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Where do we come from and what did the future look like?

44 million visitors 2018

60 million visitors 2030

Source: Inbound Tourism 2018, NBTC NIPO Research



Campaign Planning for DMOs 
of Different Budget Sizes: 
What Worked, What Didn’t & Where 
the Money’s Going Next Year 

First Lastname
Company NameBenefits and 

burdens are in 
balance, more 
benefits from 
tourism than 
burdens;

Accessible and 
achievable: 
easily 
accessible 
cities and 
regions;

All of the 
Netherlands is 
attractive: put 
more cities and 
regions on the 
map as attractive 
destinations;

Sustainability is a 
must: a living 
environment with 
less waste and 
pollution;

A hospitable 
sector: the 
Netherlands as 
a welcoming 
destination

5 strategic pillars of Perspective 2030 and HollandCity

 Tourism is no longer a goal in itself, but a 
means to achieving a goal:



Campaign Planning for DMOs 
of Different Budget Sizes: 
What Worked, What Didn’t & Where 
the Money’s Going Next Year 

First Lastname
Company Name

HollandCity

● Emphasise short travel distances

● All of The Netherlands is interesting



Campaign Planning for DMOs 
of Different Budget Sizes: 
What Worked, What Didn’t & Where 
the Money’s Going Next Year 

First Lastname
Company Name

Everything within appr. 
1,5h reach by public 
transport
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Make people fall in love with (Holland) Stories
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Involve people in your content 
Show how people deal with the current situation

http://www.youtube.com/watch?v=p-2J8-Uq9L4
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Key learnings and recommendations 

COVID-19 as an opportunity, rather than a threat
Use the current situation as an opportunity and don’t change overnight your strategy. 
Educate people in how they can travel responsibly (both with regards to health but also 
in ways ways of travel). 

Involve people/your target audience  in your mission
I.e. Influencers that want to go to Amsterdam after a trip you organized to show the 
country beyond Amsterdam. Make them part of your mission: do you want to be part of 
the problem OR be part of the solution?

Content by people for people
Make tourism accessible to citizens and let them be part of your mission. Don’t have the 
illusion that you can do it on your own as an organization. Start a movement and involve 
them by activating them 


