





Vision: Mission:
In co-operation with We want to bring world

our partners, we attract recognition to Denmark
tourists to Denmark for its engaging and easily
and enhance their accessible experiences

experiences. all year round.



Efforts & activities

VisitDenmark is tasked with
the following primary objectives

Marketing

VisitDenmark’s main focus is branding, marketing and

selling Denmark as a tourist destination. These efforts are
intended to increase awareness of and interest in Denmark
within the target group comprising holidaymakers and
business travellers from a wide range of selected international
markets. Our marketing activities include engaging with
tourists and international tourism sales channels directly as
well as conducting large-scale press campaigns.

Examples of marketing tools and activities:

Visitdenmark.com

The cornerstone of VisitDenmark's marketing activities,
the website serves tourists, the travel industry,
meeting / conference planners and the media.

Visit the website at www.visitdenmark.com

Denmark as a Tourist Destination

A project aimed at the global marketing of coastal and
urban tourism in Denmark, the development of the
Danish tourism product and attracting new target groups.
Visit www.visitdenmark.com/ogm to find out more.

Digital Denmark Films

20 short films about Denmark that can be downloaded
from the internet and combined according to the
requirements of the target audience. The films can be used
to support all marketing activities promoting Danish culture
and Danish products. Find out more and view the films at
www.considerdenmark.com

Business Events

The initiative aims at increasing awareness of and
interest in Denmark as a meetings and conference
destination by arranging sales tours, events, workshops,
trade exhibitions etc. where the Danish meetings
industry can build professional relationships with
international buyers.







Efforts & activities )

Tourism industry knowledge

VisitDenmark develops and disseminates information

and knowledge about Danish tourism to both the public
and private sectors. A number of these efforts concentrate
on tourism development in key countries and target groups,
while others are concerned with tourism development

within Denmark. Tourism industry knowledge creates the best

possible basis for marketing and destination development
activities and also documents the effect of Danish tourism
efforts and activities.

Examples of analyses/reports:

“Seven Danish experiences that attract tourists”
Analysis which examines the reasons given by holiday-
makers supporting their choice to holiday in Denmark.

“Three business areas in Danish tourism”

Report which reviews the statistics on overnight stays, daily
consumption and turnover within VisitDenmark’s primary
focus areas: coastal tourism, urban tourism and meetings
and conference tourism.

“60+ tourists in Denmark”

Report which analyses the travel habits of tourists to
Denmark within the 60+ age group, a growth target
group for Danish tourism.

Co-operation within the Danish
tourism industry

One of VisitDenmark’s most important roles is
acting as the central link in the coordination of local,
regional and national tourism promotional efforts
and activities.

VisitDenmark also works to support co-operation

and collaborative marketing efforts between the public
and private sectors with the purpose of creating
synergy and increasing marketing impact. Cooperation
within Danish tourism is the focal point of all
VisitDenmark activities.

Policy tasks on behalf of the Ministry

of Economic and Business Affairs
VisitDenmark has been delegated a range of policy
tasks on behalf of the Ministry of Economic and
Business Affairs, relating to the OECD, EU, the Nordic
Council of Ministers and national political administration
and development. VisitDenmark is also is tasked with
implementing national tourism policy initiatives.




FOC us on VisitDenmark activities
markets &
tourism

Markets
VisitDenmark implements marketing

activities through collaborative efforts with

Danish tourism partners in a large number

of international markets. These activities are

determined by the growth potential

demonstrated by each country with regard

to tourism to Denmark:

Markets with VisitDenmark offices:
Denmark, Germany, Norway, Sweden, UK
and Republic of Ireland, USA, Italy, Holland,
Japan, Finland

Markets operated from VisitDenmark’s
Head Office in Copenhagen, by overseas
agencies or through agents:

Spain, France, Iceland, Russia, Belgium,
Luxembourg, Poland, Austria, Switzerland,
India, China, Korea, Australia

® VisitDenmark offices
(Denmark, Germany, Norway, Sweden, UK and Republic of Ireland, USA, Italy, Holland, Japan, Finland, China)

B Markets operated from VisitDenmarks Head office in Copenhagen
(Spain, France, Iceland, Russia, Belgium, Luxembourg, Poland, Austria, Switzerland, India, Korea, Australia)
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Tourists

VisitDenmark’s marketing activities are
targeted towards leisure and business travellers.
VisitDenmark has three main business areas:

Overnight stays per focus area 2007

'I

[ Coastal tourism 39 million
[ Urban tourism 4.0 million

[ Business events 2.5 million

(Source: VisitDenmark Table Report 2007)

» Coastal tourism
o Urban tourism
¢ Meeting & conference tourism

Turnover in Euros per focus area 2007

[ Coastal tourism 2.42 Billion Et
[ Urban tourism 0.56 Billion Eur

[ Business events 1.04 Billion i

(Source: VisitDenmark Table Report 2007)




Focus on markets & tourism @)

Overall development in overnight stays in Denmark, 1998-2007
(Index1998=100)
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* There are no statistical figures for China before 2005 (Source: Statistics Denmark)



Co-operation
partners

VisitDenmark co-operates with
a wide variety of partners:

Tourism industry

Carriers, amusement parks, hotel chains,
holiday homes, hostels, camping sites, hotels,
inns, attractions, national networks, etc.

Tourism promotion partners
International tourism organisations, the
Danish Ministry of Economic and Business
Affairs, regional tourism development
organisations, destination organisations,
travel agencies, etc.

Partners not involved in the

tourism industry

International and Danish knowledge-based
organisations and governmental export
promotion partners, export companies, etc.
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Organisation and finances

Who owns VisitDenmark?

VisitDenmark is a business foundation under the
Ministry of Economic and Business Affairs. VisitDenmark
is led by a Governing Board consisting of a Chairperson
and 14 members. The Ministry of Economic and Business
Affairs appoints the Chairperson of VisitDenmark and
seven of its Board Members.

VisitDenmark is the sole owner of two subsidiaries:

TouristOnline, which is concerned with the online sale
and marketing of Danish hotels, holiday homes and
hostels; and VisitDenmark AB, which is VisitDenmark'’s
branch office in Sweden. In addition, VisitDenmark owns
one-third of the Scandinavian Tourist Board ApS (STB),
while the other two-thirds are owned by Innovation
Norway and VisitSweden respectively.

How is VisitDenmark funded?

VisitDenmark is financed by a combination of state and
private funding. VisitDenmark receives core funding
from the National Budget via the Ministry of Economic

and Business Affairs. Further funding is generated through
collaborative activities with business partners and comes
mainly from the private sector.

08 = “

State funding 15,424 15,235 15,021
Additional state funding 5,008 2,125 3,053
Private sector funding 16,923 12,771 10,858
Total* 37,445 30,131 28,933

*in thousands of Euros

What it’s like to work at VisitDenmark
VisitDenmark employs approx. 140 employees, half

of whom work at the Head Office in Copenhagen and the
other half are stationed at the overseas Market Offices.

“VisitDenmark is a stimulating workplace where
employees are offered exciting challenges in an
international project environment.” Henny Wilfert,
International Human Resources Manager at VisitDenmark.

Dorte Kiilerich

CEO at VisitDenmark

Lidsun







Did you know?

VisitDenmark'’s marketing activities are aimed at
holidaymakers and at attracting meetings, congresses
and conferences

VisitDenmark closely monitors developments in Danish
and global tourism through its own analyses, Statistics
Denmark and a number of international organisations

VisitDenmark markets Denmark to potential holiday-
makers and business travellers, international tourism
sales channels and media on 20 international markets

VisitDenmark places strong focus on meeting

and conference tourism through initiatives such as

the Danish Meeting Development Project which offers
inspiration and knowledge in support of development
of new meeting concepts.

VisitDenmark and its partners arrange over 500
press visits to Denmark each year

VisitDenmark’s web portal — visitdenmark.com
— attracts up to 5 million visitors each year

VisitDenmark generated press coverage equivalent
to an advertising value of Euro 36.5 million in 2007

VisitDenmark has established Collaboration
Agreements with the most important players in the
tourism promotion industry

VisitDenmark has Contact Managers offering dialogue
on nationwide and all-year tourism development.

VisitDenmark offers Danish tourism industry players
the opportunity to participate in approx. 150
international marketing activities annually

Further information about VisitDenmark is available at
www.visitdenmark.com, which provides accommodation statistics,
market information, information on marketing activities, and much more.




