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NBTC Holland Marketing

NBTC Holland Marketing (NBTC)

NBTC is responsible for branding and marketing the Netherlands nationally and internationally . Using the
'Holland' brand, NBTC puts the country on the map as an attractive destination for holidays, business
meetings and conventions . We carry out marketing activities in 13 markets, under the name of NBTC
Netherlands Board of Tourism & Conventions . In cooperation with public and private partners, we attract
visitors who spend money in Holland . We cultivate countries and regions that supply the most visitors to
the Netherlands . Based on this philosophy, NBTC is active in Europe, North America, Asia and South
America (Brazil) .

MarketScan USA 2016

Inside knowledge of the American travel market is essential in order to gain access to this market . The
MarketScan USA 2016 offers relevant information about this country and its travel market to
organisations in the travel industry and others . In this MarketScan , you will find a brief overview of the
travel market as well as an insight into trends and developments
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USA in a nutshell (1)

Population

There are over 321 million people
living in the United States in 2015
(July). California is with 39.1 million
inhabitants the biggest state of USA,
followed by Texas (27.5 million) and
Florida (20.3 million).

(Source: U.S. Census Bureau, 2016)

Age groups

< 18 years old: 23%

18 to 24 years: 10%

22 to 44 years: 26%

45 to 64 years: 26%

> 65 years old: 15%

Compared to the year 2000 the number of
people of 65 years and over has increased
about 15% (in total the population has
increased 10% since 2000).
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Top 5 states with biggest population

Population 2015 (x millions)

California 39.1
Texas 27.5
Florida 20.3
New York 19.8
lllionois 12.9

(Source : U.S. Census Bureau, 2016)

The population is increasing

The population is increasing, particularly
by the high number of immigrants. Also
the birth rate is higher than the mortality
rate. It is expected that the United States
will have 400 million Americans in 2050.

Immigrants are mainly from Asia and
Latin America. These nationalities
represent one fifth of the population and

are expected to double in 2050
(Source: U.S. Census Bureau, 2015)




USA in a nutshell (2)

Economy
The Gross Domestic Product  per capita in the USA is $ 55,800 Economic growth (forecast) based on GDP
in 2015, which makes the USA one of the richest countries in growth change in % from the previous period

the world. The economy has been growing since 2010 after it

dropped in 2009. Also for the coming years, growth is 2015 2016 2017
forecasted. However the current recovery is weaker than USA 2.4% 2.4% 2.5%
previous recessions.

(Sources : IMF, April 2016) (Source: IMF, April 2016)

Unemployment rate

The unemployment rate from the total labor force in June 2016 is 4.9%. Exchange rate Euro -Dollar
This is the lowest unemployment rate since 2008 (July 2009 was 9.5%!). ” —

The US economy also added more jobs in 2014 than in any year since u 1 $ Juy. 2018) (
199060s.

(Source: US Bureau of Labor Statistics, 2015 & 2016)

Exchange rate ™

In 2014 the exchange rate of the euro/dollar decreased. The dollar I - - I o p—
became more expensive for foreign currency countries. On the other

hand, travelling to Euro countries became less expensive. In 2015 it (Source: www.currency  -converter.net)

more or less stabilized. The exchange rate with the euro almost hit the
$1 dollar in the beginning of 2015.

(Source: www.currency  -converter.net, 2016)




American travel market

Increase in travels abroad by U.S residents

The U.S. resident outbound market totaled 68.2 million in 2014, an increase of 0p5 cou €S visy

11% over 2013. About 30.8 million travels are overseas (45%) and increased* reSl.denl‘S n Sl[edby Us
with 6%, to Canada up marginally and travel to Mexico was up 24%. Mexico is the Lo 20z

most popular destination for U.S residents, followed by Canada, UK, Dominican P Ca‘:;zco (25.9 Millioy, )

Republic and France. Most of the overseas travels (24%) were made by U.S. 2 3 (: L0,

residents from Middle Atlantic States (NY, New Jersey and Pennsylvania). More © POminge, tlion )

than four out of five travels overseas are for vacation purpose or for visiting friends =2 Franc9 7 illor, )

and/or family.
(Source: ITA, 2015) * Outbound tourism excluding Mexico and Canada

Specific needs and interests of the American tourist Most popular destinations overseas
U The American prefers to be addressed in his/her own language . Also contact (percentage of overseas travels);
with the locals is appreciated . 1. Europe 35%
U Americans like to have options and choices, for instance regarding room . Caribbean 24%
upgrades, value etc. ' . | . . o Asia 19%
U Most of the transatlantic flights to Holland arrive in the morning . It is highly _Central America 8%

appreciated if hotels use check in times which are (more) in line with the time of _
arrival . . South America 7%

g b WON

(Source: ITA, 2015)

U Americans have high service expectations, that are in many cases not being
matched by European hotels, restaurants and stores .

U Hotel rooms in America are relatively larger than the ones in Holland . This can
be taken into account when they check in to avoid complaints .

U Americans are wiling to pay for good service in restaurants . In America, it is
considered normal to give 15%-20% tip for good service in restaurants .

U Handling complaints in America is completely established . They expect
immediate and appropriate action in response to a justified complaint .

U The American is sensitive to Amer i cimayes abroad . A negative attitude
towards the U.S. policy is not being appreciated .

The American
expects the

possibility to pay by

credit card!

v
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Travel to Europe (1)

More than a third of all overseas trips to Europe
The number of U.S. trips to Europe remained quite stable over the last

years. Around 11% of the overseas trips has Europe as destination. Outbound travel market USA
(Source: ITA, 2015) (2005 - 2014)
85 S A il
Great Britain  most popular country in Europe 30 29’30/—%:9/
More than 2.8 million U.S trips overseas were undertaken in Great Britain __25
in 2014 , more than a quarter of all overseas trips. In 2014 , Holland was in é 20
7th place, after Great Britain, France, lItaly, Germany, Spain and Ireland . E 15 12 12 12 49 11 10 11 11 11 11
~ 10
U.S residents  visits on average 1.5 country when travelling 5
to Europe 0
On average 1.5 countries have been visited by Americans while 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014

traveling in Europe in 2014 . 68% has visited one country during a trip .

h | h f iah h . Overseas Europe
The average length of stay was 19 nights . The average advance trip (Source: ITA, 2015)
decision time is 119 days or nearly 4 months .
(Source: ITA, 2014)
Top 10 European destinations (2014)
== 1. Great Britain 26.1% ] || 6. ireland 6.5%
[
I I 2. France 19.5%  puuum 7. Holland 6.4%
I I 3. Italy 17.7% 8. Switzerland 5.1%
|y Germany 17.3% — 9. Austria 4.4%
& 5. Spain 10.7% E 10. Greece 3.9%
I —
(Source: ITA, 2015)




Travel to Europe (2)

Main purpose of trip in Europe (2014): Transportation types used within Europe or

Holiday P 51% during their stay in a certain destination
249 )-)- Airline between cities T 63% (2011:37%)
Visiting family/friends/relatives . - _ i
5 00 @y Company or private car I 36%
usiness purposes e 10% )
Q City subway / tram / bus i 34%
Education m 7% o .
% Taxi/limo T 30%
Source: ITA, 2015 g Train between cities T 27%

Q Bus between cities T 26%

Source: ITA, 2015

Profile Leisure travelers
Americans who travel to a destination
overseas for holiday or to visit
friends/family have the following socio -
demographic profile (travelers aged 18
years and over):
U 45% male, 55% Female

Profile Business travelers (5.2 million)
Americans who travel to a destination
overseas for business or a convention have

the following socio -demographic profile
(travelers aged 18 years and over):
U0 69% male, 31% Female
B U average age: 46 (M) and 43 (F)
U average age: 46 (M) and 45 (F) i average household income: $ 157,500
U average household income: $ 119,500 U main regions of origin: California (13%),

U main regions of origin: New York (15%), Texas (10%) and New York (10%)
California (13%) and Texas (8%)

(Source: ITA, 2015)
(Source: ITA, 2015)




Internet and travel

Nearly nine out of ten Americans have Internet access
With over 282 million internet users, 87% of the U.S. citizens had Internet access in January

2016 . The number of internet users grew with 4% in comparison to January 2015 .
(Source : wearesocial .com, 2016 )

OT Aobnsimber 1 stop for online travel shopping

Recent study about online travel shopping in the U.S. shows that websites of OT A G the
most used when planning a holiday . However, when it comes to the actual booking, U.S.
travelers more often book directly with an airline or accommodation

(Source : PhoCusWright , 2015)

Mobile is becoming more popular

Smartphone ownership grew rapidly in the U.S.. Currently, 57% of the adult population
owns a smart phone. Among leisure travelers this percentage is much higher: 81%!
Therefore, it is not a coincidence that U.S. travelers increasingly turn to mobile devices to
plan and book travel . However, when it comes to the actual transaction, smartphone and
tablet still lag the PC. By 2017, roughly one quarter of the online gross bookings in the U.S.
will be transacted via a mobile device . Travelers are more likely to use mobile when deciding
where to go, when choosing among travel products, during travel and when sharing
experiences .

(Source : Phocuswright Inc., 2016 )

Third -party website reviews are becoming more and more important

Affluent travelers (those with an annual household income of more than $150,000) in the
U.S. are increasingly turning to travel review sites for advice and recommendations about
travel, with more admitting they trust the opinions published on third -party websites over
those expressed by their family and friends . Giving even greater weight to reviews and
ratings by fellow consumers, 53 percent of affluent travelers now trust review sites more
than institutional or organizational ratings .

(Source : MMGY Global, 2015)




Incoming tourism to Holland (1)

In 2015 over 1 million US residents visited Development  inbound tourism from USA
Holland* (X 1.000)
Which makes it the 4% most important country of origin of 2000

visitors of Holland . The number of US residents grew with

4% in comparison to 2014 to a total number of 1,035,000 . s
(Source : CBS, 2016) LA

1.200
Over one third is a business Vvisit 1.000
Of all USA residents that visited Holland, 59% had a holiday 80
motive . Over one third (38%) visited our country for 60
business and 3% had another reason like visiting family/ 40
friends or a school trip . 20

(Source : NBTC Incoming Tourism Study, 2014 )
2007 2008 2009 2010 2011 2012 2013 2014

1.800

= @ @ (=

(Source: GBS, 2015) | uesis  Mnighs

2015

Purpose of visit

eisure
59%

* The number of inbound travelers from the USA mentioned above differs from

the number mentioned on page 6 of this market scan. This is caused by the

different methods to measure the number of tourists to Holland. Information of

(Bron : SIT, 2014) US Department of Commerce/ITA is based on US citizens on non -stop flights to
Amsterdam. CBS registers all US citizens in holiday accommodations.
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Incoming tourism to Holland (2) -

Dutch cities main destination

During their stay in Holland, US citizens mostly visit the Dutch cities .
Amsterdam registers by far the most guests (640,000 in 2015).

(Source : CBS, 2016 )

US overnight
guests in Dutch
cities (2015)

Average length of stay in Holland is 4 nights
US residents stay, on average, 4 nights in Holland . This is the same as the

average length of stay of all international visitors to Holland .
(Source : NBTC Incoming Tourism Study, 2014 )

Most visits from April - September

Although US travellers visit Europe and Holland all year round, they have a
preference for the Spring and Summer period .

(Source : CBS, 2015)

Spending US visitors in Holland (2015 )
VTotal spending per person per day: U 345 ,-

(Source: CBS, 2016)
,000 guests

(Average all incoming tourists : U 213,-)

V Per person per stay: U 1180 ,-
. ) ) ; US visits to Holland by quarter
(Average all incoming tourists : U 724 ,-)

V Per business traveller (Meetings and Conventions) per stay: 0 1.495 - T m Jan-Mar

VTotal spending US residents : 1.22 billion

(Source : NBTC Statistics Incoming Tourism, 2014 & CBS, 2015) lApr-Jun
W Jul-Sept

(Source: CBS, 2016) 7 Oct-Dec ‘




Incoming tourism to HO”and (3) 4 - star hotels most popular

Number of seats from USA

The effect of the economic situation in the previous years
is also visible in the development of seat capacity from
the USA to Holland . Airlines adjusted their capacity to the

Number of Percentage of

stars total US visitors

0,
seat demand at the time . In 2014 the capacity seemed to * 1%
stabilise and last year showed signs of recovery . There ** 3%
were a little over 3.3 million seats (+ 7%) available on a *** 15%

total of over 13,000 flights . The number of direct seats

increased by 5% compared to 2014 . **** 52%
(Source : RDC Apex, 2016)
Yok ok 207

No star 11%
Development flight seats USA - Holland
seats x 1,000
4000
3396
3500 3251 3174 3316 _ _
3039 3092 Almost all US residents stay in hotel
3000 Hotel is the most popular type of accommodation
2500 during the stay in Holland . Most of the US visitors stay
2000 in a 4-star hotel (52%), one out of five US visitors
stay in a 5-star hotel .
1500 . 2
4 280 266 273 (Source : CBS, 2016 )
1000
500
0
2010 2011 2012 2013 2014 2015
m Direct flight seats m Stopping flights seats

(Source: RDC Apex, 2016)

Note: The figures provide insight in the capacity of seats, not in the
occupation.
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Incoming tourism to Holland (4)

US visitors undertake  many city related activities Top 5 Top 5

The main activities (most important activity during a Activities  in Holland Most important activities
Holland visit) that US residents undertake can be part of a

city visit. Like walking, taking a city tour or visits to 1. Walk through a town /city (70%) 1. Walk through a town /city
museums etc. Furthermore, they like to go shopping (55%) (22%)

and visiting a bar or café (56%). But these activities are 2 Walking (65%) 2. Visited notable places /places of
seldom the most important reason for visiting our country . interest (12%)

(Source : NBTC Statistics Incoming  Tourism, 2014 ) 3. Visited abaror cafe (56%) 3. Visited museum (11%)
Many visitors have the intention to visit Holland 4. funshopping /shopping (55%) 4. Walking (9%)

again in the future

Of all Holland visitors, nearly three out of four say they will 5. Visited a museum (54%) 5. Visiting family and friends

definitely visit our country again. Another 19% will probably (7%)

come back for a return visit.
(Source : NBTC Statistics Incoming Tourism, 2014 )

Intention to visit Holland again

probably not
1%

definitely
72%

(Source: NBTC
Statistics
Incoming
Tourism, 2014
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Incoming tourism to Holland (5)

Toekomstperspectief

Destinatie Holland 2025

Future perspective  Destination Holland 2025

Following an earlier future perspective in 2008, NBTC Holland
Marketing has published an updated outlook for the future for

the destination Holland. Stakeholders from within and outside

the industry have contributed even more to this update than to

the previous edition, through round -table discussions, via the
Internet and social media. The Future Perspective Destination
Holland 2025, available as a digital magazine on
www.nbtc.nl/2025  (in Dutch), indicates the market perspective
with respect to international visitors and their spend towards

2025, § Development incoming tourism from the USA
Over 16 .6 million international visitors  in 2020 , of which Guests

1.2 milion from the USA (x 1,000) |

With the exception of a few slumps, the numbers of inbound 1400 : 1200
tourists to Holland continued to increase during the last decades . 1200 )

In 2015 over 15 million tourists from abroad visited our country e 990 970 990 1035

for a holiday or for business . Inbound tourism will continue to |

grow in the coming years, with an expected average growth of 800 :

2% annually until 2018 . After 2018 this growth will level off to 600 )

an average annual growth of 1%. The growth percentages are a ]

bit higher for the USA: 3% in the first period (2012 -2018) and 400 i

2% in the second period (2018 -2025). Resulting in 1.2 million 200 :
inbound visitors from the USA in 2020 . For more information on 0 )

the future of this market, please check out the digital magazine 2000 2012 5014 2015 i 2020
on our website and the report Tourism in perspective available Forecast

on nbtc .nl.

(Source : NBTC, 2016 ) 'l f
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http://www.nbtc.nl/2025

Holland as a holiday destination

Hospitable and easy going country

Holland is considered as a very hospitable and easy going country . What is interesting to see is that visitors of
the United States are significantly more positive about the Netherlands than non-visitors . The majority of
respondents was convinced that Holland has more to offer than just Amsterdam . High scores were measured on

architecture and culture .
(Source : NBTC Holland image study, 2012)

short breaks
100%

e doole” o
s 5
l,'({'el‘% b'\\‘\

vl ive X
BISE: Sroea

lots of (window) shopping hospitable country

family-friendly

lﬂ‘
oy \ —

— | JSA visitors

high quality culinary | |SA nON-visitors

range

good price/quality ratio in
hospitality

@ tulips, windmills
and clogs

surprising destination

For more information on

many things in close
proximity

offers a lot in terms of

this image study, visit
www.nbtc.nl for the
summary and

architecture and design infographic.
offers a lot in terms of art

and culture

)’ good quality

variety, diversity

qore to offer than A'd@

"

v
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Image of the Dutch people

Open and tolerant people
The Dutch are very open and tolerant people . According to Americans, they are also very friendly and helpful
when needed . Furthermore they are thought to be internationally oriented . The Dutch however score relatively

low on ingeniousness .
(Source : NBTC Holland image study, 2012)

reliable

enterprising

pragmatic/result-oriented

= |JSA visitors

e JSA non-visitors

internationally-oriented

businesslike
For more information on
this image study, visit
arrogant www.nbtc.nl for the
summary and
infographic.

"
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Business trips in Holland

Over 1/ 3 of American trips to Holland are business related

Country of Number of
Around 38% of US visitors to Holland were for business purpose . 23% of origin business
all visitors were MICE business travelers (Meetings, Incentives, (top 5) travelers  to
— Holland (2015)
Conferences and Exhibitions) .
1. UK 704,000
The United States is responsible for the 2nd |argest number of business 2. Germany 403,000
travelers to Holland in the world. In total 374,000 people visited the |  3.USA 391,000 |
country in 2014 while on a business trip . .
4. ltaly 245,000
(Source : NBTC Statistics Incoming Tourism, 2014 ) 5. Belgium 198,000

(Source: NBTC Statistics Incoming Tourism,
2014 & CBS, 2015)

Expenditure US. Business visitors to Holland

VPerpersonperstay: 0 1. 4-95,

(Average spending all business-)visitors to'ndiw'%”?lYe§¥FM!HC§|;ﬁ'HS£QrSdJ§%t9

VPerperson perday: 0 38-0,

—_

(Average spending all Dbusiness) visitors t ) 305,
V Total expenditure US. Business visitors: 585 million ingilxj/?cljrl(;s
23% .
Target group business segment business
travellers

The focus of the M, C & E brand experience in the US is on the
decision makers of global associations . As far as corporate meetings H%Igizy;
the organizers/intermediaries are the target audience .

Visit our website on
www.nbte.nl_ for more (Source: NBTC Statistics Incoming Tourism, 2014)

information of the business :
market.
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Trends and developments

More and more American visitors are interested in new and authentic
experiences, getting off the beaten track . They want to enjoy more personalized
adventures and experience enriching trips that allow them to step out of the
tourist bubble .

Long -haul markets will initially drive growth in visits to Europe. Key indicators
suggest further growth in travel from the US, where consumer spending has
remained remarkably strong despite the threat of imminent spending cuts.
(Source : ETC, 2013) But due to the recent economic recession, more people will be
searching for deals and fiv alfareno n e yLl@w cost long haul flights are starting
to take shape, like Condor Airlines flying from Providence to Germany and WOW
Air flying from Boston to Reykavik .

Visiting tourist highlights (must see Classics) is still important during a trip in
Europe . However, more and more Americans also see Amsterdam as a city
destination for discovering great boutique hotels, restaurants, shopping and
nightlife . Post modern audiences in America are looking for hip destinations to
travel to in Europe as well.

Most travel research and planning is done online . Leisure travelers turn to search
engines to plan travel online ; business travelers mainly prefer supplier sites.
(Source : Google/ Ipsos, 2012) In general, US travelers increasingly turn to mobile
devices to plan and book travel . And since short form video storytelling gets
more and more important for inspiring the American traveler, i t i@esessary that
these can be viewed on a mobile device .

US travelers seek value from trusted brands, therefore brand recognition is
important  for travel bookings . And since consumers are becoming more and
more savvy in booking, promoting destinations should be focused on inspiration

According to a study Google conducted with Ipsos MediaCT in 2014, two out of
three U.S. consumers watch online travel videos when they're thinking about
taking a trip . (Source : Google/ Ipsos MediaCT, June 2014 )

The improved economy of the
USA and the higher  dollar
eurorate  has a positive
impact on the demand for
travel to Europe.

Holland. The Original Cool. The Beginning.

. holland.com =

L mbﬂ 1.341.721 weergaven

Destination branding through
videos is getting more
popular: travelers watch a
mix of user generated and
professionally made videos
at all stages of travel
planning.

”
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Destination Holland: SWOT

Strengths

AMany direct flights between America and Amsterdam
AEnglish widely used (in Amsterdam and beyond)

AsSafe, clean and well organized country with good transport
links (road, rail, air) both domestic and abroad
AFriendly/helpful people

AGood reputation and image of Amsterdam
AArt/culture/architecture

ABiking, design, organic food are also strong Holland
products

Astrong tourist symbols

AAffordable design hotels and US boutique chains opening
in Amsterdam

Weaknesses

AHol |l anddés i mage doesndét resonate

destination image as much as (e.g.) Italy or France
AThe image of Holland/Amsterdam as a tolerant/ liberal
destination is not considered positive by all Americans
AHolland is a small country with a limited product
variation

AUnpredictable weather throughout the year

AHolland is typically an add  -on destination instead of a
main destination, limited product proposition for
extended stays in Holland beyond 2 -3 nights
APrice of destination and service level of hotels
AcCredit card not always accepted as main means of
payment in Holland

ANew public transportation ticketing (OV chip card) is
not user friendly for tourists

Opportunities

AEuropean cities such as off  -season city break destinations
AAmericans travel to Europe year around (with focus on

spring and summer)

AGrowing number of seniors that traveled a lot in the past
Alncreasing interest in architecture, art and design

Alncreasing number of Americans in possession of a passport
Alncreasing interest for unknown authentic Europe

AU.S. economic growth and higher dollar rate, consumer
spending remained strong

Avalue for money: willing to pay if they get value in return

Threats

AGlobal uncertainties due to terrorism can have a
negative effect on inbound tourism to Europe
ACompared to other continents, Europe
share

AAmericads tendency to visit
European trip

AThe popularity of Eastern European as a destination for
individual travelers countries is increasing

AUpcoming popularity of exotic, undiscovered

destinations (South America, Asia)

AlLess traditional group travel, in which Holland has a

loses market

18
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Lifestyle segmentation

In our consumer marketing activities we use a lifestyle model to segment
our target groups. In this model, developed by research agency
Motivaction , consumers are not only segmented by socio-demographic

POSTMODERN

high

UPPER-CLASS

variables but also by lifestyle . The lifestyle segmentation model is o , i
MICHAEL

middle

applicable in Western -Europe and the US. In the tourism market NBTC ‘
focusses on the following five target groups: Traditional, —Mainstream,
Postmodern, Upper Class and Achiever . MAINSTREAM ,
h PETER ¥
To bring the segments to life NBTC has developed personas, giving each ‘
target group a name . For Paul, Nora, Michael, Peter an Mary passports have

been made containing valuable information about their personality, travel
behavior, media usage and lifestyle . For each brand experience the most
promising segments are targeted . The segment choice is not only based on
the size of a group, but also on their interest in a certain type of stay in the values > traditional modern postmodern
Netherlands . The share of each segment differs per country . The image = F. s S
shows where the target groups are placed in the Mentality model. The

graph shows their size in the US market (% of the total population 18-65 Size of the target groups

years old) as well as their share within all US leisure visitors in Holland .

low

status >

Personas in the USA: All US citizens (18-65) 21% 29% 12% 15% 23%
V Majority of the population Peter

V Paul and Nora underrepresented

Personas US leisure Vvisitors in Holland

US leisure visitors in Holland 6 6 73% 14%
V Mostly Nora
The passports can be found on our website (www .nbtc .nl). 0% 20%  40% 60%  80%  100%
Since our USA office mainly focusses on Nora in their consumer market B Mary MPeter HPaul ENora M Michael
activities, the next page contains some in-depth information on this Source: SIT, 2014 ;
persona . Base: international leisure visitors only
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Factsheet: Nora (Postmodern segment)
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