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Method

* Online Survey

* Period: 06.01.2025 — 28.01.2025

* 18 Questions

 Topic: specific marketing knowledge

« Convenience Sampling:
ITB Community (Newsletter and Social Media)

« Sample Size: 281
* Fully Completed Surveys: 191
* Tools: LamaPoll via Messe Berlin, SPSS Statistics
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Business Context — market segment

Which market segment/s does your company belong to?

Tour Operators

Travel Agencies

Tourism Organisations / Associations
Accommodation

Information and Consulting

Media and Publishing

Travel Technology

Adventure Travel

Education and Training / Science and Research
Other

Luxury

Transport Companies / Carriers
Business Travel / MICE

Wellness

Cultural Tourism

Responsible Tourism

TTA &€" Technology, Tours and Activities
Medical and Health Tourism

Youth Travel

Gay & Lesbian Travel [LGBTQ+]

e 3 2%
esss—— 2 8%
e 1,8%
1 8%
— 1,4%

m 1,1%

m— 1,1%

m— 1,1%

= 0,7%

= 0,7%

= 0,4%

0%

e.g. multiple segments

5% 10%

12,1%

14,2%

15%

20%

21,4%

n=433
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Business Context - Position

What position do you hold in your company?

3 s

26,7%

25%
19,9%

20%

15%

10%

5%

10,3% 9,6%
6,0%
5,3% 5,3% 4.6% 4.3%
0,
2,8% 21% 18%
H = =
0% [
CEO/COO Director Product Business Other Senior  Consultant  Travel Journalist/ Advisor Professor/ Buyer Student
/ Chairman Manager / Unit Project Agent Blogger Lecturer /
Project Manager Manager Teacher
Manager
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Business Context - influence on purchasing/ procurement decisions

What is your influence on purchasing/ procurement decisions?

m Decisive = Co-decisive Advisory function Not involved
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Q4: Business Context — Company Size

How many people does your company employ?

8,9%

3,2%
1 to 4 employees

25,6% 5to 9 employees
10 to 49 employees
m 50 to 199 employees
m 200 to 499 employees
20,3% m 500 to 999 employees

23,8% m 1.000+ employees
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Company size by market segment

Which market segment/s does your company belong to?

Travel Agencies |52 o 7S 7o [ 25,0% T 2,5245%

Media and Publishing |G 0l0 72 2220 T11% 1 5,6% 5,6%
Information and Consulting |G 010 20507 [120,0% T 5,0% g
Tour Operators | NSHNCoNN FSE S 28 3% 6,7%  5,0%, B

Travel Technology | NEENZCIO7NNNNN 617941 W26,7% | 183% | 6,7%
Tourism Organisations / Associations - International [ NGO NG T 19.0% 1 95% 9,5% 4,8% TR
Other <5% (specific tourism topics, services, technology) [Nl 48% N 254% 15,9% 9,5% 3,27 EEN

Accommodation |GGG MZI0%NN [TT6,1% 25,8% 19,4% Py 12.90%
Tourism Organisations / Associations - DACH |[iliicem Gz 3.5% 23,1% 7.7% 15,4%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
= 1 to 4 employees = 5 to 9 employees = 10 to 49 employees 50 to 199 employees

200 to 499 employees 500 to 999 employees = 1.000+ employees
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ext adquarter ‘.

1%

2,5% 2%

EU countries

= Africa

m Other European countries
m South-East-Central Asia
m Middle East ‘

m North America

m Central and South America

m Australia / Oceania

™
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e
Italy
Albania 3,9%
Greece mmm— 3 29,
Netherlands

Turkey
India
USA
Austria == 1 89,

at Britain and Northern...

United Arab

Tanzania, United

5% 10% 15%

20%

25% 30%
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Headquarter by market segment — Continents

Where is the headquarter of your company located?

Tourism Organisations / Associations - DACH

Media and Publishing

Information and Consulting

Travel Technology

Accommodation

Other <5% (specific tourism topics, services, technology)
Tour Operators

Tourism Organisations / Associations - International

Travel Agencies

m EU countries
Middle East
m Central and South America

0% 10%

S M00%
S N 516% 5,6% 5.6%
s 100%
e 6 T%
e s2% 97%  9.7%
EETea 0% L 127% . 111% 4.8%

15,0%
20,0%

6,5%

9,5% 3,29

s AR A% 0% 133% @
CTse% L 143%  95% 19,0% 28,6% 4,8%
CT200% 0 150% . 225%  125% 30,0%

20% 30% 40% 50% 60% 70%

m South-East-Central Asia
North America

80% 90%

m Other European countries
Africa
W Australia / Oceania
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Agreement to statements on specific marketing knowledge

| feel that the diversity in my company reflects the needs of our clients.

In my company, transparent pricing strategies are consistently implemented.

My company must optimize its business model in order to survive the digital and sustainable transition in
tourism

My company takes enough marketing measures to intervene in the customer's inspiration phase.
Sustainable offers are only in demand if they are not more expensive than non-sustainable offers.

My company needs to optimize work processes in order to counter the labor shortage with the help of Al.
Crisis communication is a central component of our marketing mix.

The number of visitors is less important for my company than the value of the individual visitor.

We collect standardized data to evaluate the sustainability of our marketing.

Sustainability in tourism only works with political pressure and framework conditions.

Sustainability is only a USP in certain target group segments.

A more sustainable marketing of my company threatens competitiveness.

| still don't trust Al enough to use it continuously.

Immersive technologies such as AR and VR have no added value in tourism.

N 59,1%
T 56,6%
T 54,8%
T 45,9%
T 44,1%
T 43,4%
T 43,1%
T 42,7%
T 41,6%
T 37,7%
T 33,8%
A 30,2%
A 29,9%

I 16,7%

0% 10% 20% 30% 40% 50% 60%

Summarized agreement (top 2 box: 1 = “strongly agree” + 2 = “agree”) on a scale from 1 = “strongly agree” to 6 = “strongly disagree”
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Attention: Comparatively small sample size

Selected statements by market segment

Statement: ,A more sustainable marketing of my company threatens competitiveness”

Tourism Organisations / Associations - International

Information and Consulting

Accommodation

Travel Agencies

Tour Operators

Media and Publishing

Other <5% (specific tourism topics, services, technology)
Tourism Organisations / Associations - DACH

Travel Technology

T 52,4%
T 40,0%
. 35,5%
T 35,0%
- 33,3%
. 22,2%

. 20,6%

I 15,4%

N 13,3%

0% 10% 20% 30% 40% 50%

Summarized agreement (top 2 box: 1 = “strongly agree” + 2 = “agree”) on a scale from 1 = “strongly agree” to 6 = “strongly disagree”

609
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Biggest marketing challenges in 2025

What are the biggest marketing challenges that your organization will face in 2025?

Brand visibility and recognition
Budget constraints

Increased competition

Integrating Al in marketing strategies
Technology adoption and integration
Target audience reach and segmentation
Customer retention and loyalty

Lack of personnel/ employees

Innovations

Automating processes through Al
Multichannel strategies

Market volatility

Sustainability requirements and expectations
Content creation und storytelling

Data management and analytics

Building and maintaining consumer trust
Changing consumer behaviour through Al
Measuring ROl and effectiveness
Lack of competences/skills

Crisis management

Data Privacy and Regulations
Hyper-personalization

Other

Don’t know / no answer

% 5% 10% 15% 20%

35,5%
33,0%
29,0%
29,0%
28,6%
25,7%
25,7%

Multiresponse
= 4,8 mentions per person

25% 30% 35%

21.07.2025
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Attention: Comparatively small sample size

Selected marketing challenges by market segment

Challenge: ,Lack of personnel/ employees”

Tourism Organisations / Associations - DACH

Other <5% (specific tourism topics, services, technology)
Accommodation

Tour Operators

Travel Agencies

Media and Publishing

Information and Consulting

Tourism Organisations / Associations - International

Travel Technology

I 15,0%
I 9.5%
N 6.7%

0% 10% 20% 30% 40% 50% 60% 70%

Summarized agreement (top 2 box: 1 = “strongly agree” + 2 = “agree”) on a scale from 1 = “strongly agree” to 6 = “strongly disagree”

21.07.2025
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Selected marketing challenges by market segment

Challenge: , Crisis management”

Tourism Organisations / Associations - International [y 28,6%
Information and Consulting [y~ 25,0%
Travel Agencies [ 20,0%
Other <5% (specific tourism topics, services, technology) I 12.7%
Tour Operators [N 10.0%
Tourism Organisations / Associations - DACH NG 7.7%

Media and Publishing NG 5.6%

Accommodation [ 3.2%

Travel Technology  0,0%

0% 5% 10% 15% 20% 25% 30% 35%

Summarized agreement (top 2 box: 1 = “strongly agree” + 2 = “agree”) on a scale from 1 = “strongly agree” to 6 = “strongly disagree”

21.07.2025 Ostfalia Hochschule fir angewandte Wissenschaften



Ostfalia
Hochschule fiir angewandte
Wissenschaften

Biggest marketing constraints in 2025

Where do you see the greatest constraints in marketing?

Pricing

Global crisis

Geopolitical tensions
Consumer expectations
Human resource limitations
Data privacy laws
Technological barriers
Platform policies
Advertising and media laws
Environmental regulations
Access restrictions

Don’t know / no answer

Other

T 39,1%

T 36,1%

T 31,8%

T 29,2%

T 24,8%

T 19,3%
T 16,8%
A 16,1%
A 15,0%
A 12,0%
A 11,3%

I 5,5%

B 2,2%

0% 5% 10% 15% 20% 25%

Multiresponse
a 2,5 mentions per person

30% 35% 40%

21.07.2025
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Selected constraints by market segment

Attention: Comparatively small sample size

Constraint: ,Human resource limitations”

Tourism Organisations / Associations - DACH | — 53,8%

Accommodation | — 36,7%

Other <5% (specific tourism topics, services, technology) [ 35,5%

Information and Consulting I 25.0%

Tourism Organisations / Associations - International [ 20,0%

Tour Operators [N 18,6%

Travel Agencies [N 17.5%

Media and Publishing [ 5.9%

Travel Technology  0,0%

0%

10%

20% 30% 40% 50% 60%

Summarized agreement (top 2 box: 1 = “strongly agree” + 2 = “agree”) on a scale from 1 = “strongly agree” to 6 = “strongly disagree”
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Selected constraints by market segment

Constraint: ,Geopolitical tensions”

Information and Consulting [N 50,0%
Tour Operators | 40,7%
Other <5% (specific tourism topics, services, technology) [y 38,77
Tourism Organisations / Associations - International [ 30,0%
Media and Publishing [IINEGENNNNEGGGE 23.5%
Accommodation [[INNENEGGEEEEEEEEEE 23.3%
Travel Agencies NG 225%
Tourism Organisations / Associations - DACH NG 15.4%
Travel Technology NG 6.7%

0% 10% 20% 30% 40% 50% 60%
Summarized agreement (top 2 box: 1 = “strongly agree” + 2 = “agree”) on a scale from 1 = “strongly agree” to 6 = “strongly disagree”
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Experience in digitalization measures

How highly do you rate your company's experience in the following digitalization measures?

Digital tracking of visitor flows on websites 41,5%

Monitoring search engines and portals (SEO) 39,0%

Digital decision-making and approval processes 36,2%

Digital tracking of visitor flows in destinations 35,8%

Forecasting, data Processing, predictive Analytics 34,1%

E-Commerce personalization 32,5%

Content creation with Al 31,7%

0% 5% 10% 15% 20% 25% 30% 35% 40%
Summarized top 2 box (1 = “very high experience” + 2 = “high experience”) on a scale from 1 = “very high experience” to 6 = “very low experience”

45%
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Selected experiences in digitalization measures by market segment

Experience in ,Forecasting, data Processing, predictive Analytics”

Accommodation | — 63,0%

Travel Technology | 58,3%
Tourism Organisations / Associations - International [, 55,8%
Other <5% (specific tourism topics, services, technology) [N 36,4%
Tour Operators [ 29.1%
Travel Agencies [ 22.2%
Media and Publishing [N 21.4%
Information and Consulting |GGG 17.6%

Tourism Organisations / Associations - DACH  0,0%

0% 10% 20% 30% 40% 50% 60% 70%
Summarized top 2 box (1 = “very high experience” + 2 = “high experience”) on a scale from 1 = “very high experience” to 6 = “very low experience”
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Selected experiences in digitalization measures by market segment

Experience in ,E-Commerce personalization”

Travel Technology | ——— 58,3%

Accommodation | 55,6%
Media and Publishing |, 42,9%
Other <5% (specific tourism topics, services, technology) I 30,9%
Information and Consulting [ 29,4%
Travel Agencies NG 27.8%
Tour Operators [ 27.3%
Tourism Organisations / Associations - International [N 22.2%

Tourism Organisations / Associations - DACH [ 8.3%

0% 10% 20% 30% 40% 50% 60%

70%

Summarized top 2 box (1 = “very high experience” + 2 = “high experience”) on a scale from 1 = “very high experience” to 6 = “very low experience”
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Experience in digitalization tools

How highly do you rate your company's experience in the following digitalization tools?

Social media management tools I 51,6%

Cloud based applications I 43,0%
Digital knowledge platforms I 41,4%
Customer relationship management (CRM) systems I 40,2%
Digital sales channels (B2C) I 39,8%
Data management systems I 39,3%
Digital ordering/Procurement systems for suppliers (B2B) I 35,7%
Collaboration software I 35,2%
Cybersecurity tools for digital operations I 34,8%
Digital exchange platforms (B2B) . 34,4%
Structured data and open data interfaces (AP ) | —  34,0%
Al analytics I 24,6%
Virtual assistants I 23,0%
Al based autonomes agents I 20,5%

0% 10% 20% 30% 40% 50%
Summarized top 2 box (1 = “very high experience” + 2 = “high experience”) on a scale from 1 = “very high experience” to 6 = “very low experience”
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Further tools and measures (open text responses)

Attention: Comparatively small sample size

Are there any other tools/measures?

Q127

&

service interactions and
ongoing creation of help

problems occur most often

“LLM combined with data

analysis for customer

articles (e.g. which

--> Al automatically
creates relevant help

articles)” /

-

JDALL-E 3, Aktiv
cloud®

\l

)

“Brand lift studies,

visibility measurements
(online video + CTV)”"

\
Jriptease /
siteminder”
¢ re;‘j-':_tsgg@%slhtainer,‘pixﬁay : \

,11GG App, Chat
GPT and Chat bot*

)

21.07.2025
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digital sales channels most relevant for the future

Which digital sales channels do you consider most relevant for the future of your business?

Direct booking channels (own website or app) | 72,5%

Social media platforms || 72,57
Experience and activity platforms | 64,3%
B2B platforms (e.g., GDS, marketplaces) |1 60,4%
Meta-search engines | 58,9%
Online travel agencies (OTAs) [ 58,0%
Affiliate networks | 55,19
Al-driven recommendation systems [ 50,7%
Voice and conversational commerce e 42,0%
Virtual reality (VR) or augmented reality (AR) platforms [ 33,3%

0% 10% 20% 30% 40% 50% 60% 70%

Summarized top 2 box (1 = “very high relevance” + 2 = “high relevance”) on a scale from 1 = “very high relevance” to 6 = “very low relevance”
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Attention: Comparatively small sample size

Selected experiences in digitalization tools by market segment

Sales channel: Affiliate networks

Travel Technology | 66,7%

Media and Publishing | — 66,7%
Other <5% (specific tourism topics, services, technology) | — 63,8%

Tour Operators | — 61,2%
Accommodation | — 57,1%

Tourism Organisations / Associations - International | 56,3%
Information and Consulting | 45,5%

Travel Agencies [ 36,7%

Tourism Organisations / Associations - DACH [ 25.0%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Summarized top 2 box (1 = “very high relevance” + 2 = “high relevance”) on a scale from 1 = “very high relevance” to 6 = “very low relevance”

21.07.2025
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Implementation of data strategies in daily operations

To what extent does your company implement a data strategy in daily operations?

Our data strategy is applied in most areas,
but there is still room for improvement

24,9%

Some aspects of our data strategy are

applied, but it is not fully integrated 22,9%

Our data strategy is fully integrated and

actively supports decision-making NN vs5%
We do not have an established data
strategy yet, but it is in progress
We have a data strategy, but it is not yet _ .
applied in operations e
We have no data strategy; establishment is _
: 8,3%
not planned either
0% 5% 10% 15% 20% 25%
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Marketing & Sustainabillity
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Experience in sustainability measures

How highly do you rate your company's experience in the following sustainability measures?

Paperless marketing

Collaborations with regional service providers/ local producers
Gender-neutral marketing

Barrier-free access for clients

Information and education on sustainable travel behavior
Sustainable strategy

Transparency on sustainability measures

Strategies to increase Customer Lifetime Value

Marketing campaigns to increase public acceptance of tourism
Regional value chains

Sustainable mobility solutions in product offerings
Certifications

Sustainable operating service providers

Digital management of visitor flows in destinations
Environmental education offers for clients

Monitoring sustainability impacts

CO? compensation options

0% 10%

I 64.,6%

I ——— 57 4%

AT ,2%

I —— 46,2%

e 45,1%

I 43, 1%
. 43,1%
e 43,1%
. 40,5%
e 39,5%
e 39,0%
e 37 9%
. 37 9%
. 36,4%
. 34 4%,
I 32,3%
I 28,2%

20% 30% 40%

50% 60% 70%

Summarized top 2 box (1 = “very high experience” + 2 = “high experience”) on a scale from 1 = “very high experience” to 6 = “very low experience”

21.07.2025
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Selected experiences in sustainability measures by market segment

Sustainability measure: Marketing campaigns to increase public acceptance of tourism

Accommodation | —— 60,0%

Media and Publishing | 54,5%
Tourism Organisations / Associations - International [y 53,3%
Travel Technology I 50,0%
Other <5% (specific tourism topics, services, technology) I 40,5%
Information and Consulting NGl 40,0%
Travel Agencies [, 36,7%
Tour Operators [ 29.2%
Tourism Organisations / Associations - DACH [ 27.3%

0% 10% 20% 30% 40% 50% 60% 70%

Summarized top 2 box (1 = “very high experience” + 2 = “high experience”) on a scale from 1 = “very high experience” to 6 = “very low experience”
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Attention: Comparatively small sample size

A

Selected experiences in sustainability measures by market segment

Sustainability measure: Sustainable mobility solutions in product offerings

Accommodartion | 70,0%

Tourism Organisations / Associations - International
Tourism Organisations / Associations - DACH

Other <5% (specific tourism topics, services, technology)
Tour Operators

Media and Publishing

Travel Technology

Travel Agencies

Information and Consulting

0%

T 65,79
Y 45,5%
T 38,1%
e 37,5%

. 27,3%

. 25,0%

e 23,3%

N 10,0%

10% 20% 30% 40% 50% 60% 70% 80%

Summarized top 2 box (1 = “very high experience” + 2 = “high experience”) on a scale from 1 = “very high experience” to 6 = “very low experience”

21.07.2025
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The role of sustainability in marketing strategies

What role does sustainability play in your marketing strategy?

Sustainability is integrated into some campaigns or
messaging, but its not a primary driver

Sustainability is a central theme in our marketing strategy
and actively shapes our campaigns

Sustainability is at the heart of our corporate strategy and

i : 15,1%
drives all aspects of our actions

Sustainability is not yet integrated, but it is a focus area for
development

13,0%

Sustainability is not a part of our marketing strategy 9,4%

0% 5% 10% 15% 20%

25%

30%

31,8%

30,7%

35%
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Digital marketing measures for promoting sustainable tourism practices

In your opinion, which digital marketing measures are most effective in promoting sustainable tourism practices?

Educational content I 28,8%

Collaborations with sustainable travel platforms T 27,2%
Highlighting sustainable initiatives - 26,7%
Personalized sustainable recommendations I 23,0%
Pricing I 23,0%
Sale of nature-related activities I 22,0%
Offering rewards for eco-conscious behaviour T - 18,3%
Transparency through real-time data sharing T 16,8%
Promoting microadventures I 15,7%
Using influencers to promote sustainability I 15,2%
Carbon footprint calculators N 14,1%
DonA’t know / no answer IS 11,0%
Multiresponse
Other W 1,0% s 1,7 mentions per person

It is not possible to promote sustainable tourism through... @ 0,5%

0% 5% 10% 15% 20% 25% 30%
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The role of sustainability in marketing strategies

Which good practices/projects/initiatives in digital marketing that have an impact on sustainability in tourism do you know? (open text
responses)

= Digital Marketing and Communication (social media, Al-driven
personalization, gamification, SEO Optimization and Digital
Certifications, etc.)

= Environmental awareness and measures (reduction of CO2

9,3% . )
emissions, recycling, etc.)

Community Engagement and Support (local communities, local
products and producers, support small and medium enterprises,
networks, etc.)

Education and Awareness (education on environmental
protection and ecological responsibility, importance of
sustainable systems for Tourism)

18,5%

® Transportation and Mobility (eco-friendly Mobility, other gentle
mobility forms, etc.)

m Other (virtual experiences, visitor guidance, etc.)
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Executive Summary |

Almost three quarters of of the organizations surveyed (74.7%) have decision-making or co-decision-making
authority in their own organization. Around a quarter are CEO / COO / Chairmen and 20% hold the position
of a director. The majority of respondents work for a tour operator (21%) or a travel agency (14%). A total of
three quarters of the companies surveyed have up to 49 employees. Nine percent work in larger companies
with 1,000 or more employees. Around 54% are headquartered in the EU, 31% in Germany.

For the respondents, issues of “brand visibility” (36%) and “budget constraints” (33%) represent the greatest
challenges for marketing in 2025. Only 8% and 13% see “hyper-personalization” and “data and privacy
regulations” as major challenges. Effective crisis management is particularly important for tourism
organizations.

According to the respondents, the biggest restrictions for marketing in 2025 will be “pricing” (39%), the
“global crisis” (36%) and “geopolitical tensions™ (32%). “Access restrictions” (12%) and “environmental
regulations” (13%) are less important. Geopolitical tensions are particularly important for information and
consulting organizations and for tour operators.

Experience with digitalization measures is predominantly low among the respondents. Even with long-
established, customary measures such as “digital tracking of visitor flows on websites” or “monitoring search
engines and portals (SEO)”, the proportion of respondents with a high level of experience is only 42% and
39% respectively. Experience with “content creation with Al” (33%) and “e-commerce personalization” (32%)
is even lower.
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Executive Summary |l

The picture is similar when it comes to experience with digitalization tools. More than 50% state a high level
of experience with “social media management tools”, while the figure for “cloud-based applications” is less
than half at 43%. Experience levels are significantly lower for tools related to Al. Only 25% are familiar with
“Al analytics” and only 21% with “Al based autonomous agents”.

In terms of digital sales channels, “direct booking channels” and “social media platforms™ are particularly
important (75% each). According to the respondents, “virtual reality and augmented reality” are less
important. With regard to their data strategy, most players still see room for improvement, although this has
already been partially implemented (25%).

Companies reported very little experience with sustainability measures such as “co? compensation” (28%) or
“monitoring sustainability impacts” (32%). However, just under 65% are well versed in “paperless marketing”.
The surveyed players from the “Accommodation” market segment have the greatest knowledge of many
measures and in comparison to other segments.

Sustainability is often included in individual campaigns or messaging, but is not a central driver (32%). Only
31% of the players surveyed consider it a central topic in their own marketing strategy.

The most effective digital marketing measures for sustainable tourism are seen by businesses in
“educational content” (29%) and “collaborations with sustainable travel platforms” (27%). “Carbon footprint
calculators” (14%) and ‘using influencers to promote sustainability’ (15%) are among the less effective
measures.
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Next Survey (xxx 2025)

Idea: xxx

* XXX
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Vielen Dank und bis bald!

Ostfalia Hochschule fiir angewandte Wissenschaften
- Hochschule Braunschweig/Wolfenbdittel
Karl-Scharfenberg-Stralle 55-57 - 38229 Salzgitter
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