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With Perspective 2030, we underlined the importance of the
development of the Netherlands as a destination and the need to
work on this with an integrated approach. Since then, we have
been working together towards a country where life is good - for
residents, entrepreneurs and visitors. A country where everyone
benefits from tourism.
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The Covid-19 pandemic showed how topical the principles of
Perspective 2030 are. But also that reinforcement and
acceleration are necessary. Work in progress, in other words.
Fortunately, the consensus is greater than ever before. Together,
we are constantly choosing the right course along the way.
Because we work together in the interest of a vital destination;
also for generations to come.
The resulting priorities were translated by the NBTC team into
programmes, which we will introduce later on. These
programmes are being developed into concrete projects with
clear goals. Not on our own, but very much together. With the
sector, with partners from other domains. With you.
You will encounter us even more often as a result, also in networks
where you might not expect us to be. But always where we make
a difference for the Netherlands as a destination.
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With this publication, we are reaching out to you, even if we have
not worked together before. Do you feel the same level of
inspiration or urgency, or are you pursuing the same objectives as
one or more our programmes? Then get in contact with one of our
colleagues. We are always glad to make new partnerships.
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Eindhoven

Together, we can create the movement that the Netherlands
needs and above all that the Netherlands deserves!
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Ernst Wagensveld
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Who we
are and what
we do

Valuable exchange
Our country is characterized by an open and resourceful society.
One with valuable encounters between residents and visitors, both
tourist and business. Our country offers visitors an environment
in which they can be themselves and feel at home. In turn, they
contribute to employment and good amenities. A healthy visitor
economy also helps to solve societal issues. For example, the
preservation of cultural heritage, lively city centres, and vital rural
areas. Visitors contribute to a pleasant environment for living,
working and recreation. And that, in turn, attracts investment and
talent. In this way everyone benefits.
Destination in balance
Although visitors bring something beautiful, they sometimes also
cause unwanted crowds and nuisance. In some places, there are
too many people at the same time, while in other places we want
to welcome more visitors. And we might want less of one type,
while we would like to welcome more of another type. The trick is
to find a better balance. By spreading the visits more evenly, and by
coordinating the visits with each other. The right visitor, at the right
place, at the right time. This is quite a challenge; all the players have
their own interests. The key question is: How do we create a single,
well-oiled team for ‘Destination Netherlands’?
Connecting on the basis of vision
We are there for the Netherlands as a whole. We stand
independently between policy makers, residents and the business
community. We share our vision with a sharp focus on the future:
what do we need both now and in the future? We stimulate the
exchange of ideas and organize critical mass for ambitious plans.
This is how we ensure that the Netherlands is more than the sum
of its individual destinations. And we will work together on the
sustainable development of Destination Netherlands.

The Netherlands Board of Tourism & Conventions is
the national destination management organization
of and for the Netherlands. On the basis of relevant
knowledge and insights, we provide a national vision
on tourist and business visits, and we inspire, connect
and support cities, regions, businesses and other
stakeholders on relevant issues.
4

Together we
get the best
out of visits
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State of
the destination

Developments in inbound and
foreign tourism

20
Number of
domestic
visitors

million

Number
of foreign
visitors

20

91

million

billion

Total
expenditure
Gross
National
Product

7.5%

Share of total
employment
(813.000 jobs)

4.4%
Key figures (2019)
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In the last pre-corona year (2019), our country
welcomed over 20 million international visitors.
In addition, about 20 million Dutch people went
on holiday in their own country in that year. Before
the Covid-19 pandemic, tourist spending went up
every year. In 2019, it amounted to almost € 91
billion. Although Covid-19 and other uncertainties
are affecting international travel behaviour, tourism
worldwide is still a growth market. We therefore
expect the number of domestic and incoming visitors
to the Netherlands will break new records in the years
leading up to 2030.

Impact of Covid-19
After a decade with mainly growth, inbound tourism to the
Netherlands fell sharply from 2020 onwards as a result of the
global outbreak of the coronavirus. The number of foreign guests
who stayed in the Netherlands for a holiday or a business reason
declined to less than 7.3 million visitors in 2020. Compared to
2019, this was a difference of no less than 64%.
The year 2021 showed a further decline: another 13% fewer
international guests. The number of domestic guests went down by
22% in 2020 due to the pandemic, but in 2021 it was almost back
to the level before the pandemic. This year, the number of foreign
visitors has started to go back up again. Because we are still dealing
with many uncertainties, we have formulated multiple scenarios
in which the expected growth in 2022 lies between 3 and 5.7
million international visitors. For the domestic market, we expect
a stabilization or slight decline when travel abroad is fully possible
again.

The ecological and social
impact of tourism
The economic impact of tourism
is well known and remains
important. However, we have
less insight into the ecological
and social impact of tourism.
As a result, there is still not a
complete picture of the impact
of tourist and business visits.
And in order to steer our work in
the right direction, this insight is
essential. Therefore, that is what
we are going to work on as a
destination.
7

Domestic visitors
Foreign visitors

Continents of origin (2019)
Africa 0,9%

Australia and Oceania
1,2%
Asia 7,3%

2012

America
10,8%

21.147.000
12.206.000

2013
21.267.000

Expectations for 2022 and beyond

12.783.000

2014

Europe 79,7%

21.931.000
13.925.000

2015

Markets of origin (2019)
Number of guests
(x1000)

22.311.000
15.007.000

2016
23.054.000
15.829.000

2017
24.311.000
17.924.000

2018
25.132.000
18.780.000

2019
25.787.000

Germany
Belgium
United Kingdom
France
Italy
Spain
Ireland
Russia
Sweden
Denmark
Norway
Other Europe

6.175
2.507
2.402
963
623
529
221
235
163
166
119
1.965

Europe

16.051

USA
Canada
Brazil

1.564
178
171

America

2.181

20.129.000

2020
20.035.000
7.265.000

2021
25.702.000
6.287.000
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Source: Statistiek Logiesaccommodaties (SLA) CBS

China
(incl. Hong Kong)
India
Japan
Indonesia
Asia

With the Covid-19 pandemic largely behind us, we can start
building beautiful things again. However, new developments,
such as geopolitical tensions and high fuel prices, lead to
uncertainty, but it seems that visitors from our main markets of
origin know how to find their way to the Netherlands. The need for
holidays and travel is simply great. Moreover, savings have grown
considerably during the Covid-19 pandemic. We therefore see the
trend toward longer stays and higher spending. We also notice
that safety and security are a point of attention. People are opting
more often for last-minute bookings and want more flexibility and
information. Also striking is the choice for destinations closer to
home, preferably in a rural environment, and outdoor activities.

The war in Ukraine
The war in Ukraine has
an influence on inbound
tourism and tourism from the
Netherlands. Russian and
Ukrainian visitors accounted
for 1.4% of the total in 2019.
How this will develop is still
unclear. Also, the impact on
inbound visits from other
markets is still difficult to
predict. Due to the high fuel
prices and the uncertainties of
the war in Ukraine, travellers
may more often choose safe,
close destinations. Especially
for intercontinental visitors,
and especially visitors from
the United States, we can
expect a certain degree of
risk-averse travel behaviour.
We will be monitoring these
developments continuously.
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Number of
overnight visitors
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369
189
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Australia and Oceania
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187
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Incoming tourism				Domestic tourism
Source: Statistiek Logiesaccommodaties, CBS. 2022: forecast NBTC

9

COVID-19
The pandemic is
largely behind us, but
Covid-19 remains an
uncertain factor for
the international travel
market. Nevertheless,
we are glad to get back
out there.

Appreciation for balance,
nature and well-being
A living environment in
balance leads to a person in
balance. Respect for nature
has become a must. We are
increasingly aware of this. We
choose healthy food, make
sure we get enough exercise,
and above all strive for more
relaxation.

Geopolitical
developments
Tensions in the world have a
major impact on international
tourist and business travel,
and mean that we - quite
unexpectedly – have to make
completely different choices
for holidays and business
conventions.
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Groningen
Photo: Nationale Beeldbank / Sander van der Werf Photografie & Illustratie

Choice for local
We have more
appreciation for our
city, district, and
neighbourhood. We
are increasingly opting
for local products from
local suppliers.

Digitization
Digitization is making our
offerings available online
and experienceable, and
the booking and payment
options have been greatly
expanded. Spurred on by
Covid-19, we embraced
online video conferencing as
an efficient way of meeting
and consulting with each
other.

Consumer behaviour
Crises like Covid-19 often
only have a limited impact on
consumer behaviour. We quickly
fall back into old patterns. We all
want to go out again en masse,
and the expectation is that the
figures for 2019 will be surpassed
again within a few years.
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Trends and developments

Climate awareness
We are increasingly taking
sustainability into account
when making choices,
including when it comes to
travel. We are rediscovering
the train as a pleasant means
of transport, especially for
destinations closer to home.
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Framework

Perspective 2030 - the sustainable
development of Destination Netherlands
Together with more than one hundred stakeholders from both
inside and outside the sector, including provinces, regions, DMOs
and other experts, we described the most important challenges
for a future-proof Destination Netherlands. First and foremost,
the ambition is to have every Dutch person benefit from tourism.
The Covid-19 pandemic once again underlined the topicality
and importance of this vision and ambition. We are now working
on the principles of Perspective 2030 on a daily basis. In order
to gain extra momentum and bundle knowledge and skills, we
cooperate as much as possible with our partners inside and
outside the sector.
Tourism as a means to an end
Perspective 2030 is based on the changing role of tourism. More
than a sector in itself, we have begun to see tourism as a means to
an end. We can make an essential contribution to all kinds of social
issues. This requires a fundamentally different and integrated
approach. By working together with other domains, such as
mobility and spatial planning, and by approaching challenges in
an integrated way, we can help to advance our common interests.
In this way, tourism can make a real contribution to the well-being
and prosperity of the Netherlands. However, it is essential that the
other domains are involved in issues related to tourism right from
the outset.

Strategic pillars and preconditions

12

We all agree that the development of Destination
Netherlands must be more sustainable. That is why,
at the end of 2018, we launched the national vision
Perspective 2030, which also serves as our main
framework.

01

Advantages and disadvantages in balance:
the positive effects of tourism have to
outweigh the negative effects;

02

Attractive everywhere in the Netherlands:
more cities and regions on the map as an
attractive destination;

03

Accessible and reachable: cities and regions
that are easy to reach;

04

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

05

A welcoming sector: an attractive sector to
work in.

Preconditions
for success
› Tourism as a policy
priority
› Joint action and
investment agenda
› Commitment to
knowledge and data

An integral approach to
well-being and prosperity:
Perspective 2030 is based on
five strategic pillars and three
preconditions

13
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Our promise - One of Us
The Netherlands is a destination that is always in motion.
We are constantly looking
for inventive solutions for the
challenges of tomorrow. In
terms of tourist and business
visitors, we focus on people
who recognize themselves
and who are looking for
valuable encounters. Visitors
who fit in with us, feel at
home in our dynamic society.
The promise “One of us” is
especially intended for them:
by becoming temporarily part
of our society, you experience
you experience our country
like a local. The success lies in
the interaction: your stay will
be more beautiful and richer,
and your visit more valuable
for the destination and residents more valuable.

NL brand
For the Netherlands, we have one strong brand: the NL brand.
If we all convey an unambiguous and consistent image of the
Netherlands, we strengthen our country’s reputation. It also
makes it easier to work towards common goals. As Visit NL, the
designation for the tourism NL brand, we do this together with
other domains, amongst other things to attract new talent, students
and businesses.
Internationally, Visit NL wants to be known as a partner in cocreating pioneering solutions to global challenges in an open,
inventive and inclusive way. This overarching ambition dovetails
perfectly with the ambition we have for Destination Netherlands:
using tourism as a means to address social issues that affect the
prosperity and well-being of all Dutch people.
Core values

Open
we value freedom, transparency and clarity

Inventive
we are always looking for innovative and pragmatic
solutions

Inclusive
we are looking for win-win-win solutions and forms
of cooperation that transcend sectoral and national
boundaries.

14
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Philosophy on
destination management
Our integrated approach consists of six components. The components are interrelated; together they lead to the sustainable development of our country as a destination for tourists and business
visitors. By sustainable we mean: in the longer term contributing to
the vitality of our country and all the cities, regions and natural areas
that are part of it. We expressly apply our philosophy to collaborative ventures with partners in the tourism sector and in related
domains. Part of our role is to monitor and oversee the coherence
of this policy. This means we work together with our partners in
a structured and effective way in order to realize the sustainable
Destination Netherlands we committed ourselves to in Perspective
2030.

Ambition
Research and data
Positioning

Destination
development

Marketing

Evaluation

Ambition: linking with local issues
It starts with the defining of the ambition: how can the visitor economy of a city or region develop sustainably and contribute to the
resolution of societal challenges? In this way, tourist and business
visits can support the resolution of these local challenges as much
as possible. In other words, we use tourism as a tool.
Research and data: the right insights
Research and data are the foundation of the approach: supply and
demand, resident sentiment, visitor intention, the capacity of the
areas, and the impact of the visits. By making an inventory of the
available and desired data, knowledge gaps can be identified and a
research agenda can be drawn up.
16

Positioning: distinctive profile
In order to attract valuable visitors who contribute to the ambitions
of the area, it is important that we work on the desired image by
means of positioning. To this end, we map out the DNA of the area
and determine the desired image. We develop this into a brand
framework, which forms the basis for both destination development
and marketing. In this way, we can develop a strong, distinctive and
leading brand.
Destination development: relevant offerings
Destination development is about stimulating and facilitating the
development of relevant offerings. This might involve the strengthening of existing offerings or the creation of new offerings. As long
as it matches the desired image and enhances the experience. Accessibility and visitability are also important conditions. We facilitate
this with tools, step-by-step plans and partnerships.
Marketing: valuable visits
We know better than anyone how to inspire target groups to visit
or stay in the Netherlands. With marketing geared to the residents’
and visitors’ sentiments, we can make sure the right guests go
to the right places, and we can stimulate the development of the
visitor economy in a responsible way. By ‘marketing’ we mean all
possible ways of motivating potential visitors into action. From
campaigns to advertisements, and from booking platforms to free
publicity.
Evaluation: measuring and adjusting
Through a process of continuous evaluation, we measure the effect
of our efforts and can make adjustments where necessary. New
activities also emerge, with which we give more and more shape
and content to a sustainable and integrated tourism policy.

Integrality
The NBTC is increasingly
moving from destination promotion to destination management. This means our course
and priorities are not defined
based purely on the latest
trends and developments in
international and domestic visits. More than ever before, we
are also paying attention to the
sentiment in society, i.e. how
residents and businesses are
responding to the needs of the
visitors. In addition, we try to
develop as much cooperation
as possible around common
challenges, both inside and
outside the tourism domain.
For our approach, we fit all of
this together like a puzzle: an
integral approach of destination management. This means
that all our activities and
resources reinforce each other,
and above all that collectively
they help to make the Netherlands a destination that is very
specifically attractive for what
we consider to be valuable
visits. Of course, this process
is still evolving and requires
continuous adjustment to
changing circumstances. Also
by us as an organization.

17
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Zeeland
Photo: Daan Steijnen van Eck
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Goals with impact
Within the framework of Perspective 2030, there are many
areas where NBTC traditionally adds value. By combining these
areas with current social issues and policy ambitions that tourism can contribute to, goals with impact are created. These are
ambitions to which tourism makes an essential contribution.
They provide focus for our activities.

Contribution to SDGs
The UN has formulated 17
Sustainable Development
Goals (SDGs) which it
believes will help to make
the world a better place.
With our activities, we
specifically contribute to the
SDGs listed below.
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Strategy

What do we
want to achieve?

Visitors add value to the local community
We are actively working on increasing the benefits (enjoyment)
of tourist and business visitors for all Dutch people and to make
them more aware of this. At the same time, we strive to actively
and visibly limit the negative consequences of visits to an
acceptable minimum.
Visitors go to different places at other times
We attract the right visitors to the right places in the Netherlands,
preferably spread throughout the year. This requires the
improvement of existing offerings and the development of new
offerings. We put unknown regions more in the spotlight.
Visitors have a lower ecological footprint
In order to create a vital living environment for all Dutch people,
which satisfies the set climate targets, we have to make the visitor
economy more sustainable. We therefore strive for a circular
approach to raw materials, preventing waste and pollution and
minimizing CO2 emissions.

The Perspective 2030 vision is ambitious and covers
the entire destination. In order for NBTC to focus
its activities, we look at where the most urgency
is and where we as an organization can have the
most impact. In order to make the most effective
contribution to the ambition for the Netherlands.
That starts with clear goals and the selection of the
right target groups and markets.
20

The Netherlands has a strong international competitive
position
We feed the international image of the Netherlands as solving
global challenges together in an open, inventive and inclusive
way. All sectors promote a uniform message.
Sector, knowledge institutions and governments work together
in an integrated way
Within the sector, we are working to gain more knowledge
and greater implementation capacity in order to achieve the
objectives of Perspective 2030. By working together with
knowledge institutions and governments, a sustainable and
future-proof tourism policy is being created.
21

Visits with impact
Directly, or through intermediaries, we focus on attracting
valuable visits. In order to bring focus to our activities and
channels, we make choices within valuable visits for the specific
target groups that we actively want to attract.
Valuable visits are visits with a positive impact on our country and
our residents. Visits that match the positioning of the Netherlands
and which contribute to the fulfilment of national, regional or local
tasks. That means we do not focus on as many visits as possible, but
on visits with the desired impact.

Valuable visits

› strengthen the positioning of the
Netherlands
Tourist visits that embrace the core
values of the Netherlands and business
visits that align with the themes of the
central government’s Mission-Driven Top
Sectors and Innovation Policy.

› support the local economy
Visitors that stay in the Netherlands for
several days and use local products and
services.

› make other choices in time and
space
Visitors who visit the Netherlands outside of the high season, who also want to
visit less well-known places and who stay
longer within an area.

› visit the Netherlands responsibly
Visitors that make ecologically sustainable choices, are involved with the local
community and treat nature and heritage
with care.

Business target groups
In addition to economic value, business conventions have the power
to bring people together, pool knowledge and thus contribute to
the desired positioning of the Netherlands. We proactively attract
events and focus in particular on meetings and conferences that
contribute to the Mission-Driven Top Sectors and Innovation policy.
That means we focus on the knowledge clusters and key societal
challenges that are relevant for the Netherlands. We focus on the
intermediaries, i.e. meeting planners and initiators of international
conferences, such as national and international industry associations.
22

43%
29%
29%
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Target groups

City trip
Cultural holiday

Visit well-known icons

27 % Nature holiday
20%

Active holiday

17%

Wellness holiday

16%

Beach holiday

13%

Round trip

6

River cruise

5%

None of the above

9%

No interest in NL

%

Source: Glocalities

Tourist target group: the NL target group
Of all the inhabitants of our five core markets, 17% feel (explicitly)
attracted to the core values of the Netherlands. These visitors are
a good match for the DNA of our destination. Within this target
group, the Glocalities segment of Creatives is the most strongly
represented.
Main interests
Experiencing local culture, city life, nature, art, design,
sustainability, social equity, vitality, culture, wellness, heritage, local
gastronomy, meeting people, learning, meditation, music/nightlife,
literature, balance, independence.

Segmenting with Glocalities: the NL target group
Glocalities is a segmentation
model based on the values
and lifestyles of five types of
visitors: the Creatives, Challengers, Achievers, Conservatives
and Socializers. NBTC uses
this model to identify the most
valuable target group for the
Netherlands: the so-called
NL target group. It gives us
insight into interests, hobbies
and media use, and how we
can entice them to visit our
country.
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Physical representation
NBTC has long been physically represented in the most important
markets of origin. We can coordinate many activities from our
head office, but in-depth relevant market knowledge and a
strong network of key influentials calls for a local presence. Our
colleagues in the foreign branches actively maintain contact with
important players in the local travel sector and Dutch diplomatic
representations, such as embassies. Our team in China acts
in particular as a knowledge centre for the latest trends and
innovations (in the travel sector) and as a laboratory for new digital
developments.

Making impact together
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Markets

Domestic market
The Covid-19 pandemic showed how important the domestic
market is for the Dutch visitor economy. We, as the Dutch, have
rediscovered our country. This offers a lot of potential, even after
the relaxation of the Covid-19 restrictions. The domestic market will
therefore be a focus market in the coming years as well.
Main markets of origin
We value markets of origin on the basis of, among other things,
value, contribution to our positioning, opportunities for sustainable
transport and the potential for repeat visits and distribution in time
and place

The five main markets of origin for
Destination Netherlands are:

› United Kingdom
with an emphasis on Greater London

› Germany
with an emphasis on Nordrhein-Westfalen
and Niedersachsen

› United States
with an emphasis on Northeast America,
Washington (Virginia) and California

› Belgium
with an emphasis on Flanders

› France
with an emphasis on Île de France

Collectively, these five markets account for approximately 70% of all
international visitors and about 90% of all repeat visitors. The United
Kingdom and the United States are the major origin markets for
business travel.
24
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Arnhem
Photo: Merel Tuk
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To generate impact with the set goals, we are taking
a programmatic approach. The programmes are
appealing clusters of activities, which we develop
and implement in close cooperation with the sector
and other partners. Working in programmes is a
way of taking an integrated approach to issues.
This ensures our activities reinforce each other and
that we are all working on the same things in the
sector - and know how they fit within the bigger
picture. These programmes are moreover a way of
involving cities, regions and other partners in the
transition of the visitor economy in the Netherlands.
Furthermore, we always use a mix of tailor-made
activities to achieve our goals.
28
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Practical
implementation

Programmes

Visitor management
Grip on visitor flows improves quality of life, experience and safety.

Photo: Iris van den Broek

Visitor management focuses
on managing visitor flows
in such a way that quality of
life, experience and safety
are in balance. We facilitate
the exchange of knowledge
and experience between
various types of places, such
as attractions, inner cities and
natural recreational areas,
with a view to effective visitor
management. In addition,

Groningen

we provide management
methods based on a
combination of insights from
behavioural science and smart
(technological) applications,
which make it easier to get a
grip on visitor flows.
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Dynamic cities

Support for tourism amongst residents is
essential for the sustainable development of our
destinations.

Vibrant, multifaceted inner cities are essential
for the attractiveness of the Netherlands as a
destination.

Tilburg
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Residents are the ambassadors
of the places where they live,
which is often evident by their
hospitality. The support for
visiting decreases when the
quality of life comes under
pressure, for example if the
disadvantages outweigh
the advantages. Through
the Benefits for Residents
programme, we give
municipalities advice about how

Photo: Merel Tuk

they can best obtain insight
into the residents’ sentiment,
and we offer methods to better
engage with and inform them
about tourism. In addition, we
encourage pilots to test how
residents can benefit more
directly from tourism. The
development of offerings can
be a part of this. In this way,
in policy plans and activities
of municipalities and regions,

more attention is given to the
importance of residents, so that
they experience the benefits of
tourism and the level of support
for tourism goes up.

Photo: Jan Bijl

They are an important reason
to visit our country. At the
same time, the quality of
life, appreciation, offerings
and the visits to (inner)
cities are under pressure.
The right visit can provide
a valuable contribution to
the optimal development
of the inner cities, which
benefits residents, businesses
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Residents benefit

Maastricht

and visitors. The aim is to
support cities throughout the
Netherlands with knowledge
and insights, attractive
positioning, visibility and
the further development of
integrated offerings. In this
way they can improve the
reputation, appreciation and
sustainable attractiveness of
their cities.
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Countryside

Preserving our cultural heritage and connecting
past and present is good for visitors and residents
alike.

Spread throughout the Netherlands, rural areas
have the potential to attract valuable visitors yearround with a positive effect on the vitality of the
living environment.

Friesland
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Preserving our cultural
heritage for future generations
and connecting past and
present are important social
tasks to which visitors can
make a contribution. We
share pride in our cultural
heritage with visitors.
Together with our partners,
we explore the possibilities
to make the cultural heritage

Photo: Sjoerd Bracke & Cuno de Bruin

of the Netherlands more
visible and experienceable
for (international) visitors,
so that visits contribute to
the preservation and further
development of this heritage.
We do this by initiating
collaborations and sharing
knowledge and insights, and
by strengthening the visibility
of our cultural offerings.
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Cultural heritage

Het Groene Hart

By rural areas we mean
the coast, nature and the
countryside. We want to
stimulate slow tourism
by making these areas
of the Netherlands more
experienceable, accessible
and visible. In this way,
we can make these areas
tempting for visitors who
travel with a sense of
purpose, with attention

for the environment, local
culture, sustainability and
small scale. We focus mainly
on gathering and sharing
knowledge and making the
offerings more accessible
and experienceable. We
also explore the possibilities
for the development of
new offerings. Because
the rural areas are so large
and diverse, we focus on a

number of themes.
A theme we are starting with
is making regional products
experienceable.
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Sustainable destinations

Business conventions contribute greatly to
attracting valuable visits.

We want to move towards sustainability as a permanent element of developments in the hospitality
sector.

Den Haag
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Together with partners, such
as congress bureaus and
accommodations and the
business community, we are
therefore explicitly focusing
on attracting congresses
and business events that are
relevant to our proposition.
Expanding the number
of business destinations
in our country is a second
objective. We actively support

Photo: Sjoerd Bracke & Cuno de Bruin

these destinations in the
development of their offerings
in line with the desired image
and expectations of the
business target group.

We are working towards
climate-neutral tourism.
NBTC is encouraging this
development. This starts with
the exploration of what makes
a destination sustainable, how
we can make this measurable,
and what ways we have to
make it more sustainable.
We involve Dutch cities
and regions in this process,
from vision creation and
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Business conventions

Drenthe

development to marketing.
The first step is to draw up
a joint roadmap to climateneutral tourism.
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Reputation NL

A sustainable destination demands sustainable
behaviour from its visitors.

A strong, positive reputation makes a country
attractive to visit.

Utrecht
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This programme focuses
on the behaviour of visitors
in relation to their stay in
the Netherlands - and in
particular the awareness about
sustainable choices.
For the latest insights, we work
with input from a wide range
of parties, from knowledge
institutes to industry
organizations. With partners,
we use our joint channels to

Photo: Iris van den Broek

draw attention to sustainable
behaviour where necessary.
An example of sustainable
behaviour is encouraging
international visitors to use
their bicycles, a sustainable
way of travel which our
country is ideally suited to.

Photo: Iris van den Broek

This programme focuses on
strengthening the international
competitive position of the
Netherlands. The ambition
of the Netherlands is to
be seen as a partner in the
co-creation of solutions to
global challenges in an open,
inventive and inclusive way.
We translate this ambition
into compelling stories about
Destination Netherlands and

Making impact together
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Sustainable behaviour

Rotterdam

actively seek NL partners
from other domains. Integral
and together, we can
build a consistent image
of the Netherlands, which
strengthens its reputation and
makes working together on
common goals easier.
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Data and insights

Conferences are an effective way for knowledge
institutions and governments to showcase the Dutch
knowledge economy internationally.

A powerful sector benefits from a more datadriven approach and the use of clear standards.

Maeslantkering

Photo: Sjoerd Bracke & Cuno de Bruin

Conferences can be used
strategically from a branding
perspective. After all, by
‘hosting’ an international
convention, the Netherlands
can distinguish, position
and profile itself and its
knowledge and skills. NBTC
wants to work together with
governments, educational
institutions and the business
community, the so-called

Photo: Hollandse Hoogte / ANP Photo / Frans Lemmens

triple helix, to build
(temporary) coalitions around
the most relevant conference
themes. We want to use this
to create new international
business events in the
Netherlands. Opportunities
are being inventoried
together with economic
sectors and knowledge
institutions that are important
to the Netherlands.

Because the basic data are
not yet sufficiently in order,
together with the partners in
the National Data Alliance we
are generating new basic data
and insights. In collaboration
with knowledge partners,
we are working on a national
data strategy for tourism,
and we are working on new
key figures for the sector that
better express the broad

Making impact together
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Convention programming

Drenthe

impact of visits. Via the Data
& Development Lab, we
stimulate research into new
techniques and data sources,
and in the Tourism Data
Centre we carry out analyses
on already available datasets.
In this way, we are working
towards a harmonized basic
set of relevant tourism data
and insights, available for the
entire sector.
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Destination management
We will build on the strategic pillars and preconditions of Perspective 2030 and ensure that the basic
principles are taken on board and worked out in
practice.

Oosterscheldekering
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Integral cooperation is central
to this. It is our mission to
support the realization of a
sustainable tourism policy
at a national, regional and
local level. We therefore
actively support municipalities
and provinces with the
implementation of this
policy. Integral destination
management is relatively
new and complex. It is a field

Photo: Sjoerd Bracke & Cuno de Bruin

that is constantly evolving.
It requires an alignment of
policy with other sectors. Both
nationally and internationally,
many parties are working
on this, which contributes
to the development and
professionalization of this
field. We provide insight into
this and work on instruments
that policymakers can use in
the application of destination

management for their own city
and region.

Utrecht
Photo: M R S V I S U A L S
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We apply our vision of destination management by means of
the integral approach explained earlier. We deploy a number of
supporting resources as well.

Perspective 2030
NBTC goals

Visitors add
value to the local
community

Visitors go to
different places at
other times

Visitors have a
lower ecological
footprint

The Netherlands
has a strong
international
competitive
position

Sector, knowledge
institutions and
governments work
together in an
integrated way

3
Dynamic
cities

NBTC
Programmes

1

4

Visitor
management

2

7
Cultural
Heritage

5
Resident
profit

Rural
area

9

11

Sustainable
destinations

Reputation
the Netherlands

8

10

12

Congress
programmering

Destination
management

Sustainable
behaviour

Data and
insights

6

programme
resources
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Brand
framework and
content

Media
relations

Brand framework and content
We create and maintain an internationally distinctive brand
framework, which is in line with the NL brand policy. On this basis,
we create relevant content, which we can distribute to our target
groups. We pursue an autonomous policy in this regard, which is
independent of third-party funding.
Media relations
International media and influencers determine to a large extent
the reputation of the Netherlands. In the five core markets and the
domestic market, we use events, trips and other communication
tools to create visibility in the right media.
Digital channels
We inspire potential travellers from the key origin markets about
Destination Netherlands. For this, we use our own online channels
and the social media channels of Visit the Netherlands/Meet
in Netherlands. Through the same channels, we also provide
information on current topics associated with a concrete visit to the
Netherlands.
Campaigns
In the five core markets and in the domestic market, we deploy
targeted promotional campaigns to attract valuable visitors.
For tourist visits, the emphasis is on campaigns in Flanders and
Nordrhein-Westfalen, and for business visitors we target the United
Kingdom and the United States. To increase the reach of campaigns
and the visibility of the Netherlands, we work as much as possible
with partners.
Travel trade
We act as a proactive matchmaker between relevant Dutch
products (or brands and themes) and the international travel
industry, such as (online) tour operators. We act as a researcher,
advisor and facilitator, and we build and activate networks with
travel industry parties, travel industry organizations and the media.

Business
meetings

International
knowledge
network

International knowledge network
In order to respond effectively to international trends and
developments, we maintain a network of knowledge workers in
origin markets. This means we can always share the most up-to-date
information with public and private parties in the Netherlands
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Working in line with our integral
approach

Digital
channels

Campaigns

Travel
trade
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Collaboration

Networks and coalitions
Based on the responsibility that we have in this regard, we
actively work together with all kinds of players from inside and
outside the sector. We seek them out in numerous networks and
coalitions, whereby we initiate developments and make sure we
are all on the same page. For example, we are active within the
Cooperation Taskforce for the Hospitality Sector, where we work
together with Gastvrij Nederland, CELTH, IPO, VNG, DMOs and
the Ministry of Economic Affairs and Climate Policy on the basis of
a joint action agenda that contributes to the achievement of the
objectives of Perspective 2030.
NBTC is also an active member of Gastvrij Nederland. This is the
National Council for Tourism, Recreation, Hospitality and Leisure,
in which 18 organizations and branches from the hospitality
economy are represented.
We are also members of international networks such as the
European Travel Commission (ETC). The ETC represents national
tourism organizations and focuses on research, marketing and
lobbying with the aim of promoting the sustainable development
of Europe as a tourist destination.
The National Data Alliance (LDA) is an example of a network
around a specific issue. The LDA is an open network of all parties
in the Netherlands who have a need for data and insights about
tourism from, to and in our country. The ambition: a single national
knowledge network in which all the available insights are brought
together, shared and strengthened where necessary. In addition
to participating in the network, NBTC is also responsible for the
programme office.
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The ambition and challenges for Destination
Netherlands are great. Tourism is not a goal in
and of itself, but a means to improve the wellbeing of people and society. To ensure that every
Dutch person benefits from tourism, a balance is
necessary. Balance between on the one hand the
destination and the residents and businesses that
comprise it, and on the other hand the visitors who
stay there. It is as complex as it is simple: we can
only find the right balance together. And integral
destination management is the way to do this.

Partnerships
We enter into concrete partnerships around our collaborations.
Within the programmes, we work intensively with all kinds of
partners, including DMOs, CMOs, knowledge institutions,
municipalities, provinces, ministries, government agencies,
industry trade organizations, businesses, nature organizations,
hotel chains, associations, conference bureaus, environmental
organizations, heritage sites and cultural institutions.
Other sectors
The visitor economy is closely linked to other sectors. Because
tourism is a tool for the resolution of societal challenges, we need
to work together with other policy areas, sectors and across
geographical borders. We therefore proactively seek cooperation
with these parties and invest in the development and expansion of
our networks.

Join us!
Do you want participate
in the sustainable
development and
transition of destination
Netherlands?
Get in touch!
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Cooperation with the Ministry of Economic Affairs and
Climate Policy
Since 1968, we have been working closely with the Ministry
of Economic Affairs and Climate Policy on the development of
Destination Netherlands. We receive a subsidy from the Ministry on
the basis of a four-year grant. Together, we look for an optimal use of
the available resources. We do this on the basis of policy objectives
set by the government and the national vision in Perspective 2030.
It goes without saying that the policy goals of the national
government can change in line with the developments in our
sector. In the past, the focus was mainly on promoting inbound
tourism. Nowadays, the basis for cooperation is the sustainable
development of the Netherlands as a destination. We want as
many regions as possible to benefit from the social and economic
opportunities that tourism offers.
We focus on four core activities, which we have translated internally
into four core disciplines, in conjunction with our integrated
approach to destination management.

Our core activities

We generate
relevant and upto-date data and
insights.

46

We create a powerful profile of
Destination Netherlands.

We help cities and
regions to develop
optimally.

We ensure the attraction of valuable
visitors.

Biesbosch
Photo: Sjoerd Bracke & Cuno de Bruin
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Groningen
Photo: Hollandse Hoogte / ANP Photo / Frans Lemmens
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Editorial information
All texts, visuals and
infographics in this
publication may
may be reproduced or
made public,
provided the source is
acknowledged.
Although we produced this
publication
with the greatest possible
care, there is always the
possibility that certain
information is not entirely
correct, or over time
outdated, or no longer
correct. Where known, the
sources are listed.
Texts:
Ghiness
communicatiekracht
Design:
unit-twenty
Photos:
Mediabank Netherlands
https://media.nbtc.nl/

www.nbtc.nl

Sallandse Heuvelrug
Photo: Nationale Beeldbank / DutchDroneBird
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