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European cities continued a strong positive growth trend to lead a robust European tourism industry in 2013. ECM states that cities achieved an average relative change in total bednights of 3.5%. The ECM Benchmarking report 2013-14 mentions that cities are the clear leaders of the European tourism industry. The average yearly bednight growth rate for the ECM report cities was 6.3%, 1.9 percentage points higher than the average yearly bednight growth rate for the 28 EU countries. In the past five years, total bednights from the key source markets grew by 22.6% in ECM report cities compared to 8.4% in the 28 EU nations. 
Internationally-sourced bednight numbers continue to grow at a faster rate than those sourced domestically. Once again Germany, the United States, and the United Kingdom topped the list of source markets by contributing a combined 75 mil+ bednights to European cities. Spain and Italy maintained their status as top source markets as they reversed the negative growth trends exhibited in 2012. France and Japan maintained steady positive growth as source markets in 2013 while the Russian and Chinese markets continued to stand out with growth rates in the double digits. Since 2009 the latter two source markets have more than doubled the bednights contributed to European cities. 


The 10th edition of the ECM Benchmarking Report includes city tourism statistcs from 115 European cities. The sample of the cities included in the report represents a good balance between Eastern and Western European cities therefore is a good proxiy for European cities overall. In this edition of the report, a newly developed forecasting section is introduced that indicates the outlook for 2014. The forecasts are estimated by means of linear regression modeling (for specifics please see Annex). 
European cities continued their strong positive growth trend by leading a robust European tourism industry in 2013. ECM report cities achieved an average relative change of 3.5% in total bednights and 5% in international bednights. Central and Eastern European cities led the forward charge with several exhibiting year-on-year total bednight growth rates above 10%. In terms of international bednights Santa Cruz de Tenerife, Dresden, Split, Bolzano and Lyon had over 20% increase compared to 2012. While Germany, the United Kingdom, and the United States contributed the highest volume of bednights to European cities, source markets Russia and China are catching up to these giants with average percentage growth rates above 10%. 
Top Performing Cities 
London and Paris continue to lead Europe’s city tourism industry in terms of total bednights in 2013. Berlin, Rome, and Barcelona maintained their ranks among the top five cities with decidedly strong year-on-year bednight growth rates. The highest growth rate among the top 5 cities belongs to Berlin whose bednights increased by 8.2% (see chart 8.5). 

Notable changes 
All but three of the top-ranked 15 cities showed positive year-on-year bednight growth rates. Istanbul reversed the negative trend exhibited last year and managed to rise an impressive 4 places in the top rankings. As a new edition to this year’s report Dublin replaced Palma de Mallorca in the top 15 ranking although showing a negative trend compared to 2012 (see table 7.1). 
Largest increases and summary of decreases 
This report contains data for 115 European cities for the year 2013. Analysis of the entire sample of European cities displayed an average change in bednights relative to 2012 of 3.5% (see chart 8.5). This is a notable increase over last year’s average change of only 2.7%. The positive change is not only indicative of a trend of strong positive growth in many individual cities, but it also signals that fewer cities were showing negative growth trends in 2013 than compared to 2012. Eleven cities exhibited positive growth trends above 10% and five of these cities – Reykjavik, Split, Bolzano, Leuven, and Rijeka – showed increases in total bednights above 14% (see chart 8.5). 
Geography-related patterns emerge from the bednight data of the 2013 sample. Six of the eleven fastest growing cities fall in the Central and Eastern European region; no cities from this region were among the 25 cities that displayed negative growth trends for 2013 bednights. Well over half of the cities that showed negative growth are situated in Spain, France, Finland, and Norway. 
Source Markets : Top sources and new stand-outs 
Internationally-sourced bednight numbers continue to grow at a faster rate than those sourced domestically. Germany, the USA, and the UK once again topped the list of source markets by contributing a combined 75 million bednights to European cities. Spain and Italy maintained their status as top source markets but continued their negative growth trends exhibited in 2012. In comparison to its 14.8% growth in 2012, Japan showed a decrease of 5.8% in 2013. France maintained steady positive growth as a source market in 2013 while the Russian and Chinese markets continued to stand out with growth rates in the double digits. Since 2009, the latter two source markets have more than doubled their bednights contributed to European cities. In addition, although the relative size of 9 major source markets did not change much, the international bednights from the remaining source markets have increased by 4%, contributing 55% of the ECM report cities’ International source markets (see chart 11.4). 
Top sources compared to last year and beneficiaries of change 
The top source markets tended to concentrate their bednights among just a few European cities. Nearly 50% of 2013 German bednights were spent in five of the top 20 European cities. French and UK bednights were also relatively evenly spread across European cities with just over 60% of each market spent in typically well-performing cities, although nearly 20% of 2013 French bednights were spent in London alone. Similarly, more than 20% of Japanese bednights were spent in Paris. Nearly a quarter of Italian bednights, about 30% of Spanish bednights, and about 35% of USA bednights were spent in London and Paris. As a source market, Russia showed an interesting pattern with nearly 45% of their bednights spent no further east than Munich. A preference for Prague was distinct within the Russian source market with about a quarter of 2013 Russian bednights spent in the Czech city (see chapter 9). 
Cities versus national tourism 2009-2013 
ECM Report cities are the clear leaders of the European tourism industry. The average annual bednight growth rate for the ECM report cities was 6.2% – 1.9 percentage points higher than the average yearly bednight growth rate for the 28 EU countries. In the past five years, total bednights from the key source markets grew by 22.4% in ECM report cities compared to 8.4% in the 28 EU nations (see charts 11.1 and 11.3). 
Bed Capacities 2009-2013 
Over the past year, bed capacities for ECM report cities increased by an average of 2.2%. Geneva, Istanbul, Rijeka, and Turku stood out with year-on-year growth rates of over 10%, and Split and York experienced growth rates of over 20% (see chapter 10). 
Outlook for 2014 
The forecast analysis for 2014 indicates an overall increase in bednights across European cities. Specifically, total bednights are estimated to increase by 3.6%, international bednights by 5.1 %, and domestic bednights by 1.9% in comparison to those in 2013 (see chapter 14). 
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= Sharing Economy in Europe
= Opportunities and challenges
= The Vienna case
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TourMIS 1984-2016 — www.tourmis.info

= Platform for members of tourism associations to
share data, information, and knowledge
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= Provides free and easy access to tourism statistics

= A social media application (~ Wiki)

= 230 tourism experts enter data for 74 countries & 150
cities

>22,000 reqgistered users
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Cities
Latest trends

City tourism in Europe
Development during the last 12 months

January - June 2016

in % (1} Foreign Domestic  Total {2) Domestic + Foreign  Arrivals  Bednights (3}
kb Latest trends - -
] ) Bednights 2.0 37 ] 4.0 | 27/27/28 Jun= 2016 1.0 0.6 25/28
¥ Nights and arrivals arrivals 2.3 | 34 | 2.4 | 24/24/25 May 2016 -0.4 1.2 30/33
= Annual data Performance of Cities in Europe April 2016 2.5 2.2 35/38
= Monthly data Bednights: January - June 2015 March 2016 5.6 5.4 38742
. [4) absolute % p.y. February 2016 2.1 8.5 41748
¥ Accornmodation suppl
- .p.p ¥ Prague MNA 7,335,970 4.1 | January 2016 4.0 3.8 42750
v Availability & definitions Vienna MAS 7,008,110 4.5 | December 2015 2.1 4.5 59,76
¥ Shopping Barometer Munich MG 5,529,993 2.2 | Movember 2015 2.3 1.7 59/75
k Attractions and sights Hamburg Wy 5,173,754 6.0 | October 2015 4.2 5.0 59,78
¥ Webanalytics Stockholm MAS 5,981,680 5.8 | September 2015 6.2 6.5 59/76
¥ Eurocity visitor survey Copenhagen MAS 3,774,580 5.0 | Awgust 2015 4.2 5.4 39/76
. Oslo MG 2,078,154 2.7 T July 2015 2.4 10.4 E0/77
Austria E| . N
Valencia Wy 1,989,636 3.1 | Trends in Important Markets
My TourMISs E| Helsinki MA 1,601,421 63 | January - June 2016
Data entry IE‘ Tallinn MNA 1,305,372 6.4 T Market Arrivals Bednights (3}
Salzburg {city} NA 1,184,093 2.2 | France 1.0 | 5.2 T 23725
Logout Genua NG 831,860 3.4 T Germany 3.3 | 5.0 | 2376
Innsbruck MNA 723,736 2.5 | United Kingdom 26 1 8.2 T 23/26
Lucerne NG 616,677 7.8 | Italy -1.5 0.7 T 23/26
San Sebastian NG 544,201 11.0 | MNetherlands 14.6 | 13.5 | 23/26
i Graz NA 486,601 1.4 | Spain 9.8 1 60 T 22/25
28 cities I
Tampere MNA 4£4,535 1.2 | Sweden 29 | 0.4 22725
Sharlng Aachen MA 425,944 -2.8 1 Europe 2.7 | 3.6 | 21725
Aarhus NG 362,734 7.1 T United States 0.9 | 5.9 T 23/36
monthly data . . ,
Linz NA 357,476 2.2 | China 3.0 ] 11,5 | 21/24
Jan-Jun 2016 Turku NA 326,582 1.3 | Japan 74 t 2.6 | 21/24
Aalbarg MG 235,481 5.4 | Russia -17.3 ] -i8.8 T 2225
Espoo MA 168,699 -4.7 1
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E| Cities
Latest trends
European Countries ] City tourism in Europe
Cities IE‘ January - June 2010 Development du ring the last 12 months
in % (1} Foreign Domestic  Total {2) omestic + Foreign  Arrivals  Badnights (3}
’ LE_'tESt trends _ Bednights 3.0 37 | 4.0 | 27/27/28 JuM 2016 1.0 0.6 25/23
¥ Nights and arrivals arrivals 2.3 | 34 | 2.4 | 24/24/25 MaylPOis -0.4 1.2 30/33
= Annual data Performance of Cities in Europe 2016 2.9 2.2 25/38
= Monthly data Bednights: January - June 2015 Aarch 2016 5.6 5.4 38742
b ccommodation supply Po.v. February 2016 8.1 8.5 41/43
Prague 7.335,970 4.1 | January 2016 4.0 3.8 42750
v Availability & definitions Vienna MAS 7,008,110 4.5 | December 2015 2.1 4.5 59,76
¥ Shopping Barometer Munich MG 5,529,993 2.2 | Movember 2015 2.3 1.7 59/75
k Attractions and sights Hamburg Wy 5,173,754 6.0 | October 2015 4.2 5.0 59,78
¥ Webanalytics Stockholm MAS 5,981,680 5.8 | September 2015 6.2 6.5 59/76
¥ Eurocity visitor survey Copenhagen MAS 3,774,580 5.0 | Awgust 2015 4.2 5.4 58/76
. Oslo MG 2,076,154 2.7 1t July 2015 2.4 10.4 E0/77
Austria [+] valencia N 1,989,636 9.1 | Trends in Important Markets
My TourMISs E| Helsinki MA 1,601,421 63 | January - June 2016
Data entry IE‘ Tallinn MNA 1,305,372 6.4 T Market Arrivals Bednights (3}
Salzburg {city} NA 1,184,093 2.2 | France 1.0 | 5.2 T 23725
Logout Genua NG 831,860 3.4 T Germany 3.3 | 5.0 | 2376
Innsbruck MNA 723,736 2.5 | United Kingdom 26 1 8.2 T 23/26
Lucerna MG 616,677 7.8 | Italy -1.5 1 0.7 T 23/26
San Sebastian NG 544,201 11.0 | MNetherlands 14.6 | 13.5 | 23/26
i Graz MA 486,601 1.4 | Spain 2.8 1t 6.0 T 22/25
28 Cltl €s Tampere MA 4£4,835 1.2 | Swedan 29 | 0.4 T 22725
Sharlng Aachen MA 47€,044 -2,8 1 Europe 2.7 | 3.6 | 21725
Aarhus MG 362,734 7.1 United States 0 ] 5.3 1 23/26
monthly data Linz HA 357,476  -3.3 I China 3.0 ] 115 | 21724
Jan-Jun 2016 Turku NA 326,582 1.3 | Japan 74 t 2.6 | 21/24
Aalbarg MG 235,481 5.4 | Russia -17.3 | -18.8 1 22/25
Espoo NA 168,695 -4.7 1
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European Countries (] City tourism in Europe
Cities January - June 2016 Development during the last 12 months
in % (1} Foreign Domestic  Total {2) Domestic + Foreign  Arrivals  Bednights (3}
kb Latest trends - -
_ _ Bednights 2.0 | 37 | 40 | 27/27/28 lune 2016 1.0 0.6 25/28
¥ Nights and arrivals arrivals 2.3 | 34 | 2.4 | 24/24/25 May 2016 -0.4 1.2 30/33
= Annual data Performance of Cities in Europe April 2016 2.5 2.2 35/38
= Monthly data Bednights: January - June 2015 March 2016 5.6 5.4 38742
. [4) absolute % p.y. February 2016 2.1 8.5 41748
¥ Accornmodation suppl
- .p.p ¥ Prague MNA 7,335,970 4.1 | January 2016 4.0 3.8 42750
v Availability & definitions Vienna MAS 7,008,110 4.5 | December 2015 2.1 4.5 59,76
¥ Shopping Barometer Munich MG 5,529,993 2.2 | Movember 2015 2.3 1.7 59/75
k Attractions and sights Hamburg Wy 5,173,754 6.0 | October 2015 4.2 5.0 59,78
¥ Webanalytics Stockholm MAS 5,981,680 5.8 | September 2015 6.2 6.5 59/76
» Eurocity visiter survey Copenhagen MAS 3,774,580 5.0 | Awgust 2015 4 58/76
. Oslo MG 2,078,154 2.7 T July 20 2.4 10.4 E0/77
Austria E| . N
Valencia Wy 1,989,636 3.1 | Trends in Important Markets
My TourMISs E| Helsinki MA 1,601,421 63 | January - June 2016
Data entry IE‘ Tallinn MNA 1,305,372 a4 T arket Arrivals Bednights (3}
Salzburg {city} NA 1,184,093 2.2 France 1.0 | 5.2
Logout Genua NG 831,860 9.4 Germany 3.9 | 5.0
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TourMIS Tools
— = Market volume and
market share analysis
SESLI LGS . Measuring and
* benchmarking
seasonality

= Identifying guest mix
problems of destinations

= Forecasting tourism
demand
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European Cities’
Marketing

BENCHMARKING REPORT
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Cities vs National Tourism

Total bednights 561 mn +5.5 %
International bednights 356 mn +5.8 %

Total bednights +10 % + 16 % + 47%
International bednights +17 % + 21 %

Source: ECM:; * IPK



Why Is City Tourism Gaining Importance?

Increase in urbanization

Greater global mobility; information boom and
Increased knowledge-sharing

City tourism products are highly standardized
and readily available for purchase

Cities are ideal for short-breaks

Cities have become more attractive (cultural,
clean, modern, smart)

MICE and shopping - important travel
motivations
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Threats to City Tourism

Economical

= The increasing standardization and transparency
of products and services leads to greater
competition and lower profit margins

Environmental

= Crowding, congestion, waiting time, emissions,
and pollution distracts visitors to cities

Social

= Relationship between tourists (tourism industry)
and citizens (community)
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The Sharing Economy

= Transportation

= Car-pool, car-lending, car parking at private
home

= Accommodation

= Sub-letting in a private home, couchsurfing
= Hospitality

= Share a meal, social reviews of restaurants
= Suppliers of guides and tours

= Locals as tour guides, online guidebooks
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Pros and Cons of the , Sharing Economy

FACTORS

Price

Authenticity

Environmental

Communicatio
n

REGULATED tourism businesses

The price of regulated products covers
all overhead costs including licensing
and permits.

Hotel rooms, taxis, and other tourism
products provide a consistent approach,
e.g. a hotel room in London and

Sydney may operate and even feel the
same.

Regulated businesses usually consume
greater amounts as products are
purchased primarily for the consumer.
This also includes the physical
buildings where businesses operate.

There are established systems in place
for response, complaints and queries.
Consumers expect that the supplier will
offer a quick-immediate response as
risk of business loss would be higher.

UNREGULATED sharing companies

The prices of unregulated products are
typically lower than regulated products
as compliance costs are not a factor.

Consumers believe they are “living” in
a similar way to a local resident and
therefore believe they are experiencing
greater authenticity.

Sharing companies allow people to use
their existing resources in a higher
capacity.

Communication with the consumer is
dependent on when the supplier has
time and their willingness to respond.
No real damage is incurred to the
supplier from lack of response.
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Pros and Cons of the , Sharing Economy

FACTORS
Reliability

Transparency

Health and
Safety

Quality

REGULATED tourism businesses

Booking systems are sophisticated
and highly accurate. Where
bookings are taken incorrectly,
alternatives can in most cases be
offered to the consumer.

Businesses are generally required to
identify their address, costs, detail
their product and provide
photographic or other evidence of
the quality.

Businesses require all the necessary
licenses, permits and safety

equipment to operate, guaranteeing
the health and safety of consumers.

A minimum standard of quality is
guaranteed through compliance
with

regulations. Reviews, which often
include expert reviews, also provide
indication of the quality of a product.

UNREGULATED sharing companies

The booking system relies on the supplier
regularly updating their status. The consumer
may not be adequately compensated when
the booking is taken incorrectly due to the
detached relationship between the supplier
and the sharing company.

The potential for false listings is significantly
higher. There is great ease in operating under
a false guise, or provide a product that does
not exist or is vastly different to how it is
advertised.

There are no guarantee for the product.
Consumers are subject to risk and essentially
responsible for their own personal safety and
belongings.

The quality of the product is unknown and
cannot be guaranteed. Peer reviews can be
provided, however these reviews are
generally controlled by the sharing
companies and therefore can be moderated.
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The Sharing Economy in Vienna

TURNING THE SHARING ECONOMY
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The Sharing Economy in Vienna:
Geographical variety in ADRs
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The Sharing Economy: The Vienna Strategy

1.

Vienna welcomes innovation and new ideas if they
contribute to solving problems and are in line with
the needs of society

. Vienna commits to fair competition and the principle

of “good jobs”

. Regulations have to be complied with, and therefore,

efficient enforcement has to be ensured

There must be no business at the expense of the
general public

. Communication and information activities are

intensified on the regulations to be observed
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Outlook

Response by the European Union
= City tourism will lead the way in supranational
tourism policy

= Sharing economy is growing and will
challenge cities to adapt to new forms of

tourist behavior
= Governments will try to apply regulations

= Reqgulations are not the only way to keep
tourism businesses competitive
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Thank youl!

Karl Wober
karl.woeber@modul.ac.at
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