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Value of European City Tourism generated by visitors
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• One of the economic pillars of the city
• Support to employment
• Support under amenities
• Support of general image
• Support  for new investments
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knowledge of markets

Ñ

innovation/product development

Ñ

promotion

Ñ

satisfied customers

Ñ

mouth-to-mouth promotion

Ñ

more visitors

Ñ

more repeat visitors
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...attract more visitors, more 
times, for more money….to visit 

the city
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The guest as a partner 
emotionally linked to the values, 

the experiences, and the 
feelings staged by the city
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Urban planning
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Attractions and museums
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5 key factors 

1. Distinctive image  &  authenticity
2. Availability of attractions for tourists
3. Availability of accommodation
4. Basis amenities
5. Good connectivity
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Landmark icons

Basic facilities

Worth visiting
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attract
visitors

independently

Can attract visitors, 
but not alone

Should be there (condition)
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Area’s with strongest potential to start with
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• Urban planning study by Amsterdam Tourist Board (2002)
• Incubation time needed (2002-2004)
• Adapted to city government's policy
• Cooperation in execution City + Tourism Board + Precincts
• Three year project launched end of 2008
• Permanent feedback during execution
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Actions in project:
• Characterising the new areas
• Support accommodation building
• Profiling with entrepreneurs/guides/trade
• Panels at buildings
• Enlargement of visitor signposting
• New franchised tourist information offices (TIC’s)
• Better water and public transport connections
• Promotion of new areas
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• www.europeancitiesmarketing.com

www.iamsterdam.com
www.atcb.nl

57

www.europeancitiesmarketing.com
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www.iamsterdam.com
www.atcb.nl


