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Dear members, partners
and friends of the DTV,

With these facts a1 figures, we are providing you with an exciting compendium and taking
a closer look at tourism over the past year. The results are impressive and I am very pleased to
see how well and quickly German tourism has recovered after the pandemic years. But what exactly
is behind these successful figures? And what are the individual developments? We provide you
with the well-founded answers.

However, the world of tourism is not just about numbers. Tourism means relaxation, health,
culinary delights and, above all, peaceful encounters between people, no matter where they come
from. Tourism fundamental democratic values such as openness to the world, tolerance and
diversity. German tourism lives these values and demonstrates a clear attitude. We will continue to
help shape the future with this claim.

Yours sincerely

O

Reinhard Meyer
President Deutscher Tourismusverband e.V. DTVE 2



Would you have thought so?

Germany in 2nd place among Germans' dream destinations’

USA 8,9 %
Germany ltaly

Spain Australia
Greece Norway 6,3 %
Maldives

Austria New

Zealand

25%

*TOP 10 by country, representati jed 14 and over (n=1,016), question:

"Please imagine you had won a v; 2 ffedehoice of destination and full coverage of costs
(including travel, accommodation, i 5 country/region/place would you choose?"

Source: DI Tourism Research (20 s 5 %
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Overnight stays: Second best result in history

Development of guest arrivals and overnight stays since the start of all-German statistics”

495,6

4871

318,4
Overnight stays
million

Guest arrivals
million

*The figures up to 2010 refer to accommodation establishments with 9 beds or 3 or more parking spaces, from
2011 onwards to establishments with 10 beds or more parking spaces

Source: Federal Statistical Office (2024) Tourisminm 4



Domestic tourism slightly above pre-crisis level

Balance sheet in accommodation establishments with 10 beds or more or parking spaces

487 . 1 million overnight stays +8.1 % compared to 2022

Foreign guests

89.9
milion 32,0 million
31.0 million
68.1
million

80.9 million

2019
2020
2021

2022
2023

Domestic guests

405.7 million

270.3 million
279.2 million

382.6 million
406.2 million

1 83 . 3 million guest arrivals +12.4 % compared to

2022

Foreign guests

39.6 million
12.4 million
11.7 million

Source: Federal Statistical Office (2024)

2019
2020
2021
2022
2023

Domestic guests

151.4 million
85.7 million

85.1 million

134.6 million
148.5 million

Tourisminm 5



All federal states up

Change in overnight stays compared to 2022 in accommodation establishments with 10 or more beds or pitches

Schleswi -H$I§t_ein
+1,3%

Meck]enbufg-Wéstérg Pomerania
' +1.A

']y
Saxo

halia

Rhlneland Palatm. .

Source: Federal Statistical Office (2024)
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Overnight stays per federal state

Overnight stays in accommodation establishments with 10 or more beds or pitches

Bavaria
Baden-Wiirttemberg
North Rhine-Westphalia

Lower Saxony
Schleswig-Holstein
Hesse
Mecklenburg-Western
Pomerania

Berlin

Rhineland-
Palatinate

Saxony

Hamburg
Brandenburg
Thuringia
Saxony-Anhalt
Saarland

Bremen

Source: Federal Statistical Office (2024)

100.3 million

Tourism to Germany 7



Major cities with the most overnight stays

Overnight stays and changes compared to 2022 in accommodation establishments with 10 or more beds or pitches

Diisseldorf
+26.8 % 5.4 million & Cologne
6.6 million +17.0
%
Frankfurta. M. @
+20.3 % 10.4 million

Stuttgart @
+22.8 % 4.1 million

Source: Statistical offices of the federal states (2024)

@ Hamburg

15.9 million +8.4 %

Berlin
29.6 million +11.5 %

3 8Leipzig L Dresden

o ® 4.4 million +157 %
million

+13,6 %

® Nuremberg
3.5 million +15.0 %

@ Munich
18.6 million +16.3 %

Tourism to Germany 8m



Camping: Second record year in a row

Development of guest arrivals and overnight stays since the start of all-German statistics”

42,3

246

Overnight stays
million

Guest arrivals
million

*The figures up to 2010 refer to campsites with 3 or more pitches, from 2011
onwards to campsites with 10 or more pitches
Source: Federal Statistical Office Tourism in Germany 9m



Vacation home market in Germany

More than 80 percent of vacation apartments and houses are not statistically recorded’

Vacation accommodation beds

2.619.802

commercial rental private letting

*The official accommodation statistics include accommodation establishments with 10 beds or more.
The study looks at the market as a whole, including privately vacation rentals.
Source: Deutscher Ferienhausverband e.V. (2024): The vacation home market in Germany - volume

and economic importance Tourism in Germanym 10



Expenditure higher than ever before

Volume of vacation trips by Germans in Germany and abroad 2019-2023'

Travel Travelers

million million

2019 2020 2021 2022 2023 2019 2020 2021 2022 2023

*Vacation trips (lasting 5 days or more) of the German-speaking resident population aged 14 and over
Source: Forschungsgemeinschaft Urlaub und Reisen e.V. (2024): Travel analysis 2024

Expenses
in€

2019 2020 2021 2022 2023

Travel behavior of Germansml
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Vacation travel budget settles down

Share of vacation travel expenditure in annual net household income 2013-2023'

1% 1%

6,3 %
59 %

7%
1%

1 L L L L L | L
2013 2014 2015 2016 2017 2018 2019 2020 2021

*Vacation trips (lasting 5 days or more) of the German-speaking resident population aged 14 and over
Source: Forschungsgemeinschaft Urlaub und Reisen e.V. (2024): Travel analysis 2014-2024

L 1
2022 2023

Travel behavior of Germansm 12



Foreign travel continues to
increase

Development of vacation trips at home and abroad 2019-2023"

Domestic

22.8
million 20.2 million

18.7 million 178

million  14.3 million

*Vacation trips (lasting 5 days or more) of the German-speaking resident population aged 14 and over
Source: Forschungsgemeinschaft Urlaub und Reisen e.V. (2024): Travel analysis 2024

Abroad

mi 49.3 million®0-7 millon

34.9 million

27.7 million

2019 2020 2021 2022 2022

Travel behavior of Germans m13



Germany remains the number 1 travel destination

The most popular vacation destinations for Germans in Germany and abroad in 2023

Top 5 worldwide

Germany I 220 %
Spain ltaly I 144 %
Turkey W 82%
Croatia [ ] 82%

] 45 %

Top 5 Germany

Bavaria I 207 %
Schleswig-Holstein I 194 %
Mecklenburg-Western Pomerania - 135%
‘ Lower Saxony B 10,3 %
Domestic  Abroad Baden-Wiirttemberg I 96 %

*Vacation trips (lasting 5 days or more) of the German-speaking resident population aged 14 and over
Source: Forschungsgemeinschaft Urlaub und Reisen e.V. (2024): Travel analysis 2024 Travel behavior of Germans m14



Still fewer short breaks than in 2019

Volume of short vacation trips by Germans in Germany and abroad 2019-2023'

Travel Travelers Expenses

million million in€

87,2

271283 31,4309

27,0272

2019 2020 2021 2022 2023 2019 2020 2021 2022 2023 2019 2020 2021 2022 2023

*Short vacation trips (2-4 days) of the German-speaking resident population aged 14-75 Source:
Forschungsgemeinschaft Urlaub und Reisen e.V. (2024): Reiseanalyse 2024 Travel behavior of Germans m15



Around three quarters of short breaks remain in Germany

The most popular short break destinations for Germans in Germany and abroad in 2023

Top 5 worldwide
Gemeny I, 7

Austria 44 %
Netherlands 35%
France 21%
Spain I 2,0 %

Top 5 Germany

Bavaria I 149 %
Berlin B 117 %
North Rhine-Westphalia Il 108%
Hamburg W 80%
Domestic  Abroad Baden-Wiirttemberg W 76%

*1st - 3rd short vacation trip (2-4 days) of the German-speaking resident population aged 14-75 Source:
Forschungsgemeinschaft Urlaub und Reisen e.V. (2024): Travel analysis 2024 Travel behavior of Germans m16



The German vacation begins with the drive

Germans' main means of transportation for domestic vacation trips’in 2023

3 % &

173

Railroad

73 %

Bus

1% Q

Airplane

5% q

PASSE
NGER
CAR

Motorhome/caravan

2%

*Domestic vacation trips from one overnight stay and 50 km from the place of residence, due to rounding

the sum of the individual values deviates from 100 %.
Source: Consumer Panel Services GfK 2024 (ed.): DestinationMonitor Germany 202%

Other means of transportation

Travel behavior of Germans m17



The hotel is the most important vacation
accommodation

Type of accommodation for vacation trips by Germans in Germany in 2023°

5%

5%

Pension

Other type of accommodation

10 %

3 %

Tent, camping, caravan,
motorhome

%

7%

Privaté with acquaintances,
own property

23 %

Vacation apartment, vacation
home

*Domestic vacation trips from one overnight stay and 50 km from the place of residence
Source: Consumer Panel Services GfK 2024 (ed.): DestinationMonitor Germany 2023

Apartment-, Bungalow-,
Club facility

47 %

Hotel incl. inn,
Motel, Lodge

Travel behavior of Germans m18



Sightseeing has the edge

Top activities of Germans on domestic vacation trips in 2023’

57 %

Visit places of interest Go for a walk
in the countryside 56 %
Enjoying typical food/drinks Spending time
with the family Hiking

Visiting events/events Visiting
museums/exhibitions Activities on/in/by the

water

Visits to adventure facilities (amusement parks)

*Domestic vacation trips from one overnight stay and 50 km from home (multiple answers possible) Source: Consumer
Panel Services GfK 2024 (ed.): DestinationMonitor Deutschland 2023 Travel behavior of Germans m19



Tourism-related environmental effects in Germany

Energy consumption and greenhouse gas emissions 2019

Energy consumption for the production of tourism-related
goods and services in 2019 amounted to
298,824 terajoules. This corresponds to 3.3 % of
the
German final energy consumption. The majority was accounted for
by aviation services, followed by restaurant, road, local transport and
accommodation services.

Source: Federal Statistical Office (2021): Current data on the tourism industry, importance and
sustainability. The figures refer to the year 2019.

The production of goods and services in the tourism

industry in 2019 caused

Greenhouse gas emissions amounting to 24.6 million tons

CO2 equivalents. This corresponds to 2.6 % of domestic

Greenhouse gas emissions. Transport services accounted for a large
proportion of emissions.

Sustainability m20



Sustainability has a high priority

Attitude of Germans towards sustainability when traveling (2014-2024)

Social sustainability Ecological sustainability

My vacation should be as ecologically
compatible, resource-conserving and
environmentally friendly as possible.

My vacation should be as socially as
possible (.e. fair working conditions and respect
for the population).

Ecological and social sustainability

Both aspects are important.

62 %
48 %
43 %

38 %

31%

28%

| | } | | | | } | | |
2014 2015 2016 2017 2018 2019 2020 2021 202 2023 2024

*Persons in the German-speaking resident population aged 14 and over
Source: Forschungsgemeinschaft Urlaub und Reisen e.V.: Travel analysis 2014 to 2024; Forschungsgemeinschaft

Urlaub und Reisen e.V. (2023): Sustainability in vacation travel: Awareness and demand development and their influencing factors
(funded by the UBA with funds from the BMUV)

Sustainability m21



Sustainability: Relevance for travel decisions

Selected indicators for the sustainability of vacation and business trips’

o2 compensation for arrival and departure or stay Accommodation or tour operator with a
in% special eco-label or sustainability label used
in %
22 22
14 13
1
8
6
2018119 202122 2022123 2018119 2021122 2022123

Vacation trips Business trips

Continued on page 22

Source: Forschungsgemeinschaft Urlaub und Reisen, FUR e.V. (2023): Sustainability in vacation travel: and demand
development and their influencing factors Sustainabilitym 22



Continued from page 22

Sustainability was the decisive factor in the
decision between otherwise equivalent
offers
in %

2018/19 2021/22 2022/23

Vacation trips

Sustainability was - among other things - an aspect
in the design of the trip

in %
30
29 28 28
25
2323 >
21
2018/19 2021/22 2022/23

Business trips

*Short vacation trips (2-4 days) and overnight business trips of the German-speaking resident population aged 14-75, vacation

trips (from 5 days duration) of the German-speaking resident population aged 14 and over

Source: Forschungsgemeinschaft Urlaub und Reisen, FUR e.V. (2023): Sustainability in vacation travel: and demand

development and their influencing factors

Sustainabilitym 22



Tourism as an economic factor in Germany

Key economic figures for 2019

2.8 million people were directly in tourism
in Germany in 2019.

That s 6.1% of the total workforce in Germany.

In addition, 1.3 million people indirectly employed
in tourism. This means that in 2019

4.1 million or 9 % of the workforce on tourism.

Domestic tourism in 2019
123.8 billion euros. This corresponds to
3.99 % of Germany's gross value added.

Including indirect tourism production, tourism-related gross value
added increased to EUR 216.2 billion or 6.96%.

Source: Federal Statistical Office (2021): Current data on the tourism industry, economic importance and

Sustainability. The figures relate to 2019.

Economic factor & quality of lifem 24



Positive effects of tourism

Perceived positive effects on own place of residence - approval ratings of locals”

Brings in tax revenue 59 %
Promotes the image/reputation

Cultural exchange with guests is valuable
Wide range of restaurants and cafés

Ensures investments

Contributes to the maintenance/expansion of the transport
infrastructure

Social aspects Economic

Contributes to the preservation of local culture

0, .
Creates attractive jobs 37 % aspects Ecological

C ) the o of public transport aspects

Contributes to the beautification of the city/townscape

Continued on page 26

Source: DI Tourism Research (2023): Quality of life study federal government and federal states 2022 Economic factor & quality of life m25



Continued from page 25

More leisure activities 33%
Promotes local supply Increases the
standard of living

Contributes to the preservation of natural areas

Contributes to the protection of flora and fauna

Social aspects Economic

aspects Ecological aspects
*Hybrid survey of the German-speaking resident population aged 16 and over (n=11,950), survey wave May - August 2023; T
question: "We have listed various statements on tourism below. indicate to what extent you agree with these statements in

relation to [place of residence] in the current situation."; The top 2 box values "strongly agree" and "agree" are shown in
each case.

Source: DI Tourism Research (2023): Quality of life study federal government and federal states 2022 Economic factor & quality of life m26



Einfach, weil’s wichtig ist. E RGO

Marketing information

Safe on the road.

With Germany travel insurance.

Good reasons for your guests:

¢ Comprehensive cover for all important risks before and during
the trip

¢ Simple insurance conclusion via many booking channels

¢ Easy to understand insurance conditions

Good reasons to be a host:
¢ Optimal rounding off of your guest service
* Protection against possible loss of revenue in the event of cancellation

* Reduction in legal costs in the event of cancellation, as there are
no more goodwill

Further information under: * Additional source of income through attractive commissions

www.erg



http://www.ergo-reiseversicherung.de/deutschland

DB

Affiliate marketing
with the railroad

By turning your website visitors into rail travelers, you
not only ensure a climate-friendly journey, you also
receive a commission from us for the booking you
arrange.

This is very easy via DB's affiliate marketing
programs. By participating in the

DB affiliate program via awin.com, received

You have access to links and graphic advertising
material that you can easily integrate on your travel
page or in other suitable places on your website.

More information and the link to register at
www.bahn.de/partnerprogramm/
affiliate overview



http://www.bahn.de/partnerprogramm/

DTV »

We make tourism strong. In ol sverband
Germany.

The German Tourism Association (DTV) has represented the interests of the tourism
organizations of the federal states, regions and towns in Germany since 1902. Its primary
objectives are to strengthen tourism as an economic factor and to develop a needs-based tourism
infrastructure and forward-looking, sustainable quality tourism in Germany. The DTV represents
the interests of its members vis-a-vis politicians and authorities, initiates projects, promotes

exchange and networking within the industry and further develops tourism quality systems.
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