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Executive summary 

As Rotterdam is one of the most popular tourist cities in The Netherlands, it attracts many Dutch leisure tourists per year. These Dutch leisure tourists have Rotterdam’s very broad range of tourist facilities at their disposal. Except for the lack of free parking space outside the city centre and the payment options of a parking ticket, they are satisfied with all other tourist facilities in the city. In general, visitors to Rotterdam do not complain about the retail prices. However, tourists have expressed their dissatisfaction with the admission fee for night clubs and the parking prices. Research has also shown that the feeling of safety among tourists in Rotterdam has improved; they feel safer than they did a few years ago. 

The city has also good communication about its tourist facilities to its own citizens. Many printed and digital media are distributed among the inhabitants and the city itself is full of posters, leaflets and digital screens that display upcoming events and performances. However, communication to (potential) tourists who live outside the region of Rotterdam should be improved. Except for digital media, little information about Rotterdam can be found in, for example, the north and east side of the country. People who live in these areas are not being encouraged to visit Rotterdam. 
Like many other brands, Rotterdam struggles with its image. Besides the positive image as a young and modern city, Rotterdam also suffers with an image that is not as good as Rotterdam’s identity. These people see Rotterdam as the poorest, “blackest” and most unsafe city in The Netherlands. In order to improve its image and (finally) attract more leisure tourists, Rotterdam has set up several projects and organizes different theme years. 

An economic recession can affect the tourist economy of a country. Because of the recession during the first years of this millennium, the Dutch leisure market faced several years of decreased prosperity. Despite that, domestic travel has become a real trend in The Netherlands during the last few years. Many travel websites are trying to stimulate this kind of travelling by offering special packages and prices. The city itself also sells special packages and gives many discounts to students, children, senior citizens and inhabitants who live on a minimum income. 

When looking at Rotterdam’s external environment, the Dutch cities Amsterdam, Utrecht and The Hague are considered to be important competitors of Rotterdam. Together with Rotterdam, they are called the G4. Unfortunately, the city also faces competition from foreign cities like Brussels, Antwerp, Cologne and Düsseldorf. Groningen and Maastricht are also attractive tourist cities, but because of their topographical location they are less threatening.

Finally, in the promotion of a tourist city like Rotterdam one should first create an underlying message that encourages potential tourists to visit this city. Within the creation of this underlying message and finally the approach of all target group segments, one should focus on aspects which differentiate Rotterdam from its competitors. Rotterdam as a world port, its theme years and its broad supply in (modern) architecture are good qualities that differentiate the city from its competitors. Advertisements, commercials and interviews are appropriate tools which can help to reach the city’s (potential) tourists. In order to create more brand awareness and finally attract more Dutch leisure tourists, Rotterdam could also organize press receptions for journalists from Dutch regional newspapers and magazines.
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Introduction
Every day, many Dutch people engage in tourist activities in or near their daily environment. These people are tourists in their own country. A Dutch leisure tourist is a person who lives in The Netherlands and takes part in tourist activities in this country. This means that people can be tourists in their own home city (R. Mihajlovski, personal interview, March 21, 2007). 


There is strong competition between attractive tourist cities and places in the Netherlands and surrounding countries. Besides the internal competition from Dutch cities like Amsterdam and The Hague, Rotterdam also faces competition from foreign cities like Antwerp, Brussels and Paris. Because of the fast train connection and the low fares, these places are also attractive for a weekend or even a day trip. 

In The Netherlands, Rotterdam is one of the most popular tourist cities. Many Dutch leisure tourists visit this city every year. These tourists visit the wide range of museums, open-air architecture, theatres, but also Rotterdam’s wide selection of cinemas, clubs, bars, hotels and restaurants. It is obvious that tourism is an important source of income for cities like Rotterdam. According to OntwikkelingsBedrijf Rotterdam (OBR), Rotterdam welcomes more than 3.7 million Dutch leisure tourists per year (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006, p. 10). Despite this, hotels, restaurants and museums are not fully booked yet. Therefore, it can be said that there is still room for many more Dutch leisure tourists (R. Mihajlovski, meeting Rotterdam Marketing [RM], April 18, 2007).

Next to the fact that tourism in Rotterdam has potential to grow further, tourists are also positive to Rotterdam’s economy. According to OBR (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006), tourism represents 6% of Rotterdam’s total employment. The leisure sector is one of the fastest growing branches of Rotterdam’s economy. Dutch leisure tourists are also responsible for this growth. According to MKB Nederland (Vrije tijd maakt banen. Beslissers kunnen toerisme en recreatie helpen groeien, MKB Nederland, 1998), more tourist expenditure lead to more employment. So if Rotterdam attracts more Dutch leisure tourists, this will have positive consequences for the employment and economy of Rotterdam. 

As mentioned before, Rotterdam has space for more Dutch leisure tourists. But how could Rotterdam make itself more attractive, which aspects should be improved and how could these potential tourists be encouraged to visit the city?

In order to cover all the questions above, I used the following central question during my research into Dutch leisure tourism in Rotterdam: 

How can Rotterdam attract more Dutch leisure tourists? 

Research methodology

To find an answer to this question, I had to find information about the number of Dutch leisure tourists who visit Rotterdam per year, their view about the city after their visit, the strengths and weaknesses of the city, the possibilities for reaching potential tourists and Rotterdam’s competitors (other attractive cities in the Netherlands).

In order to give more structure to this research, I used the following sub-questions:

· How many Dutch leisure tourists are visiting Rotterdam per year? 

· Are Dutch leisure tourists satisfied with Rotterdam’s infrastructure?

· How should Rotterdam reach its potential leisure tourists?

· How can Rotterdam make itself more attractive for Dutch leisure tourists? 

· What do Dutch leisure tourists think about Rotterdam?

· What aspects should Rotterdam focus on when attracting tourists?

· What are Rotterdam’s most important competitors?

· What are the strengths and weaknesses of the city?

In order to find answers to the sub-questions above, I made use of desk research. I searched for information on the Internet and I consulted annual reports of Rotterdam Marketing about tourism in Rotterdam. These annual reports gave me an insight into the number of Dutch leisure tourists who visit Rotterdam per year and the steps that have been taken in order to attract more tourists. Furthermore, I conducted two surveys among 100 tourists to Rotterdam. I distributed these surveys at random among friends, family and visitors to the Tourist Information Centres in Rotterdam. The outcomes of these surveys showed me why people visit Rotterdam, what they like about the city and what these tourists want to see improved. I also interviewed staff members of the Tourist Information Centre and staff members of Rotterdam Marketing. These people provided me with more in-depth information about tourism in Rotterdam. Finally, I interviewed two persons who have never been in Rotterdam before. These people told me why they have never been in Rotterdam, what their expectations of the city are and how people like them should be reached in order to attract them to Rotterdam.

Just like almost any other researcher, I have also faced several problems and research limitations. In the first place, I had several problems with defining my research area. As tourism in Rotterdam is a very broad subject, I had to be more specific. During the first weeks of my research, I focussed on Dutch tourism in Rotterdam. After three weeks, it became clear that this research area was still too broad. As Dutch tourism in Rotterdam still covers the business and leisure market, I had to define my research area more precisely. Finally, I decided to focus on Dutch leisure tourism in Rotterdam.

After having defined my final research area, it was very hard to find 100 tourists to Rotterdam who were willing to fill in my surveys. After propounding this problem to one of the employees of Rotterdam Marketing, the company came up with the idea of distributing this survey among visitors to the Tourist Information Centres. This proposal gave me the opportunity to poll many people from all over the country.

Structure of the paper

In order to write a clear and complete report, I have made use of several marketing communication theories. The whole report is based on the SOSTAC approach. Within the chapter that discusses the objectives of this research I have followed the SMART guideline. All the theories above can be found in the book Marketing Communications, an integrated approach by Smith and Taylor.

This thesis will serve its readers by giving in-depth information about the current situation of Dutch leisure tourism in Rotterdam, communication tools and activities which can reach and attract potential Dutch leisure tourists and important aspects of Rotterdam’s tourist sector that need improvement.
Situation Analysis

1.      Rotterdam

When analysing a city like Rotterdam, it is important to take a look at the many different aspects of the city. In this chapter the most important aspects of Rotterdam will be analysed. What are the needs of Dutch leisure tourists and is Rotterdam able to offer them those needs? Is the infrastructure well organised? What do Rotterdam’s tourists think about the prices in Rotterdam? Do people feel safe or is more security desired? All the questions above will be discussed in the five subchapters below. N.B. It needs to be mentioned that most of the following information is based on the outcomes of my conducted surveys, a report of OBR (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006) and the website of Rotterdam Marketing (Rotterdam.info, Rotterdam Marketing, 2007). 

1.1 
Supply and demand of tourist needs 

When attracting tourists to a city, this city needs good tourist facilities. Rotterdam has a lot to offer in this field. In 2005, those facilities (shops and the catering industry are not included) were visited more than 17.5 million times. The following is an overview of Rotterdam’s most important tourist facilities. 

Attractions

More than four million people visit the 28 attractions of Rotterdam per year. The most popular attraction of Rotterdam is Blijdorp Zoo, which attracted almost 1.5 million visitors in 2005. Other popular attractions are Holland Casino Rotterdam, Euromast (Euro tower) and Spido.

Festivals and events

In both 2005 and 2006 Rotterdam was acclaimed as the best event city in the Netherlands. Each year, around 100 festivals and events take place in Rotterdam. However, during theme years many more events take place in this city. In 2005, Rotterdam’s sports theme meant that over 230 events were organised. Some events had only 25 spectators, but other events, like the Red Bull Air Race, were visited by 750,000 people. In 2005, the most popular events and festivals were the Marathon, Red Bull Air Race and Zomercarnaval. These three events attracted almost 2.3 million visitors to Rotterdam. When looking at the total number of visitors to all the events organised in Rotterdam, one can see that this number is increasing through the years. Notable is that during theme years, more events are organised and clearly more people visit these events. The increase in the number of visitors between 2001 and 2005 (both theme years) is 32.9%. Even though most of the events and festivals in the city are free of charge, leisure tourists spend an average of EUR 25 to EUR 50 during a festival or event. Their average length of stay at the festival location is 4.5 hours. Visitors tend to spend almost another two extra hours in the city.

Cinemas, theatres and concert halls

Tourists in Rotterdam have four different cinemas at their disposal. Three of those cinemas are situated in the city centre. The fourth cinema can be found in the south of Rotterdam. In 2005, these four cinemas attracted more than two million visitors, which is 10% of the total cinema visit in the Netherlands. In comparison with Amsterdam (twelve cinemas) and Utrecht (seven cinemas), only a few cinemas can be found in Rotterdam. Only The Hague also has as few as four cinemas. However, cinemas in Rotterdam have comparatively more seats and visitors than cinemas in the other three cities. 
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 Figure 1 (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006)
According to Rotterdam Marketing, there are nineteen theatres in Rotterdam. These theatres house large and famous musical performances and also small and experimental plays. The same can be said about the concert halls in Rotterdam. Many international artists come to Rotterdam to give concerts for thousands of people. In addition, even more (national) and unknown artists and bands perform on one of the many smaller stages in Rotterdam. 

Catering industry

In Rotterdam every type of restaurant can be found. There is a wide selection of small bistros and low-price cafés, but there are also many luxurious restaurants. Rotterdam even offers two different Michelin star restaurants, namely La Vilette and Parkheuvel. All these places to dine together offer dishes in all imaginable flavours, nationally and internationally. Altogether, Rotterdam offers almost 2,100 catering establishments. Besides this, research has shown that Rotterdam welcomes more than one new restaurant, bar or café per week (see appendix). This is indirectly caused by the growth of Rotterdam’s tourism.

Hotels

There are 65 hotel accommodations in Rotterdam. Altogether they offer 3,280 rooms. Approximately 72% of the hotels in this city are 3- and 4-star hotels. One-fourth of the hotels in Rotterdam are low budget hotels (hotels with 2 or less stars). Besides the overflow of 3 and 4 star hotels, The Westin is the only 5-star hotel in Rotterdam. Apart from those 65 hotel accommodations, two camp sites and one bungalow park can be found in Rotterdam.

Museums

Rotterdam offers a broad selection of museums. The 34 museums in the city offer art in every imaginable style, from historical to modern and paintings to architecture. The most popular museums in Rotterdam are Boijmans Van Beuningen, Kunsthal Rotterdam and the Maritime museum. Besides those 34 museums, many galleries and exhibitions are located in Rotterdam.

Architecture

Rotterdam is known as the city of modern architecture. Very popular architectural attractions are the Erasmus bridge, Kubuswoningen (cube houses) and Euromast (Euro tower). As Rotterdam has had several theme years since 2000, the city is able to show its diversity and to put itself in the spotlights to attract more tourists. This year’s theme is called “Rotterdam 2007 City of Architecture”. This means that Rotterdam pays special attention to its architecture all year long. Sites and Stories is this year’s most impressive excursion in the city. This excursion is a walk leading past 40 buildings, which are highlighted by a purple accent. Many museums also pay special attention to architecture by organising architectural exhibitions. 

Water

Rotterdam is also a “city of water”. The city is very famous because of its port, the largest in Europe and one of largest in the world. The international river the Maas flows straight through the city and so causes new tourist attractions. Not only bridges are needed, but also transport to cross the river, like water taxis and ferries. Even many festivals and events have something to do with water. Some examples are Spido, Strand aan de Maas (Beach at the Maas), World Port Days en Monaco aan de Maas (Monaco at the Maas). In 2005, these four events and the water taxi together attracted approximately 1.8 million tourists to the city. Because of the many water attractions, Rotterdam’s theme of 2003 was “Rotterdam Waterlife”. Rotterdam is even called “Manhattan aan de Maas” (Manhattan at the Maas) by some people.

Shops

Rotterdam has a very broad range of shops. The city has more than 4,400 shops which altogether have an annual turnover of EUR 3.1bn. 51% of this total turnover comes from people who do not live Rotterdam. One-fourth of the shops in Rotterdam sells clothes and other fashion articles. Shopping for pleasure was the most popular tourist activity of the year 2005. 

Night clubs

When it comes to clubbing, Rotterdam has a lot to offer. Every style of music is represented and every weekend exciting parties are organised. Rotterdam offers small and unknown clubs, but also nationally and even internationally known clubs. For people who do not like crowded parties and clubs, Rotterdam also offers many cosy bars and cafes. 

1.2     Infrastructure

When travelling to and through Rotterdam, there is a wide choice of transportation. Below, an overview of all the means of transportation can be found. All the numbers and percentages mentioned are based on the results of my surveys, which can be found in the appendix.

Train

The train connects all the big and medium-sized cities to each other. In general, it is a fast and easy way of travelling through the country. Rotterdam has a frequent and direct connection with many other cities in the Netherlands. According to the outcomes of my survey among people from outside Rotterdam, the train is the most popular transportation to come to this city. The respondents who come to Rotterdam by train (51%), value the accessibility of Rotterdam with an average of 7.5. Only 1% of the respondents use the train as transportation within the city centre.

Car

From my research, 35 of the 80 respondents who do not live in Rotterdam come to the city by car. Only 13% of the respondents state that they use the car most frequently when travelling through the city. When visiting Rotterdam by car, the accessibility of Rotterdam is marked with a 6.6. Within the city, travelling by car is valued with a 5.8.

Tram

The tram is not a very popular transportation to travel to Rotterdam. None of the respondents uses the tram to come to the city. This can be explained by the fact that the tram is not a national transportation. One can only use the tram to travel to Rotterdam when living in the neighbourhood of the city. It is also possible to use the tram to come to the city centre when parking the car at a parking place outside the city (e.g. Kralingen). However, some respondents complained that especially in the north of the city, there are not enough free parking places to park the car. Within the city borders, the tram is the most popular transportation. Respondents who value the tram as the most important transportation within the city borders, mark this public transportation with a 7.4. This can be explained by the fact that there are eight different tramlines in Rotterdam, which connect almost all far corners of the city with each other. RET, the tram company in Rotterdam, is also working on better facilities for the underprivileged and mothers with perambulators. The entrance to the new style of tram is at the same height as the tram stop, so no stairs are necessary in order to enter the tram.

Metro

Only two cities in the Netherlands make use of metro lines. Underground travelling is a very fast way to move oneself to different destinations in the city. Based on my survey results, the metro is the second most popular transportation when travelling within the city borders. People who use the metro most frequently when travelling through the city value this public transport with an average of 7.3. Just like the tram, the metro is not a very popular transportation to come to Rotterdam from outside. One needs to live in the neighbourhood of Rotterdam or must park the car outside the city borders to be able to come to Rotterdam by metro. 

Bus

People travel to the city by bus from many places around Rotterdam. 33% of the respondents who live in Zuid-Holland choose to use the bus as their transport when visiting Rotterdam. At national level, only 2.5% of journeys to Rotterdam are by bus. Within the city centre, it is particularly people from outside the city who prefer to travel by bus (12.5%). Only 5% of Rotterdam’s inhabitants prefer to travel by bus when travelling through the city centre.

Bicycle

Cycling is a cheap and quite fast way of travelling through Rotterdam. One does not have to wait for public transport and there are no traffic jams. Disadvantages are the vandalism and theft of bicycles in Rotterdam. Despite that, 55% of the people who live in Rotterdam state that they prefer cycling through Rotterdam to travelling by any other means of transport. They value travelling through Rotterdam by bike with an average of 8.1.

Taxi

Travelling through Rotterdam by taxi is quite uncommon. When asking the respondents whether they occasionally travel by taxi in Rotterdam, 19% answered ‘yes’. They frequently stated that they travel by taxi after a night out or to travel to or from Rotterdam Airport.

Watertaxi, Maastaxi and Waterbus

The Watertaxi is not only a functional way of crossing the Maas, it can also be seen as one of Rotterdam’s attractions. The Watertaxi operates seven days a week and has two different sections, namely Veerhaven – Wilhelminakade v.v. and Leuvehaven – Wilhelminakade v.v.. Unlike one should expect travelling by Watertaxi is not very expensive. An one-way ticket from Veerhaven to Wilhelminakade costs only EUR 2.50 per person (Watertaxi Rotterdam, 2007, “Tarieven” section, ¶ 3).

In addition to the Watertaxi, one can also cross the Maas by a Maastaxi. This Maastaxi has 900 different sections and one can call the Maastaxi as required. The Maastaxi is more expensive than the Watertaxi. A trip from Hotel New York at the Wilhelminapier to the Maasboulevard, which is three kilometres and takes five minutes, costs EUR 11.40 per person. When travelling with more than one person, the price per person is reduced. So, one does not pay a fixed price per person or per section, like in a driving taxi (Watertaxi Rotterdam, 2007, “Tarieven” section, ¶ 2).

Finally, there is also the Waterbus. This ferry boat has three different sections and connects all the cities between Rotterdam and Dordrecht. Travelling by Waterbus is not very expensive either. A ticket from Rotterdam to Dordrecht, which is the longest trip, costs only EUR 3.90 and takes 58 minutes (Waterbus, 2007, “Tarieven” section, ¶ 1). Despite this low fare, travelling to and through Rotterdam by boat is not very popular. Only 1% of the respondents prefer travelling to Rotterdam by boat above all the other means of transport.

1.3
Price

According to the results of my surveys, tourists to Rotterdam value both the prices in the catering industry and the prices of admission average with a 6.7. Most people are satisfied with the prices in the catering industry, but argue that the admission prices of night clubs can be very high. However, they are satisfied with the admission fees for museums and attractions. Visitors to Rotterdam are definitely not satisfied with the costs of parking. They find these prices unacceptable and mark this with an average of 4.0. They are also not satisfied with the payment options when parking a car outside a parking garage. The only way to pay that ticket is via Chipknip.

1.4
Safety

The local authority of Rotterdam claims that it is visible and perceptible that the city is getting safer every year. The Veiligheidsindex, a research by the local authority of Rotterdam, shows that inhabitants of Rotterdam value the safety of the city better every year. In 2001, those inhabitants marked their feeling of safety with an average of 5.6. In 2006, this rating had increased to 7.2 (Gemeente Rotterdam, 2007). Also the OBR (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006) claims that in comparison with the years 2002 and 2003, tourists to Rotterdam feel safer nowadays. When looking at the outcomes of my surveys, there is a slight difference in the rating of inhabitants of Rotterdam and non-inhabitants. Inhabitants value their feeling of safety average with a 7.1 and non-inhabitants mark this average with a 6.8. However, respondents from both groups state that they feel less safe at night.

1.5    Conclusion

At this point, one can conclude that Rotterdam has much to offer tourists. Except for the lack of free parking places outside the city centre, none of the respondents to my surveys claimed to miss any tourist activities or facilities in Rotterdam. The average tourist in Rotterdam is also satisfied with the prices in the catering industry and the admission fees for museums and attractions. Unfortunately, tourists in Rotterdam are not satisfied with the parking fees and the payment options for a parking ticket. In comparison with preceding years, safety in Rotterdam has visibly and perceptibly improved. This is affirmed by the inhabitants of Rotterdam. 

Unfortunately, there are also situations which are outwith the control of Rotterdam’s authorities that can harm the Dutch leisure sector in the city. In addition, Rotterdam is not the only attractive tourist city in The Netherlands. In the next chapter, one can read about the economic situation in The Netherlands, the current travel trend, city differentiation and of course Rotterdam’s competitors.

2. 
The Dutch travel market

The Dutch travel market is booming. Domestic travel, like city trips during the weekends and short holidays, is becoming a real trend. Research showed a connection between those inland city trips and the economic situation of a country (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2007). In this chapter, the current travel trend, popular Dutch tourist cities, city differentiation and the current economic situation of The Netherlands will be discussed. 

2.1 
Travel trend

Nowadays, domestic travel is a very popular activity during the weekends and short holidays, like Easter and Pentecost. According to Marianne Klein (manager of Rotterdam Marketing) and Bas Guijs (former hotelier in Rotterdam) staying overnight in Rotterdam is getting more popular every year (Tates, Algemeen Dagblad, 2007). Domestic travel is especially popular among couples without children. Because they do not have children, they have more time and money to spend (survey, 2007). However, hotels in Rotterdam still suffer with a low room occupation during the weekends. For that reason, many hotels in Rotterdam offer low-priced rooms at these times (Tates, Algemeen Dagblad, 2007).

During the last few years, many websites like www.weekendjeweg.nl, www.nachtjeweg.nl and www.hotelaanbiedingen.nl have appeared on the Internet to stimulate domestic travel in The Netherlands. These websites offer various low-priced and last-minute packages to hotels all over the country. 

2.2 
Tourist cities 

Rotterdam is not the only popular tourist city in The Netherlands. Other Dutch cities that attract many Dutch leisure tourists are Amsterdam, Utrecht and The Hague. These four big cities together are also called the G4 (R. Mihajlovski, personal interview, March 21, 2007). However, these Dutch cities are not the only competitors of Rotterdam. As many cities in The Netherlands have a very fast train connection to foreign cities like Antwerp, Brussels, Cologne and Düsseldorf, these cities are also very attractive for a weekend or even a day trip. On the next page, an overview of Rotterdam’s most important competitors can be found. 

Amsterdam

In 2005, Amsterdam attracted 4.5 million Dutch leisure tourists. No other city in The Netherlands was able to attract so many Dutch leisure tourists (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006). My surveys also found Amsterdam to be the most popular tourist city in The Netherlands. Some attractive tourist activities and facilities in Amsterdam are the canal cruises, the many museums (for example Madame Tussauds and The Rijksmuseum) and of course The Red Light District (Reis om de wereld, 2005, “Noord-Holland” section, ¶ 6). 

The Hague

In 2005, almost four million Dutch leisure tourists visited The Hague (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006). Some popular tourist attractions in this city are Madurodam, Omniversum, Museon and of course Scheveningen (Reis om de wereld, 2005, “Zuid-Holland” section, ¶ 4).

Utrecht

The Domtoren (Dom church) and the Jaarbeurs are important aspects of Utrecht’s tourist facilities. Every year, many exhibitions and international parties are organized at the Jaarbeurs. Examples are Margriet Winter Fair and Trance Energy. In 2005, approximately 3.5 million Dutch people took part in tourist activities in Utrecht (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006).   

Antwerp

When travelling by train, Antwerp is less than two hours away from Utrecht (Internationale treinplanner, Nationale Spoorwegen, 2007). According to Stad Antwerpen, 39,207 Dutchmen have visited the information desks of this city last year. This organization also claims that Dutch tourists spend approximately 370,000 nights in one of the hotels in Antwerp. The most popular tourist attractions of this city are Antwerp Zoo, O.L.V. Kathedraal (Cathedral of Our Lady) and the Rubenshuis (Rubens house) (Toerisme in cijfers, Stad Antwerpen, 2007).

Brussels

Brussels, also the capital city of Europe, is only a three hour train trip away from Utrecht (Internationale treinplanner, Nationale Spoorwegen, 2007) and therefore an attractive travel destination for Dutch leisure tourists. The Atomium and Manneken Pis (little man wee) can be seen as Brussels’ top attractions (Bezienswaardig, City support, n.d.). 

Cologne

Some popular tourist attractions in Cologne are the Ludwig Museum, De Dom (The Dom Tower) and Parfumhuis 4711 (Perfume house 4711) (Bezienswaardigheden, Stedentrippers, n.d.). As a two-hour train journey from Utrecht to Cologne costs only EUR 38 (Internationale treinplanner, Nationale Spoorwegen, 2007), this German city can also be seen as a competitor for Rotterdam as a tourist city. 

Düsseldorf

Tourists to Düsseldorf have various sights and attractions at their disposal, namely the Rheinturm (Rhine tower), Lambertus Kirche (Lambertus Church) and the Altstadt (Old city) (Bezienswaardigheden, Stedentrips, 2005). As Düsseldorf is less than two hours away from Utrecht (Internationale treinplanner, Nationale Spoorwegen, 2007), it is also an attractive city for Dutch leisure tourists. 

Just like Rotterdam, many other European cities have created promotional slogans in order to show their identity and attract more tourists. The following is a brief overview of promotional slogans of Rotterdam and some of its competitors. These cities state that they frequently use these slogans in advertisements and radio and television commercials (Tourist Information Centre, various phone calls, October 8, 2007).

- Rotterdam:
“Rotterdam Durft” (Rotterdam Dares)

- Amsterdam: 
“I Amsterdam”

- Utrecht: 
“Je vindt ‘t pas echt in Utrecht” (You really find it in Utrecht)

- Antwerp: 
“Antwerpen, de stad van iedereen” (Antwerp, everyone’s city)

- Düsseldorf: 
“Düsseldorf, eine gute Adresse” (Düsseldorf, a nice address)

2.3 
City differentiation

When promoting a city like Rotterdam it is important to differentiate this city from its competitors. Rotterdam should focus on its positive aspects which other cities do not excel at or do not even have at all. The following is an overview of aspects which differentiate Rotterdam from its competitors.

World Port

For many years, Rotterdam’s port was the largest port of the world. Since 2004, this place has been overtaken by the port of Shanghai. At this moment, Rotterdam is still the largest port of Europe. Antwerp, one of Rotterdam’s most important competitors, is the second largest port of Europe. However, the harbour of Rotterdam is much larger than the harbour of Antwerp. Being Europe’s largest port is not only a very strong trading factor, it also attracts many tourists. Next to the port itself, many people visit the attractions, events and architecture around the harbour. Examples are Spido, the Erasmus bridge and the World Port Days. 

City of modern architecture

Rotterdam is the city of modern architecture. In this city many bridges and buildings built by (inter)national known architects can be found. This year, Rotterdam does even pay special attention to its architecture by organizing the theme year “Rotterdam 2007 City of Architecture”.

Theme years

From the year 2000, Rotterdam pays special attention to certain themes that have something to do with the city itself. These theme years cause more brand awareness and attract many tourists from all over the country. This year, Rotterdam pays special attention to its architecture. The city organizes many exhibitions and tours that have something to do with the (modern) architecture of the city. 

Best event city 

Both in 2005 as in 2006 Rotterdam was acclaimed as the best event city of the Netherlands. Because of the above mentioned theme years, Rotterdam organizes many events. In 2005, the city organized more than 230 events. Those events attracted millions of visitors to the city (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006).
2.4 
Economic situation

The economic situation of a country has an influence on the travel behaviour of its inhabitants (Centraal Bureau voor de Statistiek [CBS], 2007, “Toerisme conjonctuur- en prijsgevoelig” section, ¶ 2). During an economic recession, people have less money to spend and have therefore less purchasing power. They spend their money on primary needs and economize on leisure trips. However, instead of travelling to other countries people tend to spend their holidays in their own country, for example on a Dutch camping site. In times of an economic recession, people also find it more important to save money for the future (Marketing online, 2003, “Recessie noopt Nederlander tot spaarzaamheid” section, ¶ 3). 

Economic situation since the last economic recession

Because of the economic recession during the first years of this millennium and the average retail price rise of 4.5% in tourist goods and services, Dutch leisure expenditures have decreased between 2001 and 2004 (CBS, 2007, “Toerisme conjonctuur- en prijsgevoelig” section, ¶ 3). Also Rotterdam faced a backsliding in its total turnover (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006, p. 41). 

After several years of recession, the Dutch economy is now experiencing a strong increase again. This economic increase involves better consumer confidence and increasing expenditures in the sector of Dutch leisure tourism. So, when looking at the economic situation and Dutch leisure tourism in The Netherlands, one can see a relation in expenditures. In 2006, the national turnover in leisure tourism was EUR 26bn. In comparison with 2005, this was an increase of 4.2%. After several years of decreased expenditures, the spending levels were in 2006 at the same height as in 2001, which was before the economic recession (CBS, 2007, “Toerisme conjonctuur- en prijsgevoelig” section, ¶ 1). 

Increasing turnover in tourist facilities

When comparing the second quarter of both 2006 and 2007, the national turnover in the catering industry faced a 7% increase. The national turnover of restaurants has even increased by 8.2%. Unfortunately, cafes in The Netherlands showed an increase of only 4%. This low increase was caused by the bad weather in May. When looking at hotels, the national increase for the second quarter of 2007, compared to the second quarter of 2006 was almost 5% (CBS, 2007, “Omzet horeca opnieuw fors hoger” section, ¶ 1-3). 

2.5     Conclusion

During the last few years, domestic travel has become a real trend in The Netherlands. Many travel websites are trying to stimulate this kind of travelling by offering special packages. However, hotels in Rotterdam still suffer with a low room occupation during the weekends.

Between 2001 and 2004, The Netherlands have suffered an economic recession. After several years of decreased expenditures, the national turnover of the Dutch leisure sector has increased again and is now higher than before the economic recession. 

When looking at the G4, one can conclude that Rotterdam has several competitors in the field of attractive tourist cities in The Netherlands. Compared to those other Dutch cities, the number of visits to Rotterdam is quite positive. Although Amsterdam and The Hague have more visitors, the number of visits to Rotterdam keeps increasing through the years. Because of the fast train connection and the low fares, Rotterdam also faces competition from foreign cities like Brussels and Antwerp. However, thanks to its world port, architecture and theme years, Rotterdam is able to differentiate itself from its competitors.

In order to attract more tourists, a city should use the right communication tools and have a positive brand image. In the next chapter, one can read about the current situation with regard to the image and identity of Rotterdam, its communication tools and its current information services.

3.
Communication analysis

Communication is very important when attracting tourists to Rotterdam. In communication with (potential) tourists, the identity and image of the city are crucial. These two important matters will be discussed in the first subchapter. In attracting and serving tourists, Rotterdam has two main divisions: front office and back office. In this chapter, the part about the front office covers the two tourist information centres in Rotterdam and the city ambassadors. The subchapter about the back office will cover all the information about Rotterdam’s most important communication tools. In the last subchapter, promotional activities will be discussed. 

3.1   Brand identity, image and logo

Rotterdam has a strong brand. One can expect that every person in The Netherlands above twelve years old and many people outside this country know Rotterdam as a city in The Netherlands. Just like many other brands, Rotterdam struggles with the dissimilarity in its brand identity and brand image. Sometimes, these two terms have many similarities. But unfortunately, there are also many people who do not agree with Rotterdam’s identity (Jan, 2005, “Rotterdam en zijn imago” section, ¶ 1). With the help of various projects like “Rotterdam Durft” and many safety measures, Rotterdam tries to make those dissimilarities smaller or even disappear. As a positive brand identity stimulates the city to improve its image and a better brand image will increase the number of tourists in Rotterdam, these two terms are important aspects of the Rotterdam’s communication. Rotterdam’s final communication goal is to attract more (Dutch leisure) tourists (Het dak van Rotterdam, 2006, “Rotterdam Durft” section, ¶ 2). 

Brand identity

According to Brandchannel.com, the brand identity is the outward expression of the brand, including its name and visual appearance. The brand’s identity is its fundamental means of consumer recognition and symbolizes the brand’s differentiation from competitors (Brandchannel.com, 2007, “Brandcareers” section, ¶ 13).

The identity of Rotterdam as a tourist city can be described as follows: A young, international and surprising city at the Maas, which has a realistic and decisive mentality (Rotterdam Durft Marketing & Communicatieplan 2007 (concept), Rotterdam Marketing, 2007). 

Brand logos 

Rotterdam makes use of various logos in order to promote itself and attract more tourists. Below, one can find two logos used by Rotterdam as a tourist city. These logos illustrate its theme year of 2007 and the local authority of Rotterdam.
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                of Rotterdam                                                          City of Architecture

When comparing those two logos, no direct similarities in style and layout can be found. The same goes for the logos of “Rotterdam Durft” and “La City ‘08”, which are given on page 30. This does not support the joint goal of the different campaigns, improving the city’s brand image and attracting more tourists, and the relation of those campaigns with the local authority. The large differences in style and layout do obviously not provide the public with a clear structure.

Brand image

The American Marketing Association states that the brand image is the perception of a brand in the minds of persons. The brand image is a reflection (though perhaps inaccurate) of the brand personality or product being (American Marketing Association, 2007, “Dictionary of Marketing terms” section, ¶ 1). According to MiMi Studios, the brand image is the feelings, moods, emotions and connotations evoked by a brand (MiMi Studio, n.d., “Brand image” section, ¶ 6). For users this is based on practical experience of the product or service concerned (informed impressions) and how well this meets expectations; for non-users it is based almost entirely upon uninformed impressions, attitudes and beliefs (Brandchannel.com, 2007, “Brandcareers” section, ¶ 14).

People’s perception of Rotterdam varies widely. Despite the fact that this view is based on antiquated facts, there are many people who still see Rotterdam as the poorest, “blackest” and most unsafe city of The Netherlands. They stereotype Rotterdam as a big, criminal and industrial place. However, people who state that they know contemporary Rotterdam, see Rotterdam as a young, innovative, modern, trendy, cosmopolitan and versatile city (Kuiper, n.d., “Ik heb mijn studiekeuze al gemaakt, maar waarom zou ik in Rotterdam gaan studeren?” section, ¶ 5; Jan, 2005, “Rotterdam en zijn imago” section, ¶ 1; Het dak van Rotterdam, 2006, “Rotterdam Durft” section, ¶ 2). 

3.2 
Front office

Rotterdam has two Tourist Information Centres (VVV) and twelve service points for tourist information. These two Tourist Information Centres are both located in the city centre and are situated only a five-minute walk from each other. Together, they have approximately 175,000 visitors per year. They are both open seven days a week and have a lot to offer when it comes to tourist information facilities. The 65 city ambassadors of Rotterdam welcome and inform the tourists at event locations (M. Andriessen, meeting Rotterdam Marketing, April 18, 2007). 

VVV Rotterdam Store

The VVV Rotterdam Store can be found at the Coolsingel (city centre) and offers a staffed information desk, free Internet access, a reading table full of many different brochures, a digital screen that displays information about upcoming events in Rotterdam, gift coupons and many souvenirs. This Tourist Information Centre costs approximately EUR 400,000 per year, not including staffing costs. The biggest part of this amount is paid through subsidies from (local) government. The rest of the costs are compensated by the earnings received by the sale of souvenirs (Jaarverslag 2006, RM, 2007).

VVV Info Café

Since June 2006, Rotterdam has a second Tourist Information Centre. This information store is different from the VVV Rotterdam Store, because it also offers drinks and lunches. The VVV Info Café is located at the Groot Handelsgebouw next to the Central Station. Because this information store is also a lunchroom, one can find and ask for information about Rotterdam and have a drink or a lunch at the same time. Besides a staffed information desk and a food and drink service, the VVV Info Café offers free Internet access and many brochures about Rotterdam. 

The staff members of both the VVV Rotterdam Store and the VVV Info Café are familiar with the city and speak good English. Most of the staff members do also speak German or another European language. These competences are tested during the job interview (M. Andriessen, meeting RM, April 18, 2007).

Service points for information

At the service points one can get information about Rotterdam. Most of these service points are shops, libraries or information points for other attractions or shopping malls, but are also willing to offer information about other aspects of Rotterdam. Some of these information points are staffed; others only have a rack or a desk full of brochures and leaflets. Service points promote the city on a voluntary base, so they do not receive money for their service. In the appendices, an overview of all the service points can be found.

City ambassadors

Rotterdam has approximately 65 city ambassadors. These people work on a voluntary base and   welcome and inform tourists during events in Rotterdam. The city ambassadors are supervised and coordinated by an employee of Rotterdam Marketing. In 2006, the city ambassadors attended 33 different events, which in total covered 145 days (Jaarverslag 2006, RM, 2007). 

3.3
Back office

The back office, which consists of approximately 55 employees of Rotterdam Marketing and Rotterdam Festivals, produces the communication tools, organizes the promotional activities and heads the front office. Besides the hundreds of brochures of the tourist companies, Rotterdam uses many communication methods in order to reach its final communication goal: attracting more (Dutch leisure) tourists. Below, an overview of Rotterdam’s communication tools will be given.

Brochures

Rotterdam produces many brochures with tourist information about the city. Most of these brochures are available in Dutch and English. Some examples of brochures are the “City Map”, “Rzine”, “Rondje Rotterdam”, “Handboek Reisindustrie en Congressen” (Handbook Travel industry and Conferences) and “Shoppen in Rotterdam”. These brochures can be found at the Tourist Information Centres and many hotels and restaurants in and around the city. Especially the “City Map” is very popular and useful; 400,000 copies are printed annually.

Advertisements

During the whole year, advertisements about the city of Rotterdam are published in many different newspapers and trade journals. Some of these advertisements are on one-off basis, but there are also many advertisements that are published at weekly or monthly intervals. (International) newspapers that publish advertisements of Rotterdam on a regular basis are “de Volkskrant”, “NRC Handelsblad”, ”Trouw” and “De Morgen” (Belgian newspaper). These newspapers publish advertisements about exhibitions and architecture, which are aimed at highly-educated people. “De Telegraaf” and “Algemeen Dagblad” publish advertisements about events and theatrical performances, which target young people and families with children. Trade journals like “Quality in Meetings” and “Event view” are for the business world. An advertisement for Rotterdam’s leisure market can be found in the appendices.

Newsletters and press releases

Rotterdam also produces different digital newsletters. Examples, including their frequency of publication, are the consumers’ newsletters (biweekly), the trade newsletter (six times per year), the MICE newsletter (four times a year) and the press newsletter (four times a year). When a theme year, project or new event is coming up, Rotterdam sends press releases to various newspapers and magazines. By spreading digital newsletters and press releases, Rotterdam wants to inform the individual tourist, the trade market and the leisure market about Rotterdam. It is obvious that Rotterdam does this in order to attract more tourists. 

Rotterdam Media bank

The Rotterdam media bank is full of pictures of Rotterdam. Everyone can access this media bank and after registration one can download or order photos for free. When someone wants to use pictures from the media bank, there are only two important rules. Pictures from the media bank may only be used to promote the city of Rotterdam and the photographer should always be stated. In June 2007, the media bank had over 600 users. Because the Rotterdam media bank is easily accessible and frequently used by journalists, it is an important tool for promoting the city. The website of the Rotterdam media bank is www.mediabankrotterdam.nl and offers user information in Dutch and English. 

Website

The official tourist website of Rotterdam is www.rotterdam.info. This website offers information in Dutch and English and has approximately 100,000 visitors per month. On this website one can find information about upcoming events, museums, hotels, restaurants, exhibitions, the travel industry in Rotterdam and other tourist information. Every weekday, the website is updated by the webmaster of Rotterdam Marketing (M. van Luijk, meeting RM, April 18, 2007).

Digital screens

Rotterdam also promotes itself by advertising on digital screens in the city centre. Advertisements about the Rotterdam Welcome Card, which will be described below, and upcoming events are displayed on television screens in the VVV Rotterdam Store, Waterbus, Orange Flagship Store and the Masterscreen above the Miss Etam on the Lijnbaan. 

Rotterdam Welcome card

The Rotterdam Welcome Card is especially designed to stimulate tourism in Rotterdam. This card costs EUR 5 and offers over EUR 150 of benefits and discounts at the best museums, shops, attractions, restaurants and clubs in the city. The Welcome Card is available at both the Tourist Information Centres and many hotels in Rotterdam. However, this card is not only for people who live and work outside Rotterdam. In 2006, Rotterdam produced 40,000 Welcome Cards. 14,000 of those cards were given to first year students of the Erasmus University, Hogeschool Rotterdam and Hogeschool INHolland. Another 20,000 cards were given to new inhabitants of Rotterdam (Rotterdam.info, Rotterdam Marketing, 2007). So, the goal of this card is not only to attract more people from outside the city to Rotterdam, but also to make Rotterdam’s inhabitants, students and working people more enthusiastic about its leisure facilities.
3.4
Promotional activities

There are several methods and activities that can stimulate tourism in Rotterdam. These methods and activities push and pull the tourist to attractions, museums and hotels. Below, three examples are given.

Packages

On its website and in several newspapers, Rotterdam promotes the use of packages. An example of this may be a package that consists of one night in a comfortable hotel in Rotterdam, free tickets for a museum and a reduction on a ticket for the Euromast. By doing this, Rotterdam tries to prolong the stay of the tourists and pull them to more attractions and museums than they might otherwise visit.

Discounts 

Reduced-fare passes and other discounts also encourage people to undertake certain activities, like visiting a museum or crossing the Maas by ferry boat. Below, several reduced-fare passes for certain age groups are described.

- Studenten Uit Pas:  From college year 2006/2007 this card is offered to students in Rotterdam.  It gives students many discounts in museums, art galleries and clubs. Student City, a project that is set up in order to attract new students to Rotterdam, is subsidizing this card for three years (OBR, 2007, “Student City” section, ¶ 4).

- Rotterdampas: 
The Rotterdampas gives discounts on many tourist facilities and activities, like Blijdorp Zoo, museums, public transport and swimming pools. This card costs EUR 55 and is also available for non-inhabitants of Rotterdam. Children, senior citizens and inhabitants who live on a minimum income are considered for a price reduction (Rotterdampas, 2007, “Rotterdampas 2007” section, ¶ 1).

Theme years and campaigns

Rotterdam is also promoting itself by organizing theme years and different campaigns. The goal of these theme years and campaigns is to improve the image of the city, so that it will be totally in line with its identity. 

From the year 2000, Rotterdam pays special attention to certain themes that have something to do with the city itself. These theme years cause more brand awareness and attract many tourists from all over the country. The following is an overview of all theme years organized by Rotterdam.

· 2000: Euro 2000

· 2001: Culturele Hoofdstad van Europa 2001

· 2003: Waterlife 2003

· 2005: Sportjaar 2005

· 2007: Rotterdam 2007 City of Architecture

“Rotterdam Durft” (Rotterdam Dares) is set up in the spring of 2004 and is a long-term campaign that wants to show that Rotterdam is not only a harbour city, but also trendsetting, challenging, ambitious and innovative (Het dak van Rotterdam, 2006, “Rotterdam Durft” section, ¶ 2). As many little projects, campaigns and activities are part of “Rotterdam Durft”, the campaign should have very high brand awareness. However, a small research among friends and family has shown that this campaign is still not very well-known yet. Since last summer, Rotterdam is visibly working on the consumer awareness of this campaign. Many posters and flags in the city show the name of the campaign and give examples of what the campaign stands for, such as less air pollution in the city.

“La City ‘08” is part of “Rotterdam Durft” and shows the feminine aspects of this masculine city. For one month, Rotterdam is presenting her feminine, seductive, intellectual, intercultural and hospitable side. “La City ‘08” takes place from June 14, 2008 until July 12, 2008 (Rotterdam – La City in 2008, Rotterdam Marketing, 2007).
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       Figure 4: Logo of “Rotterdam Durft“


      Figure 5: Logo of “La City ‘08”

3.5 Conclusion

Like many other brands, Rotterdam struggles with its image. It does not completely correspond with its identity. To attract more tourists and to improve Rotterdam’s image so that it matches better with its identity, Rotterdam sets up projects and organizes different theme years. The city also sells special packages and gives many discounts to students, children, senior citizens and inhabitants who live on a minimum income. 

When looking at all the service points and digital and printed media that Rotterdam produces, one can conclude that Rotterdam sends a lot of information to her (potential) tourists. But is this enough? Or could the communication to (potential) tourists be improved? And last but not least, are the tourists satisfied with all these information services which Rotterdam offers? The above mentioned aspects will be discussed in the next chapter and the Marketing Communication Plan in this report.

4. 
Dutch leisure tourists
The target group is one of the most important aspects of this research. For this research, the target group is people who need to be encouraged to visit Rotterdam. Therefore, I had to know their view about the city and what they want to see improved or changed. It is important to know the target group very well. Rotterdam’s official target group is everyone who is able to undertake tourist activities in Rotterdam. Because Rotterdam has organized many (large-scale) events over the last six years, it has attracted many young people. In 2005, 40% of all visitors were younger than 30 years old (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006). By organizing these many large-scale events, Rotterdam actually focuses on young people. A profile of the target group for this research is outlined below, along with relevant statistics and the survey analysis.

4.1 
Profile of Dutch leisure tourists
In order to find out how Rotterdam can attract more Dutch leisure tourists, I have conducted a survey of the following population: People of eighteen years and over who live in The Netherlands. This group includes people who were not born in The Netherlands, though did live in this country at the moment of questioning. Because people under the age of eighteen are seen as children, these people were not included. As inhabitants and non-inhabitants of Rotterdam and people of different ages and gender have different interests and opinions, I have subdivided this wide target group into three target group segments. I have used this subdivision in my surveys and will discuss the differences in the survey analysis. 

By segmenting this wide target group, it becomes clearer what people of a certain group regard as important and what their reasons for a visit to Rotterdam are. Described on the next page are the three most important target group segments, namely age groups, gender and inhabitants and non-inhabitants of Rotterdam. When looking at the prejudices to these target group segments, one should say that large differences can be found within these groups; women prefer shopping and men prefer high speed events and twentysometings are attracted to music and clubbing whereas people above 60 years old give preference to museums. While inhabitants of Rotterdam do not look up to the city’s discerning architecture anymore, non-inhabitants from all over the country come to Rotterdam to admire its architectural buildings and bridges. Within the survey analysis, the actual variation in preferences of the different target group segments will be discussed.
Target group segments

The following are the target group segments used in this research. Special attention to these segments will be given in the survey analysis.

Age

People of different ages have different interests. In the surveys, I have made subdivisions into four different age groups, namely 18 to 30 years old, 31 to 45 years old, 46 to 60 years old and people of 60 years old and over. But what do people of certain age groups put high value upon and what are exactly the differences in interests between those four different age groups?

Gender

It is known that men and women have different interests. But do they also have differences in interest when visiting a city? And if so, how big are those differences and in what areas? Do women undertake more tourist activities and do they bring their children more often than men do? 

Inhabitants and non-inhabitants

Very often, inhabitants look differently at their city than non-inhabitants do. What are the differences in opinion or interests between these two groups? And which communication tools encourage inhabitants and non-inhabitants to take part in tourist activities in Rotterdam? 

All the questions above will be answered in the survey analysis.
4.2 
Statistics

In 2005 Rotterdam received almost 3.7 million Dutch leisure tourists. In that year, each Dutch leisure tourist of Rotterdam visited the city an average of 4.9 times. Therefore, it can be concluded that the Dutch population made more than 18.1 million visits to Rotterdam. Per visit, the Dutch leisure tourist undertook an average of 2.3 tourist activities. This means that in total, the Dutch leisure tourist undertook approximately 41.6 million tourist activities in Rotterdam in the year 2005 (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006).

These 3.7 million Dutch leisure tourists spent an average of EUR 70 per visit. So in 2005, they spent a total of EUR 1.27bn in Rotterdam. Based on the statistics for 2005, only 2.3% of Rotterdam’s visitors came from outside the country. There is almost no difference in the number of Dutch visitors during the different seasons of the year (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006). 

47% of the tourists in Rotterdam are families with children. For the other three big cities in The Netherlands (Amsterdam, Utrecht and The Hague), this figure is only 40%. One of the most important reasons for Rotterdam’s popularity with families with children is Blijdorp Zoo, one of the best-visited zoos in the Netherlands (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006). 

In comparison with the other three big cities, Rotterdam attracts more young people and families with children. 40% of Rotterdam’s visitors are younger than 30 years old. For the other three big cities, this figure is only 35% (see graph on the next page) (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006). 
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Figure 6 (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006)

4.3 
Survey analysis 







As mentioned in the introduction, the two surveys about tourism in Rotterdam were distributed at random to 100 people. 80 of those people do not live in Rotterdam. The rest of the respondents are inhabitants of Rotterdam. Since there is a large difference in the promotion of Rotterdam between the city itself and the rest of the country, and people who live in Rotterdam might value the city differently than people who do not live in Rotterdam do, I chose to question 20 inhabitants of Rotterdam, representing 20% of the total number of people. Apart from those 20 inhabitants of Rotterdam, I did not select any specific people. In the appendices one can find an overview of all the answers given. Below, I will discuss the most important outcomes of this research.

Tourist visits and activities

98% of the respondents pay at least once a year a tourist visit to a big city in the Netherlands. The average Dutchman undertakes approximately once per 1 till 3 months tourist activities in a Dutch city. In this, there is a slight difference between men and women. Women take part in tourist activities more often than men do. Despite this, there is not a high difference in the activities of men and women when visiting Rotterdam. However, there is a difference in the activities of different age groups. People below 30 are more interested in the shops, events and catering industry. On the other hand, museums and architecture are clearly more popular with people above 60. Families with children argue very often that the attractions of Rotterdam were one of the reasons for their visit. 

People who live outside Rotterdam have visited Rotterdam on average one to five times during the preceding decade. 65% of the inhabitants of Rotterdam undertake approximately one or more times per week a tourist activity in this city. The greater part (93%) of the questioned Dutch leisure tourists who do not live in Rotterdam stay no longer than one day in the city. 25% of the tourists from outside Rotterdam have never brought their under aged children when visiting Rotterdam. In this, there is a large difference between men and women. Only 14% of the mothers questioned never bring their children to Rotterdam. For fathers this is 40%. One reason for this large difference is that in most families, the mother buys clothes and shoes for the children and therefore takes the children to Rotterdam.

When looking at other attractive cities in The Netherlands, the outcomes of my surveys show that Amsterdam is the best visited city in The Netherlands. In this research area, Rotterdam ranks second and Utrecht third. These outcomes do not completely tally with the research results of OBR. This company states that The Hague ranks second en Rotterdam ranks third when it comes to the number of visitors (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006).

Attractive tourist aspects

When looking at the most attractive aspect of Rotterdam, non-inhabitants argue that the architecture is Rotterdam’s most attractive aspect. Inhabitants of Rotterdam do not agree with this. They find the events in Rotterdam the most attractive part. This is probably because locals are used to the architecture and therefore do not see the beauty and interest of it anymore.

Communication tools

Most people are encouraged to visit Rotterdam by word of mouth promotion (43%), followed by television (28%) and printed media (23%). There is a large difference in reaction to printed media between inhabitants and non-inhabitants. 45% of the inhabitants claimed to be influenced by printed media. When looking at the answers of the non-inhabitants, this is only 18%. This difference is caused by the distribution of the printed media. In Rotterdam one can find many posters and leaflets about upcoming events and attractions in the city. Outside the city there is almost no distribution of printed media about the upcoming activities. Finally, 23% of people questioned claimed not to be influenced by any promotional tool or other persons. 

Range of facilities

Most of the Dutch leisure tourists are satisfied with the tourist facilities which Rotterdam offers. Rotterdam’s total supply in museums, shops, events and the catering industry is marked with an average of 7.6. There is almost no difference in this rating between inhabitants and non-inhabitants of the city.

Information and safety

Tourists to Rotterdam are satisfied with the information provided in and about Rotterdam. They mark the accessibility, content and clarity of the information on the Internet and in the information stores in Rotterdam with an average of 7.4. However, people from outside Zuid-Holland claimed that Rotterdam should offer more printed media outside its own region. 

14% of the respondents marked their feeling of safety in Rotterdam below 6. People, especially women, argue that they feel less safe in the evening or at night. Altogether, those questioned mark their feeling of safety in Rotterdam with a 6.9. 

4.4 Conclusion

As expected, there are many differences in opinion and interest between inhabitants, non-inhabitants, different age groups, gender and other groups. In this chapter, it became clear that Rotterdam is viewed as satisfactory for most tourist needs. However, besides several strengths also several weaknesses have been discovered in communication to tourists. These strengths and weaknesses are analysed in the SWOT, which can be found in the next chapter. Finally, this SWOT will be revised in the Marketing Communication Plan.

5. Internal and external analysis

Internal and external analyses can be united in a SWOT analysis. All the city’s strengths, weaknesses, opportunities and threats will be summed up and, if necessary, clarified in several sentences. By providing a SWOT analysis, one can see Rotterdam’s current situation at a glance. In this chapter, one can find a SWOT analysis of Rotterdam as a tourist city.

5.1
SWOT analysis

	Internal analysis

	Strengths
	Weaknesses

	- Tourists feel safer than they felt a few years ago: several researches showed that the feeling of safety among tourists to Rotterdam has improved (Gemeente Rotterdam, 2007; personal surveys, 2007).

- Good accessibility of the city: the outcomes of my surveys showed that tourists to Rotterdam are satisfied with the accessibility of Rotterdam.

- Good infrastructure within the city centre: according to the outcomes of my surveys, tourists to Rotterdam are satisfied with the infrastructure within the city centre.

- Theme years and projects, like “Rotterdam 2007 City of Architecture” and “La City ‘08”, attract more tourists to Rotterdam and improve the image the city (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006).

- Plenty of communication with citizens of Rotterdam: especially in and around Rotterdam, there is much printed and digital communication about, for example, upcoming events in the city. 

- Good range of tourist facilities: the outcomes of my surveys showed that tourists are satisfied with Rotterdam’s tourist facilities. 

- Rotterdam has an image as a young, modern, trendy, cosmopolitan and versatile city.

- In both 2005 and 2006, Rotterdam was acclaimed as the best event city of The Netherlands (Plezierige zaken in Rotterdam 2006. Vrijetijdseconomie in cijfers, OBR, 2006).
	- Most tourists feel safe enough: my research showed that not all tourists value their feeling of safety in Rotterdam with a pass mark. 

- Rotterdam’s brand identity does not correspond with its brand image: tourists to Rotterdam value Rotterdam less positively than the city’s brand identity.

- Communication with (potential) tourists who live outside the region of Rotterdam is insufficient.

- High parking fees: according to the outcomes of my surveys, tourists in Rotterdam are not satisfied with the parking fees. They find these prices too high.

- Chipknip as only payment option for a parking ticket: when parking a car outside a parking garage, the Chipknip is the only way to pay the parking ticket. Many people find this very annoying (personal survey, 2007).

- Lack of free parking places outside the city centre: respondents of my surveys claimed that Rotterdam does not offer enough free parking space outside the city centre.

- Image as the poorest, “blackest” and most unsafe city of The Netherlands: besides the positive image as a young and modern city, Rotterdam suffers with an image that is based on antiquated facts (Jan, 2005, “Rotterdam en zijn imago” section, ¶ 1).

- The tourist website of Rotterdam, www.rotterdam.info, is not always up-to-date and does not always give a description of an upcoming event.

- The logos of the various campaigns and the local authority of Rotterdam have no direct similarities in style and layout. This does not provide the public with a clear structure.

	External analysis

	Opportunities
	Threats

	- Travel trend: domestic travel is a very popular activity during the weekends and short holidays.
- The recovering economy: an economic increase involves increasing expenditures by Dutch leisure tourists (CBS, 2007, “Toerisme conjonctuur- en prijsgevoelig” section, ¶ 1).
- The renovation of old quarters and newly built houses (Katendrecht en Lloydkwartier): these renovations will lead to a better image and will therefore attract more tourists.

- G4 meetings: these are meetings between Rotterdam, Amsterdam, The Hague and Utrecht. During those meetings, national issues concerning Dutch leisure tourism are discussed. These meetings give Rotterdam the opportunity to learn from mistakes and successes of other cities (R. Mihajlovski, personal interview, March 21, 2007).

- Splashtours’ amphibious bus: this new tourist attraction is able to drive through Rotterdam and cruise through the Maas. It is a boat and sightseeing bus together. The kick-off for this attraction will be in the autumn of 2007 (Lengkeek, 2007).

- Economic recessions: during an economic recession, people have less money to spend and have therefore less purchasing power. Instead of travelling to foreign countries, people stay in their own country and visit other cities than their home town.
	-  Amsterdam and The Hague as popular tourist cities: these two cities attract more tourists than Rotterdam does, so can be seen as serious competitors. 

-  Groningen and Maastricht are potential competitors for Rotterdam: these two cities are also popular tourist cities, but because of their topographical location, they are less threatening than Amsterdam and The Hague (R. Mihajlovski, personal interview, March 21, 2007).

- Foreign tourist cities: foreign cities like Brussels, Antwerp, Cologne and Düsseldorf are also competitors of Rotterdam as a tourist city. 

- Short travelling times and low fares: those aspects increase the attractiveness of foreign tourist cities.

-  Economic recessions: during an economic recession, people have less money to spend and have therefore less purchasing power. They spend their money on primary needs and economize on leisure trips.


5.2
Conclusion

When looking at the SWOT analysis of Rotterdam as a tourist city, one can conclude that Rotterdam has many strengths. However, every city has not only strengths, but also weaknesses. Some of Rotterdam’s weaknesses have the potential to jeopardize the city’s credibility as an attractive travel destination. Therefore, these weaknesses have to be minimized or even solved. 

The Situation Analysis has displayed that Rotterdam should have better communication and promotion to (potential) tourists who live outside the region of Rotterdam. Especially new attractions such as Splashtours’ amphibious bus and tourist facilities and events which distinguish Rotterdam from other popular tourist cities in The Netherlands need more promotion. This will support Rotterdam’s brand identity and image as a surprising and innovative city. 

When looking at the external analysis, one can see that Rotterdam has several opportunities to attract more Dutch leisure tourists. The threats on the other hand, can harm the tourist sector of the city. Therefore, it is important that Rotterdam works on its weaknesses, such as its insufficient communication with potential tourists who live outside the region of Rotterdam, and keeps looking around in order to notice any changes in its external environment. 

A correct improvement of Rotterdam’s weaknesses and increased attention to the city’s strong and distinguishing aspects by pushing them forward in communication activities will result in a better brand image, which is essential in reaching the final communication goal of attracting more Dutch leisure tourists to Rotterdam.

In the following Marketing Communication Plan, some sub objectives in the field of marketing communication will be discussed and activities and tools which will attract more Dutch leisure tourists will be listed.

Marketing Communication Plan

1.
Objectives 

A Situation Analysis of Dutch leisure tourism in Rotterdam can be followed by a Marketing Communication Plan regarding the attractiveness of Rotterdam as a tourist city. The main objective in this Marketing Communication Plan is to attract more Dutch leisure tourists to Rotterdam. In order to reach this main goal, some sub objectives in the field of marketing communication need to be set:

· To improve Rotterdam’s brand image by 10% within 2 years among 25% of the (potential) tourists to Rotterdam

· To increase communication to (potential) tourists who live outside the region of Rotterdam by 25% within one year

· To increase media attention outside the region of Rotterdam by 25% within one year

· To improve the feeling of safety among tourists in Rotterdam by 10% within two years

· To increase the cohesion in the different logos of Rotterdam as a tourist city by 25% within two years.

In addition to the marketing communication objectives above, Rotterdam is also advised to pay attention to the goals listed below. As these goals will not be discussed any further in this Marketing Communication Plan, a brief explanation will be given in this chapter.

· To increase the number of high quality hotels

Tourists in Rotterdam have, especially during the weekends, many decent and middle class hotel rooms at their disposal. However, on weekdays Rotterdam receives many journalists who are willing to write a tourist article about the city. By receiving those journalists, Dutch leisure tourists are attracted to the city indirectly. Very often, these journalists stay in a high quality hotel. As The Westin is the only 5 star hotel in Rotterdam, the city suffers with an insufficient availability of high quality hotel rooms. Therefore, Rotterdam should increase the number of high quality hotels.

· To offer more payment options for a parking ticket

My research showed that tourists in Rotterdam are not satisfied with the payment options when parking a car outside a parking garage. The only way to pay is via Chipknip. Since still many people do not have a Chipknip, Rotterdam should also offer the possibility of paying such parking tickets by PIN or cash. These options are also offered in parking garages.

· To offer more free parking space outside the city centre

Respondents to my survey claimed that Rotterdam does not offer enough free parking space outside the city centre. If Rotterdam should offer more free parking places, tourists will make more use of public transport to come into the city centre. As the number of those free parking places increases, the number of cars in the city will decrease, which will also diminish the air pollution in the city.

In the next chapter, several activities which are essential for meeting the aforementioned marketing communication objectives will be discussed.

2.
City promotion

As one could read in the second chapter of the Situation Analysis, Rotterdam has many competitors. As many of those (foreign) cities aggressively promote themselves by focussing on their strong and attractive aspects and advertising outside their own region, Rotterdam should focus on its strong and attractive points and advertise outside its own region as well. It would even better if Rotterdam focussed on positive aspects which differentiate Rotterdam from its competitors. This means positive aspects which other cities do not excel at or do not even have at all. Pushing those positive aspects to potential tourists will steer the publics’ perception of Rotterdam. A good push strategy will eventually have positive consequences for Rotterdam’s brand image. 

In the first place, Rotterdam should have one core underlying message to promote its strong and attractive tourist facilities to all different target group segments. Below, one can find the underlying message that will be used in the push strategy of this Marketing Communication Plan. 

Rotterdam, an exciting and modern harbour city to come home to.

This underlying message needs to be send to all different target group segments. Since different target group segments are not sensible of every kind of approach, different pull strategies need to be set. These pull strategies consist of different approaches. Within these different approaches, the aspects which differentiate Rotterdam from other attractive tourist cities need to be mentioned. N.B. It needs to be mentioned that the aforementioned push and pull strategies also fit Rotterdam’s current campaign “Rotterdam Durft”. However, as many people do not know this campaign or its actions, the city has not succeeded in its communication strategy yet. 

As different target group segments have different views about the words “exciting” and “modern” in the underlying message, an explanation of these words needs to be given as well. When looking at the words “city to come home to”, the following explanation can be used for all different target group segments: Rotterdam has so much to offer for every type of person, that one immediately feels at home in this city. For many people home is the place where they can find relaxation, pleasure and cosiness. All these aspects can also be found in Rotterdam. Finally, the word “harbour” reflects on Rotterdam as a world port. As one could read in the Situation Analysis, the harbour of Rotterdam is a real tourist attraction. Even the Maas, the river that floods through the harbour of Rotterdam, offers many opportunities for pleasure and relaxation. 

The three target group segments used for this Marketing Communication Plan are the following: 

· People of 18 to 30 years old 

· Families with (young) children 

· People of 45 years old and over

The following are various explanations of the words “exciting” and “modern” and different approaches for the above mentioned target group segments in order to pull them to Rotterdam. 

People of 18 to 30 years old

Most of the time, the people in this target group segment are students or persons who do not work for a very long time yet. As the majority of these people do not have children, they have a lot of free time to spend on hanging out with friends.

Exciting:
People between 18 and 30 years old find excitement in events like the Bavaria City Race, Red Bull Air Race and Dance Parade. They are attracted by crowded (sports) events and loud music.

Modern:
New and (inter)national known night clubs in Rotterdam show young people the modernity of the city. Also the (external) architecture of these clubs, the modern shopping area Beurstraverse (also called “de Koopgoot”) and the buildings, bridges and public transport stations, which they pass on their way to night clubs and shops, make these people aware of the modernity of Rotterdam. 

When approaching this target group segment, Rotterdam should focus on exciting aspects which distinguish Rotterdam from other cities. Examples are events like the Bavaria City Race, Zomercarnaval (Summer carnival) and Club Cruise. Also the many shopping areas and the (inter)national known night clubs like Hollywood, Off_Corso and the Baja Beach Club will attract many young tourists to Rotterdam. These (potential) tourists should be approached by an informal, enthusiastic and challenging tone of voice. The challenging tone of voice does also support the current campaign “Rotterdam Durft”. Within this pull strategy the following communication tools can be used: commercials, advertisements and interviews about new clubs and upcoming events and parties. Advertisements and interviews can be published on the Internet or in magazines for young adults, like “FHM” and “Cosmopolitan”. Commercials should be broadcast by radio stations which have a young target group, like “radio 538” and “SLAM!FM”. As young people, especially students, travel a lot by public transport, Rotterdam should also advertise in trains and busses and on bus shelters. As bus companies drive through wide areas of the country and trains cover whole the country, this way of advertising will able Rotterdam to reach many people outside its own region. A buzz campaign would be a good example of advertising in public transport. This campaign consists of various advertisements which tease the reader. In this case, the first advertisement of the buzz campaign could be the message “There is a city that feels like home”. By only showing this message and no other pictures, people get attracted and are stimulated to think about a city that feels like home. By showing photos of attractive aspects of Rotterdam in the next advertisements, people get to know Rotterdam and are stimulated to visit this city. This buzz campaign could also be used for advertisements in magazines and newspapers.

Families with (young) children

People within this segment visit other aspects of the city than people without children do. They probably visit the city by day, so they are not interested in the nightlife and clubbing scene of Rotterdam.

Exciting: 
Rotterdam shows its exciting side by offering family attractions like the Euromast, Spido and Splashtours’ amphibious bus. This target group segment is attracted by facilities which are suited for both children and adults.

Modern:  Rotterdam offers new and modern trams which have better facilities for parents with perambulators. As the entrance of the new tram is built on equal height as the tram stop, no stairs need to be taken in order to enter the tram. Besides those modern trams, Splashtours’ amphibious bus can also be seen as a modern family attraction.
When approaching families with children, Rotterdam should focus on its child friendly attractions which differentiate Rotterdam from other attractive tourist cities. Examples of such attractions are the Euromast, Blijdorp Zoo, Spido and Splashtours’ amphibious bus. Rotterdam should use a friendly and easily understandable tone of voice and illustrate its message with many photos. By doing this, children will be reached and attracted as well. Communication tools which can be used in order to approach this target group segment and finally pull them to Rotterdam are commercials, advertisements, prize questions and interviews about new family attractions. Advertisements, prize questions and interviews can be published in newspapers and magazines like “Kampioen”. By filling in a prize question, readers could win a free trip to Rotterdam. These prize questions provide Rotterdam with more brand awareness and will stimulate word of mouth promotion. In order to encourage children to activate their parents to plan a family trip to Rotterdam, child friendly commercials about Blijdorp Zoo and Splashtours’ amphibious bus should be broadcast during television programmes for children. 

People of 45 years old and over

The majority of people within this segment do not have young children anymore. They can visit a city without paying attention to the “child friendliness” of their trip. They can go to museums and study the architecture of the city without combining it with activities for children.

Exciting: 
Many people of 45 years old and over find excitement in the various exhibitions and museums that exhibit contemporary art of international known artists. Also the many modern buildings and bridges can be seen as an exciting part of Rotterdam.

Modern:  As modern architecture can be found everywhere in the city, it shows tourists the modern character of Rotterdam. Rotterdam’s theme year “Rotterdam 2007 City of Architecture” makes people even more than ever aware of the modern character of this city. 

As people of 45 years old and over are most interested in architecture, Rotterdam should focus on this modern and attractive aspect when approaching those people. When communicating to this target group segment, Rotterdam should use a serious and quite formal tone of voice. It is also recommended to illustrate a printed or digital text with photos of, for example, the Erasmus bridge and cube houses. This will able potential tourists to get a better view of Rotterdam’s architecture. Communication tools which can be used in order to attract this target group segment are advertisements and interviews about Rotterdam’s architecture or new buildings and bridges. These advertisements and interviews can be published on the Internet or in magazines and newspapers like “de Volkskrant”. Another way to indirectly promote Rotterdam as a modern and architectural city is to invite journalists from Dutch (regional) newspapers and magazines to press receptions. By organizing these press receptions, journalists from all over the country will then come to Rotterdam and join a guided tour through the city, in order to find out that Rotterdam is an exciting and modern city. These press receptions cost only EUR 150 per journalist, including meals and an overnight stay (C. Janszen, meeting Rotterdam Marketing, April 18, 2007). This is a cheap way to obtain an article in a (regional) newspaper or magazine and gain some more attention for Rotterdam as a tourist city.

3. 
Planning

When using communications tools in order to attract more tourists to Rotterdam, it is important to make a clear schedule of what happens when. The following Gantt chart shows the planning for the required communication tools, which are described in the second chapter of this Marketing Communication Plan.

	
	1st quarter 2008
	 2nd quarter 2008
	3rd quarter 2008
	4th  quarter 2008
	1st quarter 2009
	2nd  quarter 2009
	3rd quarter 2009
	4th quarter 2009
	1st quarter 2010

	Advertisements in magazines and newspapers
	
	x
	x
	
	
	x
	x
	
	

	Prize questions
	
	
	
	x
	x
	
	
	x
	

	Interviews
	
	
	x
	
	
	x
	
	x
	

	Advertisements in public transport
	x
	x
	
	x
	x
	
	
	x
	

	Buzz campaign
	x
	x
	
	
	
	
	
	
	

	Radio and TV commercials
	
	
	x
	
	
	
	x
	
	

	Press receptions
	
	x
	
	x
	
	
	x
	
	

	Controlling
	
	
	x
	
	x
	
	x
	
	x


4.
Controlling 









The aforementioned mentioned activities and tools should be brought into action as soon as possible. In order to control whether those activities and tools attract more Dutch leisure tourists, new research will be needed. As some objectives should be reached within one year, this research should be carried out after six months. Should the outcome of this new research show that some tools and activities do not provide Rotterdam with the desired results, those tools and activities should be replaced or the time limit of the objectives should be changed.
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