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INTRODUCTION TO CITY TOURISM AND CITY 
MARKETING

• 80% of Europe’s population live in towns and cities – the 
Great Outdoors

• 1980’s onwards saw the beginnings of a sustained growth in 
urban tourism – the Great Indoors

• cities account for 40% of all inbound tourism arrivals 
globally (UNWTO World Tourism Barometer)



TOURIST ARRIVALS AT SELECTED  EUROPEAN 
CITIES  2006

ranking (millions)

1    London 15.6

1    Paris 9.7

1    Barcelona 4.7

1    Prague 3.7

150   Turku 0.9

Source: Euromonitor



INTRODUCTION TO CITY TOURISM AND CITY 
MARKETING

• 80% of Europe’s population live in towns and cities – the 
Great Outdoors

• 1980’s onwards saw the beginnings of a sustained growth in 
urban tourism – the Great Indoors

• cities account for 40% of all inbound tourism arrivals 
globally (UNWTO World Tourism Barometer)

• cities account for nearly 40% of European outbound 
volumes (IPK World Travel Monitor)

• urban tourism has also gained market share



MARKET SHARE OF CITY TOURISM IN THE UK 
2000-2007

city tourism

expenditure
€billions 
2007

%age of all 
expenditure 
2007

market share 
+ /– since 
2000

Domestic 9.6 42% +4%

Overseas 12.8 62% +1%

Day visits 35.4 83% +1%

Source: The City Tourism Report 
2009



INTRODUCTION TO CITY TOURISM

• 80% of Europe’s population live in towns and cities – the 
Great Outdoors

• 1980’s onwards saw the beginnings of a sustained growth in 
urban tourism – the Great Indoors

• cities account for 40% of all inbound tourism arrivals 
globally (UNWTO World Tourism Barometer)

• cities account for nearly 40% of European outbound 
volumes (IPK World Travel Monitor)

• urban tourism has also gained market share
• key drivers - affluence, low cost transport, and urban 

regeneration 
• despite year-on growth being halted 2008 -9 city tourism 

nowadays represents a massive economic force ! 
• we need systematically to monitor and  measure city tourism 

and the associated marketing activity – so how best to do it?



MEASUREMENT PARAMETERS

• the costs and benefits of tourism



Economic

Social

Environmental

Costs Benefits

THE ECONOMIC, SOCIAL AND ENVIRONMENTAL 
COSTS AND BENEFITS OF CITY TOURISM



THE ECONOMIC COSTS AND BENEFITS

COSTS BENEFITS



SOCIAL COSTS AND BENEFITS

COSTS BENEFITS



ENVIRONMENTAL COSTS AND BENEFITS

COSTS BENEFITS



MEASUREMENT PARAMETERS

• the costs and benefits of tourism
• assessing performance versus guiding management
• performance of  the city tourism sector – trips, bednights, 

occupancy, expenditure, income, and jobs  
• performance of the city tourist organisation – return on 

marketing investment
• inter-city comparison of performance - benchmarking



TRIPS, BEDNIGHTS, AND OCCUPANCY

• tourist trips are disaggregated by international/domestic and 
by staying/day e.g. Europe’s top 10 tourist cities 2006



TOURIST TRIPS TO EUROPE’S CITIES 2006

overnight tourist trips 
* (million)

%age +/- 
since 2000

1 London 26.6 -16

2 Paris 16.3 +11

3 Rome 11.1 +77

4 Madrid 8.6 +50

5 Barcelona 7.2 +99

6 Berlin 7.1 +41

7 Dublin 5.7 +33

8 Amsterdam 4.7 +16

9 Vienna 4.4 +24

10 Munich 4.4 +17

Source: 
ECM/TourMis

* Tourists – domestic and international staying 
visitors using commercial accommodation forms, 
excluding VFR.



TRIPS, BEDNIGHTS, AND OCCUPANCY

• tourist are disaggregated by international/domestic and by 
staying/day e.g. Europe’s top 10 tourist cities 2006

• trips -  alongside bednights and accommodation occupancy 
data - are key indicators of tourism volume



BEDNIGHTS GENERATED IN SELECTED EUROPEAN 
CITIES IN 2007

bednights*
(millions)

%age 
domestic

%age
internation

al

Berlin 17.3 62 38

Barcelona 15.2 32 68

Vienna 10.4 18 82

Munich 9.5 57 43

Amsterdam 8.8 17 83

Budapest 6.1 15 85

Stockholm 5.6 59 41

Brussels 5.1 14 86

Copenhagen 1.9 38 62

Dubrovnik 1.8 10 90Source: 
ECM/TourMis

* Tourists – domestic and international 
staying in commercial accommodation 
forms



ACCOMMODATION OCCUPANCY (%) AND  
CAPACITY IN BARCELONA 1990 - 2007

Source: Barcelona Turisme



TRIPS, BEDNIGHTS, AND OCCUPANCY

• tourist trips are disaggregated by international/domestic and 
by staying/day e.g. Europe’s top 10 tourist cities 2006

• trips -  alongside bednights and accommodation occupancy 
data - are key to monitoring trends and performance of the 
sector

• essential industry measures 



EXPENDITURE, INCOME AND JOBS

• value as opposed to volume – tourism surveys/tourist 
multiplier studies/tourism satellite accounting

• direct, indirect, and induced effects of tourist expenditure



IMPACT OF CITY TOURISM

BOUNDRY OF
CITY ECONOMY---------------------------------------------------------------------------------------------------------------------------------------------------------------------
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ECONOMIC IMPACT OF TOURISM, CITY OF 
CANTERBURY - 2006

• €339.2m expenditure
• €321.5m direct income
• €64.3m indirect/induced 

income
• €385.8m local household 

income
• 5,393 jobs (FTE) -13% of 

workforce



ECONOMIC IMPACT OF TOURISM, CITY OF 
CANTERBURY - 2006



EXPENDITURE, INCOME AND JOBS

• value as opposed to volume – tourism surveys/tourist 
multiplier studies/tourism satellite accounting

• direct, indirect , and induced effects of tourist expenditure
•  measuring expenditure, income and jobs is essential in order 

to monitor trends, inform advocacy, and provide industry 
leadership 



THE PRESSURE TO QUANTIFY GROWTH!



KEY PERFORMANCE INDICATORS AS AT MARCH 
2009 – EXPERIENCE NOTTINGHAMSHIRE

2003 2004 2005 2006 2007 2008 2009

1 1,219 1,264 1,374 1,378 1,437 TBA TBA

2 21,622 21,576 22,547 22,132 22,476 TBA TBA

3 4.1 4.1 4.3 4.6 4.8 TBA TBA

4 256 259 288 310 331 TBA TBA

5 N/A N/A N/A 63 64 86 58*

1 Day and staying visitor expenditure in Nottinghamshire (£m)
2 Number of full time equivalent jobs
3 Number of staying visitors using commercial accommodation forms (millions)
4 Discretionary spending of staying visitors using commercial accommodation 

forms (£m)
5 Percentage room occupancy

* Year to date figure (comparable year to date figure for 2008 was 64%)



EXPENDITURE, INCOME AND JOBS

• value as opposed to volume – tourism surveys/tourist 
multiplier studies/tourism satellite accounting

• direct and indirect effects of tourist expenditure
•  measuring expenditure, income and jobs is essential in order 

to monitor trends, inform advocacy, and provide industry 
leadership 

• essential community measures                                         



MARKETING EFFECTIVENESS

• “never mind the quality, feel the width” – the need for 
conversion data and ROI (rate of return ) calculations

• marketing campaigns and their evaluation – e.g Explore 
“Nottingham:Discover Christmas” marketing campaign 



MARKETING EVALUATION STUDY – “EXPLORE 
NOTTINGHAM, DISCOVER CHRISTMAS” 2008

• audience targetted
• sample 4,789
• mailing lists and website 
hits 
• 40% gross conversion 
rate
•18% net conversion rate – 
“definite”, “probable” and 
“possible” weightings
• ROI  5.6 : 1
• campaign cost £42,000 
• €252,805 return



MARKETING EFFECTIVENESS

• “never mind the quality, feel the width” – the need for 
conversion data and ROI (rate of return) calculations

• marketing campaigns and their evaluation – e.g Explore 
“Nottingham:Discover Christmas” marketing campaign 

• the ROI calculation is only as good as the extent to which 
the sample mirrors the audiences targeted

• marketing evaluation studies also supply valuable market 
intelligence 

• marketing evaluation studies give you nowhere to hide!
• essential marketing measures



BENCHMARKING PERFORMANCE

• is rarely done in respect of these 3 sets of measures within 
regions and nations and across international frontiers

• Destination Performance UK www.dpuk.org.uk
• ECM  and the European Cities’ Visitors Report
• knowledge sharing such as this is a challenge due to the 

lack of complete and comparable data
• there are also “cultural” and competitive senses in which 

CTOs tend to be local in outlook 
• CTOs are also operationally driven! 
• so it’s work in progress!



CONCLUSIONS

• accurately and continuously measuring impact is 
fundamental – we must assess the economic significance city 
tourism, monitor trends and performance, and quantify 
stakeholder “payback”

• putting “heads in beds” by growing discretionary overnight 
stay business and leisure tourism

• vital to put in place appropriate measurement vehicles
• serious cost, “cultural” and data comparability issues
• get smarter by working together and sharing knowledge and 

experience
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