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Methodologicalg
approach

• Nationwide study:
- 1.509 persons (16 years and older)

telephone survey (CATI)- telephone survey (CATI)
- individual opinions of the interviewed persons

• Concept:• Concept:
Jens Hulvershorn, Dr. Wolfgang Isenberg, 
Prof. Dr. Albrecht Steinecke 

• Field work: 
Europäisches Tourismus Institut GmbH (Trier)

• Financial support: 
Gebeco (Kiel)
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Holiday travel motives:y
Culture plays a major role!

39,6 % 26,6 %Just relax/do nothing

29,4 % 34,2 %Interested in the culture of the destination

17,3 %

24,0 %

30,7 %

36,0 %

Health/beauty/body

To be active/doing sports

10,5 %

7,3 %

20,0%

30,7 %

Fun/Entertainment - not interested in the 
destination at all

Health/beauty/body
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exactly correct partly correctn = 1 509 y p yn = 1.509
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Holiday activities:y
Sightseeing is very popular!

25 2 %

36,0 %

60,3 %

26 2 %

20,6 %

22,4 %

Church/monastery
Hiking

Take a walk

22,7 %

18,5 %

25,2 %

25,5 %

32,8 %

26,2 %

Museum/exhibition
Market-place

Church/monastery

14,0 %

19,5 %

17,5 %

15,3 %

22,8 %

27,6 %

Guided city tour
Castle/palace

Shopping

7 7 %

9,0 %

14,0 %

,

13 5 %

18,0 %

13,1 %

,

Th k
Popular festival

Cycling
y

7,7 % 13,5 %

0 10 20 30 40 50 60 70 80 90 100

Theme park

ft i ll1 09 often occasionallyn = 1.509
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Sightseeing of cultural attractions:g g
Part of a successful holiday!

31,8 %

34,6 %

46,6 %

47,5 %

Generally interested in culture

Sightseeing belongs to a holiday

18 8 %

16,5 %

31,8 %

21 8 %

41,3 %

46,6 %

Pl d j l ithi th d i i

Guided tours give a good insight

Generally interested in culture 

15,5 %

18,8 %

15,3 %

21,8 %

Was part of an organised trip

Played a major role within the  decision

3,9 %

8,6 %

7,7 %

20,0 %

I was interested in further education

Sighseeing happened by chance

0 10 20 30 40 50 60 70 80 90

exactly correct partly correctn = 1.292
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Memories of sightseeing:
The general impression is important!

36,8 %

49,3 %

53,3 %

44,8 %

Beautiful atmosphere

It was a change/entertainment

49 2 %

36,0 %

36,8 %

35 1 %

49,8 %

53,3 %

Ni d ith t /f il

Something to talk about to friends 

Beautiful atmosphere

31,3 %

49,2 %

51,0 %

35,1 %

Learned something new/different

Nice day with partner/family

6,7 %

21,8 %

17,2 %

44,3 %

Found myself/reflected on myself

Impressed by guided tour

0 10 20 30 40 50 60 70 80 90 100

exactly correct partly correctn = 1.286
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Interest in different types of holidays:yp y
Potential for study tours

28,9 %

30,9 %

23,3 %

23,2 %

Beach holidays (Mediterranean)

Long distance travel to exotic destination

15 5 %

21,2 %

23,7 %

28 2 %

28,0 %

27,5 %

S h lid i th Al

Beach holidays (Germany)

Self-organised study tour

11,4 %

18,9 %

15,5 %

25,7 %

19,1 %

28,2 %

Hiking holidays

Cruising holidays

Sommer holidays in the Alps

9,9 %

13,3 %

11,4 %

21,7 %

22,5 %

25,7 %

Organised study tour

Cycling holidays

Hiking holidays

0 10 20 30 40 50 60 70 80 90 100

great interest interestn = 1.505
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Interest in organised study tours:g y
People and country are important!

38 8 %

47,5 %

47 0 %

47,0 %

T d thi f f th d ti

To get a better understanding of 
people/country

35,6 %

38,8 %

43,4 %

47,0 %

To get a specific insight by tour guide

To do something for my further education

25 7 %

37,3 %

45 2 %

40,4 %

T t l ith l f ki d

To get my travel organised properly

27,8 %

25,7 %

42,5 %

45,2 %

To visit specific attractions

To travel with people of my kind 

0 10 20 30 40 50 60 70 80 90 100

exactly correct partly correctn = 476
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„European Capital of Culture“:„ p p
Knowledge and expectations

Large programme to

What do you expect from an 
“European Capital of Culture”?

• High level of knowledge:
74,4 % (well-known brand )

84,5 %

86,0 %

Unique exhibitions

Large programme to 
choose from • Essen/RUHR.2010:

13.7 %
E t ti E t d

82 0 %

83,2 %

Above-standard events

Regional culture
• Expectations: Events und

regional culture

43,2 %

82,0 %

Specific cultural sights

Above standard events
The mixture is important:
A large programm to choose

26,5 %

0 20 40 60 80 100

New museum buildings from,  above-standard events
and regional cultural high-
lights!n = 807 lights!n  807
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Culture as a tourist attraction:

• The culture of the holiday destination plays a major role within the
Results

• The culture of the holiday destination plays a major role within the 
spectrum of holiday motives.

• Sightseeing of cultural attractions is a very popular holiday activity• Sightseeing of cultural attractions is a very popular holiday activity
(only taking a walk and hiking are more popular).

• Sightseeing is part of successful holidays; for 41 % it is the mainSightseeing is part of successful holidays; for 41 % it is the main
holiday motive.

• The tourist have general and positive memories of sightseeingg p g g
(Change, entertainment, nice day with partner/family).

• There is a great potential for self-organised study tours; 10 % are
interested in organised study tours.

• „European Capital of Culture“ is a well-known brand - important are
above-standard events and regional cultural highlights.
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More information
Prof. Dr. Albrecht Steinecke
Lehrstuhl für Wirtschafts- und Fremdenverkehrsgeographieg g p
Fakultät für Kulturwissenschaften
Universität Paderborn
D-33095 Paderborn
Telefon: 0172-6535119
Mail: albrstein@aol comMail: albrstein@aol.com

11


