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MARKETING PLAN 1995 - 1999

1. INTRODUCTION

Over the last ten years, tourism has been one of the fastest growing industries in the world,
According to the World Tourism Organisation (WTO) international arrivals grew from 284
million in 1983 to almost 500 million in 1993, Reeeipts expressed in US Dollars have grown
internationally by 230% over the same period,

Just as in many other countries tourism is recognised as a growth industry in Poland by the
Government.

The objective 15 to mcrease the level of cconomie activity in Poland. through increasing
demand within the tourism scclor.

This means that the goals in SSTA-policy are to:

* Create additional employment

. Attract foreign earnings and thus contribute to the Balance of Pavments

i Increase the level of value added and thus contribute to o higher Tevel ol Gross
Domestic Product (G

. Generate inereased exchequer-revenue through the tourist expendituee

*

Contribute to an improved regional distribution of income.

The ultimate measure ol performanee is the forcipn exchange revenue camed Trom tourism.,
sinee it is from such export carnings that the bulk of cconomie benelits acerue.

To meet the goals is an ambitious task. A lot of work in various arcas will be necessary as
today the Polish tourist-product 1s not yet at the required fevel to compete on the international
market successfully. For that many actions are planned or already operational. At the same
time however it is extremely important to start with a well balanced strategy to market Polind
abroad. That is the basic reason for the drafting of this Strategic Marketing Plan, The Pl
1s intended as a framework -l:: st out the directions swhich the SSTA intends o Tollow in
marketing Poland as a tourism destination over the next four vears, These directions will be
complemented and implemented through svearly marketing operations progrimmes in co-
operation with the Polish tourism industry including the transport and accommaodation sectors
as well as ground tour operators and other product providers, 1 is intended  that these
programmes will be planned annually in carly automn for implementation in the following

year.



The roles of the SSTA, the Institute of Tourism and PAPT will have to be clearly delined as
well as the reporting system and responsibility of the NT1Cs.

The Institute of Tourism is the entity to undertake rescarch and data bank activities.

[t has to be cmphasized that the contents of this plan are limited 0o promote Poland
internationally because of its relevance for the Polish economy.

I does, of course, not mean - also because ol its economic impact - that domestic tourisn is
irrelevant and that SSTA would neglect the national market. A special docuiment on that will
have to be prepared as the stimulation of domestic tourism is of a dilferent Kind and necds

a dilferent policy.




The last three years are best for considering todays situation.

The total number of foreign arrivals and nights has increased by respectively 27% and 1995,

"Other accommodations” -cspecially more favoured by individual travelling tourists- have
shown a higher inerease ol demand than the growth of arrivals and nights in hotels, Fhis
results in a growing share -and importance- in tourism to Poland,

In the figures on hotels it should be realized that these also contain business-travellers,
Business-travellers and tourists staying in hotels however have a positively higher level of
spending, in particular on spending per day. As their stay is in general shorter it does not
automatically mean that the total spending also exceeds that of tourists in other
accommodations. These tourists in general tend to visit more accommaodations during their
stay and which influences the average length in nights per arrival. One can conclude that both
tourists staying in hotels and e.g. on campsites are relevant for the economic development of
Poland as a tourist-destination in luture.

[For a betler view on the economic benelits [rom tourism for the I‘nli:;ilu ceonviny, according
to the Institute of Tourisn in Warsaw, tourism revenue increased substantially in the years
1989-93. Polands revenue from oul of state tourism amounted to just 1 billion 1S Dollars in
1990, but by 1993 had increased to 1.5 billion US Dollars, Indications are that revenue for

1994 will exceed 5 billion US Dollars (sce Figure 1).

Figure 1. Poland’s inbound tourism receipts in 1990-93
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It 15 now important to look at the countries of origin that make up the ligures presented in

table 1 and figure 1. For that again the figures of the Institute of Tourism can be used.

Since 1991 (sce Table 2 and Figure 2) Polish tourism arrivals have prown from 36.8 million

to almost 61 million in 1993,

As the figures of GUS and the Institute of Tourism are of a dilTerent nature and very dilficull

o compare (including unexplainable dilferences), it must be organized that better

comparability and consistency will exist within two years,

Table 2. Arrivals in Poland by countries in 1991-93, according to border statistics.

‘ Persons in thousand 99] 992 1993
Total 30846 49015 G095
Germany 20885 ANORE 42574
[Former Soviet Union 1246 7789 8123
Czech & Slovak Republics (11012 B25H RO 3
Austria |33 93 232
Holland | 54 |74 | 59
Romania 276 2019 | 88
FFrance 197 181 |87
Sweden BE |39 177
Hungary 180) 187 65
USA | 24 1 30 |41
Great Britain RS 146 105 .
Denmark 142 122 115
Finland A 33 A5
MNorway 41 AR I8
Belgium 04 0.

*n




Figure 2. Foreign arrivals in Poland in 1982-94 (1994 - [orecast)
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As 1s the situation in the case ol other Foropean countries the majority ol foreign visitors 1o
Poland come from neighbouring countries. At present. Poland borders with Germany, Czech
and Slovak Republics, the Ukraine. Byelorussia, Lithuania, and the Russian District ol
Kaliningrad. A great number of nationals {rom these countries come to Poland as one-day
trippers and shoppers.

There were almost 18 million tourists who staved in Poland Tor at least one night. The number
of one-day (rippers totalled nearlv 44 million in 1993,

Gierman nationals constitute the largest group of Toreign visitors coming (o Poland. The
majorily ol them are shoppers who come from across the border areas, as certain consumer

goods are cheaper in Poland than in Germany.,

Tourists who arrive in Poland from the castern provinees ol Germany in order o tour this
country and relax form another significant group and it is estimated that they spend the largest
amount of moncey,

shoppers prevailed among the 15 million visitors who came to Poland from the Crech and

Slovak Republics and the countries of the former Soviet Union.
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Apart from neighbouring countries. Poland has been attracting visitors from Austria. the
Benelux, Scandinavia, France. and the USAL The arrivals from these countries and regions
amount to 150-250 thousand visitors per vear, Apart from Crermiany, Austria, Holland and
Sweden are showing the greatest inerease in the number of tourists coming 1o Polud,

In 1993, the most [requent purposes ol trips to Poland were: shopping. visiting friends or
relatives, and business. The nujority ol shoppers come Irom across the border. The number
of people coming on business went up as well. Foreign visitors [rom Western Lurope and the
United States of America fairly often quote business and tourism as motivation for their trips

to Poland.

Figure 3. Arrivals in Poland by purpose (in ®5)

Aesl, entertainment Yol Il

Neligion |]

-|l:al,.II|r1|,] nuel eullure ]]

¥islling the place ol oilgin ”

Nelalives, hiends

Slmpning. : : : : J]

Business lrips i _” ‘ i

[
Business ] ‘

OWierpuiposes| H

T T T s i 2 s ey R T (S e - e ey

0 5 10 15 20 2% 3 A% Wy 48 ™

[patled Ioumiziy could =1 inoie than ane rupose)

Sowrce; Instdote of Towrism, Warsas 1700

The principal areas in Poland Tor tourists visitors are:
I. The Central Repions 52%

2. The Mountains 18%

3. The Baltic Coast 15%

4. The Silesia 13%




Warsaw and Cracow are the cities most frequently visited, Regions adjoining borders with
other countries naturally have large numbers of visitors. mostly shoppers.

The majority ol visitors came by cars or trains, some - by (ourist coaches, and many by air.
Tour operators organised trips tor 30% ol visitors (17 bought packages to Poland), 1975
were invited by Polish nationals. and 13% - by Polish institutions. As many as 36% ol forcign
visitors to Poland organised tips on an individual hasis,

As far as accommodation is concerned. the majority ol tourists usually stay in hotels,

“sometimes with (riends or relatives and remted acecommodation 1s also used.

Figure 4. Overnight accommaodation used by foreign visitors (in %6
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2. POLAND AS DESTINATION FOR TOURISTS

2.1 Product-supply

Tourists visit a country Tor what it has to olfer. This can be because the country is unknow i
to them, a new country to explore. or perhaps it is because it has some specific and unique
clements which it wants to see. It is also possible that they have visited the country belore,
liked what the saw and have become repeat visitors.

Poland has four major recognisable products to oller the tourists e

The Baltic Coast

The Southern Mountains

The Mazurian Lakes

Historical Cities.

Other products such as conlerences and conventions can be developed. There is a certain
element of the market for Poland which is desceribed as religious.

There are also Tacilities to practice special interests such as lishing, trekking cte,

Polands main product is based on the historical and cultural interest of its many historie citics
and towns. This in fact is the touring holiday and appears to be popular and in general up (o
an acceplable international standard.

The Baltic Sea area provides lacilities Tor seaside holidays but according to the result of
studies undertaken in the arca the product needs to be improved and upgraded in terms of
facilities and standards. 1t is considered to be suitable for the domestic market and some
segments of the Scandinavian and German markels.

The Mazurian lakes district olfers facilities Tor sailing. lishing and other aguatie sports,
There is a shortage of Tacilities and this arca could be sold as a solt adventure area 1o a
selected market which would not be looking for de-luxe facilities.

The Southern Mountains ofler facilities for hill walking and trekking. The improvement of
accommodation facilities is required. This type of holiday appeals to the outdoor type who
enjoys the beauty of the arca and is prepared to make do with available Tacilities.

The Southern Mountains offer facilities for winter sports but lacilitics are hmited and almost
totally used by the domestic nukel.

Over 25% ol visitors to Poland are categornised as VER (visiting friends and relatives) or in

other words cthnic tourists. Almost 10% of visitors are described as visiting place of origin

Y




also considered nostalgic tourists,

2.2 Shortcomings

The overall tourist product with the exception of touring and city tours needs to be uperaded.
There is a need to improve facilitics and provide more entertainment.

Folk-lore type shows are usually enjoyed by tourists but they should be presented in o
professional manner in terms ol production and direction.

A survey carried out by the Institute of Tourism in relation to the swmmer ol 1993 indicates
that over 30% of visitors surveyed were eritical of sanitary Tacilities. Almost 20%6 were
critical of the standard of scervices.

The above two problems need to be rectilicd as soon as possible, otherwise Polands tourism
will suflfer badly through unfavourable word of mouth publicity,

Marketing and promotion will have to direet its elforts to the correct markel segments and nol

o
promote an unacceplable product in markets demanding top standards.

2.3 Aceess

2.3.1 Air transport

LOT Polish Airlines operate {lights from the new state of the art. airport at Warsaw, o

25 cities [please control] in Furope. including the major capitals.

Presently 10 Luropean airlines [please control] operate Mights to Warsiw,

LOT also operate [lights from Warsaw (o intercontinental destinations in Asia and northern
America. FFrom the above it would appear that there is presently a satistactory availability of
air transport [rom our sclected main source markets.

In future however this might change by the operation of more Mights to Poland and Warsaw
in particular by LOT and other carriers.

[please control if no intercontinental carriers come to Warsaw|

2.3.2 Surface transport

There are satistactory rail conmections from the Foropean miainkind source nunkels.

Many tourists [rom neighbouring countries travel to Poland using their own cars. Towever
to help this type of tourism Poland needs to improve the stindind ol its roads and the
availability of roadside restaurants and cales,

Inferior road conditions limit the catchment area for tourism. Whereas it is nowadays accepled

1




that the inner zone of Luropean tourtsm extends over a distance of about 1200 km from the
main European core gencrating arcas the actual boundaries may signilicantly vary according
to actual travel time based on road conditions. Unlike Western BEurope. Poland lacks a
developed network of limited aceess expressawavs and high-speed roads, Poland currently T
only 257 kilometers of expressways and 254 Kilometers of high-speed high-ways., According
to the guidelines ol the Ministry of Transport and Maritime Economy: Poland needs o adid
more than 1,900 kilometers ol expressways up to the vear 2010
(Sosnowska-Smogorzewska, 1993), Recently budget constraints, morcover, have caused a
maintenance backlog. The combmed ellect 15 that upon entering Poland from the West
average maximum speed is reduced by over 40 %6, The implication is that although the Lweer
part of Poland is within the mner zone of Luropean tourism as lar as a major part of
continental Western Europe is concerned (Table 1), destinations such as Warsaw or Krakow
are in et part ol the outer zone ol European tourism. putting them ot a relative disadvantage
compared to other destinations af equal geographical distance.

As o conscquence Poland as o holiday destination has o cope with more intervenmg
opportunities than would have been the case il road transport in Poland was more comfortable
and less time consuming. Improvement ol road conditions 15 particularly important in view

ol the fuct that Tor a major part ol Toreign holiday travel in BEorope the privade car s used,

2.3.3 Sea transport

Shipping companies operate regular ferry services between Scandinavian countrics and Polinnd,
Services are increased during the summer season,

Bascd on volume sca transport will probably never take an important place i inhound towrism
o Poland. However the direct time saving advantage, the case during the trip and charm ol
travelling by boat result in the positive value of this type of transport and thus cannot be
neglected.

2.4 SWOT Analysis

Based on international tourism denvmd in general and o Polind in pachicokar and also based
on what Poland has to oller. including what has not vet reached required fevels: a summary
of the position can be integrated into an analvsis of strenpths, weaknesses, opportunitics and

threats (SWOT), presented in ligure 5.
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Figure 5 SWOT ANALYSIS lor POLAND

Strengths

* Varied, interesting landseape & wild nature sanctuaries

*

[Heritage and cultural assels

*

Traditional Polish hospitality

+*

Giood standard of international airport ol Warsaw

+*

Catering service developing [ast
* FFacthities for active tourism
Weaknesses

* Low-standard accommodation in general

*

Shortage ol medium-standard accommodation

*

Bad road conditions & underdeveloped road network & road services (lack of highways)

¥

Insulficiency in organisation & design ol gatewavs (especially road & railway)

*

Underdeveloped telecommunication system

%

Shortage ol conlerence/Convention/ir cenlres
* Insceurity (car robbery)

Opportunitics

* Interest in Central and Fastern Europe (new Europe discovery). new tourism destination
seeking

* Role of Poland in contemporary history of Eastern Europe (Solidarity-movement & Walesa)

* Convenient geographical location

* Growing tourism by interested senior citizens
* Trend towards active tourism and "less sun”
L

More leisure time +more than 1 holiday per vear/Poland also as destination Tor second and
third holidayvs annex to main holidays

* Goud (lemporary) exchange rate

Threats

* Dad image of Poland - pollated & wminteresting country

* Better image & position of competing countries (Hungary, Czech & Slovak Republics)

* Product-dissatisfaction can couse bad publicity

* Political unrest in Southern Europe (especially important for USA-market)
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3 STRATEGY

3.1 Markels

The strategy to be adopted is to promote in markets which appear likely 1o respond positively
lo promotional activitics.

As has been stated above many of the neighbouring countries provide visitors in the {orm of
one-day shoppers and are unlikely to extend the duration ol visits as a result of promotion.
In this plan we will concentrate promotional efforts on Western European markets with proven
ability through disposable income to take holidays on an annual basis. The USA will also be
included as a major source market.

As s stage ol development in most of the selected markets promotional activitics will be
aimed at reaching the consumers through cooperation with the travel trade.

There will be some exceptions to this in markets where large numbers of visitors travel by
private car. In these markets promotions will be undertaken with automobile clubs,

As for which markets have priority in marketing Poland abroad. the following criteria are

important:

*

MNumber ol areivals o Poland

L

Length ol stay in Poland

E

Laxpenses per tounst/per trip in UISD (in Poland)

*

Expenses per tourist/per day in USD (in Poland)

¥*

Existing prospects (size of the market: Outgoing Tourism)

*

Polish Tourism Trade Prelerences

*

Phase of market development

-

cost of marketing

Compelitors posilion




Based on the above the priority source markets have been sclected as [ollows:

(i) EUROPE

a) Germany

h) Sweden and Denmark

¢) Belgium and [Holland

d) The UK, particularly England

e) lI'rance

) laly

¢) Austria

(i) NORTIH AMERICA

a) The USA

(iii) POLISH ORIGIN - ETHNIC
All the selected markets have a significant number of residents ol Polish origin, The following

1s an mdication of the ethnie content of arrivals from the selected Buropean markets in

pereentlages.

Market <thme
Germany 29%
Sweden/Denmark 18%
Belgium/I lolland 21%
The UK 19%%
France 2 1%
[taly 1 8%
Austria 21 %

There 1s very little in terms of marketing that can be due to stimulate growth in ethnie trallic,

The NTICs in the various markets should maintain contact with any Polish socicties or

groupings within their areas, They should make information on tourism developments i
promolional air and surface fares available to these organisations,

IL is necessary to maintain these contacts because the ethnic groups will also be aware of the
altractions ol other tourism destinations and the value available,

‘ > possible to arrange lor groups fro ¢ same arca to travel together to Poland.
It might be possible to arrange lor groups from the same arca to ( I together to Poland

Summarizing the mam Luropean markets by volume is presented in table 3

14




Table 3 EC and EFTA geographie target markets for Poland (source: FTDC. 199])

Country Catchment arcas Holidays abroad | Share
FORY () (")
Germany Whole country 47.870 44.4
| olland Whole country 12:152 11.3
Great Britain London. South FFast. Midlands 11.543 10.7
Belgium/Luxemburg | Flennsh area, Brossels 0.6 .2
ftaly North West, North Last (1433 (r.0)
I'rance Gireater Paris. Nuorth 5445 5.0
Austria Whole country 4.174 19
Sweden South. Greater Stockholn A H55 3.7
Denmark Whaole countrs 34240 3.2
Switzerland Zurich, hMidlands 25184 i
Total 107,882 O

Note: * Figure does not add up to 100" due w0 rounding

FFor a better understanding of the markets above see annex A with descriptions per country |

Based on the Polish tourist product and the motives ol tourists that visit Poland a global

product/markel portlolio is instructive.
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3.2 Market representation

There are Polish National Tourist Olfices in the following European cities: Cologne.
Stockholm, Brussels, Amsterdam. New offices will be opened London in November 1994 and
alter that in Rome and Vienna, followed by Paris. In the USA there are NTIC oflices in Neaw
York and Chicago.

There arc POLORBIS olfices in Berling Hamburg, Stuttgart, Cologne and London.

There are ORBIS olhices in Paris. Rome, Oslo, Stockholm and Malmé. 1O Polish Airlines
have oltices in all the above cities.

I'or an adequate marketing-policy it will be necessary to formulate clear arrangements between
SSTA, PAPT and NTICs on one side and the ORBISTOLORBIS oflices at the other side.
The support of ORBIS/POLORBIS offices in the execution of marketing and information is
heartly welcome. but their autonomous and private commercial interests may diverge from the
national objectives and consistent approach. For the benefit of both partics this has to be

arranged i the coming vears,

3.3 Positioning

For marketing in the priority countries chosen via the representations it will be extremely
necessary to show a consistent and overall "message”. A messaee that has to be carried in an
eliective way to communicate what makes it worth while to visit Poland. To get the
promotional massage across clfectively a Logo and Slogan must be developed to sell the
altractions ol Poland, which are appealing and historically and culturally unique.

| the discussion how to position Poland in general has to he done hy SSTA|

4. PROMOTIONAL IroLICy

Many possibilities exist to promote Poland abroad.

Various markeling-instruments can be used, depending on the type of market, the type of
tourism and linancial limitations.

Basically two arcas of promotional activity can be considered:

* trade promotion

i

COnsner promotion

Under these two arcas a mix of mstruments 1s avalable.

)




Figure 7 The mix of promotional instruments

Instrument Trade Consumer

Fairs X

Educational trips

Advertising X hi
Information ollices X X
Public Relations X ~
Printed materials X 3
Workshops/Sales missions ;
Sales calls X

4.1 Trade promotion

The tourist trade is in many respects the major partner in marketing Poland.

That means the trade in Poland as well as abroad.

Poland is not well known in most countries and is not considered as o holiday destination by
the majority of holiday taking tourists in Western Furope,

One of the reasons for this is that Poland has not spent much money on lowrism promaotion
in comparison with its western competitors.

-Hig spenders on tourism promotion are also South American and Asian countries and they
particularly the Asian countries. are experiencing large increases in visitor numbers [rom
Europe, America and from the Far East region.

Poland must ensure that in Ewopean markets there are tour operators including holiday
programmes (o Poland in their brochures and that the retail agents are sulliciently informed
about the programmes to be able to sell them, This is a task [or the representations abroad,
based on sales calls to the industry.

The best way to persuade tour operators to feature Poland as a holiday destination is to take
them to Poland to sample the product, Wholesalers should be carefully selected preferably in
cooperation with LOT Polish Airlines,

Wholesalers should be taken to Poland individually as one has to realize that they are
competitors and so prefer not to travel in groups, 1t is also worth bearing in mind that a pood
wholesaler can generate thousands of visitors and consequently deserves the best treatment.

When there are a number of wholesalers putting Polish programmes on the market in any ol
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our priority source markets. lamiliarisation visits or study tours for retail agents must be
organised. The retail agents must be selected in cooperation with the tour wholesalers, who
know the best selling retail agents, and LOT. In this case groups of retail agents can travel
together.

These educational tours need the cooperation with the Polish private tourism sector.
Representatives ol the private sector should be involved as it is in their interest that the
marketing bears fruit. The Polish tourism industry is the key factor in successtully marketing
the country as a destination and that responsibility must also make it prepared to participale,
e.g. in making hotel rooms or (ground)transport available without charge. The budgets of the
S8 TA are insullicient to pay all the costs,

A committee should be set of by the SSTA to handle the planning and oreanisation ol
familiarisation/study tours. This committee should consist of representatives from SSTA.
PAPT, the accommodation sector, ground transport (coach touring) companies and LOT, T he
NTIC managers would deal with the committee in arranging of familiarisation visits,
Another arca where the Polish industry should invest inis in patticipating in trade Fairs.
Participation at the main international tourism fairs. such as TTB in Berlin, BT in Milan and
the World Travel Market in London. gives Poland the opportunity of presenting its tourisn
product to a farge number ol trade representatives and consumers, Participation as a tourism
country at a trade lair pives the [||'||1:11ll.|m'l} [ the public and the privite sector 1o wok
together for their mutual benefit. however participation at trade [airs needs advance planning
and follow up. Part ol the advance planning for I'TB could mean the organisation of sales calls
to German tour wholesalers.

It could also include the sending of letters by the SSTA to all members ol the travel trade.,
automobile clubs and other outlets to advise of the Polish tourism participation with names
~ ol participating organisations,

All trade contracts should be Tollowed up by letters and where relevant, tourism detailed
information sent. Consumer enquiries should also be actioned.

One month alter the fair the SSTA should arrange o mecting of all participants (o discuss the

immediate results ol participation and suggest improvements Tor future participation

Next to trade Tairs the Polish tourism industry should i wished have the opportunity o

contact the tourist industry during workshops or sales missions in Poland or abroad,
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The representations abroad should be the organizers of such activitics. just as they have the
task to inform the trade in their respective countries of what is relevant to know, ‘This can bhe
done via

Public Relations and printed materials cp. news-letters and tade manuals, They e
responsible too as the information oflice for the trade in their own markets,

In some cases advertizing in trade magazines may be possible,

4.2 Consumer promotion

Within this arca Poland promotes itsell as a tourist destination directly to the loreign tourist
and not via the trade.

The first that comes to mind then is advertizing.

[t covers consumer advertising in newspapers, magazines, TV, radio. ete, and travel trade
advertising in travel magazines.

Consumer advertising however is very expensive and should not be undertaken until Holiday
Programmes to Poland are on sale to the public, through the wholesale and retail travel trade.
When special interest holidays. such as lishing, trekking, boating ete.. are available, magazines
aimed at the special interest group should be used.

When holiday programmes o Poland are available in source markets consideration should he
given Lo Lic/in advertising w ith LOT and the wholesalers and possibly representative product
producers in Poland. An industry group comprising public and private scetors should be
formed to look into the possibilitics of cooperative advertising thus spreading the advertising
coverage.

The above however does not mean that consumer advertising should in the future alwavs he
related to programmes ol wholesalers.

In those countries where a recognizable demand exists of tourists travelling independently it
will become necessary to use consumer advertising. Given the present Binancial limitations this
1s vel at minimum.,

Given the high costs ol advertizing Publie Relations is an excellent possibility as an
allernative o consumer promotion,

The provision ol news Tetters not only for the travel wade bot Tor teavel jommalists is an
important aspect ol the publie relations activities of any national tourism organisation.

The managers of NTICs should try to establish contact with the most important travel writers
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and keep them informed on interesting tourism developments in Poland,

Top writers should be invited. as individuals. to visit Poland. TV and radio journalists should
also be invited. Journalists should be handled as individuals and given top treatment.

The editorial publicity, which can result from journalists visits is very valuable, perhaps more
valuable than advertising because it is not pereeived as being paid Tor,

One ol the best ways o promolte special interest holidavs, such as Hishing., tekking, horse
riding, sailing etc. is to invite journalists from the respective special interest magazines to
visit Poland, sample the Prodoct and write about it

[Lis not always casy to get good journalists to visit any country but when they express interest
in visiting Poland, decisions should be made quickly about the visit because pood journalists
are in demand and they vsually have deadlines to meet with articles. When decisions are not

taken quickly these journalists may visit other countries instead ol Poland.

A position of Public Relations Officer should be created cither in the SSTA or PAPT 1o
handle all aspects of PR and journalists visits.

The Public Relations Olticer should set up a committee to handle and coordinate journalists
visits. This committee should nclude a representative of LOT and  private  scctor
representatives, particularly from the accommodation and transport sector.

The representations abroad e in diveet contact with the consumer in answering  their
questions by mail, phone or person at the information-oflice or al fairs, and this has a very
important PR content.

Given the small numbers of stall attending fairs is limited to participation in the most
important [fairs, probably fairs that are also organized as trade fairs. The participation in
regional lairs is not very clfective because of lower numbers of visitors and a low share of
potential tourists to Poland. The present type of tourist that is interested in a holiday in Poland
15 lor the most part able to find information from the representations directly.,

The information provided to him is mostly in printed materials.

Brochures, maps, mlormation leallets are indispensable o tourism promotion, An "loogee
Brochure” giving full information on the Polish tourism attractions is essential Tor all markets
and if well produced can be used by the trade as well as the consumer. Special interest
brochures for example, fishing and horse riding are necessary as sales aids.

The cost to print the relevant publications is high. so it will be necessary 1o invite the private
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industry to advertise in the publications in an appropriate way, covering a part of the money

needed. Another possibility that will be introduced is the asking tor a small amount ol money

from consumers who apply for information, This can partially compensate Tor the costs ol

distribution by mail. This method 15 used by many oflices abroad of other national tourist

organisation.

4.3 Congresses/conventions

Within the arca of promotional policy congresses/conventions have to be mentioned as ¢

special lield for action.

The development ol congress and convention business can be very lucrative but necds a
degree of specialisation. A senior sales/promotional representative should be appointed initially
to begin promoting in this arca. There is usually a long lead time for conventions and
congresses. 1L is not unusual to have decisions as o congress location made up to four ycars
in advance. Specialised lairs hke the Buropean Convention and Incentive one in Geneva
should be attended. However belore promotions starl, an inventory ol lacilities  and
accommodation banks should be made.

The best promoters ol international conventions should be the Polish delegates, It would be
part of specialised stalls work to make a list of Polish delegates attending international
conventions and obtain their assistance in bidding Tor the convention Tor Polind.

To seriously promote conlerences and conventions a very good quality brochure is essential,

4.4 Market research

Market rescarch is an cssential ol Tor the promotional policy.

Basically three arcas ol rescarch are to be distinguished,

The first is to have adequate knowledge of outbound tourism per country where Poland
promoles itselll This mlormation is available in holiday-surveyvs,

This surveys however only give the global picture on outbound travel, volumes and trends.

but as the share of Poland is very small, they cannot inform on the specilic structure of

demand for Poland, For that one has to have the border surveys. They inform on structure,
behaviour, molives and satisfaction.
However, they do not inform on potential demand. on competition and on gaps in information

where communication is essential. For the main markets image surveys are thus necessary.,
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All these data form a picture in combination with what has to be registercd on arrivals, nights.
spending. Figures by GUS as c.g. used in table 1 are a pood source when they will be better
adapted to marketing-necds, This means that the conmtry of oripin sl the molive Tor
travelling have to be included in the registrational system. GUS will do so lrom 1994 on,
[t is possible that for specilic countries additional information is needed. ¢.g. on people with
a Polish origin, religious travel e,

Al the information above belongs to the arca of monitoring rescarch.

The second arca is that ol measuring the effectiveness and evaluation,

The mam reasons lor doing rescarch in this area are to find out il the promotional activitics
are successful and il not how to change them,

The third arca ol research is more basically for marketing policy in future, One can think of

research on aspects as classilication. scasonality. environment. voice-response svslems cle.
3. ORGANISATION AND FINANCES
3.1 Organisation

In the introduction it has already been mentioned that the role of the various partics that deal
with Polish tourism should be defined, In chapter 3 the offices of Orbis and Polorbis and of
LOT were mentioned m relation to the NTIC s,

In order to lacilitate procedures and create an effective marketing of Poland internationally
it is time to restructure the present situation. Based on the system ol well established national
tourist organisations (N10O"s) in other European countries Poland will follow this example.
This means the creation ol one body that is responsible Tor the planning and execution of all
(he aspects that deal with marketing/promotion.

In Fact it means that PAPT will be enlarged by the replacing ol all the present relevamt tasks
that are done by SSTA. The NT1C"s should be responsible to PAPT. PAPT will thus become
the Polish National Tourist Board. responsible for marketing Poland abroad as a tourist
destination,

In tus model PAPT will organize the relevant relationships with LOT, ORBIS and
POLORDBIS. the regional tourist organizations and the private industry as PAPT has the know

how on what to do. when and why, based on practical experience.
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SSTA’s responsibility will in this arca be limited to

(A)  control PAPT on the guality of its executional task,

(B)  the harmonization of PAPT s activities with the Polish tourism policy in general

(L) the control of Hnancial aspects, as the PAPT-budget will be made available (rom
S5TA s budgel.

SSTA will continue until further notice to be responsible for domestic marketing antd for all

the other tasks presently done. mcluding rescarch by the Institute ol Tourism.

5.2 Finances

The new PAPT-organisation will be responsible for the correet use of the budgets made
available by S5TA. SSTA will provide a svstem in which the annual budgets are based on
a medium term policy as the work by PAPT and the planning and exceution of its work

demands lor a solid Toundation in the vears to come,

As lor PAPT s budgel it 15 to be expected that the private industry in Poland cannot yet
participate on a big scale. A limancial medivm term plan has be made by PAPT Tor SSTA-
funding but including a strategy by which PAPT will inerease financial support from the
industry. In 1999 at least 20%% of its budget should be provided by others than SSTA. The
amount ol money that comes Trom the imdustiy s dedicated to nsnketing-activities,

The increase of the marketing budget of PAP T will not result in a deercase ol SSTA-Tunding.

Given.the present situation at level zero it can be expected that overhead costs (salarics,
Iu_r.l.lsil‘:g, travel ete.) take a major share of PAPT s budget. |[SSTA should provide figures on
the present situation for financial targeting for 1999 as soon as possible]

When presently ... (65%7) is needed for overhead-costs. this share should drop

o ... (50%7) in 1999

Both targets (the increase in funding by the mdustry and the shilt in the budeet in favour of
marketing) will in 1999 result in an increase ol the factual nmunketing oul ol pocket expenses
by approximaltely 75% compared with 19935,

[N this chapter must be looked at very closely, including the fieures that SSTA will
provide hopefully soon]|

[As budgets per market are only slowly shilting in % of the total, it might he good to
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include the percentile division here is included in the annual plan for 1995, probably in
the revised way as corrected in the copy of Mr Jermanowski, under the argumentation
that this proves the priovity-list on which countries to operate in. However when you do
it over here, it can only be for 1995, given the proposal on PAPT, and one has (o discuss

il the figures are in total or just marketing)

=
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ANNEX A
(i) THE GERMAN MARKET

The arrivals figure shown for Germany in 1993 was 42571000, At least S0 million of this
number were day trippers who crosscd in to Poland for shopping 1t is unlikely that 2.5 million
lourists staying more than one night arrived Irom Germany, 1 they did and the percentage lor
ethnic visitors at 44% is correct, it means that something like 1.4 million tourists arrived. This
includes business travellers at 26% ol the total or 650,000 so that up to 750,000 ol the total
could have been holiday takers. This is a very large figure and Germany is obviously the most
important market. I

The per person and per day expenditures for Germans, at 111 US Dollars and 19 US Dollars
respectively are low but accounted lor by the high member of day trippers/shoppers.

The majority of German tourists visiting Poland are independent travellers and do not use the
services ol travel agents,

According to a study undertaken for the S5 1A in 1993 by Witold Bartossewicz most German
visilors come to Poland using their own cars (up to 90% in summer 1993),

Coach touring. according to the above study, is losing popularity but is stll signilicant.
According to a study of the German market by Arthur D.Little there are up to 20 agents/tour
wholesalers oflering programmes Trom Germiany to Poland,

From this it is apparent that agents/tour wholesalers can be influential in dirceting tourism to
Poland. Much of this tralfic comes by wav ol coach tours.

Promotions in Germany must be aimed at the trade and consumer. In view ol the high number
ol car tourists coming, I'|':1|11. Ciermany the automaobile clubs will be used as promotional outlels

and a brochure "Motoring in Poland” will be produced.
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(ii) THE SCANDINAVIAN MARKET

For the present the Scandimavion market consists principally o Sweden and  Denmink,
although the NTIC in Stockholm is also responsible for Norway and Finland. Sweden has

shown a steady growth from 1991 cg.:

1991 143,600
1992 158,800 1 J10.3%
1993 177,300 I 11.60%

On the other hand Denmark has shown a decline in visitor arrivals over the same period eg.:
1991 141,600

1992 122,300 - 13.6%

1993 115,300 - 5.7%

It 1s not known what is the cause ol this drop, however as in all markets there is a need to
undertake markel rescarch in Scandinavia to establish the position ol Poland as a tourist
destination with good and bad points,

The Sweden and Denmark markets are principally interested in the coastal region of the Baltic
but also interested in the lake arcas and touring.

The transport uscd 1s identical for Sweden and Denmark i.e. 26% air. 206% private car. 196
coach and 47% lerry.

Most visitors [rom Sweden and Denmark do not use the services of travel agents or tour
operators. Some 83% come as individuals and make their own travel arrangements. A high
percentage 31% 1s shown as VIR or ethnie, while 36% use hotel/motel accommaodation.

The predominant age group is 35-dd (41%) with 25-34 amounting to 25% and 45-44 - 219%.

In spite of the small number of Swedes and Danes using package tours, elforts should be
made Lo get tour wholesalers interested in promoting Poland. Familiarisation/study tours must
be organised for selected tour wholesalers especially to sell city tours and special interest
holidays. Promotions in cooperation with operators of Terries and automobile ¢lubs should be
considered and a booklet on motoring in Polind produced in Swedish.

Advertising in travel trade papers should be considered.

Visits to Poland should be-organised lor selected travel writers.
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The other two countries included in the Scandinavian area are Norway and Finland, I'he

arrivals [rom these countries between 1991 and 1993 are as follow <

1991 19492 1993 .
IFinland 30,400 33400 35400
Norway 40,900 38.100 37.700

As can be seen Finland has grown at a reasonable rate i.e. 9.8% in 1992 and 6% in 1993,
Norway has declined in the some period je 6.8% in 1992 and 1% in 1993,

It would not be wise to dilute the Scandinavian budget too much by spreading it right across
the four countries. As already mentioned the promotional emphasis should be on Sweden and
Denmark but consideration could be given Lo organising visits lor top class whaolesalers or

journalists.
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(11i) THE BELGIUM AND HHOLLAND MARKETS

The Holland market and the Dutch speaking part of Belgium are guite similar in holiday
taking prelerences. The French speaking part of Belgivm may vary slightly from the Duteh
in likes and dislikes.

The Belgian and Dutch markets grew (rom 254,000 in 1991 {0 273.000 in 1992, an increase
of over 7%. The ligure dropped to 269,000 in 1993 which was a drop of 1.5%. This drop was
mainly Irom the Belgian market because the Duteh grew steadily durving this period e.p.:
1991 159,400

1992 1 78,900 + 12%

1993 189,100 + 0%

Belgian and Dutch visitors

Touring and visiting cities ol cultural interest are the principal activities ol the Belgian and
Dutch visitors. They have some interest in the Baltic area but this is mainly because of
Gdansk. They have little interest in the mountain and lake arcas.

The majority of Belgian and Dutch tourists travel to Poland cither in privale cars or in
coaches. The number using trains is small and travel by air also is insignilicant,

A high percentage of Dutch visitors (28%) is in the age group 50-64. This is probably due
to historical knowledge and possibly war time experience. Other age proupings are 4049
(13.5%) and 30-39 (19.4%).

In view ol the high number ol tourists from Belgium and Holland which brings its own car
to Poland, promotions should be undertaken in cooperation with automobile clubs and an
iIlfﬂH‘ﬂﬂ‘liuu brochure on motoring in Poland should be produced in Duteh and French.
Coach tours to Poland are popular for these countries so clforts should me made to increase
the number ol coach tour operators offering tours to Poland.

The fact that small numbers of visitors from Belgium and Holland come to Poland by air does
not mean that this arca should be ignored, on the contrary ellorts should be made to interest
tour wholesalers to promote tours to Poland using air travel. These may be principally based
on city tours and special interest. Familiarisation/study tours should be arranged for tour
wholesalers and journalists, Trade fairs should be attended and some trade advertising
undertaken. There is a need to undertake market research to establish the pereeption of Poland

as a tourist destination.
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(iv) THE UK MARKET

The UK market grew from 85000 visitors in 1991 (o 145,500 in 1992, However the arrivals
figure in 1993 dropped by almost 28%% o 104,800,

This large drop was due to a prolonged dispute between British Airwavs and LOT in relation
lo the Warsaw - London route. This dispute created a situation where there was no air service
between London and Warsaw for approximately five months. The problem has been solved
for some time now and with regular services again operating regular increases in British
arrivals can be expected.

The main interest for British tourists visiting Poland is historical and cultural which involves
touring and visiting cities. Small numbers visited lakes (7%) and mountains (14%). 1The
majority ol British tourists are in the age group 25-54 (74%).

We have alrcady mentioned that there is a high ethnie content in British tourism to Poland
27%.

The British tourist tends to use travel agents or tour operators more than average when there
are language difhculties. It 1s likely therefore that the travel trade in Britain will be inlluential
in generating trallic to Poland when it is Tamiliarised with the product. Tt will be necessan
to increase the number ol tour operators in Britain to promote holidavs in Poland. At the
present stage of development the aceent should be on promoting throueh the trade by the
organisation ol study/lfamiliarisation tours, attendance at the World Travel Market and some

advertising in travel trade media.

In the public relations arca. good travel writers should be invited to visit Poland and given
individual treatment.
Market rescarch must be undertaken in the British market to gain more information on

attitudes to Poland as a holiday destination.
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(v) THE FRENCH MARKIET

Arrivals Irom the French market have been up and down hetween 1991 and 1993

199] 196,900
1992 181.400 - 7.8%
1993 I 86.500) + 2.8%

It is expected. that with increased promotional efforts in the market. including the apening ol
a NTIC, the French market will continue to grow.,

I'rench tourists to Poland are mainly interested in touring. cities and mountain holidavs. 1here
15 virtually no interest in coastal or luke holidavs. There is a 38%6 cthnic content in French
tourists arrivals,

Air travel is used by 56% ol French visitors, 32% arrive by private cars and 35% arrive by
coach.

Package tours are used by 23% ol French visitors, 6%4 use o tavel ageney to make bookines
and 56% come as individuals,

Hotel/motel accommodation is used by 56% of French tourists. rented rooms and B&Bs are
used by 21% and 11% are deseribed as VIFR.

I"igures for expenditure of tourists Irom dillerent countries by the Institute ol Tourism indicate
that the French at 7 min zlotys or 318 USD per stay and 800,000 2lotyvs or 36 1ISD per day
are the highest spenders next to USA and Halian visitors,

With its capacity to spend and use good class accommmodation the French tourist market is
worth promoting. Efforts should be made to increase the number of tour wholesalers
programmes on oller for Poland and this can be achieved by arranging study tours lor
wholesalers on an individual basis,

Familiarisation tours for retail agents should be organised in cooperation with LOT and tour
wholesalers. The Salon Mondial Trade Fair should be attended in Paris, Journalist visits Tor
selected writers should be organised in cooperation with 1L.OT.

Travel trade advertising should be undertaken with leading travel magazines.

Consideration should be given to tie/in advertising lfor consumers with 1.OT and tour
wholesalers. ‘The opening of the new NTIC ollice in Paris will need to be advertised 1o the

public and it also gives the opportunity to hold a press conlerence.
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(vi) THE ITALIAN MARKET

[alian tourist arrivals to Poland like these of France have been up and down between 1991

and 1993 for example:

1991 122,700
|92 I 10,600 = 9.8%
1993 123,500 F11.6%

It is expected that with inereased promotional efforts in the market and the new NTIC oflice
in Rome that the growth pattern will continue at around 10% per annum.

The Halian tourists do not scem to be particularly interested in cities or touring. They are
mainly interested in mountains and lakes. The total ethnic content of Italian arrivals is
estimated at approximately 28%.

Air travel is used by 59% of Halian visitors and 22% come by private car. Some 19% come
by other means, mostly by train.

Package tours are used by 379 and 43% come as individuals but using a travel apency o
make bookings and 21% come as individuals making their own arrangements.

The level of expenditure per stay of Italians was 393 US Dollars and the per day was 66 US
Dollars. Those ligures lor Haly really amount to a guesstimate as the sample from which they
are drawn was very small. Promotional efforts will be aimed at increasing the number of tour
wholesaler programmes to Poland through arranging study tours for retail agents in
cooperation with LOT and wholesalers to ensure that Poland as a product can be sold by the
travel trade.

Journalists visits should be arranged in cooperation with 1,07,

Trade advertising  should be undertaken and  possibly  some  consumer advertising in
cooperation with LOT and tour wholesalers. As is the case with all markets some research and
mvestigation is needed (o give accurate information for future planning.

The BIT Trade Fair in Milan should be attended,




(vii) THE AUSTRIAN MARKET

The figures released for the Austrian market by the Institute of Tourism (10°1) show a very

satisfactory growth since 1991 in terms ol arrivals i.e.:

1991 133.200
1992 92,800 b
1993 231,900 + 20%

Border surveys carried out by the 10T indicate that the Austrian visitor is interested primarily
in touring and visiting cities. ‘There is some interest in mountains but virtually none in the
Baltic Coast or the Lakes. :

AlR transport is used by 28% ol Austrian visitors and 39% come by private car. Some 33%
15 shown lor arrivals by other means this means train or coach.

Accommodation used varies [rom 49% using hotel/motel, 17% using rental rooms and B&B
and 21% are shown as VIR,

Expenditure is estimated at 215 US Dollars per head per stay and 50 US Dollars per head per
day. This indicates a high number ol short stay visitors.

The growth in arrivals from Austria as alrcady stated has been very satislactory and the
operating of a NTIC in Vienna should help further.

Initially it will be necessary to concentrate activities on promotion through the travel trade.

The opening of the office should have some impact on the consumer.




(viii) THE USA MARKET

The US market to Poland grew from 124,000 arrivals in 1991 1o 141,000 arrivals in 1993,
[n percentages the US market in 1992 showed an increase 7% over 1991 while 1993 showed
an increase ol 14% over 1992,

This i1s a satisluctory rate ol growth considering the very small budget available for
promotion. From a revenue point of view the USA visitors were the highest per head spenders
US Dollars 942. They were also the highest spenders on a per day basis at 61 US Dollars per
day - see Table 6.

Poland is not well known in the USA except in ethnic arcas and budget allocated to the
market for promotional purposes have been too small to allow any medium to large scale
consumer promotions. Asa L‘t‘ll'r,‘;‘-ﬂ..‘i.lLIEm.'l.: of this the activities ol the NTICs have been directed
at the travel trade. Travel trade magazines have been used for advertising and there has been
participation in trade shows such as those of ASTA.

Journalists have been sent on visits to Poland and the resulting editorial publicity has been
satisfactory. Tour operators have been sent on familiarisation tours,

Where there is a limited budget for promoting a country as vet little known in the market
there is a need 1o organise visits of tour operators and journalists. These visits are usually
operaled by the NTICs in co-operation with LOT. There should be more co-operation by the

privale sector in these operations.
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(x) BORDERING COUNTRIES MARKETS

g . - ¥ : ;. | L i r iy S s n o " < '
I'he countries bordering Poland provide valuable revenue from the shopping ol day trippers
ilIlLi. Slll!rt Hlil}" "r'iﬁiEU'l'H. -I.II{'IHC "rif‘i-itl!ll'."i ‘h"h'i” L‘L'Il]l_inuu o come o I’“I:”“L s h’“ﬂ. II. l"1- thL" 10y

give value for money and they will come without the need ol much pronotion,




CHARACTERISTIC OF TOURISM A

RRIVALS TO POLAND IN 1993

(Geographic Market | TOTA D |LfUSSR| C-5 A Scandinavia | Benelux F Other | USA
E Europe | /C

Characteristic
MARKET SIZE (in thousand) 17.000 | 6.800 7.500 480 LA 366 269 187 163
Demographic Characteristic
AGE:
=24 9.1 5.8 13.2 6.6 | 9.9 4.5 6.2 6.6 5 e
23-34 32.4 29.3 36.9 26.3 | 209 24.2 32.3 36.0 279 244
3344 35.9 36.8 54.0 44.7 | 50.2 38.4 360 | 333 36.2 | 24.1
+3-54 15.8 18.4 1.1 16.9 1 2.6 17.4 25500 265 21.6 | 29,7
33-64 3.8 3.6 1.6 3.3 6.7 X 3.7 1.3 6.2 1.3
63—+ 0.3 0.8 0.0 0.5 0.0 2.1 0.4 0.0 0.4 3.0
EDUCATION:
higher 38.0 31.8 41.8 19.6 | 33.5 40.8 47.3 | 46.8 494 | 63.2
middle 51.8 54.3 52.2 56.%9 | 38.1 49.1 0 I e % R (.7
basic 9 10.9 1.6 18.5 6.4 7.6 1.8 10.3 3.0 3.1
EMPLOYMENT:
emploved 76.9 81.6 70.1 34.4 37.0 717.6 83.4 | 329 34.7 1 794
students 3.7 7.9 9.0 1.3 3.3 10.2 10.1 19.0 g 7.8
ORIGIN: |
Polish origin 13.8 13.6 13.0 7.2 | 184 17.2 10.8 | 28.2 15.6 | 43.9
Tourism Behaviour
LENGTH OF STAY :
average in davs £ 4. 4.3 4.2 3.0 6.4 5= 6.4 LT T
1-2 nights 13 32.8 5.5 49.2 S0.6 24.5 38.0 1 3.3 36.0 | 197
3-+ nights 36.3 29.4 47.4 21.6 | 40.1 27.8 1.1 267 24.3 9.8
3-14 nights 292 36.0 215 27.8 9.0 39.1 37.0 | 49.5 343 | 345
14— 3.1 1.9 27 1.4 (0.3 8.9 8.3 8.3 5.2 1 362




Geographic Market

Characteristic

Scandinavia

Benelux

TRIP ORGANISATION:

-package tour 18.5 2.9 35.6 10.1 | 294 10.7 3.4 1.0 3.3 1.1
-individually via travel agent 13.0 2.0 24.1 2.6 1.4 14.3 gt R 21.6 | 26.0
-private invitation 18.7 3.3 16.6 13.7 1.8 11.2 13,97, 208 16.83.| 252
-invitation by Polish institution 13.7 22.6 4.2 12.8 19 15.6 14.1 27.9 22.6 8.3
-independent 34.5 47.8 17.4 59.5 | 58.2 49.2 50.7 | 355 4.4 | 3638
TRANSPORT:

plane 4.0 1.1 il 1 lhe A (e [ 12.4 14.1 23.4 3538 | T4.8
car 38.1) 88.5 31.1 36.2 | 606.8 33.4 66.0 | 740 41.7 6.4
truck 2.3 1.9 0.3 3 19.9 8.7 10.1 20 1.3 2 h
train 227 2.3 51.6 0.0 0.0 0.1 0.0 0.0 4.1 0.1
ferry 1.7 0.2 0.3 0.0 0.0 38.5 0.0 0.0 0.0 8.4
bus’‘coach 5.9 2.0 15.3 i 0.0 1.0 5 0.0 6.4 0.0
ACCONIMODATION:

hotel motel 33.0) 3.1 39.2 19.6 | 38.5 <4 ] al.4 | 632 61.7
campiny 33 5.0 5.4 96| 129 2.3 7.4 4.3 4.6

private accommodation 18.2 21.9 16.3 2391 351 16.7 [1.1 0.1 1.3
friends.relatves 20.8 B 7 9.9 244 | 102 15.0) 169 | 12.3 10.7

VISIT IN POLAND

l 11.0 5.7 10.3 9.5 9.3 28.4 2481 133 324

2 14.0 11.0 4.8 [9.:6: 11 0.2 19.7 231 U2 13.6

3 13.0 13.1 12.6 2ol p 218 24 e’ 14.9 17.6 16.3

- 56.9 68.9 54.1 $2.5 1 477 238.4 37.6 | 26.0 33.5
DECLARE TO COME BACK 78.3 80.4 69.1 86.2 | 91.3 82.4 73.1 | 78.0 32.7
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Geographic Market | TOTA D LUSSR | €-8 A Scandinavia | Benelux F Other | USA
L Europe | /C
Characteristic
MOTIVATION:
VFR 24.6 31.8 192 129 6.0 19.8 20.6 | 30.1 22.2 | 3938
Visit place of origin 1.7 12.3 3.0 6.1 35 7.2 c ol O B 12.0 | 16.7
Culture/History 11.7 11.7 9.7 15.1 Fid 20.0 15.8 | 16.4 22.71 16.6
Religious F 2.4 3.1 33 0.0 1.9 1.1 9.1 ; 1.0
Recreation/Entertainment 18.3 18.7 13.8 31.8 | 444 354 2531 20.8 17.3 | 184
Shopping 41.0 35.7 57.7 37.2 1.7 4.1 3.3 9.9 il 0.3
Business 23.4 31.0 15.3 L2528 18.5 21.7 | 43.6 36.1 | 27.0
Fairs.Exhibitions. 6.4 4.1 9.4 3.9 2.6 27 39| 12.0 6.4 el
Conferences
other business 4.3 +.1 5.9 %3 | ‘B8 2.6 16.6 4.7 13.8 3.1
Hobby/Special Interest 2.3 3.9 1.3 45 | 3.4 6.0 1.9 6.8 2.9 0.0
OFFER/PRODUCT:
City Breaks 54.9 35 55.0 57.7 | 36.8 40.06 3151 56.7 51.5 | 64.7
Mountain Holidays 4.4 3.3 1.8 721 2b.1 9.8 12.3 6.3 4.4 4.2
Seaside Holidavs 1.3 1.9 0.2 1.1 7.1 4.8 3.6 3.1 0.3 0.0
Lakes/Torest Holidavs 44 33 0.9 6.2 . ok 2.9 1.8 1.0 |.4 0.0
Countrvside Holidavs 9.5 15.6 5.3 9.5 1.4 5.0 5.4 3.8 2.0 0.6
Touring Holidayvs 11.7 12.3 11.0 3.3 3.3 20.8 11.§ | 13.2 17.2 | 14.5
Active Tourism 0.7 1.1 0.3 0.8 0.0 0.8 0.0 1.0 0.0 0.0
REGIONS WSITED :
Baltic Coast 14.9 20.8 6.0 38 2D 30.7 31.4 | 32.6 8.6 | 220
Lake District 6.0 6.2 3.4 3.9 i 9.1 12.0 | 109 d. 7| IS5
Centre 5.2 38.4 65.7 3.3 ] 296 54.7 47.0 | 352.4 63.2 | 70.5
Mountain & Upland 18.5 22.2 102 354 | 64.3 24.7 31.5 | 30.1 290 | 253
| Silesia 12.8 | 199 36 | 355 |1 319 11.2 21.9 | 13.4 16.9 | 20.8

38




Suurce:

Instutate of lourism. Warsaw
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Geographic Market | TOTA D fUSSR | C-S A Scandinavia | Benelux F Other
' L Europe

Characteristic
CITIES VISITED:
Gdansk 3.9 6.6 2.4 1.8 4.3 287 19.0 | 23.7 3
Szczecin 8.4 12.0 4.3 0.8 . 27.9 T3 | 202 2.8
Wroclaw 6.3 4.9 3.7 1.4 18.7 15.5 10.9 8.1 6.7
Lodz 3.6 3.5 3.7 3.3 34 2.6 3.7 6.2 4.4 3.4
Poznan 6.0 5.0 5.9 2.3 5.6 9.6 9.2 | 20.0 156 | 115
Krakow 10.3 23 9.7 1.6 19.8 20.7 17.3 14.0 23.6 | 3l.1
Warszawa 5.7 18.3 28.3 5.2 |...20.1 36.7 34.6 41.5 45.0 | 60.6
Katowice Eid 5.2 6.0 10.7 3.0 2.6 15.2 10.9 12.0 Bl 1
Bialvstok 5.0 0.3 0.7 0.0 e 1.9 3.1 0.6 3.1
Lublin 3.6 0.4 1.3 0.8 0.3 0.7 3.3 4.1 1.3 .1
Czestochowa 2.2 1.0 2.1 3.8 2.9 4.7 2.8 7.0 10,0 | 13.4




PRODUCT / MARKET PORTFOLIO

Geographic Market o [USSR -5 Scandinas 1a Benelux I UsA.C Tanal
Type of Product VOLUME; in %4
& tn thousand
MARKET 51ZE (in thousand) 40.0 44.0 13 1.4 1.3 1.6 I.1 0.7 0.6 1.0 1000
6. 800 T.500 480 L a6 oy 187 124 |03 165 | 7.000
Ciy Brex - I 3580 37.7 36.8 40 6 578 56.7 690 99 6.7 349
3.570 4350 177 83 |49 101 106 107 9333
" Tounng Holidays 12.3 1.0 5.5 33 0.8 s 13.2 g0 9.0 14.5 1.7
B36 825 26 5 Th o 25 14 1959
Counmsese Flolidavs I5.6 L 25 1.4 50 e | 36 40 40 0.6 93
1051 413 el i |8 13 ) | ] B
Mounzam Holiday 53 18 X il 98 J2.3 b3 1.0 L33 1.2 44
5640 133 35 ol o )2 7 AT
Lake & Torest Holidayvs 3.3 9 6.2 5 19 1.3 L.a g 1) LR e
a4 8 30 13 ¥ 3 2 o 174
Seaskez Holwdavs 19 02 1.1 7.1 18 i 3 ey} 0. .0 .3
129 |5 5 14 18 jeh f i ety |
Atinve plolidavs (Sports) 11 [ I 0.5 1.0 (T i 1.0 il i1 Ua 0y
7% e 1 0 1 " 2 0 114
Pilgnmase Tours? =4 3l ig 0. 1.y a9 4.0 .0 1.0 AT
163 133 1% 0 7 17 2 459
sz Dxeresr Holwdavs 39 1.5 435 1044 A by 6.3 Fi Ll
263 L Lt 26 k] ‘ 13
Businzes Tounsm *:
*husirsss visis g 15:5 12.5 23 18.3 ) 436 2.0
2108 LI63 0 i3 A3 £ &2
s canerences & exhibmons 4.1 94 X0 1.6 bl 39 2.0 4 1]
L5, L1 ] % fy ] il A
"other TuSness PUrposes 4.1 39 3:3 120 16 X 4,7 10
a7 a3 [ 23 10 - '3

Basea on the [nsttute or lourism Data

" As there was no such a category specified in the questionnaire under "Wav of spending time in Poland”, we use data on: "Tourism Motivation”. thus tizure do not

sum up to 100%.

Presented ®o data for [talv and Great Britain in 1992,
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GEOGRAPHICAL TARGET MARKETS FOR POLAND:

Criterium Fivcomnsimer | oseasan fiv Feslamd i 903 1 Witespip [y iesraly Brashe Priority
—  lunnizn i ilank
I' il ‘I & -‘I . ! l" FaT R e ‘I - ' 5 I i % B i"‘ “Irﬂll
"|'ar|=|:|: h.lﬂ_rl:l:' 11[:.,It_ll (RL0N] |-1 S A% S1ES RN ML "a.l'l.,t'!'\['ﬂ Iﬁ[ Lk nurs JwrT “;“'|!.l
Arrals {1 Tenpth ol Rartisd pot Isstprrel par
{ THEY) Rank Ll siay (LKD) aLind 1051 3G
Wl {ewvichi BE vk oank
Hank
Crermeny 425740 GHIHL R R Lh 11 63 00 1
| | 14 15 1 1
USA 1401 8 BIE: R CER] i1 51,311 i
0 ¥ 3 i L '
Greal Dritain 14 R [[HFH 71 470 %8 17355 |
- 1t 4 k] 1 12
e Metheiluinls 1801 | 5] T F I 4 1R I
5 5 1 12 12 5
Belgiumn T2 TR | 174 m i i
I3 1 1 | i 13 %
Ausiria 2119 ki 41 . 21 li. |
4 4 il 7] E R
laly 21,5 kL 4.9 TR 1l 17
1t in ] A 1 7|
CLISSI RI20.9 FAT 18 lean 11 I il
] i ¥ I £ ]
Frimie [ E 1] F LR iy 1% o IR 200 L]
(] i X N 11 i
Sweden 177.3 177.1 L3 pi Al | T I3 1
7 7 b b L f
Prenmark sy Fs, 3 54 i A% 1i 1l
11 1 7 i [ Y
Crech & Slovak L 188641 i | 33 i 13 i
epulilics 3 1 3 155 1 K
Finband 154 Y54 (B LA et li i
1% |= L4 € y
Camoda 1.3 B 10 el | 2 A R R i
L 15 | 2 11 4
Morway LI 7.7 i 136 3 Li. I
14 14 f In In !
IHungary 1605 bl % n (. 17 1 i
£ i I 11 1 R
Source: Institute of Tourism, W10
L. - less important as tourism gencrating markels
I PRIORITY GROLUP
UISA
GERMANY
GREAT BRITAIN
THE NETHERLANDS
AUSTRIA
I'TALY
i1 PRIORITY GROUIP Il MRIORITY GROLP
LISSR CANALA
FRANCE FINLAND

SWEDEN
DENMARK
HUNGARY

CZECH & SLOVAK REPUBLICS

NORWAY
BELGIUN
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OTHER MARKETS

JAPANESE TOURISM MARKET FOR POLAND
According to the WTO data Japan generated in 1993 above 4 million arrivals in Europe, Recorded level represented an average rate ol
growth of over 7% since 1985, Over the last decade, Japan raised the third fimportant spender on travel abroad in the world with
international tourism expenditure. Travel abroad ameng the Japanese population is still the lowest compared to olher major generating
countries, but the country is currently pereeived as important somrce market for Poiope and a soch should be tahen imto account in (tore
marketing plans for Poliad. The image of Polimd in Japan, wiech reltes to F.Chopin Mosic shoubd be maintained and properly maodified
toe altract more lourists.




TARGET MARKET CHARACTERISTIC

lolidays,
Pilgrimage/Relig
lous Tours &
Special Interest

IR
accommaodation;
famihiar with
Poland:;
Shoppers
Recreation &
I-ntertainment
Oriented

Geographical Type of Product | Tourism Demographic Description |
Market Bahaviour e T e a2
Age [Zducation Employment | Polish
ﬂl"tgil'l.
Germany Holidays: independent middle. middle cmployed
City DBreaks iravellers: older
Countryside longer stavs &
Touring short-breaks:
+ travelling by car:
Mountains,Lakes | hotels & private
& Aclive acconumodation:
Holidays familiar with
Special Interest Poland;
often shoppers,
VIR & visiling
place ol origin
Business Tours
f.USSR Holidays: package tours: VOUNECT, middle & cmployed
City Breaks - nights middle higher
Touring coming by train.
car or bus.
hotels (lower
standard);
Famihiar with
PBusiness- Pl
Fairs, Lixhibitions | olten shoppers &
& Conlerences VIFR
I Czech & Holidays: independent micdedle middle & cimploved
Slovak City Breaks travellers: basic
Republics Country mainly short-
Mountains hreaks:
Lakes travelling by car:
+ Aclive mainly private &
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Geographical

Type of Product

Tourism

Demographic Desceription

Markel Hahaviour TR R (P SRR T
Apge Lducation Employment | Polish
origin
Austria Holidays: independent middle & higher cmployed *
City Breaks travellers & wlder
Mountains package lours;
Seaside short-breaks
L.akes District mainly;
Special Interest coming by car:
nannly hotels or
private
accommodation
but also
camping;
Familiar with
Business Tours "oland:
Recreation &
Fntertamment
oriented
Scandinavia Holidays: independent: middle & middle & employed + -
City Breaks longer holidays older higher students
Touring & short breaks:
Mountaing travelling by
+ Seaside, lerry and car;
Special Interest | hotels:
& Active not very familiar
Holidays with Poland:
Recreation &
Entertainment
Oriented,
Culture & Art
Busimess Tours Oriented & VIR
Benelux Holidays: independent all middle & cmployed +

City Breaks
Touring
Mountains
b Seaside
& Special
Interest

Business | ours

travellers:

short breaks &
longer stays:
coming by car &
plane; hotels: not
very lamihar
with Poland:
Recreation &
“ntertainment
Oriented,

Culture & Arl
Oriented + VIR

calegories

higher

siudents
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Geographical

Type of Product

Tourism

Pemographic Desceription

Market Bahaviour T R T =3
Age I“ducation Emploviment | Polish
Origin
France City Breaks independent, yvoung & higher & emploved | *
Touring ivitation by eleder hasic | students
Pilgrimage/Relig | Polish middle
ious Tours Institution;
+ Mountains, lomger holidays
Scaside, Active (54): coming by
Holidays & car & planc:
Special Interest hotels: not very
Fumiliar with
Poland: Mixed
MMotivation
{ Recreation &
IEntertainment
Busimess Tours Chriented + VIR
(! & Place ol
Crigin)
Italy Mountain Individually via young higher students x
Haolidays travel agency &
lLakes & Forest independent:
Holidays coming by plane
& car: hotels:
Motivation;
Business Tours Culture &
| History
Great Dritain City Breaks, imdependent middle higher cmployed i

_.l_
Touring,
Countryside

Busmess Tours
(1) Fairs.
Lixhibitions &
Conlerences)

travellers &
individually via
travel agent + by
invitation:
coming by car &
plane;
hotels/molels:
Culture &
[listory Oriented
b VIR




Geographical
Market

Type of Product

Tourism
Bahaviour

e e ———— e ——

~Demographic Deseription

Age Lducation Emplovment | Polish
origin
LUSA/Canada Holidays: independent older & +

Cily hreaks
Touring
Muountains

3usiness Tours

13ased on the Insttute of Tourism Dala

lavellers &
individually via
agent;

long holidays
(14 +):

plane; hotel &
'R
accommuodation;
not familiar +
famihiar with
Poland; VIR &
Places of Origin
+ Recreation &
Lntertaimment
Orienled

iy

higher
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Priority Group: |
L‘ucus to: North American Incoming Tourism to Poland

larket Development Phase: Growing

s - 2 . 5 ' ] &
Main Scgments - Present & New | Lthnic Ciolden Ape el dsrs usinessmen

Main Producis - Present & MNew

CITY BREAKS X h X
| TOURING x b X

FEVENTS:

* Cultural Events X Y A

Il

i
|

SPECIAL INTEREST:

* Climbing
* Sailing

|‘ * Eco-Tours et ||

" Special Interest Clubs Members & Special Interest Magazines Subscribers

b e

=

Main Polish Competitors: Other Europe

IEmphasis on:
Long Haul Holidays & Packages: Lastern & Central Lurope
Contact with Trade
Partnership in Marketing with Air Lines (L.OT)
Leading Role of the NTICs in New York & Chicago
Marketing Mix:
Public Relation:
Tourism Journahists & Guide Writers Study Trips
Press Conlerences
Printed Materials:
_ Production (for identificd scpments) & Distribution via NTICs & other Representatives
Trade Marketing:
Fam-Trips & Seminars/Workshops lor Tour operators & Travel Agents
Consumer Marketing:
Tourisn Information Flow via NTICs & Other representatives (LOT, ORBLES cle,)
Mass Media Advertising
Special Events:
Polish Evenings & Other (Partnership with Polish Representatives Abroad - Lmbassies & Trade
Missions ete.)
Marketing Rescarch:

Market Analysis (1O7T)
Market Intelligence (NTICs, LOT & ORBIS OFFICES)
Other Surveys
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Priority Group: 1
Focus to: German Incoming Tourism to Poland

Market Development Phase: Developed

hMain Scpments - Present & | MNostalpic Ciolden ¥ oo ihic I healsbyy g M
M APy

PRapcinie asiineis

Mamn Products - Present &

New
CITY BREAKS X b ~ Y X
COUINTRYSHDE i i, N\

HOLIDAYS

TOURING HOLIDAYS b A A 2 x

SPECIAL INTEREST:
*Hunting 3
*Angling

*Polish Cuisine
ACTIVE HOLIDAYS:
*Sailing

*Canocing

*Cycling

-

P
A

Special Interest Clubs Members & Special Interest Magazines Subscribers
Main Polish Competitors: Czech & Slovak Republics, Hungary

Emphasis on:
Marketing Poland as Tourism Destination. but also regionally

LLmphasis to second and third holiday trip
(as the average German spends his main holidays in Spain and takes city break in Paris)

Altention to independent travellers mainly coming by car (via Automobile Club Association) &
(individual tourists coming via travel agents (inclusive tours)

Leading Role of the NTIC in Kiln
Marketing Mix:

Marketing Campaign (1994-95)

Public Relation:
Study Tours for Journalists (Press & TV) & Guide Authors

Trade Marketing:
Tour operators & Travel Agents Familiarisation Trips & Seminars
Marketing Representatives Network Development by NTIC, LOT & ORBIS
Sales Representatives Network Development by NTIC, LOT & ORBIS
Tourism Fairs (1T & other)
Trade/Sales Manual Distribution

Customer Marketing:
Tourtsm Information Flow via NTIC in Kéln
Customer Advertising (Press) - Partnership with Polish Tourism Trade

Special Livents:
Polish Evenings & Other (Partnership with Polish Representatives Abroad - Embassies, Trade
Missions cle.)




Marketing Research:
Border Crossing Survey (107T)
Monitoring & Market Intelligence (NTIC)
Other (i.e. Image Surveys)

Product Improvement Required:

Road Conditions & Information

Gateways IFacilities Development
Convenicent Infrastructure for Day-Shoppers
Value for Money

Customer Service Quality
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Priority Group: 1
Focus to: Great Britain Incoming Tourism o Poland

Market Development Phase: Initial

— e —_—
C—— g
e

Yoraulh

High

pram e == -

Mam Scgments Present & Crolden Age Fihnic Businessimen Hohbyist"

Mew

(independent
& youlh
package)

{package
[ours)

{independent
& package)

{largest)
{indepemdent
& mvialation)

Lducated, Top
{lnss SialT
(il pemdent)

Main Products - Mresent &
MNew

CITY BREAKS:
* Big Citics & X N X b Y
surrounding{ Warszawa,
Krakow)

TOURING: X b % »
* Main Tourist Altractions

COUNTRYSIDE X
HOLIDAYS

ACTIVE 1HOLIDAYS:
* Trekking & Climbing

L
b

* Waler Sports X X X
SPECIAL INTEREST:

* Angling S A A
* Ghiding h N A
* Adventure X hd X
EVENTS:

* Cultural & Art Fvents X X X x X

" Special Interest Clubs Members & Special Interest Magazines Subscribers
Main Geographie Segments: London. South East & Midlands
Main 'olish Competitors: Czech Republic & Hungary

Emphasis on:
Marketing Poland as Tourism Destination:
Change Bad Image of Poland ("Low Standard of Service & Lack of Attraction”)
Open NTIC in London (1994). Leading Role of the NTIC
Marketing Mix: ;
Marketing Campaign (1994-95)
. Public Relation:
Study Tours for Jourmalists & Guide Authors
Trade Marketing:
Tour Operator & Travel Agents Familiarisation Trips & Seminars  (aceording (o the
segmentation)
Tourism Fairs (WTM)
Consumer Marketing:
Good Tourism Information Flow - via NTIC London, POLORBIS TRAVEL L'TD London, LOT
Ollice London.
Printed Materials:

™ X i 1 . R e A ¥ - - 5 i '
Promotional Brochures Publication & Distribution (according 1o the scementation)

S




Marketing Research:
Border Crossing Surveys & Market Analyvsis (101)
Markel Intelligence (NTIC)
Other (e.g. on Image Surveys.on Competition)

Product Improvement Required:
Sport Factlity Development
Customer Scervice Quality
Fairs/Business Centres + Special Attractions for Businessmen




Priority Group : |
Focus to: Benclux Incoming Tourism to Poland

Market Development Phase: Initial

Main Segments - Present & New | Younger Hohbyises ™ Ciolden Ape Hisinessmen amilies™!
{independent,
Main Products - Present & New students)
CITY BREAKS X X o
TOURING X ht x
MOUNTAIN HOLIDAY S X
*trekking X

ACTIVE HOLIDAYS:
* sailing

X X . §
* canocing ~ X X
* horse riding X X X
* winter sporis X X
* cycling X X
SPECIAL INTEREST:
* Eco-Tours S
* Angling | x
* Giliding X

Special Interest Clubs Members & Special Interest Magazines Subscribers
" With special regard to Automobile Association Clubs & Caravans Owners

Main Polish Competitors: Hungary, USSR, Czech & Slovak Republies are regarded as more altractive by
Dutch Population.

Emphasis on:

Longer Holidays & Independent Travellers (Inclusive Tours)
Leading Role of the NTICs in Amsterdam & Brussels

Marketing Mix:

Marketing Campaign (1994-95)
Public Relation:
Study Tours for Tourism Journalists (Press, TV) & Guoide Authors
Trade Marketing:
Fam-Trips & Seminars/Workshops for Tour Operators & Travel Agents
Tourism Fairs
Consumer Marketing:
Tourist Information Flow via NTICs
Advertising (Press)
Printed Materials:
Marketing Drochures Design and Distribution via NTICs and Other Polish Tourism Oflices
Abroad (LOT,ORBIS)
Special Events:

Polish LEvenings/Days & Others (Partnership with Polish Representation Abroad)

*
I




Marketing Research:

Border Crossing Survey & Market Analysis (1071)
Market Intelligence & Monitoring (N11Cs)
Other (on lmmage Surveys, Competition)

Product Improvement:
Medium Standard Accommodation Development & Improvement
Camping Sites standard up grading
Sport & Active Tourism Facility Improvement & Development




Priority Group: 1

Focus to: Austrian Incoming Tourism to Poland

Market Development Phase: Growing

Main Segmenis - Present & New | Golden Agpe Busincssmen Hohbyisis " Fihnic Y oueer
ipackage tours) Cindependemt & | ¢independent)

Main Products - Present & New package tours)

CITY BREAKS X X X X
TOURING X X X
ACTIVE TOURISM:

* Sailing ' X b
* Canocing N bt
* Horse Riding X X
SPECIAL INTEREST:

* Eco-Tours X

* Gliding X

EVENTS: X

* Cultural Events X X X

" Special Interest Clubs Members & Special Interest Magazines Subscribers
Main Polish Competitors: Hungary, Czech & Slovak Republics
Emphasis on:

Short Breaks Trips & Third Holidays

Package Tours

Contacts with Austrian Trade

Leading Role of NTIC in Vienna (open in 1995), with support Trom CIUBES & LOT Ofces Abroad

Marketing Mix:

Public Relation:

Study Tours for Journalists & Guide Authors

News Lelter + Press Conlerences
Trade Marketing;

Fam-Trips & Seminars/Workshops lor Travel Agents & Tour Operators
Consumer Markeling:

Tourist Information Flow - NTIC & LOT. ORBIS Oflices
Printed Malerials:

Production & Distribution
Marketing Rescarch:

Border Crossing Surveys & Market Analysis (107T)
Start Market Monitoring & Intelligence (NTIC)
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Priority Group: 1
Focus to: Halian Incoming Tourism to Poland

Market Development Phase: Initial

Main Sepments - Present & New | Ethoie Yo oger Husinessimen I Heebslsy islsd Ciolden Ape
Citonp of

Main Products - Present & New Inmerest”

CITY BREAKS X X X

TOURING X X =

SPECIAL INTEREST:

* PHLGRIMAGE TOURS X h X

* Tlealth Oricnted Holidays X X

{future) A b

* hunting A b

* Eco-Tours X 4

EVENTS:

* Cultural Events X X -

ACTIVE NHOLIDAYS:

* Sailing X

* Canocing b

* Horse Riding

" Special Interest Clubs Members & Special Interest Magazines Subscribers or Church/Religious Communitics
Main Geographic Segments: North West & North East Haly
Main Polish Competitors: Hungary & Czech Republic

Emphasis on:
Inclusive Tours & Package Tours
Establish Contact with lalian Trade
Establish Contact with lalian Press/Media
Leading Role of the NTIC in Rome (open in 1995), with support from LOT & ORBIS Oflices Abroad

Marketing Mix:

Marketing Campaign (1994-95)

PPublic Relation:
Study Tours for Journalists & Guide Authors
News Letter + Press Conlerences

Trade Marketing;
Fam-Trips & Seminars/Workshops Tor Travel Agents & Tour Operators
Tourism Fairs

Consumer Marketing:
Tourist Information Flow - NTIC & LOT. ORBIS Olfices
Advertising (to limited extend)

Printed Materials:
Production & Distribution

Special LEvents:
Polish Evenings/Days cte. (Partnership with Polish Representation in Haly - Embassy & ‘Trade
Missions ete.)

|
* i




Marketing Research:
Border Crossing Surveys & Market Analvsis (101)

Start Market Monitoring & Intelligence (NT1C)
Other (Image Surveys)

S0




Priority Group: Il

Focus to: French Incoming Tourism to Poland
B

Market Development Phase: Initial Stage

Main Segments Present & | Younger Giolden Age Hobbyists " Businessmen Ethnic
New | (independent + (Package +

incividually via individually vin

agency) agency)
Main Products Present &
New
CITY BREAKS X ~ X x
TOURING X A h X
MOUNTAINS bt ¥
SPECIAL INTEREST:
*hunting
*angling bt
*PILGRIMAGE TOURS X

X X

ACTIVE HOLIDAYS:

| X
TSpecial Interest Clubs Members & Special Tnterest Magazines Subscribers or Church/Religious Communitics

Main Geographic Scements: Great Paris, North France
Main Polish Competitors: |

Emphasis on:
Inclusive Tours & Package Towrs
Establish Contacts with French Trade
Establish Contacts with Tourist Press
Leading Role of the NTIC in Paris with support from LOT & ORBIS Ollices

Marketing Mix:
Public Relation:
: Study Tours for Journalists & Guide Authors
News Letter + Press Conlerences
Trade Marketing:
Fam-Trips & Seminars/Workshops for Travel Agents & Tour Operators
Tourism Fairs
Consumer Marketing:
Touwrist Information Flow « NTIC & LOT, ORBIS Ollices
rinted Materials:
Production & Distribution
Marketing Research:
Border Crossing Surveys & Market Analysis (1071)
Start Market Monitoring & Intelligence (NT1C)

-I'JI
o |



Priority Group: 11
Focus to: Scandinavian Incoming Tourism to Poland

Market Development Phase: Initial

Main Segmems -Present & New | Younger Golden Ape Fthnic I Lol dsts " Businessimen

Main Products - Present & New

CITY BREAKS X . X X

TOURING X X X X

MOLUINTAINS h g
*Trekking X hY

SEASIDE: !
*Health Oriented Holidays X

SPECIAL INTEREST:
*Hunling X
*Angling .2

ACTIVE T11OLIDAYS:
*Horse Riding i
*Climbing X
*Winter Sports

o

" Special Interest Clubs Members & Special Interest Magazines Subscribers
Geographic Segments: Sweden - South & Great Stockholm, Denmark - Whole
Main Polish Competitors:

Emphasis on:
Longer Holidays (Summer & Winter)
Independent Travellers
Partnership with Ferry Lines
Leading Role ol the NTICs in Stockholm

Marketing Mix:
Marketing Campaign in Denmark (1994-95)
Public Relation:
’ress Conlerences + News Leller
Study Tours for Journalists (Press/TV) & Guide Authors
Trade Marketing:
Fam-Trips for Travel Agents & Tour Operators (according o the segmentation & 17100
specialisation)
Tourism Fairs
Consumer Marketing:
Tourism Information Flow via NTICs and other Polish Offices Abroad (LOT, ORBIS)
Advertising (to limited extend)
Printed Materials:
Publication & Distribution via NTICs & other Polish Oflices Abroad (1LOT. ORI3IS)
Special Events:

Organise in Partnership with Polish Fimbassies, Trade Missions cle,

"
=




Marketing Research:
Border Crossing Surveys & Market Analysis (1071)
Market Intelligence & Monitoring (NTIC)
Other




POLISH MARKETING REPRESENTATIVES ABI(
Polish Offices Abroad

GERMANY

National Tourism Information Centre

Kdoln

Polish Airlines LOT Ollices

Kdéln

Berlin
Frankfurt/Mein
Hamburg

Disseldor!

POLORBIS REISE UNTERNEINMEN GMBIH

Koln
Hamburg
Berlin
Stuttgart

AUSTRIA
Vienna

PPolish Aiarlines LOT Ollices

Vienna

ORBIS Foreign Information Centres

Vienna
Linz

GREAT BRITAIN

National Tourism Information Centre

London

Polish Airlines LOT Olfices

L.ondon
Manchester

ORBIS Forcign Information Cenlres

London

0}

JAD




SCANDINAVIA

National Tourism Information Centres

Stockholm

Palish Airlines 1L.OT Olhees

Copenhagen
Oslo
Stockholm
Helsinki

ORBIS Foreign Information Centres

Stockholm
Malmo

USA [/ CANADA

National Tourism Information Centres

MNew York
Chicago

Polish Airlines 1LOT Ollices

Chicago
Chicago, O'Hare
Los Angeles
Montreal

New York
Seaitle

Toronto

ORBIS Foreign Information Cenlres

New York
BENELUX

National Tourism Information Cenlres

Amsterdam
Brussels

Polish Airlines LOT Oflices

Amsterdam
Schiphol
Brussels

Brussels National

0l




ORBIS Foreign Information Centres

Amsterdam
Brussels

ITALY

National Tourism Inlformation Centres

Rome

Polish Airlines LOT Olffices

[Lome
Milan

ORBIS Foreign Information Cenlres

Rome

FRANCE

National Tourism Information Centres

Paris

Polish Adrlines LOT Oflices

Paris
Lyon

ORBIS Foreign Information Centres

Paris

02
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ORBIS Foreign Information Centres

Amsterdam
Brusscls

ITALY

MNational Tourism Information Centres

Rome
Polish Airlines LOT Olffices

[Lome

Milan

ORBIS Foreign Information Centres

Rome
FRANCE

National Tourism Information Cenlres

Paris

Polish Airlines LOT Ollices

Paris
Lyon

ORBIS Foreign Information Centres

Paris
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