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A crowd-free Acropolis? It’s yours for €5,000

The world’s greatest attractions can be yours to enjoy in private - provided you have deep

pockets
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Venice is the first major city in the world to enact such a scheme. The €5 N i'fc‘o’,fx"e’é‘

(£4.30) charge, which comes into force today, is aimed at protecting the g anlomre S
Unesco world heritage site from the effects of excessive tourism by deterring
day trippers and, according to the mayor, Luigi Brugnaro, making the city
“livable” again.
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Destination Challenges
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Europe experiences up
to 700 million visitors?
each year

1 in 3 stays happen across Some destinations see
the continent in July and tourists outnumber locals

August alone? 1600:13

EUROPEAN 1 UN Tourism 2024
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COMMISSION 3 The Parliament Magazine, 2023



01
Behaviour Gap

There’s a disconnect
between traveller
ambitions and actions
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Audience Challenges

02
Overwhelmed

70% of travellers feel
overwhelmed when it
comes to sustainability?!

03
Language Barrier

Definitions and messages
don’t connect with
audiences

1 Expedia



Our focus

Travel

off-season

Escape the crowds, beat the heat and
enjoy a more relaxed, authentic and
affordable experience in a comfortable

climate.
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Go

offbeat

Escape the tourist hotspots, discover
new destinations, reveal hidden gems

and untold stories.

Take public, electric or people- powered
transport and get to the heart of Europe

faster and more direct.

Stay, shop and support local businesses
to better connect with cultures and
communities. Meet our makers and

creators, experience real life.



Our tone

Responsible travel:

Promoting behaviours that benefit visitors and
locals, while minimising negative impacts on
the environment and communities.
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Positive

We challenge perceptions to position

responsible travel as a benefit, not a burden.
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Emotive

We show the emotional impact of responsible

travel.

Directional

People are unsure of how to travel
responsibly, so we're always clear on our

advice
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( TRAVEL RESPONS

® Take the M6 metro in Paris for excl
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® For faster access to tho#b%ry Athens In fall
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Europe positions responsible travel as ‘unexpected
upgrade’ in bid to boost sustainable tourism
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The European Travel Commission has today launched a new campaign to drive more responsible
tourists to the continent, to counter challenges related to the large scale and limited spread of
visitors. The campaign encourages people to ‘travel responsibly to unlock an unexpected upgrade’,
promoting the benefits of visiting off-season, trying lesser-known, destinations, using green transport
and staying or spending locally.



Our audience

SHORTERTERM LONGER TERM

Specific traveller profiles, for example:
All-inclusive travellers
Business travellers

Free independent travellers

Those whose travel ambitions align with
the benefits of responsible travel

Raise awareness and introduce messaging Target specific industry challenges

Narrower themes, eg:

Try self-catering or B&B

Try multi-country trips

Stay longer

Regenerative tourism experiences

Broader themes, specifically:
Travel off-season
Go offbeat

Travel green
Love local




The benefits

Innovative and educational

Not the traditional destination marketing campaign

Unique in the tourism industry

Aligning with sector challenges and offering a new approach

Adds significant value and complements well NTOs efforts

Without competition or duplication of activities

Benefits all stakeholders equally

Big or small without favoritisim

Easily adaptable
Supporting a top-down approach

(TRAVEL RESPONSIBLY)

UNLOCK AN
UNEXPECTED
UPGRADE
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Thank you
for your
attention
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Miguel Gallego
Head of Marketing
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miguel.gallego@visiteurope.com
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