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Sustainable Travel Trends to Germany

GNTB Dashboard Sustainable Travel Trends to Germany supports you
with inbound tourism related sustainability data based on three pillars.
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- Consumer attitude towards sustainability and climate protection {
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- Perception of Germany in protecting the environment
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- Germany’s rank in Europe as sustainable travel destination

BEHAVIOUR
- Relevance of Multi Destination Travel
- Length of stays by origin countries
- Carbon emission determining factors such as
- Total arrivals by country
- Average distance
- Share of flight arrivals
- Share of single destination arrivals
- Average length of stay by travel area
- Tourism density

The GNTB Dashboard Sustainable Travel Trends to Germany enables efficient and fast overviews of relevant inbound tourism related data

sources determining sustainability and climate protection. Continuously monitor travel trends in order to understand sustainability

and climate protection determining travel patterns and derive climate relevant conclusions.
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GNTB Sustainability Dashboard
Attitude | Consumer attitude towards sustainability and climate protection (not explicit travel related)
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Source: Global Web Index, Core Survey, quarterly updates Q4 2022

Questions: Which of these things do you want brands to do ? Be socially responsible, be eco-friendly; Which of the following things are important to you ? Helping the environment; Typically, which of the following would you rather do ? Pay more for an
eco-friendly product; In the next 6 months, how do you think the following will change ? The environment will get better
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GNTB Sustainability Dashboard
Perception | Perception of Germany in terms of travel related sustainability
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Source: IPK International GmbH, September 2022
Question: How would you rate the following destinations and their offer spectrum with regard to climate and environmental protection / sustainability?
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Multi-destination travel  Length of stay Carbon emissions Length of stay & carbon emissions Spending & carbon emissions Length of stay by travel region Tourism density
GNTB Sustainability Dashboard Full Year or YTD Year Selection
- : fers Full Y 2022 Within Europe
Behaviour | Round trips within Europe il Year 0 i
Share of multi destination travel tickets versus all tickets by each source market Time series: share multi destination travel tickets versus all tickets
European Multi Destination Travel with Germany as destination included. Country selected: U.S.A.
Only countries with 1.000 trips minimum are shown. In grey: Full Year 2022

Selected date range: 01.01.2022-01.12.2022
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Multi-destination travel Length of stay Carbon emissions Spending & carbon emissions Length of stay by travel region

GNTB Sustainability Dashboard
Behaviour | Average length of stay by origin country - Overall

Average length of stay & number of trips by origin country
Source: Credit cards Month Source: Credit cards, Ukraine included

Minimum 1.000 trips by source market; Ukraine included September 2022 Selected Country: United States of America

Selected month: September 2022 To change country, use drop-down menu or select a country in the chart on the left
To change month, use drop-down menu or select a country in the chart on the right.

Average length of stay and number of trips over time
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Source: GNTB estimate is based on and card usage data provided by VisaVue® Travel for the period of STARTPERIOD to ENDPERIOD and incorporates data from other independent research sources.
Quarterly updates. Long-term residents excluded. Origin market Ukraine included. Length of stay: A trip begins when a Visa cardholder makes a purchase outside their residence, and ends when a cardholder, using the same card, makes a purchase within their
residence. Number of trips usually lower than cardholder count because of data cleaning in trips (shared credit cards, very few transactions).
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GNTB Sustainability Dashboard
Behaviour | Average length of stay by country and travel area

Select Year Select Country
2022 Netherlands

Average length of stay by travel area
Source market: Netherlands, Year: 2022
Hover to highlight a travel area.

Average length of stay by travel area and comparison to global average

The green bar chart indicates the average length of stay of visitors from Netherlands in 2022.

The black bar chart shows the deviation in average length of stay comparing Netherlands with the global average
(all source markets).

Hover to highlight a travel area.
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Source: German Federal Statistical Offices, minimum 10 beds, camping included. Length of stay = nights / arrivals.

FOR MORE INFORMATION PLEASE CONTACT

Matthias Hickl, Director Business Intelligence
German National Tourist Board

Mobile: +49 175 4407035

Landline:  +49 69 97464-114
matthias.hickl@germany.travel

Sigrid de Maziéres, Head of SME & Tourism Industry Relations
German National Tourist Board

Mobile: +49 151 73010238

Landline:  +49 69 97464-338
sigrid.demazieres@germany.travel



