwhile tbata pertaining to the
environmentalimpacts and performancef tourismis relatively scarceWhile there is no

denial that it is excessively difficult talisentangle the impactsf tourism in urban

environments from otherinfluences,more attention aimed at understandinthe nature

extent and causes dburism's environmental impactalsocould prove beneficial tadopt
effectivemanagement measure® 1 AOOOEAO EI pOT OA O OOEOI

Criterion 1: Sustainabl@ourism Policies and Strategies

Year of analysis: 2017

Performance criteria

Value / Source / Definition / Comment

% of tourism enterprises/establishments in thi
destination using a voluntary certification/
labelling for environmental/quality/
sustainaility and/or Corporate Social
Responsibility

n.a.

% of tourism enterprises involved in climate
change mitigation schemes such as: CO2
offset, low energy systems, etg.and
Gudaptationdresponses and actions

n.a.

environmental impact
degradation/congrvation of nature}>
monitoring tools in place

I YesXNo

Criterion 2: Density
Year of analysis: 2016

| number of tourists/visitors per 100 residents |

8834

*ibid.
“ibid.
34visitBerIin(2016).Trendreport1. Quartal2016
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industrial site that was turned into an innovation campus dedicated to adavbon future,
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Criterion 3: Public Green Spaces
Year of analysi2016

Performance criteria

Value /Source / Definition / Comment

Number of parks

circa 2500

% of preserved areas/ reservoirs/
waterways/parks in relation to total land area

42, 4% (including agricultural usé)

% of trees in the city in relation to city area
and/orpopulation size

Official data suggests that there are about
437.925street trees- 80 per kilometer city street
(stock density)z in Berlin. Information about
trees in parks, gardens and woodlands is not
available®

% of green space (public parks) coverage in
relationto city area and/or population size

13%in relation to city ared

% of green or public spaces in need of
improvement

n.a.

Criterion 4: Reduce Greenhouse Gases/Energy Efficiency

Year of analysi2013

Performance criteria

Value / Source Definition / Comment

Total amount of GHG emissions per city and
per capita

18,7 Millt / per city
5,5t. per capitd®

% of total energy consumed in the city that
comes from renewable sources

3,7% (primary energy consumption
7,4%final energyconsumption”

reduce energy consumption

energy consumption per tourist night n.a.
compared to general population energy
consumption per resident night

% of tourism enterprises that take actions to | n.a.

Criterion 5: Mobility
Year of analysi2013, 2016

| Performance criteria

| Value / Source / Definition / Comment

®3AT AOOOAOXxAI 001 ¢ & O 51 xAi Oh

Berlin(online), available at

6 ROBEEOE®@AEAT

www.stadtentwicklungberlin.de/lumwelt/stadtgruen'gruenanlagerde/daten_faktendownloadgausw 5 pdf

®3AT AOGOOAOXxAI 0O1 ¢ & O 5i xAil Oh

available at

www.stadtentwicklung.berlin.de/umwelt/stadtgruen/stadtbaeume/de/daten_fakten/downloads/ausw_139.pd

f
*ibid.

% Amt fiir Statistik BerlinBrandenburg (2016 Energieund COBilanz 2018online), available at
www.statistik-berlin-brandenburgde/BasisZeitreiheGrafilBas
EnergieundCQ.asp?Ptyp=30®Sageb-4300%.creg-BBB&anzwer-6

% senatsverwaltung fiir Umwelt, Verkehr und Klimaschutz (20B&Yliner Energieverbrauch und CO2 Bilanz

2013(online), available at

www.stadtentwicklungberlin.de/lumwelt/klimaschutZco2bilanzberlin/index shtml#berlin05

24
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Transportation mode split (Percentage of eac|
mode of transportation, i.e. private, public,
bicycles, pedestrians)

Private motorized transpor8(%; Pedestrian
30%; Bicycle trafficl3%;Public transpor®so (as
of 2013%

Average commute time and cost

70.1 minutes per person and day (in 2012)

% of tourists and sameéay visitors using
different modes of transport to arrive at the
destination

Arrival of overnight visitors from Germany: &4

plane, 42% train; 29% car, 23% coach, arrival

overnight visitors from abroad: 58% plane, 129
train, 20% car, 12% coath

day visitors traveling from home to the
destination

% of tourists and sameay visitors using n.a.
local/soft mobility/public transport services to

get around the destination

Average travel (km) by tourists and sarday n.a.
visitors from home to the destination

Average carbon footprint of tourists and same n.a.

Kilometers of bicycle paths and lanes

1680 kilometergas 0f2016, including purpose
built bike pathsand pavement markings
(lanes)*

Number of EV charging stations within the city

142 (as of 201%)

Is car sharing available at destination?

Yes x Nd

bike sharing available at destination?

Yes x Nd

Criterion 6: Water Quality/Availability
Year of analysis2013

Performance criteria

Value / Source / Definition / Comment

Total amount of water availability

206,9 Mill. m**

Water quality index/score

Berlindwater quality is checketegularlyfor its
quality and widely considered to be of highest
quality.! AAT OAET ¢ O1 OEAt
not only meets all of the requirements of the
German Drinking Water Ordinance, brgther
undercutall defined limitsby a wide margin®

Y3IAT AOOOAOXx Al OO1 g vl Wnwalt@2 1 BelliheOvetkdhitid Zahléonline), available at
www.stadtentwicklung.berlin.de/verkehr/politik_planung/zahlen_fakten/download/Mobilitaet_dt_kom

plett.pdf
“LvisitBerlin (2017). Berlin in numbers. Statistics.

42 Senatsverwaltung fur Umwelt, Verkehr und Klimaschutz (2008bil in Berlig Mit dem Fahrragonline),
available at https://ssl.stadtentwicklung.berlin.de/verkehr/mobil/fahrrad/radrouten/index.shtml
43eMobiIity Ladestationerin Berlin (online), available atww.datenberlin.de/datensaetzéemobility-

ladestationenberlin

** Amt fiir Statistik BerlinBrandenburg (2016Die kleine Berlitatistik Potsdam
“>Berliner WasserbetriebaVater for Berlifonline), available at
www.bwb.de/content/en/downloads/WFB_EN_2014 web.pdf
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Proportion of population with access to
adequate and safe drinking water

99,8%

Water consumption per tourist night compared
to general population water consumption per
resident night

n.a.

% of tourism enterprises taking actions to
reduce waterconsumption

n.a.

% of tourism enterprises using recycled water

n.a.

Criterion 7: Air Quality
Year of analysis2012, 2015

Performance criteria

Value / Source / Definition / Comment

Levels of Particulate Matter (PMXZ0mg/ m3)

26t C Tdnmualaveragevalue(asof 2015}’

Levels of Particulate Matter (PM275mg/m3)

| OAOACA %@bl OO0OA ) I*AE

Number of days per year on which alarm 0
levelsare exceeded and traffic circulation is
stopped
Criterion 8:Waste/Reuse/Recycle/Sewage Treatment

Year of analysi2012

Performance criteria

Value / Source / Definition / Comment

wastestream)

Recycling rate (Percentage diverted from | 42.2%"

Volume of solid waste generated 822,000t *°

to general population waste production per
person (kg)

Waste production petourist night compared | n.a.

% of tourism enterprises separating differen
types of waste

n.a.

% of total waste recycled per tourist
compared tototal waste recycled per residen
per year

n.a.

% of sewage from the destination treated to
at least secondary level prior to discharge

n.a.

Criterion 9: Landscape and Biodiversity Protection

Year of analysis:

“® Amt fiir Statistik BerlinBrandenburg (2016Die kleine Berlitatistik Potsdam

" Senatsverwaltung fiir Stadtentwicklung und Umwelt (2016)0 £0Ci OA T A (oblided AVAilablewid X Y

www.stadtentwicklung.berlin.de/lumwelt/luftqualitaet/de/messnetz/download/jahresbericht2015.pdf

“ibid.

9 Senatsverwaltung fir Stadtentwicklung und Umwelt (201@)nicipal waste management in Be¢binline),

available at
www.stadtentwicklung.berlin.de/umwelt/abfallwirtsc
pdf

*ibid.

haft/downloads/siedlungsabfall/Abfall_Broschuere_engl.
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Performance criteria Value / Source / Definition / Comment
% of local enterprises in the tourism sector | n.a.

actively supportig protection, conservation
andmanagement of local biodiversity and
landscapes

IVV. Conclusions

"AOI ET 60 OEOA OI bDOiiEITATAA AO A O OOEOO AA
nothing short of extraordinaryObviously,there is no single one reason that explains the

success of Berlin as a destination ltLappears reasonable to suggdsiat the effective and

DOl ZAOCOET T Al 1 AOEAOET ¢ AT A OADPOAOAKIBKIOET T OF
have played a major role in making the destination Berlin the successithattoday.

Market research suggests that tourists are very satisfied with the servidsitBerlin

provides; the fact that targets in relation to growth and financial performance have
consistently been met or exceed stands testimony to itefficacywhile also carryig out

extensive responsibilities as active broker and service provatdts partners in the tourism

industry. As regards destination management in the wider sense of the term, Berlin
meanwhile also finds itself confronted with several challenges. Mainthem relate or are

linked to the heightened need for tourism management apldnningthat results from the

increases of tourism activity the city has experienced in recent decades city-state has

upped its gameon this front in recent yeardut there nonetheless appears to be a need to

go further and rethinkexisting governancearrangementsand policiesso as to make them

more responsive to the role and relevance touriti@s acquiredas acrosscutting issue

relevant to differentpolicy domains The AEOQUBS O 1T Ax O1T OOEOI Al 1T AAD
expected toinclude a number ofactions and recommendationg this regardbut will

probably be only a first step in a longer proceEse same applies to the citstated O OOAOA A
aspirationto make more sustanable forms of tourism development a realitylt too will

require longterm and significant commitment

4EEO EO 11060 O1 OAU OEAO OEAOA AOCAT 60aA@bPAOE
number of receninitiatives andprojects show the way: Ond @A T D1 S6o%E O# O! . ' %6 h
a BCO initiative that aims to support social and cultural institutions in Berlin by promoting

the use of their facilities for corporate  workshops and events

(https://conventionvisitBerlinde/en/meetchangé. It was introduced on the occasion of the
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https://convention.visitberlin.de/en/meetchange

2015 Global Social Bus@gss Summit anchas reportedly, AAAT xAl 1T OAAAEOAA
customers and clientsSupport fa social development is seen as an importantpste make
A Pl OEGEOA AEAEZAEAOAT AA O "G oawEDSO!'sabob®l A Al
AogbpAT AAA ET AiliTETC UAAOO O OOOAT GCOEAT "AO
responsible MICE destination and, in the wordsvisitBerliln | A Bpdsitiv® @nd lasting

difference over the long tern@*

Figure 7O EET AND CHANGHhitiative. SourcevisitBerlin/ Uwe Steinert

Innovative schemes have also been launched on the local level. One example is the project

O /A E Otp Makhibd.berfin) which was launched in 2015 by the district council of

FriedrichshairKreuzberg in cooperation with industry partners suchvastBerlinto tackle

noise and other nuisance issues connected torigm and promote fair, responsible and
sustainable tourism practices. It too is set to be expanded in coming yRarngnisinghat
OAOEAAT 006 AAAADPOAT AA 1T &£ O1I OOEOI AAOGAIT T PI AT G
its long-term successyisitBerlinhas in addition in recent years turned itowvard marketing

A6 A TAAT O O1 1 AET OAET AT A AT EATAA OEA bpibpol

*LyisitBerlinConvention Office (2017MEET+CHANGENIine), available at
https://conventionvisitBerlinde/en/meetchange
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