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Baltikum-Tourismus-Zentrale in Berlin  

- Staff LV/EE/LT/GER

- created € 2,5 media value   

- Network partners: SAT1/ ADAC/TUI

- www.Baltikuminfo.de

- 09 Study German market

http://www.Baltikuminfo.de/
http://www.Baltikuminfo.de/
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www.baltikuminfo.de

Full size travel 

information platform

Keyword Rank Google 

Germany:

Baltikum 2

Fähre/ferry Baltikum 1

Riga Lufthansa 1

Anreise/travel to 

Lettland 1-3

Kreuzfahrt Baltikum 1

900 virtual guests a day



Seite 4

Source market Germany in figures

Statistics Latvia Q3 2009 guest nights

2008 – total 264.728 guest nights

Driving factores:

- Good traffic connection RIGA

- Strong awareness of round  

trip destination Baltikum

(BTZ Study - 95% experts    

say brand Baltikum

strenghtens the 

destinations LV/EE/LT)
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Potential German market: Germany in figures

3,5 mil tourists - potential perspectiv Baltikum 2009-2012: (FUR Analyse 08)

EURO 2012 - Poland will be door opener for German mass tourism to eastern

destination (travel pot. 20 mio 2009 - 12 FUR)

47,2 % more budget holiday spending - less 15,8% (ADAC Reisemonitor 2009)

One main holiday - German tourist will concentrate on the one main holiday. 

(48,5% ADAC Reisemonitor up 5,3%)

€ 1.005,- p.P. - average budget international main holiday (FUR 2008)
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Key results from the BTZ study 2009

Key target groups „round trip destination Baltikum“

- social experiencer

- concious discoverers

What are the winning values of the brand Baltikum?
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Target group „Social experiencer“



Seite 8

Top target group: „Social experiencer“

Who is the social experiencer: (65% of costumers of the BTZ)

Generation +55 - 75

Travels in couples or small groups

Loyal travellers (sustainable)

Prefers earthbound travel

Baltikum as social interactive experience

Social aspects are main focus

High envolvement before, during and after the travel

Open to experience countries and people
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Top target group: „Social experiencer“

What do the „social experiencer“ expect:

Authentic infrastructure

main focus nature experience

Local & rustic athmosphere

Regional food

Spending time with each other

Meeting people
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Top target group: „Social experiencer“

Activities:

- individual roundtrips

- mobilhome

- hiking

- driving motorcycle

- local activities

- good food
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Top target group: „social experiecer““

Travels in summer months

14 - 21 days

Travels in europe

ind. organisation of the travel

Holiday homes

Country holiday

Main focus: natur. Local food, social contacts 
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Key results values of the destination Baltikum 2009
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Target group „concious discoverer“ (20% BTZ)

Round trip Bus

Round trip: Modular packages
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Top target group „ concious discoverer“

Generation + 50 couples/singles no childeren

Collect culture experiences

Exploring a new world

Skips from destination to destination

Seaking control and security

Value/price sensible

Travelling as individual expression 
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Top target group „ concious discoverer“

Culture and history high lights as main focus

Comfortable accomodation four star

Luxury islands as a reward

Perfect & prof. organisation

German speaking information

Seaking for individuality
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Top target group „ concious discoverer“

May – September

9-14 days (compact experience)

Worldwide traveller

Pre organized bookings

Arrival by airplane

Bus tours

Special interest themes
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Key results values of the destination Baltikum 2009
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Thank you for your attention.

marc.burgdorff@baltikuminfo.de


