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Online developments & challenges

Rencontres Etourisme 2019 | Nico Mulder
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Mission statyement

We contribute to a liveable, attractive and
prosperous Amsterdam Area

By building the reputation and guiding
inhabitants, visitors and businesses, in co-
creation with our 1,100 partners

Where economic development is not at the
expense of the quality of life.



Target groups

Companies & Talent
Corporates, startups,
Social entrepreneurs,
Real estate investors,

talent, MICE

Inhabitants
Amsterdammers, knowlegde
workers, newcomers

Visitors
Domestic and international,
first time and repeat




Local challenges



Overnight stays Amsterdam-Area-Netherlands
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2015-now- this is what success can look I|ke (too)
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Challenges

= Affordable housing

= Sustainability
= Inclusiveness
= Mobility

Crowdedness




Developments &
challenges



Sustainable/eco tourism
Video / VR / AR
Humans have multiple roles

Robotics, automation, Al



Customer experience



Customer journey

Awareness Reputation Consideration




Importance of data
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Bewoners

Bezoekers

Gemeente
Amsterdam

Ambitie

s vinden A een prettige
stad om te wonen, voelen zich verbonden
met en zijn trots op de stad

Bewoners van Amsterdam maken
gebruik van het cultureel
aanbod in de stad
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Binnen- en bui
hoge waardering voor Amsterdam en de
MRA als recreatieve bestemming
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Binnen- en bui (herhaal)b k

maken, verspreid over het jaar, gebruik van
aanbod en voorzieningen buiten de drukst-
O o BRI derd

centrumg { o

Pijp en Museumplein)

maken preid

over het jaar gebruik van aanbod en voor-
zieningen in de MRA
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Indicator

Verbondenheid met de stad

Gevoel van trots op de stad
Tevredenheid met de buurt

Gebruik van het culturele aanbod
in de stad (minimaal 2x per jaar)

Bestedingen van binnen-
en buitenlandse bezoekers

Aantal buitenlandse herhaalbezoekers
ten opzichte van bezoekers die de
eerste keer komen

Mate waarin binnen- en buitenlandse
(herhaal)bezoekers gebruik maken,
verspreid over het jaar, van aanbod
en voorzieningen buiten de drukst-
bezochte centrumgebieden

Mate waarin buitenlandse bezoekers
verspreid over het jaar gebruikmaken
van aanbod en voorzieningen in

de MRA

Ambities

Doelstelling 2020

85%
79
75
80%

+1,5%
(t.o.v. 2016)

45%

+25%
(t.o.v. 2016)

+26,5%
(tov. 2016)

Rol AM

Bewoners gidsen door het
diverse aanbod in Amsterdam

Bewoners gidsen door het
cultureel aanbed in de stad

Binnen- en buitenlandse bezoekers
gidsen door kwalitatief aanbod in
Amsterdam en de MRA

Bezoekers gidsen richting aanbod
en voorzieningen buiten het centrum,
de Pijp en Museumplein

Binnen- en buitenlandse bezoekers
gidsen naar en door de MRA

z

dam Marketing

Middel’

iamsterdam.com (Nederlandse en
Engelse bewoners), Uit in Amsterdam-
Facebookpagina, Instagram, Uitmail,
Uitkrant, A-Mag (buitenlandse bewoners)

Last Minute Ticket Shop (LMTS), iamsterdam.
com/uit (culturele uitagenda), Uit in
Amsterdam-Facsbookpagina, Uitmail,
Uitkrant, A-Mag (buitenlandse bewoners),
Uitmarkt, Uit in Amsterdam, website
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M.com en iar \.com/nl,
iamsterdam-Facebookpagina, Instagram,
Uitkrant, A-Mag (buitenlandse bewoners),
citymaps, Citycard, publicatie na persbewer-
king, iamsterdam visitor centres, vestigingen
en online

iamsterdam.com/visiting en iamsterdam.nl
(Nederlandse bezoekers) (content buiten het
centrum), iamsterdam-Facebookpagina, In-
stagram, Uitkrant, A-Mag (buitenlandse be-
zoekers), citymaps, publicatie na persbewer-
king, iamsterdam visitor centres, vestigingen
en online, o.a. buurtencampagne

iamsterdam.com/visiting en iamsterdam.nl
(Nederlandse bezoekers) (content buiten
het centrum), iamsterdam-Facebookpagina,
Instagram, A-Mag (buitenlandse bezoekers),
citymaps, publicatie na persbewerking,
iamsterdam visitor centres, vestigingen en
online, Campagne ‘Amsterdam Bezoeken
Holland Zien*




Real-time insight in visitor behaviour

Before - orientate While in the city




Build reputation



How to build reputation?

= Based on uniqueness of city | .
Choosing and targetting X
First reach, then influence T R T L B e e

Storytelling by abssadors and influencers
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Storytelling

Online
(site & social)

Storytelling

(Video, Photo, Text)

Face to face
(conferences
hospitality)

Offline
(Print & Press)




bore Y4l of ol '.‘e

1)

Your Wlnter T

cLass 2

1

AMSTERDAM
& REGION

I am
city card

LAND  AUTHENTIC
. .. HAARLEM



Impossible d'afficher Image. Votre ordinateur manque peut-étre de-mémoire pour ouvrir 'image ou I'image est endommagée. Redémarrez l'ordinateur, puis ouvrez  nouveau le fichier. Si le x rouge est toujours affiché, vous devrez peut-étre supprimer limage avant de la réinsérer.
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Tamarin Hannon | have been on 3 of Jennifer's

tours- check out her company- not to be missed!
Like - Reply - 11w /

@ Irit Roman Love The Netherland.

Like - Reply - 11w

2 View 2 more replies

@ | amsterdam Irit Roman let us know when
you are coming. Hope to see you soon in
Amsterdam!

Like - Reply - 11w

Take a local tour of Westerpark ) Like () Comment [ Share @~ oo

@ | amsterdam Qo ‘e, 846  61comments 162 shares

Rashida Strayhorne ' | see you Jennifer Tosch
VLJ &8989 Love the commercial. I'll be in

contact with you soon.

Reply - 9w /

16K views - about 3 months ago - & Anil Kathpalia Very nice
Follow Jennifer Tosch, owner of Welcome to Black Heritage Amsterdam Tours, as she explores Westerpark's coolest spots to Like - Reply - 11w
eat, drink and shop. 2%

G Mminhnlia | afths Tha rhannlatas lal
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Guiding smarter






Cultural guidance: chatbot

oochem
e Goals?

= Right suggestion, at right moment, for right person

= Shorten journey, enlighten stress of choosing, increase
conversion and cultural participation

How?
= Including cultural offerings from Amsterdam Area too

= Combine AI machine learning and social media profile to
optimise and personalise suggestions

Who?

= Young, creative and experimental customer, looking for
new and exciting stuff to do

DU SCREEN RECORDER



Boosting visitor convenience (& gathering data)
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AMSTERDAM
BEACH

Zandvoort aan Zee,
kilometres of pristine
and sandy beaches



Cross media platform campaigns
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10 spring day trips from Amsterdam
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Spring in the Amsterdam Area 2 i | " ; . ﬂ
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the 360"
view
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Hera's sur selection of 10 unmissable spring highlights

T s

Fall in love with Amsterdam's flowers




From orientation to visit
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DAY TRIP FROM AMSTERDAM TO THE BEACH

ay trip from = -— AMSTERDAM

Amsterdam GION

ta the

In 2018 more than 25% of all
international visitors also visited
the Amsterdam Area

(In 2011 it was 18%)
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Businesses & conventions

A city of enterprise

n 1 amsterdam

SAmsterdam's

tion with Nissan Motor Corporation. &

| Almere & Lelystad
& Aflordable moder bousing
A gt @ The opx = home
Alkmaar, 8 Goam forfombe
== @ Bergen
& Hoorn
SR — 2.
° Umond, &
Zandvoo e
: Zaanstreek
A we & Castricum --—.... & Waterland
i .Almm | Work and Lei
e Haarlem & e & Lolystad . G Fa—.
® {icomstede ° m‘“’“"‘
@ stelveen
- & Diemen
H:::l;mw;;. % -
@ Aalsmeer - zacu
& Uithoorn = o:;;‘:omoo‘ Jg
~”\ poely i
A e & Vechtstreek
Map it Out // Plan your journey in the Amsterdam Area




Thick data



General top 10

Anne Frank House

Van Gogh Museum

Rijksmuseum

Canal District

Red Light District

Visits a museum (79%)

First time: Van Gogh, Rijksmuseum, Heineken, Anne Frank House

Repeaters: Tropenmuseum, Museum of Bags, Hermitage, ARTIS ZOO




Our quality visitor?




Primary target: Liam & Robin

= Male visitor (mostly in groups)

= 18-34 years

=  From: NL, UK

= Reason to visit: go out, drink, clubbing, pubcrawl,
bachelor party

= Focus areas in city: Red Light District, Rembrandtplein,
Leidseplein

=  Accommodation: 0-3 star hotels + hostels




OUR FRAMEWORK

This is a public task and above all it needs to be effective

Once at the red light We know who to Every weekend is a Resu;lents are
- expecting us to do
district we are too late reach new one .
something
Create impact before Apply smart targeting Make sure we are

Be always on

arrival (young men) seen to be active




Full customer journey

o am w - Hazes hoort thuis in de

21 Reasons Why You Should Put kroeg
‘An?s'e»r-da‘m ORI R P - BU RSTI NG Na een ;J:ﬁw l:\-iﬁ':{:‘is IIT’:M ilv:%v-fcnt:fta: 'ie sms':laplz:l;n kmé.
Zingen. Maar Krab jezelt wel even achter je oren voordat je Bloeg,
) FOR THE LOO? "
F

OEE OO DN O
BOOZE & - André Hazes dus achter in de kroeg
HERE'S WHY ARTER?

AMSTERDAM

BELONGS ON YOUR

zweet en tranen begint te lallen op straat, want voar

(geluids)overlast kun je een boete van €140 krijgen. Beter laat je

"Vergeet niet r ook gewoon mensen wonen in Amsterdam.
Geef ze eer de ruimte!" - Floris & Bart

ENJOY & RESPECT




Full customer journey
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ENJOY & RESPECT




Th :ternational edition v
Guardian

Amsterdam gets tough on antisocial
behaviour from tourists

Results

City’s popularity with stag parties prompts hefty on-the-spot fines
aimed at young British and Dutch men

Over 200K media value
Over 100.000 reach on social (NL+UK)

Recognises the campaigh & message:

UK: 52%
NL: 41%
More aware causing nuisance is not allowed: i coptar ot giﬁ%‘fi&ﬂ!ETEST-?S;-fﬁiﬁi‘l‘f,’&l’im.
Het Pari)ol HOME AMSTERDAM OPINIE STADSGIDS
UK: 45% '
. Amsterdam start
NL: 24% campagne tegen

Wasn't thinking about it beforehand, did after seeing campaign: ndtergedrag octiston

UK: 22%
NL: 16%




Learnings



Learnings

= Try. Fail. Learn. Try again.
= Not more data, but what kind & how to use?
= Look at it from a holistic perspective

You can not do it alone: cooperate
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Merci beaucoup!

Nico Mulder | nicomulder@gmail.com | +31-6-34021350
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amsterdam&
partners




