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Abstract 

Year 2012 ended in red for the Danish tourism and according to VisitDenmark, there is no 

indication of improvement in year 2013. The driving force behind this negative development is the 

German market. The process of losing German tourists had already commenced in 1993, but has 

accelerated after year 2000. In year 2012 a decrease of four per cent was denoted, which 

corresponds with 517,000 nights and approx. 204 million DKK of tourism income. The importance 

of the German market is determined by the fact that German tourists represent 60 per cent of all 

foreign tourists visiting Denmark. Due to the characteristic of German tourists, the most affected 

area is the coastal tourism and more specifically, rental of summer cottages and camping places. 

Such deterioration in coastal tourism costs money as well as Danish jobs. Therefore, actions must 

be taken to reverse this negative trend. While the most obvious strategic move is to find ways to 

regain German tourists, this project comes up with an alternative idea of searching for new markets. 

The Polish market as a tourists generating area is selected due to its geographic proximity, which is 

an important attribute of the Danish coastal tourism. The aim of this project is to determine the 

opportunities and challenges of attracting the Polish tourists to Denmark and by that gain a new 

market and partially offset the loss in the German market. 

To accomplish the founded objective, a complex market research was designed and carried out in 

Poland combined with existing marketing data provided by various tourism management bodies and 

statistical databases. The concept of Country of Origin (COO) Effect together with other tourism 

marketing tools have been chosen to analyze and conclude the gathered data. 

The analysis resulted in a complex description of the decision making process and customers’ 

behaviour of Polish tourists. Moreover, the perceived image of Denmark was determined and 

dissected by the assessment of the COO-Effect. 

The concluded matters indicate a high behavioural convergence of the Polish customers with the 

coastal tourists in Denmark and a readiness of the Polish market to be approached by the Danish 

inbound tourism marketers.  

The potential existing in the Polish market should be used to create a new export market for the 

Danish inbound tourism and by that partially level out the decrease in the number of the German 

tourists in Denmark. 
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Chapter 1- Introduction 

1.1. Introduction to the problem formulation 

The marketing and branding theory and praxis acknowledge the power of image that is shared in the 

minds of customers, and drive their behaviour and influence choices. This stated image is related to 

the specific brands understood as firms – manufacturers of goods or firms being suppliers of 

services. Tourism being one of the industries of the service sector is indisputably subordinated to an 

image creation and an image management. When it comes to the image matter in tourism business, 

a country, region or nation is in concern and is meant as an equivalent to the traditional corporate 

image model. 

A country image is built upon the perceived experiences, opinions and available information from 

many different sources. Therefore, country image is considered as a spontaneous picture embedded 

in a customer’s mind, but also the one, which is created by professionals trough conscious 

communication. In this case, professionals are considered as the national and local tourism 

organizations. The most profitable setting is when the spontaneous and created image are 

convergent and by their valuable characteristics are able to attract customers to the given country or 

region.  

Country image has been widely interpreted by literature and for instance, Kotler (Philip Kotler, 

Donald Heider,Irving H.Rein, 1993) explain it as the sum of different beliefs and ideas that people 

think about a country. It is very similar to Martin and Eroglu (Martin,I. M. - Eroglu, 1993) 

interpretation formulated as all the descriptive, concluded and informative belief that we think about 

a given country.  

The country image shared by a particular segment of customers influences their buying behaviour 

processes and is recognized in the academic literature as Country of Origin Effect (COO-Effect). 

Roth and Romeo (Martin S. Roth, Jean B. Romeo, 1992) explain this phenomenon as “the overall 

perception that consumers form of products from a particular country, based on their prior 

perceptions of the country’s production and marketing strengths and weaknesses”. For Hassan and 

Samli (Salah S. Hassan, A. Coskun Samli, 1994)  COO-Effect is the influence that the manufacturer 

country has on the positive or negative consumer judgment and they state that most consumers tend 

to think of product-country relation in stereotypes. Another important view presented by Sullivan 

Mort and Han (G.M. Sullivan Mort, C. Min Han, 2000) points out that the less information we have 

about a given country the more dangers the sales of its products will encounter. 
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Although the mentioned theories were born to serve the production sector, the later developments of 

the service division indicate that the same mechanisms can be used for a service industry analysis 

and by the same token, for tourism. The COO-Effect in tourism sector may be considered as 

tourists’ approach towards a given destination driven by their mindset. This tourists’ mindset is 

nothing more than a country image that is either a spontaneous or a consciously created picture of 

the particular country and it may differ accordingly to the tourists generating area. The role of 

tourism marketers is to strengthen the positive and already embedded image of the destination or - 

in case of an unfavorable one - to change it to affirmative and profitable. 

This project examines whether the COO-Effect exists in the behaviour of Polish tourists and what 

significance it has for the Danish inbound tourism. Moreover, the project examines the 

opportunities and challenges for the export of the Danish tourism attractions to Poland that is 

suggested as a raising market for the Danish inbound tourism. 

1.2. Problem formulation 

Year 2012 in the Danish inbound tourism ended with negative growth figures and according to 

VisitDenmark (the Danish NTO body),
1
 there are no indications for altering this unfortunate trend. 

The key reason for such a result is a significant outflow of the German tourist from Denmark. In 

2012 the number of nights spent in Denmark by the German tourists amounted to 12.5 mill and 

represented 60 per cent of all foreign nights. Eighty per cent of all German nights relates to summer 

cottages rentals. The 2012 result is four per cent lower than year 2011 and 20 per cent lower 

comparing to year 2000 when the negative trend accelerated. 

VisitDenmark expects zero growth in 2013 in the inbound tourism and the German outflow is the 

main cause of such a forecast. In spite of the relatively strong German economy, the consumers stay 

conservative with their willingness to spend money and this directly influences their tourism 

behaviour. 

Thus, search for new markets for Denmark, that will counterbalance the existing deficit and assure 

sustainable growth is of a high necessity.  

VisitDenmark in its latest strategy for year 2013 to 2016 developed a marketing strategy that 

includes the following countries: Germany, Sweden, Norway, Holland, Great Britain, Finland, 

France, Italy, USA, Australia, Japan, Brazil, Russia, Indie and China. Except for the traditional 

                                                 
1 http://www.visitdenmark.dk/da/danmark/ingen-vaekst-i-dansk-turisme-i-2012 

 

http://www.visitdenmark.dk/da/danmark/ingen-vaekst-i-dansk-turisme-i-2012
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markets i.e. Germany and Scandinavian countries, the new markets – the BRIC countries have been 

added to the marketing strategy.  

The mentioned decline in the Danish inbound tourism concerns mostly the rental of summer 

cottages and camping places. Hence, the coastal tourism is the area of concern as the German and 

Scandinavian tourists use mostly this kind of tourism products. Compared to Germans or 

Scandinavians it can be argued that customers from the BRIC countries will not satisfy this specific 

type of tourism supply due to their remoteness and different customers segment characteristics. 

Therefore, in order to substitute the German outflow and supplement the Scandinavian segment, 

new markets of the similar geographical proximity and comparable customers’ characteristics 

should be designated and targeted. 

This project examines Poland as a new potential tourism generating area for Denmark. Poland has 

been chosen because it is the biggest of the latest accession EU countries and represents the former 

Eastern Bloc, which for years has been out (or marginalized) of the western marketing strategies. 

Today, almost ten years after the EU enlargement, those countries and their markets must be 

certainly included to the western strategies of export of the products and services. Tourism as a 

global service industry is part of this mechanism and the Danish inbound tourism must not deny it.  

Although Poland as well as other East European countries are still characterized by much lower 

than western economic variables e.g. GDP per capita, purchase power and overall living standard, 

they are under intensive development towards convergence with the rest of Europe. Therefore, now 

it is the right time to prepare the Danish tourism expansion in order to benefit from the emerged 

Eastern European markets in the future. Such a preparation of the market expansion is explicitly 

important in cases where brand image and/or country image as well as level of information are 

involved in the purchase decision process. Tourism is affected by image creation and maintenance 

and therefore, this study gains its relevance. 

During the process of primary and secondary research, the following issues are elaborated: 

 Poland as a market with prospects for the Danish inbound tourism 

 The buying behaviour of the Polish tourists 

 The perception of Denmark as a travel destination among the Polish tourist 

 The opportunities and challenges of including Poland as another tourism generating market 

for the Danish inbound tourism. 

Thus, the research problem is compressed in the following question: 
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What are the Opportunities and Challenges in the Polish Market for the Danish Inbound 

Tourism, Particularly Coastal Tourism? The Study is Based on Assessment of the Country-

of-Origin Effect as well as an analysis of Customers’ Behaviour. 

 

Since 2004 Poland is a member of the European Union, with a GDP of EUR 354 mill in 2010 (583 

mill in PPS
2
, 15,300 PPS per capita) and a population of 38 mill (Eurostat Statistical Books, 2012). 

The average monthly wage before tax increased from PLN 2,289 (DKK 3,982) in year 2004 to PLN 

3,830
3
 (DKK 6,664

4
) in year 2012. However, the national average is not fully representative due to 

large discrepancies in income with regard to education, place of living and actual profession. 

According to the large research, “Nationwide Study of Wages” carried out by Sedlak&Sedlak 

reaserch agency
5
, the average monthly wage in Warsaw is PLN 6,000, in Gdansk and other big 

cities PLN 4,500. Moreover, 25 per cent of inhabitants of big cities declared their wages as more 

than PLN 10,000. Another study completed by KPMG
6
 documents that there are 750,000 people in 

Poland declaring their monthly wage before tax as from PLN 7,100 to PLN 20,000. Furthermore, 2 

million of Poles are stating their monthly wage as from PLN 3,700 to PLN 7,100 (called aspiring 

group). Moreover, the study forecasts that in three years, the wealthiest group will count 839,000 

people and the aspiting group will count 2.2 mill people. A wage higher than PLN 3,700 allows 

making savings necessary to travel abroad, therefore it may be assumed that the population of 2 mill 

and 750,000 people is a potential market for tourism.  

The activity of Polish tourists treated as emerging segment for tourism export is under a constant 

development and represents prospects for tourism exporters. Based on the newest study including 

first three quarters of year 2012 by Institute of Tourism for the Ministry of Sport and Tourism of 

Poland (Institute of Tourism, 2012) the following data is revealed: 

                                                 

2The purchasing power standard, abbreviated as PPS, is an artificial currency unit. Theoretically, one PPS can buy the same amount of goods and 
services in each country. However, price differences across borders mean that different amounts of national currency units are needed for the same 

goods and services depending on the country. PPS are derived by dividing any economic aggregate of a country in national currency by its respective 

purchasing power parities. PPS is the technical term used by Eurostat for the common currency in which national accounts aggregates are expressed 
when adjusted for price level differences using PPPs. Thus, PPPs can be interpreted as the exchange rate of the PPS against the euro. 
3
 In the entire project, the Polish average is an average wage published by GUS, which is PLN 3,830.89 (DKK 6,664) for the first quarter of 2013. 

Source: GUS (Central Statistical Office of Poland) http://www.stat.gov.pl/gus/5840_1786_PLK_HTML.htm. It means that the average household 
income after tax is DKK 10,264 (for families with 2 incomes) and half of this amount for single people 

4 In this this all currency exchanges are done by using Central Bank of Denmark ratio:PLN100=DKK174.15 

http://www.nationalbanken.dk/dndk/valuta.nsf/side/valutakurser!opendocument 29.08.2013 

5 http://gazetapraca.pl/gazetapraca/1,90443,14390425,Mapa_polskich_pensji__gdzie_zarobisz_najwiecej_.html 

6 http://www.polityka.pl/spoleczenstwo/artykuly/1546679,3,polacy-polubili-luksus-i-najdrozsze-marki.read 

 

http://epp.eurostat.ec.europa.eu/statistics_explained/index.php/Glossary:Purchasing_power_parities_(PPPs)
http://epp.eurostat.ec.europa.eu/statistics_explained/index.php/Glossary:Euro
http://www.stat.gov.pl/gus/5840_1786_PLK_HTML.htm
http://www.nationalbanken.dk/dndk/valuta.nsf/side/valutakurser!opendocument
http://gazetapraca.pl/gazetapraca/1,90443,14390425,Mapa_polskich_pensji__gdzie_zarobisz_najwiecej_.html
http://www.polityka.pl/spoleczenstwo/artykuly/1546679,3,polacy-polubili-luksus-i-najdrozsze-marki.read
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 7.2 mill trips abroad have been made with 9,9 nights as an average length of stay 

 It was 69 per cent more trips compared to year 2011 

 The most popular destinations are (in mill): Germany (1.9), Italy (0.6), Chech Republic 

(0.55), Great Britain (0.5), Spain (0.35), France (0.25) 

 100,000 Polish tourists visited Denmark  

 59 per cent of tourists self-organized their trips and 16 percent used a travel agency 

 46 per cent used hotel, hostel or inn 

 12 per cent rented summer cottage, apartment or camping place 

 49 per cent used a car to travel 

 The average expenditure per person per day was PLN 253 (DKK 445) 

The quoted data about income and tourism behaviour is to be used as an argument for 

considering Poland as an emerging market for the Danish inbound tourism. 
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The project follows the structure displayed below: 

 

 

 

 

Chapter 1 

Introduction 

1. The Danish Inbound Tourism - present situation and 
challenges of sustainable development 

2. Problem formulation and research question 

3. Limitations: Study case of Poland, leisure tourism only 

4. Methodology: Theory applied and field research 
(tourists survey, focus group, tour operators interviews) 

5. Data collection: Primary and secondary 

6. Data validity and prospect for generalizations 
 

Chapter 2 

Concepts, Models and Definitions 

1. Product Life Cycle and Evolution of a Tourist Area 
Model by Butler 

2. Tourist Decision Making Model 

3. COO-Effect in Decision Making Model 

4. Tourism Marketing Planning Model 

5. Theory critisism and perspectivation 
 

 

Chapter 3 

Analyses of the Collected Data Set 

1. Results on the existing markets (SWE, NOR, GER) 

2. Results on the emerging market (Poland) 

3. Results of the examination of the perception and 
behaviour of the Polish tourists 

4. Results of the examination of perception and practice 
of the Polish tour operators 

 

Chapter 4 

Analyses Results and Conclusions 

1. Present perceptions about Denmark of the Polish 
customers and tourism suppliers 

2. Present customers' behaviour of the Polish tourist 

 

 

 

Chapter 5 

The Managerial Implications for the Danish 
tourism organizations 

1. How to influence the Polish tourists 
behaviour with a benefit for the Danish 

inbound tourism 

2. How the collected knowledge about Polish 
market can be used for marketing purpose and 

what orgnizations may benefit from it. 
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1.2.1. Limitations 

The project focuses only on private leisure tourism and with regard to self and professionally 

organized travelling. By professionally organized travelling is meant a travel package purchased 

from a travel agency or a tour operator. Self-organized tourism concerns travelling that is 

researched and booked individually and directly from a supplier. The project focuses on only one 

type of tourism – coastal tourism and specifically looks at renting of summer cottages, vacation 

apartments and camping places in Denmark. 

1.3. Methodology 

The project represents a descriptive and explanatory approach where the results derived from the 

collected data i.e. the opportunities and challenges for the Danish inbound tourism are explained by 

using a relevant set of valid information.  

The collected data consists of secondary research mostly quantitative i.e. statistical reports provided 

by the European Commission, World Economic Forum, Denmark’s Statistics Office, Poland’s 

Statistics Office (GUS) and VisitDenmark. Moreover, a field research has been carried out. It 

comprises the quantitative findings (customers’ behaviour survey) and qualitative data (results of 

focus groups and interviews with the tourism suppliers). 

There are two units of analysis: The first unit includes individuals i.e. a sample of survey 

respondents and the participants of focus groups, and the second unit includes tourism supply 

organizations (travel agencies). The first unit is obtained from three different locations in Poland 

(Gdansk, Warsaw and Piotrkow Trybunalski). The second unit is obtained only in Warsaw. 

The deductive reasoning approach has been chosen for the project as the selected theories of 

consumer behaviour and marketing were taken and applied to the research question, and the 

gathered data is analysed and explained by use of the designated framework. 

1.3.1. Qualitative data collection  

The qualitative part of the field research conducted for the project consists of three focus groups 

(involving individuals that have been and still are performing tourism activities) and three 

interviews with three different tourist agencies. 

The focus groups were aimed to examine the specific issues:  

 Expectations towards travelling abroad 

 Sources of information and motivational factors 

 Possessed knowledge about Denmark (heritage, culture, attractions, people and prices) 
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 Embedded stereotypes about Denmark.  

The examination of the focus groups was performed in three different cities in Poland: 

 Focus group 1 (FG1): May 9
th

, performed in the office of The Institute of Polish for 

Foreigners, Warsaw Kopernika street 3. Six participants (P1-P6) including five women and 

one man invited by the researcher
7
 by convenience (former professional partners) and with 

the method of snowball (recommended by invited participants). The profiles of the 

participants are displayed below: 

Gender (P6)Male (P5)Female (P4)Female (P3)Female (P2)Female (P1)Female 

Age 63 45 50 39 37 32 

Place of living  

                                                            Warsaw 

Education Secondary 

(high 

school) 

Master 

Graduate 

Master 

Graduate 

Master 

Graduate 

Master 

Graduate and 

Post Diploma 

Master 

Graduate 

Professional status Office 

employee 

Owner of a 

small 

company 

Owner of a 

small 

company 

Self employed Office 

employee 

Polish 

language 

instructor 

Family status In a 

relationship 

Married, one 

child 

Married, two 

children 

Married, one 

child 

Single Married, one 

child 

Family income 

after tax 

Above 

Polish 

average8 

Above Polish 

average 

Above Polish 

average 

Polish average Polish average Above Polish 

average 

Table 1 Participants profile FG1 

 Focus group 2 (FG2): May 10
th

, performed in Piotrkow Trybunalski in a private apartment 

of one of the participants. Eight (P7-P14) participants including four women and four men 

invited by the researcher by convenience (friends) and with the method of snowball 

(recommended by invited participants).  

 

 

 

 

                                                 
7
 In the entire project, the researcher is the author of this master thesis 

8 In the entire project, the Polish average is an average wage published by GUS, which is PLN 3,830.89 (DKK 6,806.66) for the first quarter of 2013. 

Source: GUS (Central Statistical Office of Poland) http://www.stat.gov.pl/gus/5840_1786_PLK_HTML.htm. It means that the average household 

income after tax is DKK 10,264 (for families with 2 incomes) and half of this amount for single people. 

http://www.stat.gov.pl/gus/5840_1786_PLK_HTML.htm
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The profiles of the participants are displayed below: 

Gender (P10)Fem

ale 

(P9)Female (P8)Female (P7)Female (P14)Male (P13)Male (P12)Male (P11)Male 

Age 41 41 52 46 37 43 52 41 

Place of 

living 

Piotrkow Trybunalski 

Education Master 

Graduate 

Master 

Graduate 

Master 

Graduate 

High 

School 

Graduate 

Master 

Graduate of 

Engineerin

g 

Master 

Graduate 

Master 

Graduate 

Master 

Graduate 

Professional 

status 

Teacher 

of 

English 

Teacher at 

primary 

school 

Teacher Advertisem

ent Advisor  

Lorry 

driver 

Manager Self 

employed 

Key 

Account 

Manager 

Family status Married, 

two 

children 

Married, 

one child 

Married Divorced, 

two 

children 

In a 

relationship 

Married, 

two 

children 

Married Married, 

one child 

Family 

income after 

tax 

PLN 

7,000 

PLN 5,000 PLN 6,000 Above 

Polish 

average 

PLN 8,000 PLN 7,000 PLN 6,000 PLN 6,000-

7,000 

Table 2 Participants profile FG2 

 Focus group 3 (FG3): May 14
th

, performed in Gdansk in a rented facility at primary school. 

Five participants (P15-P19) including three women and two men invited by the researcher 

by convenience (friends) and with the method of snowball (recommended by invited 

participants). The profiles of the participants are displayed below: 

Gender (P19)Female (P18)Female (P17)Female (P16)Male (P15)Male 

Age 39 28 39 45 42 

Place of living                                                               

                                                  Gdansk 

Education Bachelor 

Graduate 

Master 

Graduate 

Master Graduate Master Graduate Master Graduate  

Professional status Real Estate 

Agent 

Teacher at 

primary 

school 

Economist Teacher at 

primary school  

Teacher at 

primary school 

Family status Married, two 

children 

Single Married, one 

child 

Married Married, two 

children 

Family income after 

tax 

Above Polish 

average 

Above Polish 

average 

Above Polish 

average 

Above Polish 

average 

PLN 4,000 

Table 3 Participants profile FG3 
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All three focus groups (FG1,-2,-3) had the same information content and design. All of them lasted 

for one hour. They were constructed as a structured conversation covering 20 detailed topics that 

were listed in a form of a questionnaire
9
 and given to the participants just before the panels 

commenced. The questionnaires contained open, closed, multiple choice questions and topics for an 

open discussion. Moreover, the participants were given hand out materials (brochures of Netto and 

Føtex as examples of Danish supermarkets and a catalogue of Denmark in Polish published by 

VisitDenmark). Every question or topic was announced by the researcher and the participants were 

talking about them simultaneously making notes in their questionnaires. All three focus groups 

proceedings were recorded with the acceptance of the participants and stored as digital audio files. 

The recordings are transformed into a transcript that comprises only the relevant content and non-

relevant content i.e. jokes, comments and sayings out of scope have been excluded. Both the 

transcripts as well as the filled out questionnaires (Polish language version) represent the base for 

the analysis in Chapter 3 – Analysis of the Collected Data, p. 31.  

Every participant has an assigned number from one to 19 preceded with letter P, e.g. P1, P18. The 

signing is used in tables with each participant’s profile above and in the Focus Group Answers, 

appendix 8, 9 and 10 (pp. 86, 90, 95) and in the Focus Group transcript, appendix 5, 6 and 7 8 (pp. 

82, 84, 85).  

In order to examine the supply side, internet search was carried out in order to find tourism offering 

from Denmark. For instance, if using a popular searching website www.wakacje.pl one may obtain 

three offers of hotels in Copenhagen and one seven days round bus trip from Neckermann. 

Therefore, it was necessary to meet some travel agencies and examine the reasons for not seeing a 

broader variety of offers in the market. 

Three interviews have been performed as a part of the qualitative research examining the position of 

Denmark as a tourists destination on the Polish market seen from the supply perspective. Three 

different travel agencies in Warsaw have been selected by the degree of being involved in the 

Danish inbound tourism. It was an imperative task to obtain information from the travel agencies 

that include Denmark in their portfolio. Moreover, it was important to learn about the agencies that 

include Scandinavian countries, but not always Denmark, and to understand the reason why the 

agencies do not consider Denmark as a travel destination. As a result of convenience all three 

interviewed travel agencies are located in Warsaw. All three interviews were recorded with the 

acceptance of the interviewees and the transcripts are the base of the analysis in Chapter 3, (p. 

                                                 
9 Focus group form is included in the Documentation Appendix 4  

http://www.wakacje.pl/


17 

 

31)31. The transcripts are attached in the Documentation part, Appendix 1, p.71, Appendix 2, p.72 

and Appendix 3, p.73.  

 Interview 1 (IV 1): with Maria Kamińska-Płużańska, employee of Furnel Travel 

International
10

, carried out on May 7
th

 at the agency office.  

 Interview 2 (IV 2): with Anna Piotrowska (president) and Maria Jolanta Posluszna 

(employee) of TOPTRAVEL Incentives&Holidays
11

, carried out on May 7
th

 at the company 

office. 

 Interview 3 (IV 3): with Anna Kaźmierczak, executive manager at NOVASOL-Polska
12

, 

carried out on May 8
th

 at the company office. 

The main purpose of these interviews was to examine if the Polish travel agencies are interested in 

selling Danish tourism products, what are the reasons of selling or not selling such products and 

what is their overall opinion about Denmark as an inbound tourism destination for the Polish 

travelers. 

All three interviews had the same semi-structured configuration built with open questions to answer 

and questions that have arosen spontaneously during the interviews, which differ from each other 

due to the different developments of each interview
13

.  

1.3.2. Quantitative data collection  

The quantitative part of research consists of a complex survey “Polish Tourists Abroad Survey” 

(called later in the project PTA survey) that examined customers’ behaviour of Polish tourists 

travelling for leisure purposes abroad. The study enclosed 29 structured, closed questions of one- or 

multiple choices. It contained two basic segments: The first segment (from question 1 to 19) was 

addressed to respondents that have never visited Denmark; the second segment (from question 1 to 

29 with exclusion of questions 18 and 19) was addressed to those who have been to Denmark. The 

PTA survey was conducted in a non-digital way - paper based only. The reason for it was, that in 

Poland usage of internet is much lower than in other European countries. According to the latest IT 

research (GUS, 2011), only 64 per cent of the Polish households have access to the internet. 

Moreover, 57 per cent of people, having access to a computer actually use it and 52 per cent of 

users with an access to the internet use it. Therefore, the only usage of IT to carry out a survey 

                                                 
10 Kopernika st. 3, 00-367 Warsaw, phone: +48 22 8282889, www.furnel-wyjazdy.pl , e-mail: furneduk@furnel.pl ,  
 
11 Foksal str. 12/14, 00-366 Warsaw, phone:+48 22 892 93 00, www.toptravel.pl, e-mail: anna.piotrowska@toptravel.pl, 

jolanta.posluszna@toptravel.pl  
12 Contact PR and Marketing Department, Topiel str. 27/11, 00-342 Warsaw, www.novasol.pl , e-mail: Warszawa@novasol.pl , 

anna.kazmierczak@novasol.com  
13 Interview questions are included in the Documentation Appendix 11, p.112 

http://www.furnel-wyjazdy.pl/
mailto:furneduk@furnel.pl
http://www.toptravel.pl/
mailto:anna.piotrowska@toptravel.pl
mailto:jolanta.posluszna@toptravel.pl
http://www.novasol.pl/
mailto:Warszawa@novasol.pl
mailto:anna.kazmierczak@novasol.com
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would bias the results by involving only a particular group of internet users, who is not 

representative for the rest of the population.  

The sampling was executed by the researcher using convenience and snowball methods. The 

surveys were distributed in three cities
14

 visited for research, using primary the researcher’s 

personal contacts, and secondary associates brought by the primary contacts.  

The convenience and snowball distribution method resulted in 106 questionnaires completed by the 

respondents.  

The purpose of the PTA survey was to examine demographics, general tourism behavior (budget, 

destinations, frequency and type of transportation, type of products, activities, method of purchase, 

and method of information seeking) and decision-making processes. Moreover, possible experience 

with Denmark as a tourism destination was examined by posing Denmark as  

 An already travelled destination and motives (positive and negative) and 

 a possible destination to travel and its motives (positive and negative)
15

.  

1.3.3. Evaluation and validation of the collected data 

1.3.3.1. The qualitative research 

The three focus groups were chosen using non-probability sampling as they were created by 

convenience and the snowball method. This may have an impact on the results because by using 

such a sampling, some groups have no chance to be selected or their probability of selection is not 

known. Moreover, the selected group may have a specific profile determined by its relations to the 

researcher and to each other. It may be argued that probability sampling is the best method because 

it cannot be biased as a non-probability one. However, probability sampling is mostly used for 

concepts that are easy to measure (e.g. income, demand and other quantities), while non-probability 

sampling works better for concepts that are not easy to measure. The image of Denmark among the 

Polish tourists and their consumer behaviour belongs to the concepts of non-easy measurement and 

the choice of sampling is therefore valid.  

The cities chosen to perform the focus group studies were not random. In this case, the convenience 

method has an objective reasoning. Primo - the inhabitants of big cities and towns are assumed 

more proned to travel domestically and abroad; secundo - Gdansk, Warsaw and Piotrkow Tryb.
16

 

are directly connected to Denmark (direct flights and in case of Gdansk, a ferry line to Ystad and 

                                                 
14 Gdansk, Warsaw and Piotrkow Trybunalski 
15 Survey is included in the Documentation  in Appendix 12, p.107 
16 Piotrkow Tryb. uses Lodz airport that is 42 km away and has a direct SAS route to Copenhagen 



19 

 

Karlskrone); tertio - two big, but yet different in size. Cities (Warsaw with 1.7 mill and Gdansk 

with 460 thousands inhabitants) are confronted with one small city, Piotrkow Trybunalski with 77 

thousands inhabitants. Such a selection allows confrontation of results with a geographical variable, 

which is very important and determines the level of income and life style, which has been argued in 

the Problem formulation, p.8. From a marketing point of view, the geographical diversity is 

important as it may help to direct the marketing activities in an effective way. However, to complete 

the picture, a focus group study involving inhabitants of small towns and the countryside should be 

performed as well in order to accept or deny the hypothesis of the non-travelling population of the 

countryside and their existing-or-no-knowledge of Denmark. 

The construct validity - i.e. selection of issues to measure and respective measurements - is in place 

due to the structured and united design of all performed focus groups. Due to the usage of paper 

forms supported by audio records, their content is easy to select, compare and analyse. 

Internal validity is also secured by the design of questions and topics for discussion. The set of 

demographic, behavioral and motivational questions allows taking conclusions based on cause-and-

effect relation and other co-relations.  

External validity of the performed focus groups is corrupted by the convenience and snow ball 

method of sampling that resulted in having participants of a common profile (mostly highly 

educated families with members between 37-52 years of age, with children, and with a very few 

outliers)
17

. This specific sampling causes a doubt of generalization of results compared to the rest of 

the population in scope. In order to maximize the generalization prospects, the profiles of the 

participants should be better diversified and should fit the characteristics of the whole population.  

The interviews  

All three interviews were performed based on a set of identical questions, which secure the 

construct and internal validity. Due to that, the three subjective statements and points of view are 

compared to each other and all common conclusions are listed as well as the content, which was 

different. 

1.3.3.2. The quantitative research 

The PTA survey sampling was chosen using non-probability methods (created by convenience and 

snowball method). As it was said while validating the focus group studies, it may have an impact on 

the results, because by using such a sampling, some respondents have no chance to be selected or 

                                                 
17 Please look back to chapter 1.3.1 where the profiles of the participants are displayed 
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their probability of being selected to the survey is not known. The selected respondents may have a 

specific profile determined by their relations with the researcher and with each other. Again, it may 

be argued that probability sampling is the best method, because it cannot be biased as a non-

probability one. However, probability sampling is mostly used for concepts that are easy to measure 

(e.g. income, demand and other quantities), while non-probability sampling works better for 

concepts that are not easy to measure. The image of Denmark among Polish tourists, their 

experience with Denmark and their consumer behaviour belong to the concepts of non-easy 

measurement and the choice of sampling is therefore valid.  

The choice of cities for this survey was not random either and has the same objective reasoning as 

the choice of focus groups
18

. Similar to the focus groups, in order to complete the picture, the PTA 

survey should also reach for respondents from a broader geographical area. Without that, the 

external validity is corrupted. This specific sampling method grounds reservations in terms of 

generalization of the obtained results to the rest of the population in scope. In order to maximize the 

generalization prospects, the profiles of the respondents (i.e. place of leaving) should be better 

spread and fit the features of the whole population. The paper-based conduction of the PTA survey 

represents the advantage for external validation as non-internet users are not excluded from the 

study and this is of high importance in Poland due to the reasons mentioned earlier
19

.  

The construct validity, i.e. selection of matters to measure and respective measurements, is binding 

due to the structured and united design of the survey. The content is built with closed and multiple 

choices questions, and therefore is easy to select, analyse and conclude. 

Internal validity is also secured by the design of questions. The set of demographic, behavioral and 

motivational questions allows concluding based on quantities, distributions and co-relations.  

1.4. A literature review 

The purpose of this chapter is to outline the concept of the COO-Effect and its relevance for 

tourism. 

The main conceptual framework used for the analysis is the construct of the Country of Origin- 

Effect that is an elaboration of stereotypes and image of a manufacturing country involved in a 

consumer purchase decision and choice. In this case, the stereotypes and image of Denmark 

affecting the Polish tourists’ behaviour (i.e. buying or rejecting to buy the Danish tourism 

proposition) are examined. 

                                                 
18 Please look back to sub chapter 1.3.1 where the focus groups are validated 
19 Look at sub chapter 1.3.2. 
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The literature review of the COO-Effect used for this project is based on the work by Keith Dinnie 

(Dinnie, 2003) who in 2003 wrote an article for the Journal of Customer Behaviour summarizing all 

academic research that has been published since year 1965. Although this literature review is based 

on one single research paper, it is sufficiently informative in order to present the COO-Effect 

construct and its managerial value for the studied matter. Since this project does not aim to 

complete or argue the COO-Effect study and only uses the concept as a framework for a managerial 

research, a generic and based on original sources review is not required.  

The review is divided into three periods representing the evolution of the construct.  

First period shields the years between 1965 and 1982 when the first attempt to study the 

phenomenon was done by R.D. Schooler. He published an article in the Journal of Marketing 

Research titled “Product bias in the Central American common market” and he concluded in this 

article that the country of origin of a product may have an effect on the consumer’s judgment of a 

product. This first study was carried out based on the students’ population in Guatemala. Several 

products were labeled as originating from four different countries: Guatemala, Mexico, Costa Rica 

and El Salvador. The products from Guatemala and Mexico were evaluated more positive than the 

two others. This experiment confirmed only a psychological mechanism of favoring one product 

before another based on one characteristic only-country of origin. Moreover, it had two major 

quality errors. Firstly, it was carried out among the students and the external validation was 

therefore corrupted.  Secondly, it concerned only tangible products excluding services, which is 

understandable considering year 1965 when the service economy was not yet classified clearly. 

However, this study has opened the door to the further research by Schooler and many others. In his 

next published work, Schooler and Sunoo have investigated consumers’ perceptions by contrasting 

regional vs. national labeling. They found out, that consumer bias against products from less 

developed countries may be diminished by using regional labeling rather than national - e.g. “Made 

in Asia” instead of “Made in China”. They concluded that regionally labeled products suffer less 

from customers’ animosity. However, the follow-up of this study in the USA has not confirmed the 

previous findings.  

Later studies taken by Nagashima (1970; 1977) and Papadopoulos (1987) have confirmed the 

dynamic nature of country image. It means that the image of the country may change over time but 

in the long term. This finding is particularly important for the expansion strategies that suffer from a 

negative image of an expanding country and may be avoided or diminished by preceded image 

improvement campaign. The dynamic nature’s conclusion has relevance for tourism in the sense 
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that a consumer negligence or animosity towards destination may be changed by a complex and 

adequate marketing action.   

The second period is marked between years 1983 and 1992. The research from this time is 

characterized by proliferation of multi-attribute approaches in assessment of the COO-Effect. This 

approach examined the link between the image of a country and the products made in that country. 

The most significant research of this time was done by Ettenson et al (1988) and examined the 

effectiveness of “buy domestic” campaigns. Ettenson proved that home country of origin cue has 

less effect on buyers than other cues e.g. price and quality. It means that there is no patriotism in 

consumer behaviour if the foreign product is cheaper or winning with its quality. This conclusion 

may have effect on tourism, specifically for the tourists generating country with a strong tradition of 

spending holidays domestically. By communicating the values of going abroad for vacation the 

strong custom of staying “at home” may be counterbalanced. Another study that concludes similar 

was done by Becker (1986) among consumers in a shopping area. This study indicated the presence 

of a “halo effect” about some particular imported products and confirmed also that customers will 

prefer domestic over the imported products only if their quality is at least equal. A “halo effect” 

means that consumers would choose the products with created thrill based on specific attributes. 

Both issues concluded by this study have relevance for tourism. If the perceived quality of one 

destination over another is higher, the consumers are expected to follow the better option. 

Moreover, if a destination is perceived as an exciting and thrilling, the “halo effect” will work as 

one of the main drives and will attract the consumers. In such a case, marketers should understand 

the nature of the effect and develop an adequate strategy aiming either using the positive image of 

the country, or altering the negative perceptions. 

The first explicit study aiming to measure the COO-Effect for tourism on the country level was a 

research performed by Ofir and Lehmann (1986). The subjects of this study were Switzerland, 

France and Austria and their ski resorts. Two hundred sixty nine skiers rated ten attributes of each 

of the countries on a five-point scale. The listed attributes were following: Modern, exciting, 

entertaining, challenging, friendly, honest, sophisticated, romantic, picturesque and expensive. The 

result of this study showed that the image of the three researched countries was quite homogeneous 

in the eyes of American tourists as they rated them very similarly. However, this type of study is 

used nowadays for experience economy and tourism research and is a base for later academic work. 

For instance, Lise Lyck in her book “Service- og Oplevelseøkonomi I Teori og Prasis” (Lyck, 2008) 

has developed The Experience Wheel Model that is a tool suitable for measuring perceptions of 

countries, attractions, etc.  
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The Experience Wheel assesses the experience of products (e.g. tourists’ attractions, regions, 

countries, etc.) in a qualitative and quantitative way. The model is displayed below: 

 

Table 4 The Experience Wheel by Lise Lyck 

The listed attributes may be substituted by other relevant for specific subject and analysis qualities 

and the axes diverging in the center work as a scale. The model can be used not only to determine 

the present perceptions, but also as a tool to determine the changes of the perceptions over time, 

which takes us back to the dynamic nature of country image confirmed by Nagashima (1970; 1977) 

and Papadopoulos (1987). Moreover, The Wheel model was inspired by work of Pine and Gilmore 

and their Four Realms of Experience (J. Pine, J. Gilmore, 1999), which evidences close 

relationships between experience economy, tourism, country image and finally the COO-Effect. 

The third period (1993-2004) of the COO-Effect research is categorized as a reconceptualization of 

the COO construct. From this period, two studies are explicitly important for the tourism industry 

and research. First of them is a paper of Javalgi, Cotler and Winans (2001) that examines how the 

COO-Effect research literature may be applied to services. The authors concluded that the COO 

construct has its relevance to services and the relationship between COO and services is similar in 

nature to that between COO and tangible products. Thus, the importance of COO for tourism is 

confirmed based on 19 different studies from a period of the last 20 years. 

Another study with importance to tourism and this project is a research by Niss (1996), he was 

looking at the COO marketing in terms of the product life cycle. His main finding was that the 

usage of the COO-Effect references varies over the product life cycle. The construct of COO was 

proven more useful in the introduction stage of the product life cycle and was gradually diminishing 

The Experience Wheel by Lise Lyck 
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in importance in the growth and maturity stages. This conclusion has a fundamental significance not 

only for marketers that build their expansion strategy enjoying a positive country image, but also for 

them who are forced to alter a less positive or even a negative image. For tourism and destination 

marketers it would mean that even the most valuable image that worked in the introduction phase 

will be less and less efficient along the product (destination) life cycle and eventually will lead to a 

decline in sales (this phenomenon is observed presently in case of the declining arrivals of 

Scandinavian and German tourists to Denmark). This shows that the initial capital of the positive 

image deteriorates over time and should be managed and revitalized otherwise the product will 

decline or eventually die for a given market. Correspondingly, if a certain product does not enjoy 

any positive perceptions, but the country of origin does, so the customers’ appreciation for this 

product may be built based on the attributes of the given country. This thesis is confirmed by the 

study of Chaney (2002), who analysed the positive image of Switzerland and exported Swiss wine 

that in the beginning was not recognize as quality wine, but later on the emphasis of Switzerland as 

high quality goods producers helped this wine to be successful on the external markets. This can be 

related to tourism as well. If a certain country is not recognized as an attractive tourists destination 

but has other attributes that are present in the minds of potential customers/tourists, this positive 

image can be used as a building block to create the valuable image of the given country as a tourism 

destination. For instance, if Denmark is not perceived as a tourist’s destination among the Polish 

tourists, but at the same time enjoys the image of safe, friendly and well organized country, this can 

be used to build an interest for Denmark as a vacation destination. 

The given review of the COO-Effect literature helps to understand this construct and its 

implications for tourism in general but also for the particular subject of this project, that is Denmark 

as a tourism product/destination exported to the Polish market. This construct will be used to 

analyse consumer behaviour data and the data of the perceived image of Denmark collected in 

Poland. 

Chapter 2 - Concepts and Definitions Used for Data Analysis 

The aim of this chapter is to introduce the models used in analyzing the findings of the field 

research in Poland and their conceptual interrelations. 

The main construct of the COO-Effect that is used as a conceptual base for customers’ behaviour 

analysis is supplemented by other models that are built to facilitate determination of the present 

condition of the existing market segments, behaviour of the potential segments and how this 

knowledge should be used by the tourism marketing strategy makers. By applying the chosen set of 
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theories, the findings of the primary and secondary research are transformed and concluded in a 

ready–to-use form for the Danish tourism planners. 

The following sub-chapters explain the models and their relevance for analyzing the research 

findings. 

2.1. Product Life Cycle – TALC Model by Butler 

The concept of a product life cycle has appeared in the COO-Effect literature as a factor that 

influences the strength of the COO-Effect on customers’ behaviour (the details were discussed in 

the Literature Review chapter). Therefore, this model is used in the analysis of the Polish tourists’ 

behaviour and their perceptions about Denmark. 

Another reason for implementing this model is the need for a theoretical tool to explain the decline 

in Scandinavian and German tourists’ arrivals to Denmark, which is the main reason for searching 

for new markets. 

The most common and known model of a product life cycle developed by Levitt (T.Levitt, 1965) 

was particularly developed for tangible products, and therefore it is not entirely relevant to 

implement for services. Hence, for the best fit for tourism, the TALC model by Butler (Butler, 

1980) , that is built on the same principle, will be used.  

The Tourism Attraction Life Cycle model is a conceptualization of development of the tourist area 

showing five stages of a tourist attraction goes through over time. Even though the TALC model 

was built for analysis of a particular tourist attraction development, in this project it will be used to 

determine the situation of one whole tourism destination – Denmark in the specific markets that are 

tourists generating areas. In other words, instead of tourist attraction, tourist destination will be 

applied as a subject analyzed in the model.  

The visualization and the explanation
20

 of the TALC model are displayed below: 

                                                 
20 http://www.destinationrecovery.com/destinationlifecycle.html 

 

http://www.destinationrecovery.com/destinationlifecycle.html
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Table 5 TALC Model by Butler 

 

 

In this project, the five stages that were used to explain 

the evolution of a tourist attraction are used to illustrate 

the evolution of the particular destination on a certain 

market. Hereby, the destination becomes a product that 

goes through its life stages and completes its life cycle. 

The reasoning behind handling a country/destination as 

Butler’s attraction is the following:  A particular tourists generating area/country is a possible 

market for a certain destination that becomes an exported product. Once the product is 

communicated and launched goes through the exploration and involvement stages gradually 

obtaining customers/tourists, who purchase/visit a country. At this phase, a destination is treated as 

trending or emerging. As an example, Mallorca for Danish tourists in 60’s or Bulgaria for Polish 

tourists in 70’s can be mentioned. Subsequently, trough the development phase the number of 

tourists grows until the moment of consolidation and stagnation, what happened in late 80’s in 

Poland and late 90’s in Denmark when the number of tourist visiting Bulgaria and Mallorca 

decreased. There are numerous reasons for that, just to mention a few: 

 No interest in re-visiting the same destination (saturation effect) 

 Deterioration of the infrastructure at the destination causing quality decrease 

 Snob effect (when an exclusive product becomes a common one) 

 Appearance of the new destinations on the market 

 Appearance of new types of tourism requiring new locations  

The Tourism Attraction Life Cycle Model 

The basic idea of Butler’s model is that a 

destination begins as a relatively unknown and 

visitors initially come in small numbers 

restricted by lack of access, facilities, and local 

knowledge, which is labeled as Exploration. As 

more people discover the destination, the word 

spreads about its attractions and the amenities 

are increased and improved 

(Development).  Tourist arrivals then begin to 

grow rapidly toward some theoretical carrying 

capacity (Stagnation), which involves social 

and environmental limits.  The rise from 

Exploration to Stagnation often happens very 

rapidly, as implied by the exponential nature of 

the growth curve.  The possible trajectories 

indicated by dotted lines A-E are examples of a 

subset of possible outcomes beyond 

Stagnation.   Examples of things that could 

cause a destination to follow trajectories A and 

B toward Rejuvenation are technological 

developments or infrastructure improvements 

leading to increased carrying 

capacity.  Examples of things that could cause 

a destination to follow trajectories C and D are 

increased congestion and unsustainable 

development, causing the resources that 

originally drew visitors to the destination to 

become corrupted, or no longer exist.   

http://www.google.pl/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=3asnQy_PpV9xeM&tbnid=EtqyibMZ-rXo_M:&ved=0CAUQjRw&url=http://www.sciencedirect.com/science/article/pii/S0160738310001659&ei=wDj6UciPG6GP0AXh54HwDA&bvm=bv.50165853,d.d2k&psig=AFQjCNFteq-FuNFhgsUSvEI_cDWBsvAPUA&ust=1375439417042483
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 Economic and social development  of consumers causing search for new types of recreation 

and consequently new destinations 

 

After reaching the stagnation point, a destination has two possible directions to take. The possible 

decline with instantly diminishing number of tourists is the miserable end of a successful tourist’s 

destination case. Another possibility is to re-juvenile a destination and this can be achieved in many 

ways for instance by creating new selling propositions, reconstructing the physical evidence, 

attracting new generation of tourist from the existing market or exploring new markets. 

This approach to the TALC model will be used to determine the situation of Denmark in the 

existing – and problematic markets (e.g. Germany) and to propose new solutions. Moreover, the 

model will be used to define the position of the Polish market for the Danish inbound tourism.   

2.2. Tourist Decision Making Model by Goodall and Ashworth (B. Goodall, G. Ashworth, 1988) 

The model of TALC elaborated above concerns the evolution of a destination over time. However, 

the model does not explain the reasons behind the particular development of the destination or 

attraction. However, the causes may come either from man-controlled forces (the supply and 

demand side) or from natural forces (natural disaster or catastrophes). The man-controlled powers 

can be predicted, planned and analysed with the managerial know-how. The supply side is 

understood as a destination management and the demand side consists of market research where one 

of the elements is the consumer behaviour. Therefore, the next model to analyse the prospects of the 

Danish inbound tourism among the Polish customers is the purchase behaviour theory. Customers’ 

behaviour is critical for evaluating the chances to sell and for creating the efficient marketing. The 

most common model of purchase behaviour by Kotler cannot be successfully applied for this 

subject, as it is more suitable for tangible products. Therefore, the specific model for tourism 

customers’ behaviour has been selected. The model by Goodall and Ahsworth will serve to analyse 

the results of focus groups and the PTA survey carried out in Poland. The chosen model is shown 

below:  
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Table 6  The Tourist Decision Making Model by B. 

Goodall and G. Asworth 

 

The main aim of this project is to determine 

the COO-Effect influencing the chances of Denmark as a tourist’s destination in the Polish market. 

Therefore, it is necessary to determine how the COO notion fits the customer decision making 

model. Next sub-chapter treats about this issue. 

2.3. COO-Effect in the Tourist’s Decision Making Model 

The COO construct belongs to the image box of the decision making model. This statement is fully 

entitled because image is explained as a mental conception, perception or idea. Murphy (1985) in 

his examination of tourism demand equates image to a mental map of the world and argues that this 

map is built on perceptions. Moreover, Lawson and Baud-Bovy (1977) define an image as “the 

prejudice, imaginations and emotional thoughts an individual or group have a particular object or 

place”.  Hence, the convergence of image and the COO-Effect is evident. The COO construct shows 

the link between product quality perception and the image of a country. However, if the product 

itself is a country, then the bond is even stronger. Therefore, the image of the country embedded in 

the perceptions of the potential customers is a critical element in their decision making process. The 

perceptions should be fertilized if beneficiary or changed by the marketers if negative. That is how 

the flow of logic terminates with the Tourism Marketing Planning Process Model by Papadopoulos, 

which is explained in the next sub-chapter. 

The Tourist Decision Making Model developed by B. 

Goodall and G. Asworth establishes its starting point in 

needs and desires. The needs are defined as innate 

conditions and desires are extrinsic feelings for 

individual pleasures and satisfaction obtained by doing 

something. Both factors result in motivations. People’s 

motivations then meet the images they have embedded 

in their minds and this is a start of the evaluation and 

selection process. The images are influenced by 

personal preferences, expectations and are compared 

with actual perceived opportunities (perceptions), 

which mean that even the same destination or attraction 

may look different in different people’s mind. The 

tourists identify the particular destination, which seems 

to exceed the aspiration level and purchase it. After 

experiencing the chosen holidays, comes satisfaction 

(or dissatisfaction) that influences future travel 

decisions. 

http://www.google.dk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=wvCRzR6DAltO5M&tbnid=1Xwr_XRqI7eoXM:&ved=0CAUQjRw&url=http://www.emeraldinsight.com/books.htm?chapterid=1827365&show=html&ei=3wgiUbvLComTswa57IHgCQ&bvm=bv.42553238,d.Yms&psig=AFQjCNHdc7GdAjuRwrTOhwsQC9EKowqtHQ&ust=1361271335922444
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2.4. Tourism Marketing Planning Process Model by Socrates I. Papadopoulos (Papadopoulos, 1989) 

The Papadopoulos’s model considers tourism planning as multifaceted and interdisciplinary. 

Therefore, it requires an integrated approach supplemented by ongoing and structured research 

including all aspects of tourism. The model includes consumer motivational research that finds all 

deeds and decisions involved in the process of selection of the travel destination. The model 

contains four items that are expressed in the following questions: 

 How did we get there? 

 Where is tourism now? 

 Where do we want tourism to go? 

 How do we get there? 

The visual form of these questions is displayed below:

 

The Tourism Marketing Planning Process Model by I. Papadopupoulos emphasizes, “a dynamic and continuos 

process with interrelated and interacting variables. It begins with the client (tour operator/tourist) and end with the 

client. The overriding aim is to gather, process and utilize data when planning, executing and controlling marketing 

startegies and tactics in both long and short-term dimensions. In addition, the model can be used as a marketing 

tool to identify the problems, in order to avoid treating the wrong symptoms, and to take advantage of 

opportunities. In short, this is a structured approach to the collection and analysis of information in a complex 

tourism environment.” 
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Table 7 Tourism Marketing Planning Process Model by Socrates I. Papadopoulos 

The model will be used as a tool to determine and structure the situation of the Danish inbound 

tourism (based on the secondary data), pointing out the opportunities waiting in the new market 

(based on the field research) and lastly to give some managerial recommendations how to use them 

strategically. 

2.5. Theory criticism and perspective 

The set of theories and models used in this project was selected to create a framework for the 

analysis of the gathered data and to shape the conclusions in a comprehensive manner.   

The originality of this current approach lies in application of the COO-Effect theory to determine 

the image of Denmark and its repercussions for customers’ choices. The originality is due to the 

two aspects. Firstly, the construct of the COO-Effect is not commonly used in services as it is 

explained above in the literature review. Secondly, it is not a common tool in marketing reaserch 

either. Instead, this kind of study of image is usually included in PESTEL analysis as social aspects 

and/or is incorporated to the model of decision-making process and customers’ behaviour. In fact, 

the PESTEL analysis applied in this project would enhance the analysis with valuable data about 

the new market and help to complete the list of opportunities and challenges. However, a separation 

of this study of image in the framework is still valid, as the importance of image is crucial for the 

tourist’s decision-making process. 
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Furthermore, use of the SWOT model would strengthen the conclusion with an internal aspect - the 

Danish inbound tourism abilities in disposal.  

Chapter 3 – Analysis of the Collected Data 

In this chapter, the results of secondary research concerning the present situation of coastal 

tourism in Denmark are presented. Moreover, a field research carried out in Poland, aiming to 

scrutinize Polish tourists’ behaviour as well as a determination of image of Denmark among them, 

will be presented and concluded. 

3.1. The results on the existing markets  

The notion of the existing markets concerns the Danish coastal tourism
21

 and particularly tourists’ 

rental of summer cottages as well as camping places. 

According to the VisitDenmark report (VisitDenmark, Fakta om dansk turisme, 2008), coastal 

tourism represents 27 per cent of all types of tourism in Denmark and is the larger type of tourism 

with regard to number of nights and revenue. Another VisitDenmark report (VisitDenmark, 2013) 

claims that, in year 2011, the total coastal tourism market amounted 34.2 mill nights. Fourthyfive 

per cent of the nights concerned summer cottages and the second largest type of accommodation 

was camping places. The three summer months (June, July and August) represented 58 per cent of 

all nights in coastal tourism.  

When splitting tourism generating areas, 50 per cent of the Danish coastal tourism is taken by 

Danes. The other half is a composite of Germans (37%), Norwegian (5%), Swedish (3%), Dutch 

(2%) and others (3%). It is apparent that the Danish coastal tourism relies on the neighbouring 

countries with a significant participation of German tourists. The fact that this type of tourism is 

dominated by the closest neighbours results from the transportation mean (car and car combined 

with ferry) used in this type of tourism. More than 80 per cent of coastal tourists uses car combined 

with ferry, which means that this type of tourism is depended on the distance to the destination 

suitable for travelling by car.  

Overall, the Danish coastal tourism is depended on the neighbours and particularly on German 

tourist. 

The significant and at the same time critical characteristic of the Danish coastal tourism market is a 

trend of decline.  

                                                 
21 Coastal tourism is defined by VisitDenmark as vacation tourism outside of the four big cities (Copenhagen, Aarhus, Aalborg and Odense) 

(VisitDenmark, 2013) 
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In general, since year 2000 the number of all foreign tourists has decreased by 0.7 per cent per year 

(DanskErhverv, 2012). Among all types of tourists’ accommodation, summer cottages and camping 

places are influenced by this negative trend as most, respectively 9 and 20 per cent. In real numbers, 

between year 2000 and 2011 Danish tourism lost 2.657 mill German nights and 800,000 Swedish 

nights. In 2012 another decrease of 4 per cent (517,000 nights) among the German tourists was 

noted
22

. It has to be considered that 67 per cent of the foreign nights are summer cottages and 

camping places which are preferred accommodations in the Danish coastal tourism. It means that 

the majority of the foreign tourists choses this type of tourism and thereby the coastal tourism 

suffers the most from the decline in the market.  

3.1.1. Existing markets concluded 

The negative trend commenced already in year 1993, where the participation of the foreign nights 

was 64 per cent. Today it is approx. 50 per cent. The most substantial segment that is responsible 

for this decline is German tourists. From 1996 to 2006, Denmark lost more than 5 million nights in 

this segment (VisitDenmark, Fakta om dansk turisme, 2008).The same publication reports an 

increase of 69,000 in Polish nights in the same period, which indicates a growing trend in the Polish 

tourists generating market. Even though the number of nights is far from being significant, it 

represents a trend, which should be noticed and managed. 

It can be argued that parallel to the loss in the German market there is a gain in other new markets 

covered by the national tourism strategy. China increased with 35 per cent, Russia with 27 and 

Brazil noted a growth of 31 per cent. However, the increase in these segments does not concerns 

coastal tourism and rental of summer cottages because tourists from mentioned new markets choose 

city tourism and other types of accommodation (mostly hotels). Therefore, it can be argued that the 

new VisitDenmark strategy for years 2012-2016 promoting Denmark in the BRIC markets does not 

cover a need of the Danish coastal tourism recovery. 

The problem is illustrated by using the TALC model of Butler where the Danish coastal tourism in 

the German market is analysed. By analysing the numbers of German coastal tourists nights spent in 

Denmark, the life cycle of this particular tourism product is appearing. The picture below shows 

that the stagnation stage started already in 1993 and after that, there was an undisturbed decline 

(marked with red and green arrows in the model). At the same time, the number of Polish tourists 

visiting Denmark (marked with blue arrows) is showing that the product for those customers is in 

                                                 
22 http://www.visitdenmark.dk/da/danmark/ingen-vaekst-i-dansk-turisme-i-2012 

 

http://www.visitdenmark.dk/da/danmark/ingen-vaekst-i-dansk-turisme-i-2012
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the involvement/exploration stage and may develope through the next stages. According to the 

Butler theory, as soon as a stagnation stage comes, a destination management should focus on 

regaining the customers’ interest in order to alter the negative trend. In this regard, the strategic 

planning should include revitalization of the product for existing markets, searching for new 

markets and/or promoting the product on newly chosen markets. 

    

Table 8 TALC Model illustrating German and Polish market 

The noted increase of the Polish tourists in Denmark, which was mentioned before, the geographic 

proximity that makes travelling by car (preferred by the coastal tourists) possible and ferry lines 

operating between Poland and Denmark is indicating that Poland could develop as market for the 

Danish coastal tourism. Therefore, the next two sub chapters are dedicated to the Polish market and 

customers analyses based on the primary research carried out by the author. 

3.2. The Results of the focus groups performed in Poland 

The focus groups sessions performed in Poland served two purposes. The first one was to learn 

about the decision making process of the Polish tourists. The second aim was to find out what is the 

image of Denmark in the mindset of Poles. Subsequently the embedded image was used to 

determine the COO-Effect influencing the concept of Denmark as a travel destination among the 

Polish tourists. 

First aim was achieved by completing the information table by the participants and answering 

questions from one to seven (Appendix 4, Focus Group Form, p.75). The findings are elaborated in 

the next two parts containing the demographics and the behavioural data. 

German tourists - Development until 

year 1993 

German 

tourists-

Years 

1993-

2012 

Polish tourists position 

http://www.google.pl/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=3asnQy_PpV9xeM&tbnid=EtqyibMZ-rXo_M:&ved=0CAUQjRw&url=http://www.sciencedirect.com/science/article/pii/S0160738310001659&ei=wDj6UciPG6GP0AXh54HwDA&bvm=bv.50165853,d.d2k&psig=AFQjCNFteq-FuNFhgsUSvEI_cDWBsvAPUA&ust=1375439417042483
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The demographics 

The three performed focus groups involved 19 people between the age of 28 to 63. 

The statistical interpretation is displayed below: 

Mean 43 

Standard Error 2 

Median 41 

Mode         39;41 

Standard Deviation 8 

Sample Variance 61 

Skewness 1 

Range 35 

Minimum 28 

Maximum 63 

Count 19 

Confidence Level (95.0%) 4 

Table 9 Basic statistics of the Focus Group sample 

The age profile of people travelling abroad based on the data of the Institute of Tourism for year 

2010
23

 (IT data) and based on focus groups examination (FG 1, 2, 3) look as below: 

   Age IT data in % FG 1,2,3 in % 

15-19  16     0 

20-29 19     5 

30-39 16     31 

40-49 15     42 

50-59 15     15 

60 and at more 8     5 

Table 10 Age profile of Polish tourists: IT data and Focus Groups 

There are significant discrepancies in the participation of the respective age groups being a result of 

convenience and the snowball sampling method used for the focus groups. Therefore, the 

qualitative data gathered might not be fully representative for the travelling population. 

The educational structure of the sample is following: 

 17 observations with higher education (Master and Bachelor graduated) that represents 89 

per cent of the sample 

 2 observations with high school education that represents 11 per cent of the sample 

                                                 
23 http://www.intur.com.pl/polacy.php?o=1&t1=6 

 

The sample average is 43, but is not fully representative due to the two 

outliers (min. and max. value) that have skewed the mean to the right. The 

most frequent observations (mode) are 39 and 41 (6 observations in the 

sample). The difference between the smallest (youngest) and largest (oldest) 

observation (range) is 35. The standard deviation of 8 for such a small 

sample indicates that the observations are not very distanced from the mean, 

i.e. the group is homogenious with regard to age. Overall, the sample do not 

represents a normal distribution characteristic for the entire population, but 

may be regarded as a normal distribution for families. 

http://www.intur.com.pl/polacy.php?o=1&t1=6
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In this regard the sample used is not representative for the entire population in Poland as according 

to the latest Population Census 2011 carried by GUS (Central Statistical Office of Poland), the 

education structure of the population is
24

:  

 higher education – 17.5 per cent 

 high school graduated – 33 per cent and  

 primary school graduated – 19.8 per cent. 

However, analyzing the demographic of Poles travelling abroad, the chosen sample is closer (but 

still not reflecting the population sample) to the statistical profile. According to the data provided by 

the Institute of Tourism for year 2010
25

, among the tourists travelling abroad,  

 31 per cent had higher education 

 17 per cent had high school education and 

 14 per cent had primary school and blue-collar occupation education. 

At least, the participants of the focus groups reflect the trend that the percentage of people with 

higher education travelling abroad is higher than the percentage of such people in the entire 

population. 

The household after tax income of the focus groups’ participants is as follows: 

Declared income in DKK % 

8,700 5 

10,440 10 

12,180 15 

13,920 5 

Above monthly Polish average 63 

Table 11 After tax income of the Focus Groups households 

To compare this with the findings of the Institute of Tourism for year 2010
26

 where: 

 

Table 12 Tourists income status scale provided by IT 

                                                 
24 http://swiat.newsweek.pl/spis-powszechny--przybywa-osob-z-wyzszym-wyksztalceniem,86284,1,1.html 
25 http://www.intur.com.pl/polacy.php?o=1&t1=6 
26

 http://www.intur.com.pl/polacy.php?o=1&t1=6 

Income status %

Good 32    

Average 12    

Bad 4   

Please note that the scale used in table 12 differs from the one used for the 

focus groups and therefore, the direct comparison is likely to be corrupted. 

However, it is assumed that good means above Polish average, average 

means exactly Polish average and bad is below the Polish average. 

http://swiat.newsweek.pl/spis-powszechny--przybywa-osob-z-wyzszym-wyksztalceniem,86284,1,1.html
http://www.intur.com.pl/polacy.php?o=1&t1=6
http://www.intur.com.pl/polacy.php?o=1&t1=6
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It may be concluded that the financial situation of the participants of both studies is similar and the 

findings from the focus groups are therefore representative.  

The correlation between education and level of income is proven to exist in Poland. According to 

the National Level of Wages examination, a market research was carried out in 2012
27

 by 

Sedlak&Sedlak research institute. It showed that the average wages for respective education levels 

are: 

 

Table 13 Income vs. education level in Poland 

Therefore, the fact of having the majority of the focus groups participants (89 per cent) with a 

higher education influence their behaviour that is related to the income level - and travelling abroad 

is one of them, as it is explained earlier.  

Behavioural data 

The behavioural findings together with the stimuli are arranged and explained by using The Tourist 

Decision Making Model by Goodall and Ashworth
28

. 

Needs and Desires  

The needs and desires were expressed by answering questions 1 and 7 of the focus group form 

(Appendix 4, p.75). Question 1 is related to needed frequency of travelling. Most of the participants 

(8) declared a need for travelling and actual act as two times a year, 7 of them pointed one time, 3 

of them pointed 1-2 times and only one person stated three times a year. All the participants who 

travel two times a year do that during summer (July or August) and winter (February). The 

participants with only one travel declared do that during summer. The above is determined by 

                                                 
27 http://serwisy.gazetaprawna.pl/praca-i-

kariera/artykuly/702874,czy_wysokosc_zarobkow_wciaz_zalezy_od_wyksztalcenia_porownujemy_pensje_osob_po_roznych_szkolach.html 
28 For the model description, look at chapter 2.3 

http://serwisy.gazetaprawna.pl/praca-i-kariera/artykuly/702874,czy_wysokosc_zarobkow_wciaz_zalezy_od_wyksztalcenia_porownujemy_pensje_osob_po_roznych_szkolach.html
http://serwisy.gazetaprawna.pl/praca-i-kariera/artykuly/702874,czy_wysokosc_zarobkow_wciaz_zalezy_od_wyksztalcenia_porownujemy_pensje_osob_po_roznych_szkolach.html
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school calendar and breaks, because most of the participants have children in school. The different 

time of travelling was only pointed out by a person who is single and do not have any children. She 

is avoiding the high seasons and enjoys lower prices and lack of crowds.  

Question 7 concerns the favorite types of vacation. By determining these favorites, desires are 

revealed. The answers for this question were recorded and are documented in the transcripts
29

. Most 

of the participants pointed out four common things important for the vacation: 

1. active relaxation 

2. good weather 

3. good company and 

4. interesting places to see. 

Some of those who recently got children admitted that their way of travelling has changed. They 

prefer to rent a summer cottage, to cook and plan by themselves. Cooking and scheduling by 

themselves were also mentioned as a value by almost all the participants. The only person who 

valued organized trips by a tourist agency was in FG1, person 6, who was a 63 years old male 

participant. 

Motivations 

The motivations to take a holiday in a specific destination are examined by question 4 and 6 of the 

focus group form and are documented in the Focus Groups Answers of Appendix 8,9 and 10 (pp.86, 

90 and 95) 

In question 4 the participants had to list the most important factors when chosing the destination. 

The most frequent factors are: 

 Climate 

 Prices  

 And attractions 

Additionally, infrastructure, company (people I am going with) and culture were listed. With no 

doubt the strongest motivators are the characteristics of the destination. Good weather was 

important for every participant and it is understandable that people from continental climate country 

appreciate warm and sunny weather. Prices are important due to the differences between the Polish 

                                                 
29 Look at the appendix 5, 6 and 7 



38 

 

and Western European income
30

. Due to that, the Polish tourists’ purchase power in Western 

European countries is relatively low. The importance of attractions means that Polish tourists are 

active, curious and searching for diverse experiences. 

In question 6, the participants were given a set of motivators to determine their importance in the 

decision making process
31

. The answers were computed and are displayed below: 

 

Table 14 The importance of the tourists' decision stimuli 

The highest importance belongs to “Willingness to meet new people, places and culture” as 10 out 

of 19 participants have indicated it as the strongest stimuli and five of them described it as an 

important factor. Only four participants did not confirm this motivator as important in a higher 

degree. It converges with the conclusion of question 4 where curiosity was one of the four most 

important features for the participants. Moreover, four motivators received majority of indications 

as the important factors: 

1. Level of prices at the destination (14) 

2. Transportation cost (13) 

3. Family or friends recommendation (12), and 

4. Accessibility (12).  

Transportation time was not weighted that strongly as the answers were scattered.  

                                                 
30 http://epp.eurostat.ec.europa.eu/statistics_explained/images/a/a4/Earnings_in_the_business_economy_%28average_gross_annual_earnings_of_full-

time_employees%29_%281%29_%28EUR%29.png 
31 Look at appendicies 8, 9 and 10 
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Preferences 

The preferences regarding leisure were determined by question 5 and 7 of the focus group form, 

which is documented in The Focus Groups Answers, appendix 8, 9 and 10 (pp. 86, 90, 95) 

Question 5 examined customers’ predilections broken into six aspects of travelling and leisure:  

1. Accommodation 

2. Meals 

3. Activities 

4. Information search 

5. Booking method 

6. Payment method 

The participants listed most preferable solutions for each category.  

The results were following: 

 

Table 15 Types of accommodations preferred by Polish tourists 

The participants stated the three most wanted types of accommodation (where rooms and summer 

cottages for rent are in the same category). They rated rooms and summer cottages as the most 

preferable accomondation, and subsequently they like using hotels and inns.  

With regard to meals preferences considered methods of food provision during the vacations, the 

answers are stated below: 

0

5

10

15

hotel and
hostel

inn private
rooms for

rent

summer
cottage for

rent

sanatorium camping yacht

Preferred Types of Accommodations  
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Table 16 Types of food provision preferred by Polish tourists 

Self-cooking dominates, but many times it is mentioned together with restaurants and bars which 

mean that the participants prefer to mix these two types of food provision. A smaller group 

mentioned FB or HB and for them it was the exclusive type of being nurtured. The next aspect of 

leisure was activities, which the participants prefer to carry out during their vacations. The answers 

are grouped below: 

 

Table 17 Preferred activities 

  

Table 18 Preferred activities in percentages 

All eight mentioned activities (Table 17 Preferred activities) are reduced into five categories (Table 

18 Preferred activities in percentages) due to their semantic and functional proximity. Two types of 
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activities are absolute favorites: Sports with 89 per cent of participants and sightseeing with 74 per 

cent. Most of the participants indicated both categories, which mean that the two activities do not 

exclude each other. Being at the beach and relax was respectively mentioned by 26 per cent of the 

participants and eating was mentioned by only 5 per cent (one person).  

Another element of the travel preferences was disclosure of the favorable methods of information 

search. The participants revealed the followings: 

 

Table 19 Preferred sources of information 

Internet is the most preferable way to search for information followed by friends/family and travel 

agencies usage for information seeking. The outlier here is the use of guide books mentioned by 

only one participant. 

Last two aspects of preferences were booking methods and payment techniques. The participants 

exposed the followings: 

 

Table 20 Preferred methods of booking 

95 
26 

26 
5 

Preferrable Sources of Information 
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internet
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travel agency

guide books

58 
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11 
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direct booking
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Table 21 Preferred methods of payment 

The methods of booking are quite scattered but with three main favorites: Internet, phone and travel 

agency. The three methods of payment were disclosed where money transfer and cash are the most 

common and usage of credit cards is less popular than the first two methods. 

Expectations 

The expectations towards travelling and vacations were examined by two questions posed to the 

participants and are documented in The Focus Groups Answers, appendix 8, 9 and 10 (pp. 86, 90, 

95). In question 4, the participants had to indicate the most important cues expected at the chosen 

destination. The expressed expectations are categorized in the chart below: 

 

Table 22 Expectations towards tourists’ destinations 

The participants named several things that are expected. Due to the number of the repeated cues, 

they may be categorized in three blocks of first, second and third priority.  
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First priority block: Attractions (14 indications), good climate (11 indications) and affordable prices 

(8 indications).  

Second priority block: Interesting culture (4 indications), not over-crowded (2 indications).  

Third priority block with single indications: Untroubled trip, good infrastructure, good company 

and sentiments. 

Question 4 is supplemented with the content of question 7 (documented in The Transcripts of Focus 

Groups, appendices 5, 6 and 7, pp. 82, 84 and 85) where the participants in a free talk explained 

their favorite type of vacation, thus what do they expect on holidays. The answers of this open 

question were scattered and therefore any visual and numeric representation will not reflect the core 

of it. It is enough to conclude that the most expected things are: Good weather, good company to 

have vacation with, variety of attractions and last but not least safety and comfort.  

The Image of Denmark Study 

The second aim was to find out what is the image of Denmark in the mindset of Poles and what are 

their perceptions about Denmark. This aim is realized by posing the questions from eight to 18 and 

is documented in The Focus Groups Answers, appendix 8, 9 and 10 (pp. 86, 90, 95) as well as in 

The Transcript of Focus Groups in appendices 5, 6 and 7 (pp. 82, 84, 85). 

The image of Denmark is based upon peoples’ perceptions that comprise stereotypes and non-

documented testimonials about this country as well as specific knowledge coming from valid 

sources and previous experiences. The Focus Groups questions were designed to determine the 

general image of Denmark and how this image was created. 

Question 8 and 9 are built to find out the first quick associations with Denmark (Q.8) and 

Copenhagen (Q.9). The answers varied between the participants who had been to Denmark and 

those who had not. The communicated associations are displayed below: 
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 Participants who had been to Denmark Participants who had not been to Denmark 

  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
 D

en
m

ar
k

 

 Hummel, handball, ECCO, 

beautiful sea, LEGO, calm, 

friendly people 

 Danish flag, interesting design, 

Louisiana 

 Bornholm, interesting country, 

many attractions 

 Carlsberg beer, royal guards 

 

 Cold climate, cooler than in Poland, 

better world to live in 

 The sea, islands, biking, high taxes, 

everything is expensive, small country, 

lots of greenery, empty-deserted country, 

wooden small houses 

 LEGO, H.C. Andersen, Copenhagen,  

 Czeslaw Mozil (a Polish male singer who 

was raised in Denmark and is now living 

and performing in Poland) 

 2
nd

 happiest country worldwide 

  
  
  
  
  
  
  
  
  
  
  
  
  
  
  

C
o
p
en

h
ag

en
 

 Tivoli, Little Mermaid, 

Christiania, clean city 

 Extremely good ambiance 

 World highest man figure on the 

street, first squad in Europe 

 Litlle Mermaid, Tivoli 

 Nothing 

 High buildings 

 The Queen, but could not tell her name 

 Capital city, big city 

Table 23 Associations with Denmark 

After analyzing the answers, it is apparent that people who experienced Denmark have some 

knowledge that is more correct about the country. They are able to list the main attractions and 

values. Moreover, those who travelled to Denmark do not mention bad weather or high prices as 

arguments against spending a vacation in Denmark. On the other hand, people with no experience 

with Denmark associate this country with cold climate, deserted area and expensiveness. They are 

able to mention very few Danish attractions. Overall, the image of Denmark among the participants, 

who toured for leisure to Denmark, is favorable and appreciative whereas the image shared by the 

other group is much less positive and their knowledge is either rudimentary or incorrect.  

First associations of the participants were deepen by question 10 where all were asked to finish two 

sentences: “Denmark is a good idea (or a bad idea) for vacation because…”. Then again, people 

who visited Denmark already finished only the sentence with “a good idea” arguing it as below: 

 Many different things to do, I was there and I want to do it again 

 Very rich offer, active and culture time spent there 



45 

 

 Many interesting places 

 Very interesting country 

The participants, who have not yet experienced Denmark, finished either first or second question. 

They believe Denmark is a good idea for vacation because:  

 I have not been there yet 

 It is calm, liberal and a highly developed country (but still too expensive for me) 

 It is empty, clean country with beautiful nature and biking possibilities 

Those who claimed Denmark being a bad idea for vacation argue the followings: 

 I do not know why 

 Unsuitable climate for vacation 

 Cold and expensive 

 I can get the same in Poland 

Hereby, it is concluded that the image of Denmark depends on the level of cognition. If it is only 

based on perceptions and stereotypes, it is not favorable for the Danish tourism export.  However, 

even one visit in Denmark changes the visitors’ negative perceptions, and a positive experience 

makes them want to revisit.   

Further questions were posed to determine the level of a general knowledge about Denmark. 

Question 11 checked if the participants knew how many family attractions Denmark offers. The 

choice of answers was 2, 4 or 12 attractions (the correct one) and “I have no idea”. 

The results are as following: 

 

Table 24 Knowledge about Danish tourists’ attractions 

Only the participants who already visited Denmark gave the correct answers. The biggest group did 

know the number of attractions, and the second biggest group declared two attractions, which is 
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2 attractions

4 attractions

12 attractions

I have no idea

Knowledge about number of 
attractions in Denmark 
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understandable if confronting it with the previous answers concerning associations with Denmark, 

where most of them mentioned LEGOLAND and Tivoli.   

The question 13 was inspecting the opinions of the participants regarding given statements that 

represent some characteristics of Denmark important for tourists. By marking one of the possible 

answers the participants were stating their opinions about the statements being correct, incorrect or 

noting their lack of knowledge. By looking at the answers, the general conclusion is that the 

participants do recognize the attractiveness of Denmark as a tourism destination, but at the same 

time, they are convinced that they would not afford visiting Denmark. For instance, they are 

positive that the fuel in Denmark is more expensive than in Poland, while the average price of petrol 

in Denmark is DKK 10.60 and in Poland it is PLN 5.60 (DKK 9.98), so the difference is not that 

significant for the vacation budget. Moreover, the majority of them think that Denmark has toll 

highways, which would make the vacation even more expensive.  All opinions are displayed below: 

 

Table 25 General opinions about Denmark 

To conclude the general opinion about Denmark as a vacation destination, it has everything what it 

takes to be an interesting vacation place, but it is too expensive for Polish tourists. 

The next three questions 14, 15 and 16 aimed to investigate what are the sources of information 

creating the state of knowledge about Denmark among the participants in the study. In question 14 

the participants were given four different communication channels and had to mark the frequency of 
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information concerning Denmark obtained from the respective medium. The results are the 

following: 

 

Table 26 Presence of Denmark in the Polish media 

Only one person (who has experienced Denmark before) indicated an often presence of Denmark in 

TV and internet. The rest of the participants claimed seldom or no presence of Denmark in every 

given channel of communication. 

Question 15 concerned Copenhagen as an attractive city for tourists and examined the perceptions 

of the participants in this matter. Fourteen participants claimed Copenhagen being attractive and 

five of them were indifferent. Those who were indifferent did not know anything about Copenhagen 

and nobody has ever recommended this city for them. Those, who were positive, have learned about 

Copenhagen from the internet, newspapers/magazines or from friends and family.  

The confrontation of these two questions shows that even though Copenhagen is somehow present 

in the communication channels and recognized as an attractive city, it is not sufficient to attract the 

tourists to the whole destination of Denmark. The last question of this set investigated the 

familiarity with particular websites used in tourism.  

The results are presented below: 
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Table 27 Acquaintance with tourism websites 

Even though all participants declared usage of internet for tourism purposes, the knowledge of the 

given websites is radically low. Specifically the websites about Denmark are almost completely not 

known. This conclusion has important implications and is a probable derivative of a very low 

presence of Denmark in the Polish media, which was declared in question 14. 

The last question of the block concerning knowledge and perceptions about Denmark aims to find 

out what possible stimuli would make the participants visiting Denmark. The participant had to 

mark one or more stimuli from the given set. 

 

Table 28 Possible stimuli to visit Denmark 

The most appealing stimuli would be a communication of a good offer. The recommendation and 

practical info provided would also work for 50 per cent of the participants. The six people who 

visited Denmark already declared willingness to revisit. It is positive that after the process of the 
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focus groups study was performed, only one person was confident not to travel to Denmark. One 

person marked “other” which was a case of having more money for travelling in general. 

The last block of The Focus Group study (questions 18, 19 and 20) was intended to confront the 

participants with three informative materials: The actual offer of two summer cottages for rent in 

Denmark, the brochures of NETTO, FAKTA and FØTEX and the catalogue of VisitDenmark in 

Polish. These three materials served to deliver information about prices of accommodation rental, 

prices of food provision and finally about the tourists attractions to experience in Denmark. The free 

talk that was triggered by the presented handouts can be reduced to the following statements
32

:   

About rentals About provision About tourism offering 

 Acceptable prices of renting, 

lower than expected and 

comparable with local prices 

 Very attractive standard of 

accommodations 

 Variety of attractions around is 

valuable and gives the 

competitive edge  

 Prices comparable 

to Polish except 

meat (but the 

difference was not 

frightening) 

 Surprisingly cheap 

and large selection 

of wine 

 

 Very rich offering 

considering the size of 

Denmark 

 Very positive esthetic 

impressions (landscape) 

 Surprisingly beautiful 

colour of the sea 

 Attractive possibilities to 

bike 

Table 29 Reactions on the presented information materials 

The confrontation with the real informational materials has brought a “halo effect” among the 

participants who have not experienced Denmark yet. The previous perceptions turned to be distant 

from the reality and therefore the image of Denmark needs to be adjusted to the recent gain of 

knowledge. 

3.2.1. Focus groups concluded 

The three focus groups sessions gathered 19 people from three different cities in Poland. In spite of 

some discrepancies where the educational and income profile of the sample differed from the 

general population, it was actually convergent with a profile of people travelling abroad known 

from the national tourism research (Tables 10-13). Therefore, with only some exceptions, the 

sample is considered as representative. The detailed findings presented in the previous chapter are 

categorized and explained in the light of the intended research objective, i.e. opportunities and 

challenges present in the Polish market for the Danish coastal tourism. Moreover, the aim of the 

focus groups study was to determine two aspects of the chosen segment being Polish tourists 

travelling abroad. Firstly, it was customers’ behaviour and its implications for the hypothetical 

                                                 
32 Full transcript is in Appendix 5, 6 and 7 
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export of the Danish coastal tourism product. Secondly, the image of Denmark perceived by the 

Polish tourists and its repercussions for the deliberated export defined as the COO-Effect. 

The behavioural study concluded 

Customers’ Behaviour of the Polish Tourists 

Opportunities Challenges 

- Travel determined by school calendar, summer holidays last till 

August 31, which is 3 weeks longer than in Denmark (Question 1) 

- Active relaxation and interesting places to see are desired which 

can be delivered in Denmark (Question 7) 

- Attractions at the destination are very important motivators and 

Denmark is rich of attractive places in short travelling distance 

(Table 22, p.42) 

- Curiosity for new people and culture is the strongest stimuli and 

Denmark is still a new undiscovered destination (Table 14, p.38) 

- Accessibility and transportation cost highly stimulating travel 

decisions and Denmark is in a car trip distance.  Moreover, new 

built highways in Poland shorten time distance making 10 hours 

trip doable (Table 14, p.38) 

- Summer cottages and private rooms for rent are the most preferred 

types of accommodation and Danish coastal tourism meet this 

predilection (Table 15, p.39) 

- Self-cooking combined with restaurants and bars is the most 

preferable provision which suits the characteristic of coastal 

tourism (Table 16, p.40) 

- The most preferred activities: sports and sightseeing are perfectly 

attainable in Denmark (Table 17, p.40, Table 18, p.40) 

- Internet being the most used source of information gives extremely 

powerful channel of communication to use, the same concerns 

booking methods (Table 19, p.41, Table 20, p.41, Table 21, p.42) 

- Good weather is the 2
nd

 

important desired cue which is 

not an obvious Danish attribute 

(Table 22, p. 42) 

- Level of prices in Denmark 

may be demotivating if left 

without in depth knowledge 

about it (e.g. introducing smart 

solutions like City pass or 

Copenhagen card) (Table 14, 

p.38) 

- Family and friends 

recommendations are important 

stimuli, since Denmark is 

relatively unknown destination 

the probability of achieving 

such recommendation is low 

(Table 14, p.38) 

- Commercials and info in media 

is also significant stimuli and 

Denmark is not present in the 

Polish media and is not 

promoted either (Table 14, 

p.38) 

Table 30 Customers' behaviour concluded 
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The image study concluded  

The image of Denmark among the Polish tourist – COO-Effect 

Opportunities Challenges 

- People who already visited Denmark carry a 

positive image and adequate knowledge about the 

country (Table 23, p.44) 

- Even people not visiting Denmark before claim 

Danish serenity, liberalism, beautiful nature and 

biking possibilities as non-doubt values 

- Safety, approachability, hospitality, high level of 

service and valors of the Danish landscape are  

realized even by those who did not visit Denmark 

yet which is a good foundation to improve the 

image (Table 25, p.46) 

- Readiness for considering Denmark as a possible 

travel destination after getting sufficient 

information, recommendation or actual offering 

(Table 28, p.48) 

- People who have not experienced Denmark yet 

carry an unfavorable image of Denmark as a 

boring, cold country, extremely expensive and 

not interesting for tourists (Table 23, p.44) 

- The knowledge about Danish tourists’ attractions 

is very limited. Most of them had not idea at all 

or could mention only 2 attractions (Table 24, 

p.45) 

- The actual knowledge about culture 

attractiveness, diversity of interesting things to 

see and do and some important for tourism prices 

(e.g. fuel, highways and wine) is not shared 

(Table 25, p.46) 

- Information about Denmark is poorely or not 

present in the Polish media, which makes people 

considering their stereotypes as real knowledge 

(Table 26, p.47) 

- Internet websites conveying information about 

Denmark are not known in Poland (Table 27, 

p.48) 

Table 31 Study of the image of Denmark concluded 

Moreover, the confrontation with the actual materials about prices, nature and offering of the 

coastal tourism resulted in a feeling of being positively surprised or even astonished about the 

picture of Denmark as a vacation destination, which was a revelation for most of the participants. 

The results of the focus groups study performance will be completed by a larger study of primary 

nature i.e. PTA survey in the next sub chapter. 

3.3. The results of the PTA survey 

Exactly 105 recipients answered the questions of the PTA survey carried out in Poland. Among 

them 16 declared that, they never travelled abroad yet. The methodology of this study was 

explained in Chapter 1 (The quantitative research, p.19). The documentation of the survey is 

included in Appendix 12 (PTA Survey, p.100) and in Appendix 13 (Results of PTA survey in 

charts, p.108). 
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The objective of the survey consists of two parts: First part examines the behaviour of the Polish 

tourists while travelling abroad. Second part considers only those who declared visiting Denmark, 

and the aim of this part is to examine their behaviour during visiting Denmark and their opinions 

about the country.  

Therefore, the results are grouped in two collections; one gathers the responses of 22 people, who 

already have traveled to Denmark (YES DK GROUP) and second gathers 83 of them, who have not 

travel to Denmark yet (NO DK GROUP). Considering the whole sample of 105 respondents, YES 

DK GROUP represents 21 per cent of the survey participants and NO DK GROUP denotes 79 per 

cent. This finding may be concluded in two different ways. Either it was a coincidence resulting 

from the chosen method of sampling (snowball and convenience), or it illustrates the general pattern 

of behaviour of the Polish tourists travelling to Denmark.  

The sample size of 105 does not allow making general conclusions for the whole travelling 

population, but it can be confronted with another source of secondary nature, the report from the 

Institute of Tourism (Institute of Tourism, 2012). According to this source, out of 5.2 mill leisure 

trips abroad 100,000 trips were made to Denmark. It means that in 2012, only 1.9 per cent of the 

Polish travelers have chosen Denmark. It is a remarkably different result compared to 21 per cent of 

the YES DK GROUP, and cannot be directly related to the result of PTA survey. In the survey, the 

respondents were asked about their long term past travelling experience abroad, while the 

mentioned report covers only three quarters of year 2012. However, these two sources may be 

combined as quantity data (the 2012 report) and an in depth behavioural data (the PTA survey), and 

thereby treated as representative for the whole travelling population. 

The diversification of YES DK and NO DK groups allows comparing both collections and 

determining the similarities and/or differences embedded in their behaviour. Hence, the analysis 

below demonstrates the results of both groups indicating resemblances and alterations between 

them. 

The demographics 

The demographic data was examined by analyzing the results of the questions from one to seven 

(Appendix 12, p.100). 

The respondents of the PTA survey come from five different types of location – cities, towns and 

villages of various sizes. The charts showing place of living of the respondents (Figure 1, Figure 2, 

p.111) do not proof any favorable place of living of the abroad travelers. They are dispersed among 

all given types of location and the only conclusion is that the method of sampling has influenced 
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such a finding. The study of the respondents’ gender (Figure 3, Figure 4, p.112) shows, that in NO 

DK group a majority of them were females (72 per cent) and in the YES DK group the participation 

of both genders was equal. The gender classification (and specifically the irregular structure of NO 

DK group) does not influence the further behavioural findings because the majority of the 

respondents were in relationships (Figure 9,Figure 10, p.113) and therefore, their testimony is 

treated as family point of view and for this study the respondents’ gender is of less significance.  

The respondents’ age is presented in Figure 5 and Figure 6 (p. 112) where the majority in both 

groups belongs to people from 27 to 45 years of age. It correlates with the family status mentioned 

before (Figure 9, Figure 10, p.113), where the majority of the respondents declares to be married or 

in a relationship and having children.  

The educational structure of the respondents determines the higher education as the main 

characteristic (Figure 11, Figure 12, p.114) and is not divergent with the general characteristic of 

the Polish population (it was analysed before in the Focus Groups analysis, The demographics, 

p.34). It was also concluded that the education level considerably influences the income level in 

Poland and therefore, the important finding is that the Polish tourists, who travel abroad have higher 

education and consequently a higher level of income. This correlation is also denoted in the results 

of the survey (Figure 7, Figure 8, p.113), where the majority of the respondents in both groups 

declared an income higher than the Polish average
33

.  

In terms of employment, both groups are dominated by people employed in the private or public 

sector (Figure 13, Figure 14, p.114). 

It is concluded that the profile of the Polish tourists travelling abroad being families with children 

corresponds to the profile, which is the most common within the Danish coastal tourism 

(VisitDenmark, 2013). The income situation of YES DK and NO DK groups is concluded as 

similar, because 65 percent of NO DK and 59 per cent of YES DK group have declared an income 

above the Polish average. It means that Poles, who already decided to go to Denmark for vacation, 

had a comparable discretional income to the rest of tourists travelling abroad. 

The general behavioural study  

The behavioural data concerning tourists from both groups (NO DK and YES DK) is analysed 

based on the answers for questions from eight to 16 (Appendix 12, p.100). 

                                                 
33 In the entire project, the Polish average is an average monthly wage published by GUS, which is PLN 3,830.89 (DKK 6,806.66) for the first quarter 

of 2013. Source: GUS (Central Statistical Office of Poland) http://www.stat.gov.pl/gus/5840_1786_PLK_HTML.htm. It means that the average 

household income after tax (for families with 2 incomes) is DKK 10,264 and half of this amount is for a single income household. 

http://www.stat.gov.pl/gus/5840_1786_PLK_HTML.htm
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Frequency of travelling  (Figure 15, Figure 16, p.115)  

The majority of the respondents in both groups has indicated 1-2 times per year as their travel 

abroad frequency. The results of this question may evoke some doubts, because a number of the 

respondents, who visited Denmark before, declared their travelling frequency as never (less or 

longer than 7 days). It can be explained, that they stayed in Denmark precisely 7 days and therefore, 

they assumed that the two given possibilities do not fit to their case. Moreover, some people from 

both groups, who declared “never” or “never, but plan to in the future” continued answering further 

questions about their detailed stay abroad, which can be explained by saying that they were abroad 

for 7 days precisely, and therefore they have chosen these variants of answer.  

Annual expenditure on tourism  (Figure 17, Figure 18, p.115) 

60 per cent of the respondents from the NO DK group and 72 per cent of the YES DK group 

declared their annual tourism expenditure as higher than PLN 3,000 (DKK 5,220). It is noticeable 

that relatively more people from the YES DK group declared higher spending on tourism. 

Concerning the expenditures, the PTA survey may be completed by a report of the Institute of 

Tourism (Institute of Tourism, 2012) , which concludes that the average expenditure for abroad 

travel for one person was PLN 2,765 (DKK 4,815). The daily expenditure by the same report is 

calculated to be PLN 253 (DKK 440), which is even higher than the average daily expenditure of all 

coastal tourists in Denmark, calculated to be DKK 396 (VisitDenmark, 2013). It means that Polish 

tourist have a very similar expenditure profile as the Danish, Scandinavian and German tourists. 

Methods of organizing abroad travel (Figure 19, Figure 20, p.116) 

The structure of declared methods of travel organizing differs between the YES DK and the NO DK 

groups. In the NO DK group, the biggest share of respondents chooses a travel agency and internet 

as a second method. The YES DK group prefers the internet. The private network is the second 

most used option. It may be caused by a lack of Danish tourism offers in the travel agencies 

operating in Poland (this is actually confirmed later in the project by the supply side analysis). It 

could also mean that organizing travel to Denmark using the internet is more convenient than 

involving a travel agency.  

Over all, the number of indications for the internet as an organizing tool shows the possible and 

efficient channel of promotion and sale for the Danish inbound tourism in Poland. 
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Transportation used for travelling abroad (Figure 21, Figure 22, p.116) 

For the NO DK group the most used mode of transport is airplane and the second used is car. In the 

YES DK group, the situation is reverse. Car is the most popular mode for travelling to Denmark and 

it complies with the characteristic of the Danish coastal tourism (VisitDenmark, 2013). Moreover, 

car is the second popular mode declared in the PTA survey, but the Institute of Tourism report 

(Institute of Tourism, 2012) indicates the car as the primary mode of transport abroad for Polish 

tourists. Therefore, this particular behaviour designates Danish coastal tourism as compatible as 73 

per cent of the coastal tourists in Denmark use it (VisitDenmark, 2013).  

Information sources  (Figure 23, Figure 24, p.117) 

For both groups the most important source of information is the internet followed by 

recommendations from family and friends. TV and magazines are also used, but to the lower 

extend. For the NO DK group the third significant source of information is the travel agency, which 

is convergent with the distribution of travel organizing methods analysed before. Again, a broad 

usage of the internet brings prospects for the promotion and sale strategy of the Danish coastal 

tourism.  

Types of accommodation   (Figure 25, Figure 26, p.117) 

The respondents have indicated all given types of accommodation whereas hotel and inn were 

mostly used. In both groups renting of summer cottages and camping places were also present, but 

in the YES DK group both categories summarized outperformed the hotel. It indicates that the 

preferable accommodation for the Danish coastal tourism (VisitDenmark, 2013) is known, accepted 

and used by Polish tourist. 

Purposes of travelling abroad   (Figure 27, Figure 28, p.118) 

The majority of the respondents in both groups designated leisure and sightseeing as their primary 

aim of travelling abroad - followed by visiting family and friends, but in less significant extent. It is 

convergent with the general profile of the coastal tourists in Denmark coming from other tourists 

generating areas (VisitDenmark, 2013). 

Activities abroad   (Figure 29, Figure 30, p.119) 

The tourists from the NO DK and YES DK group do not vary in terms of favored activities during 

their trips abroad. Sunbathing, sightseeing and quality time with family and/or friends are the most 
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indicated activities among Polish travelers. Cultural activities, fine dining and sports do also have 

its devotees.  

All the listed activities are possible to carry out in Denmark due to the relatively close distances 

between the interesting places along the Danish coast. Moreover, the infrastructure in Denmark 

fosters active leisure, biking and other sports. 

Reasons for rejecting Denmark as a travel destination and possible stimuli to become 

interested in Denmark   (Figure 32, p.121, Figure 33, p.121) 

The NO DK group has finished the survey by answering two questions addressed only to them. Out 

of 83 respondents, 21 could not give any specific reason why Denmark does not represent a tourism 

destination.  The rest gave relatively balanced answers indicating all given reasons. Among them:  

1. the lack of advertisement was pointed out most often  

2. and followed by the statement that Denmark simply is not a tourism destination at all 

3. Expensiveness was pointed out as the third important factor of not travelling to Denmark.  

The findings of this question are convergent with the concluded study of image carried out in the 

Focus Groups research (The Image of Denmark Study, p. 43) and are linked to the COO-Effect that 

influences the behaviour of Polish tourist. 

However, the pronounced declaration of Denmark being not perceived as a holiday destination and 

the believe that the country is too expensive were mitigated by declared stimuli that could change 

such unfavorable perceptions. Only three indications of the respondents kept their strong opinion 

that Denmark is not interesting for tourists and 13 indications hold their opinion about 

expensiveness of the country.  

If stimulated, the rest was more likely to be convinced to a vacation in Denmark. The most 

indications pertained more information in media, offers communicated through the internet and by 

the travel agencies. The extensive willingness to reconsider Denmark as a travel destination 

represents prospects for the Danish inbound tourism and indicates the possibility to attract a new 

market for the Danish coastal tourism. 

The behavioural study of the Polish tourist in Denmark 

The study of behaviour of the Polish tourists travelling to Denmark is carried out based on 

questions from 20 to 29 of the PTA survey (Appendix 12, p.100). Out of 105 respondents, 22 

people declared that they have been visiting Denmark before. They have been there for either 
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business and/or leisure purposes. Among those who declared leisure trips, ten people have visited 

Denmark more than two times, seven people have been there only one time and two people have 

paid two visits to Denmark. 

Type of accommodation used (Figure 34, p.122) 

Three types of accommodation were almost equally indicated as the most used:  

 Family’s or friends’ place 

 Hotel and 

 Summer cottage/camping place. 

Indeed visiting family or friends must have been the primary motivation of travelling, because 45 

per cent of the respondents declared that they have been staying at family’s/friends’ place. 

However, 36 per cent of the indications belonged to hotel and summer cottage/camping 

respectively, which indicates that many of these trips were purely motivated by tourism.  

Methods of arranging trips to Denmark, duration of stay, information sources and 

transportation (Figure 36, p.122, Figure 35, p.122, Figure 40, p.124, Figure 38, p.123) 

The internet and usage of private network were the most popular methods of organizing trips. Each 

method obtained 45 per cent of indications. The travel package from a travel agency was a method 

indicated only three times. It is deceptive that travel to Denmark is an issue of an individual search 

and organization for the Polish tourists. For the majority of them (67 per cent) the vacation in 

Denmark lasted one week. Consequently, with the methods of arranging, the information sources 

are mostly based on the internet and family/friends help. Moreover, seven indications were given to 

magazines, which prove some presence of Denmark in this medium. In terms of transportation, the 

majority of trips were made by car where some of them were combined with ferry. Hence, it may be 

concluded that the transportation modes used by the Polish tourists are concurrent with the common 

profile of the coastal tourists coming to Denmark (VisitDenmark, 2013). 

Character and purposes of trips to Denmark, visited places and activities of the tourists 

(Figure 39, p.123, Figure 41, p.124, Figure 37, p.122, Figure 42, p.125) 

The respondents pointed out various natures of their trips to Denmark. Nevertheless, most of them 

had leisure and sightseeing purpose. Secondly, the common aim was to visit family/friends 

followed by a third popular aim, a part of a business trip. 
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Among the visited places Copenhagen holds the first position, LEGOLAND is the second popular 

and the other locations in Zealand is the third answer. Other islands and places obtained indications 

as well, but to a smaller extent. Therefore, it is concluded that the Polish tourists were present 

almost everywhere along the Danish coast, which is convergent with the determined profile of the 

coastal tourist in Denmark (VisitDenmark, 2013).  

The declared activities also reflect the profile of a typical coastal tourist in Denmark 

(VisitDenmark, 2013). Sightseeing, quality time with friends/family, shopping, dining and 

sunbathing are on the list of activities declared by the Polish tourists. 

Post-experience perception of Denmark (Figure 43, p.126) 

Matrix question number 29 (Appendix 12, p.100) examined how the Polish tourist perceived 

Denmark after experiencing their vacations. By grading five given statements, the respondents 

expressed their post-vacation opinions about Denmark as a tourists’ destination.  

Most of them declared that Denmark is an interesting place worth to be recommended. Moreover, 

the majority agrees that there are many tourists’ attractions to visit and Danes are very friendly 

towards foreigners. The perception of the weather was in general positive, but more dispersed on 

the given scale. Four respondents (out of 22) claimed that good or bad weather during vacations in 

Denmark actually matters for their general satisfaction. More people (nine) claimed Denmark as too 

expensive for an average Polish tourist and this statement was the most dispersed on the scale of 

grading, which proves relativeness of the perceived prices in Denmark.  

Overall, the image of Denmark expressed by the tourists, who have visited the country is more 

affirmative than this, which was expressed by people, who have not yet travelled to Denmark 

(Figure 32, p.121). 

The results of the entire PTA survey are concluded in the next sub chapter. 

3.3.1. The PTA survey concluded 

The conducted survey examined the behaviour of Polish tourists abroad in general and when they 

have been visiting Denmark as well as their post-experience opinion about the country. Therefore, 

the conclusion follows this division and categorizes the findings as opportunities and challenges for 

the Danish coastal tourism. 
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The behavioural study concluded 

The customers’ behaviour of the Polish tourists travelling abroad 

Opportunities Challenges 

 Declared annual travelling abroad as 1-2 times (Figure 

15, Figure 16, p.115) 

 Relatively high level of expenditure on tourism 

(Figure 17, Figure 18, p.115) 

 Broad usage of internet in travel planning and as 

information source (Figure 19, Figure 20, p.116) and 

(Figure 23, Figure 24, p.117) 

 Common usage of car for travelling abroad (Figure 

21, Figure 22, p.116) 

 Types of accommodation, purposes of travelling and 

activities are convergent with the profile of the 

average coastal tourist in Denmark (Figure 25-29, 

p.117-119) 

 Strong belief that Denmark 

is not interesting as a 

tourism destination and is 

too expensive for the Polish 

purchase power (Figure 32, 

p.121) 

 Lack of market 

communication presenting 

Denmark as a tourism 

destination (Figure 32, 

p.121) 

Table 32 The behaviour of the Polish tourists abroad 

The behavioural study and image of Denmark concluded 

The customers’ behaviour of the Polish tourists in Denmark and their opinions  

Opportunities Challenges 

 Types of accommodation, transportation, information 

sources are convergent with the average profile of the 

coastal tourist in Denmark (Figure 34-Figure 38, p.122-123) 

 Visited places, activities and general character of holidays in 

Denmark convergent with the average profile of the coastal 

tourist in Denmark (Figure 39-Figure 42, p.123-125) 

 Positive and favourable  image of Denmark as vacation 

destination (Figure 43, 126) 

 Perceived high level 

of prices by some of 

the tourists and 

importance of good 

weather for overall 

satisfaction (Figure 

43,p.126) 

Table 33 The behaviour of the Polish tourists in Denmark 

The PTA survey completed the demand side of the Polish market analysis. The supply aspect is 

analysed based on three interviews with travel agencies in the next sub-chapter. 
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3.4. The results of the interviews 

The transcripts of the interviews are in Appendix 1, p.71, Appendix 2, p.72 and Appendix 3, p.73.  

The first interview (IV1,Appendix 1, The transcript of an interview with Maria Kamińska-

Płużanska, Furnel Travel International, p.71) was with a travel agency that since year 1989 has been 

on the market. Principally, they never had and do not have any selling proposition from Denmark. 

The small number of clients sent to Denmark (40 clients in 2012 and 17 in 2013) was due to a 

cooperation with another travel agency. According to the interviewee, the Polish tourists do not 

know Denmark and therefore, there is no demand for this destination. Although Polish tourists have 

an interest in Norway and Sweden, Denmark is out of their interest and treated as a bleak 

destination. Moreover, in spite of quite popular travelling to Bornholm, Polish tourists do not 

extend this interest to the rest of Denmark. Another mentioned issue was a severe lack of 

information about Denmark, even among tourism professionals in Poland.  

In the second interview (IV2, Appendix 2, The transcript of an interview with Anna Piotrowska and 

Maria Jolanta Posłuszna, TopTravel, Incentives&Holidays, p.72), two persons (an employee and the 

business owner) were participating. They have never had any enquiry except for one about one day 

trip to Copenhagen. The interviewees emphasized a total lack of interest in the Polish market from 

the Danish marketers (e.g. during the tourism fairs they participate in). They gave a significant 

example of Lapland that approached them at the fairs that resulted in a very good cooperation 

selling many trips to this country. Therefore, they claimed that a trend for a destination must be 

created, and even a very exotic, niche and remote destination may be successful. It can be supported 

by an example of Norway that is popular among Polish tourists looking for something new and 

sophisticated.  

They admitted that there are two segments of tourists in Poland. The mainstream group looking for 

the cheapest possibilities to travel and more sophisticated tourists with a bigger budget, who are 

looking for new experiences. According to them, it takes three or four years of promotional efforts 

to change unfortunate image of a country. Therefore, it is a pity that Denmark is so passive on the 

emerging Polish market. It is surprising for them that almost 40 million people market may be 

overlooked by a country that has a good offer to sell.  

The third interview (IV3, Appendix 3, The transcript of an interview with Anna Kaźmierczak, 

Executive Manager, Novasol Polska, p. 73) was conducted with the manager of Novasol, the 

Danish company that has a broad offer of summer cottages to rent in Denmark. As stated by the 

interviewee, the Polish market of renting summer cottages abroad has a growing trend. However, 
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Denmark is not among the popular destinations for this type of tourists. What keeps them away is 

the limited information about Denmark (no strong presence in the media) and no guarantee for good 

weather. Another limitation is the price level in Denmark (even though prices of rentals are 

affordable for Polish tourists). However, it was also pronounced that Polish tourists have 

increasingly wealthier wallet. Despite the fact that Bornholm and LEGOLAND are already on the 

Polish tourists’ map, the rest of Denmark is not and this should be changed. 

3.4.1. The interviews concluded 

From the three interviews where only one interlocutor had a real business experience with the 

Danish tourism industry, some common conclusions are determined: 

 Poland is an emerging market for tourism industry and should not be overlooked 

 Denmark as  a tourists destination is not present in the market communication channels  

 More action from the Danish tourism marketers is required 

This chapter closes the analyses of the Polish market and the present situation of the Danish 

coastal tourism. The conclusions that have been drawn after each study are gathered and sorted out 

in the next chapter. Subsequently, the stated conclusions are used in chapter 5 to indicate the 

implications for the Danish tourism marketing strategy and finally to carry out managerial 

recommendations. 

The main conclusion and managerial recommendation are built upon the2.4. Tourism Marketing 

Planning Process Model by Socrates I. Papadopoulos (p.29.) It is used to arrange all findings of 

the studies carried out for this project. Therefore, the concluded issues in chapter 4 are exhibited as 

answers for the two first questions stated as a construct of the Papadopoulos model. Consequently, 

the two last questions from the model are used to express the implications for the tourism marketing 

strategy and managerial recommendations in chapter 5. 

Chapter 4 – Conclusions 

4.1. How did we get there? 

The Danish coastal tourism differs from what we know about its Southern type e.g. in Spain or 

Italy. Southern coastal tourism consists of many resorts located along the shore with airports 

serving as hubs for further transfer of tourists to the place of their vacation destination. The Danish 

coastal tourism is much smaller in its scale, due to the size of the country itself, but also due to the 

infrastructure supporting this type of tourism. The Danish coastal tourism consists of amalgamate of 
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summer cottages and camping places to rent combined with much smaller number of small hotels 

located along the Danish shore. Therefore, the means of transport at place differ from what we see 

in the Southern European coastal tourism. The most appropriate and in fact mostly used 

transportation mean is a car, sometimes combined with a ferry. This option of transportation has a 

tremendous effect on the accessibility to the destination and restricts tourists’ segments to the 

closest neighbours living within a car trip distance from the destination. This is the fundamental 

reason for supremacy of German and Scandinavian tourists (and naturally domestic ones) in the 

Danish coastal tourism. This supremacy has been in place since the coastal tourism started its 

development.  

Since year 1993 the statistics indicate a decrease of German tourists coming to Denmark. From year 

2000, the decrease accelerated and it is concluded that between year 2000 and 2012, the Danish 

coastal tourism lost approx. 3.170,000 nights in the German market. It gives an average of 264,000 

nights per year. Only in year 2012, Denmark lost 517,000 German nights, which corresponds to the 

loss of approx. DKK 204 million
34

. It recounts as 20,500 German families if considering that 

average vacation group consists of three people and lasts for 8.4 nights (VisitDenmark, 2013). 

The reasons for the described behaviour of German tourists was not a subject of this project, but 

some swift assessment can be carried out based on the resent reports and the reaction in the Danish 

media. The recent report of the World Economic Forum placed Denmark on the 21
st
 position (out of 

140) with the score of 5.0 in a scale from 1 to 7 (World Economic Forum, 2013). According to the 

report, the most problematic areas of the Danish tourism are: 

 Low price competitiveness in T&T industries (score 3.3 and rank 135)  

 Inappropriate attitude of population towards foreign tourists (score 5.7 and rank 117) 

These two problems were also mentioned in the recent PENGE TV magazine
35

 , where several 

German tourists were asked about reasons for abandoning Denmark. Additionally they mentioned 

low level of service in Denmark as another motive. 

Simultaneously, the Polish tourists market is experiencing a dynamic development. This specific 

market has been chosen to analyze due to its geographic proximity that is crucial for the Danish 

coastal tourism. Ferry lines connecting Poland and Denmark (also via Sweden and Germany) and 

possibility to access Denmark within approx. 10 hours car trip, draw attention to Poland as the next 

neighbour that may become a coastal tourists generating area. Nevertheless, Poland as an emerging 

                                                 
34 Assuming that 1 night corresponds to 1 average daily expenditure, which  is DKK 396 
35 http://www.dr.dk/DR1/penge/index.htm#/87904, emission date 28.08.2013 

http://www.dr.dk/DR1/penge/index.htm#/87904
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market for the Danish inbound tourism was never a case. It is understandable when looking at the 

macroeconomic data. Polish GDP level or private income level cannot survive the competition with 

Germany or any other Western European country (Eurostat Statistical Books, 2012) and eventually 

discards Poland from the group of profitable markets.  

4.2. Where is tourism now? 

Nevertheless, analyzing basic economic factors is not good enough for determination of new 

markets. In case of Poland, analyzing the average values is not fully effective due to large 

discrepancies of wages and incomes not seen in the Western countries. In fact, there is a group of 

approx. three million Poles declaring an income higher than the Polish average, who can effort 

saving money and travelling. 

It cannot be undermined that among Poles, travelling is highly desired and it is an act of aspiration. 

It is a direct result of a long period of isolation from the former Western Block. Therefore, Polish 

tourists are willing to sacrifice much more for a chance to travel than their Western European co-

citizens. Moreover, their perception of good or bad quality is quite different due to a low Polish 

benchmark and former or present domestic experience. Hence, the level of service they receive, 

infrastructure as well as physical and culture surrounding in Denmark will be perceived much 

higher and more value for the money they spend being in Denmark. 

The Polish outbound tourism is presently facing a dynamic development. The newest ministerial 

report (Institute of Tourism, 2012) used in this project, confirms 7.2 million trips abroad (three 

quarters of 2012) with an average duration of 9,9 nights and average daily expenditure of  DKK 

440. The number of trips abroad is 69 per cent higher in relation to year 2011, which substantiates a 

tremendous growth.  Among the most visited countries are Germany, Italy, Czech Republic, Great 

Britain, Spain, etc. All these countries (with an exception of Czech Republic) represent a higher 

level of prices than in Poland, which does not deter the Polish tourists. For instance, their average 

daily expenditure abroad is higher than the one declared by coastal tourists in Denmark. The above 

should be recognized as an opportunity for the Danish inbound tourism. 

The study of behaviour of the Polish tourists carried out using the Focus Groups study and the PTA 

survey confirms very high convergence with the profile of the coastal tourists in Denmark. It was 

concluded that Polish tourists prefer a car and use it mostly as a mean of transportation to the 

destination. Rental of summer cottages or camping places is a common type of accommodation for 

them. They prefer self-cooking combined with visiting restaurants and bars during their vacations. 

Polish tourists appreciate sightseeing and a variety of attractions to experience. Moreover, they 
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declare active relaxation as most wanted. The above represents the attributes of the Danish coastal 

tourism and should be seen as an opportunity for the Danish inbound tourism. 

The declared usage of the internet as information search, inspiration and actual booking or 

transaction making is convergent with the behaviour of typical coastal tourist coming to Denmark, 

which is another subject belonging to the business opportunities. 

A high curiosity for new countries and cultures that was declared represents a chance for Denmark 

to meet this desire and stimuli. 

Yet, all these opportunities are challenged by two important factors:  

 Prices at the destination and  

 Weather 

Prices are important for Polish tourists as their purchase power is lower in comparison with other 

Western countries and this was clearly stated in both field studies. However, the study of Polish 

expenditures abroad (Institute of Tourism, 2012) and the confrontation with real information about 

prices in Denmark (Focus Groups study) indicates that the level of prices in Denmark is not 

prohibitive for Polish tourists, but actually is stereotypically perceived by them.  

Analogous to pricing is a case of good weather declared as the main stimuli and condition in the 

decision making process. Majority of tourists choosing Germany and all coastal tourists spending 

their vacation domestically enjoy in fact the same weather. Only those who really require an instant 

heat chose the Southern destinations. Moreover, the perception of weather in Denmark determined 

in the field research is stereotypical and less fortunate than it is in reality. 

Hence, it is concluded that these two challenges may be reverted as they have relatively low 

pragmatic ground. 

The study of image though discloses the real challenge for the Danish inbound tourism in the Polish 

market.  

Due to a very low level of knowledge about Denmark as a country as well as a tourists’ destination, 

the perceived image is based on a set of stereotypes and that is not in favour for the Danish inbound 

tourism. Denmark is generally perceived as a cold, unfriendly country with no benefit for a tourist. 

The lack of Denmark as a subject in the Polish media only strengthens such unfortunate opinion. 

The examined customers as well as the supply side of the market (the interviews with the travel 

agencies) confirmed the above.  
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Therefore, it is concluded that the COO-Effect is truly engaged as a factor influencing decision-

making process and behaviour of the Polish tourists. 

The concluded matters should represent a foundation for strategic activities of the Danish coastal 

tourism marketers.  

4.3. Further research 

Besides of the disputable quality of the primary research (discussed before in the Evaluation and 

validation of the collected data, p.18), the study carried out in this project represents a valid starting 

point for a reconsideration of the Polish market as valuable for the Danish coastal tourism. 

Certainly, there are further analyses that ought to be conducted for the precise strategic act.  

It is necessary to carry out a full SWOT analysis in order to determine how the external (Polish) 

factors may match the abilities of the Danish coastal tourism. Moreover, advanced economic 

analysis of the Polish market and its consumers, including prognosis for this market should be 

commenced. The competitors’ analysis, which has been out of scope in this project, must be 

considered as well, due to the heterogenic and global character of the tourism market.  

A more thorough analysis of the Polish tourists market is also essential in order to select the 

segments and create an adequate promotion and sales strategy. Finally, the complete financial 

analysis ought to be performed in order to determine the scale of investment and its return. 

Nevertheless, the findings of the study are considered as valid for determining the managerial 

implication and recommendations, which is a subject of the last chapter. 

Chapter 5 – Managerial Implications and Recommendations 

The term “managerial” is used as an address to the national and regional tourism organizations in 

Denmark, specifically these working with coastal tourism e.g. Videncenter for Kystturisme (Center 

of Knowledge for Coastal Tourism). However, this project does not have any official body of 

submission. 

5.1. Where do we want tourism to go? 

The tourism management should carefully reconsider the Polish market and by new planning and 

organizing come up with a strategy that includes a new segment for the Danish coastal tourism - 

Polish tourists. It is not said that by attracting the Polish coastal tourists, the given problem will be 

solved, but it will increase the chances for either reduced growth or actual rejuvenation of the 

coastal destination.  
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5.2. How do we get there? 

The study has revealed the problem of image of Denmark as a vacation destination among Polish 

tourists. Therefore, the primary objective should focus on changing this negative perception. It is 

recommended to undertake an information campaign adequate to the market and chosen segments. 

Subsequently, create a product and distribution channels corresponding to the needs and buying 

behaviour of the Polish tourists.  
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The Appendices 

Appendix 1 

The transcript of an interview with Maria Kamińska-Płużanska, Furnel Travel International 

Carried out by the author in Warsaw, May 7
th

 

Our company Furnel Travel has been operating since 1989 and has a head quarter in the center of 

Warsaw, Kopernika 3 Street. The company has two divided operational units: Inbound tourism and 

outbound tourism. In terms of inbound tourism activities, we organize trips to Poland for tourist 

from around the world. Outbound tourism focuses mostly on educational type of tourism i.e. 

language courses abroad, high school or university terms abroad. 

We do not have any of our own products in Scandinavia. If we sell some something in Denmark or 

Scandinavia, it is an offer coming from another travel agency we cooperate with. 

We also service institutional clients like e.g. Ministry of Finance. We send them to many different 

countries for specific events. I have analyzed our sale last year and concluded that we have sent 

approx. 40 individual clients to Denmark for short trips, mostly for business meetings, conferences 

or events. This year, so far we had 17 tourists who went to Denmark. Therefore, there are some 

movements but mainly in terms of business tourism. From my experience I may say that Denmark 

is not very well known and therefore, not popular among Poles. We do not know much, there is 

only few written information in the professional magazines. We do know more about Norway and 

fiords, maybe even about Sweden where many Poles travel to, but Denmark looks very ”pale” in 

this regard. Certainly, it is (Denmark) a very interesting country, very orderly and it is a potential 

destination, especially that it is so near to Poland. 

I know that Denmark is expensive. I know that Poles like travelling to warm and sunny 

destinations, Denmark seems to me not very sunny, and warm climate country…but I do not know 

really… I know the Polish people travel to Bornholm because it is an interesting island and one may 

spend summer vacation actively. So, Denmark it is a topic to work with.  

In order to get my company interested in selling Denmark, there should be low fare air 

transportation and more special prices campaigns for accommodation. In addition, what is most 

important, information what we can experience in Denmark, what we can find there. I can only list 

Copenhagen and LEGOLAND as tourists’ attractions in Denmark, so more information is a core 

issue here. 
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Appendix 2 

The transcript of an interview with Anna Piotrowska and Maria Jolanta Posłuszna, TopTravel, 

Incentives&Holidays 

Carried out by the author in Warsaw, May 7
th 

The company TopTravel is located in Warsaw, Foksal Street. We have several profiles: We offer 

our services to the individual clients, but these are only custom-made trips. We have corporate 

clients for the incentives, conferences and congresses products. We also serve the ski tourists, 

mostly selling French ski destinations.  

We have never had any inquiry concerning Denmark from our individual clients and we had so far 

only one about Copenhagen (it was actually a trip to Sweden with a one-day visit in Copenhagen) 

from a corporate client. Therefore, in general, Denmark does not exist in our company portfolio as a 

destination. There are two reasons: 1) we are specialized in other, more exotic destinations, 2) 

Denmark never came to us with an offer, except for the renting of summer cottages, and what we 

received during tourism fairs. Nobody has ever been attracting us with any other tourists’ offer in 

Denmark.  

We could get interested in Denmark, but someone has to present the Danish offer to us. We would 

like to see a product that is addressed to no mainstream tourists, to the tourists who are more 

demanding and more advanced. Moreover, we would like to see a product dedicated for corporate 

clients (integration trips, conferences). It is not enough to bring catalogues or any other brochures; it 

requires a personal contact with a person who knows Denmark, is able to attract us to this 

destination and is able to tell us how to sell Denmark. We do not operate only in “warm countries”, 

we also sell e.g. Island, but Island worked hard to promote itself and make us interested. Therefore, 

we sell Island to e.g. individual clients.  

We need to have more individual contact with an organization that is interested in selling Denmark 

as a tourist destination. We sell unconventional offer and if someone will approach us showing 

Denmark as this type of destination we might become interested. We are open for it, but we have to 

be convinced in order to convince our clients. We do search for new inspirations and possibilities if 

we have available information; otherwise we have to be “attacked” by the destination in order to 

consider it. We need to have a trade partner, who is interested in selling the Danish products. The 

question is if Denmark wants to promote the Danish attractions on the Polish market. Denmark is a 

difficult destination to sell because it is cold and expensive. A Polish tourist is mostly interested in 

warm destination, but there is also a segment that needs adventure and other type of experience and 
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excitement and has money. Those chose Norway or Finland because these countries did a lot in 

order to promote themselves.  

Presently in Poland we have two segments of tourists: mainstream that searches for the cheapest 

possibilities in the warm destinations and more sophisticated tourists, with a bigger budget, who are 

looking for a more sophisticated experience. However, even the mainstream tourist may be attracted 

if the offer is tailored and presented appropriately. It could be cultural, shopping, fairy tale theme.  

When we are attending the tourism fairs, e.g. business tourism like e.g. IMEX, I see big Danish 

stands, but there is not a sign that they are interested in the Polish corporate or individual client. 

Nobody ever approached me. In tourism a trend or fad is important. However, a fad must be 

created, it happened to e.g. Lapland. All of the sudden we started selling many Lapland products to 

our corporate and individual clients. A creation of a positive image for a country is necessary, it 

creates a desired destination.  

It takes three, 4 years of promotional efforts to create a positive image and desire for a destination. 

Polish people and corporations already have financial means to travel, because they travel to the 

most remote places on Earth. It is a pity that Denmark does nothing in this regard. Specifically 

during the crisis, our corporate clients will not travel to e.g. Mauritius, not because of lack of money 

really, but because it looks badly. Therefore, during the last two years, we sell European 

destinations more than others do and we are looking for new destinations. We are open-minded and 

our clients are open minded, because how many times do you want to go to Paris?  

What is interesting, our partners we trade Norway with are from Copenhagen. It means that they 

know how to sell, but somehow they are not interested in selling their own country. It is a pity. 

Poland, it is a 40 mill inhabitants’ country that has been isolated from the rest of Europe for many 

years and now we are catching up. Therefore, our market should not be overlooked. 

Appendix 3 

The transcript of an interview with Anna Kaźmierczak, Executive Manager, Novasol Polska 

Carried out by the author in Warsaw, May 8
th 

About the firm: 

The Novasol Company operates in Poland as Novasol Polska. The head quarter is in Szczecin, and 

the representative office in Warsaw. In Poland, our main business duty is recruiting the 

accommodation facilities to the global Novasol’s portfolio and we also support the clients of 
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Novasol A/S, our Danish mother-company, while travelling abroad. Denmark is one of the 

destinations in the global Novasol portfolio of the summer cottages for rent. The marketing strategy 

does not differ from other businesses of a similar profile and is multi-channel oriented.  

About the Polish market: 

In terms of renting the summer cottages by the Polish tourists, we observe a growing trend. The 

increase is significant. In our portfolio Denmark is very significant and increasingly popular 

destination but rather not main traction in case of the Polish tourists. The Polish client is searching 

for one basic thing, good weather guarantee. This issue, I may not say, disqualifies Denmark but 

somehow keeps away from co called mainstream tourism. Denmark as a tourism destination is 

suitable for individual client that is interested in otherness, some exotics, because we still associate 

Scandinavia with an exotic destination. This is a destination for tourists who have already been to 

Egypt, Tunisia, Croatia or Southern Europe.  

In terms of our clients buying Danish products, they use different channels. They buy on internet 

and trough the travel agencies.  

About Denmark as a destination: 

In order for Polish tourists to be more interested in Denmark, the prices in Denmark must decrease. 

Because renting a summer accommodation is one thing, another issue is to supply itself being at the 

destination. We offer an affordable price level of renting, so it is expense carried there, in Denmark, 

which is problematic. Nevertheless, in my opinion, a Polish tourist has increasingly wealthier 

wallet. Therefore, for many, the Danish price level is not a problem anymore but it still might be for 

mainstream tourists.  

Based on our experience, tourists who decide travelling to Denmark are well oriented what has to 

be expected there in terms of prices.  

For Polish tourists the most popular location in Denmark is Bornholm as a kingdom of bicycling, 

majority of our clients go there. Another attraction is LEGOLAND, mostly as a one-day experience, 

however some of our clients stay longer renting our accommodation facilities. All the other 

locations in Denmark (Zealand, Jutland) are just sporadic purchases.  
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About promotional activities: 

Considering the time of crisis we are in, even though we cooperate with many tourists’ 

organizations, nobody is present in media. The times with grand outdoor campaigns of different 

European countries are gone.  

Internet is the main tool to bring motivational content to the Polish tourists. Certainly it is important 

what kind of message is to be distributed. Image campaigns carried by NTO’s will differ from ours; 

we are looking for channels that will lead us to sale increase. We also communicate through travel 

agencies and sporadically in the magazines.   

Appendix 4 

Focus Group Form 

 Participant Information 

Sex  

 

Age  

 

Place of living  

Education    

 

Professional 

status 

 

Family Status  

 

Monthly family 

income after tax 

 

  

Holidays: Expectations Motivation Inspiration Decisions 

1. How many times each year are you going for longer vacations (min. 10 days)? 

How many? When during the 

year? 

Why? 
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2. Where do you travel the most and what kind of transportation do you use? Please 

give max. 3 examples.  

Where? How? Why? 

   

   

   

3. Who in your household takes decisions regarding vacations? 

Who? Why? 

  

4. What is most important for you while choosing a holiday destination? 

 

5. What type of leisure are you up to? 

Accommodation Meals Activities Information 

search 

Booking 

method 

Payment 

method 

      

6. How important are the listed things for you while choosing holiday destination? 

 Very important Important Less important Not important 

Transportation time     

Accessability     

Family or friends 
recommendation 

    

Transportation cost     

Level of prices at the 
destination 

    

Familiarity with the 
destination 

    

Willingnes to meet new 
people, places and 
culture 

    

Commercials and media 
info 

    

Present trends       

7. Describe briefly your favorite type of vacation 
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Vacation in Denmark: Never in my life!  Or perhaps... 

8. Write briefly about your associations with Denmark 

 

9. Write briefly about  your associations with Copenhagen 

 

10. Denmark  is... 

A good idea for vacation 
because... 

 

A bad idea for vacation 
because... 

 

11. According to me, Denmark can offer... 

2 family attractions   

4 family attractions  

12 family attractions  

I have no idea   

12. According to me, one week stay in Denmark for 4 people family may cost...(give a 
price and short reasoning) 

 

13. What do you in general associate Denmark with and to what degree? (multiple 
choice) 

Association Very 
likely 

Likely Rather 
unlikely 

Definitely 
unlikely 

I do 
not 
know 

Heritage, culture and historical monuments      

Beautiful nature, landscapes, national parks       

Copenhagen a tourism revelation      

Friendly people, hospitality      

Royal family and its traditions      

Fairytale country, homeland of H.C. Andersen      

Cheap wine available      

Good food and beer      

Toll bridges and therefore travelling is 
expensive 

     

Generally attractive tourism destination      

Beautiful beaches and clean sea      
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One may see many things due to the 
geographic proximity 

     

Everything is very expensive, too expensive for 
the Polish pocket 

     

Interesting museums      

High standard of clients service      

Safe country       

Many attractions for families with children       

Fuel is more expensive than in Poland      

Tivoli in Copenhagen is an extraordinary 
attraction but expensive for a Polish family 

     

One may swim in the harbour of Copenhagen      

There is always access to the sea in a range of 
less than 50 km 

     

14. How often do you meet information about Denmark and where? Please mark your 
answer 

 Very often Often Seldom Never 

TV     

Internet     

Radio     

Newspapers and 
magazines 

    

15. Do you consider Copenhagen as an attractive city for tourists to visit? 

Yes  

No  

I am indifferent  

B. If you say Yes, where do you know this from? More than one answer is possible 

Newspapers and magazines  

TV  

Previous visit in Copenhagen  

Travel agency  

Internet  

Family and friends  

Advertisement of an event  

Other  

C. If you say No, write why do you think so 
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16. Do you know the websites listed below? Mark how good do you know them 

 I use it I do not 
know it 

I know but 
I do not 
use it 

I heard 
about it 

http://www.visitdenmark.pl     

http://www.facebook.com/DANIA.VisitDenmark     

http://www.infodania.pl     

http://www.wakacje.pl     

http://www.momondo.pl     

http://www.travelplanet.pl     

17. I might go to Denmark for vacation if: (more than one answer is possible) 

I find a good offer 
(accommodation+transportation) 

 

Someone recommends me and provides me 
with practical info 

 

I am planning to do so anyway  

I have been there and I want to go again  

I am confident I do not want to go there  

Other  
 

  

http://www.visitdenmark.pl/
http://www.facebook.com/DANIA.VisitDenmark
http://www.infodania.pl/
http://www.wakacje.pl/
http://www.momondo.pl/
http://www.travelplanet.pl/
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18.  Please analyse the two listed offers and share your reflections 

Offer 1. An apartment to rent in Hornbæk,  65m
2 

, PLN 2,400 per week 

 

 3 rooms 

 For max. 6 people 

 Washing machine, dryer, dishwasher, equipped kitchen 

 1.5 km to the beach 

 0.5 km to public transport 

 60 km to the Kastrup airport 

 55 km to the center of Copenhagen  

 Tourist attractions: 12 km from Helsingor, Hamlet’s Castle, ferry to Sweden 30 min 

20 km to the castle in Hillerod  

307 km and 4h40 min to LEGOLAND 

 44 km i 38 min to Bakken (entertainment park) 

 

http://www.visitdenmark.pl/pl/danmark/holmegardsvej-gdk619061 

 

http://www.visitdenmark.pl/pl/danmark/holmegardsvej-gdk619061
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Offer 2. Summer cottage to rent  PLN 4,000 per week 

 

 

http://www.touristonline.dk/visitdenmarkbooking/nov/holiday_home/details.do?tableset=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-online-

skabelon&tilbageUrl=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-frontpage-

poland%3F__utma%3D144714803.868445479.1364894853.1365621704.1366271895.7&language=en&function=&regionId=5&qn=2&dq=4&scrollx=&scrolly=&lokalOmraadeId=&side=1&smalVersion=false&huskeliste=&faneblad=&e

nhedId=19869717&tilEnheder=7&foersteLedigeDato=20-07-2013&fra=10-08-

2013&voksne=7&valuta=DKK&t%2819751684%29.antal=1&t%2829588033%29.antal=1&t%2819878865%29.antal=0&t%2826986231%29.antal=0&t%2826986232%29.antal=0&t%2826986233%29.antal=0 

http://www.touristonline.dk/visitdenmarkbooking/nov/holiday_home/details.do?tableset=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-online-skabelon&tilbageUrl=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-frontpage-poland%3F__utma%3D144714803.868445479.1364894853.1365621704.1366271895.7&language=en&function=&regionId=5&qn=2&dq=4&scrollx=&scrolly=&lokalOmraadeId=&side=1&smalVersion=false&huskeliste=&faneblad=&enhedId=19869717&tilEnheder=7&foersteLedigeDato=20-07-2013&fra=10-08-2013&voksne=7&valuta=DKK&t%2819751684%29.antal=1&t%2829588033%29.antal=1&t%2819878865%29.antal=0&t%2826986231%29.antal=0&t%2826986232%29.antal=0&t%2826986233%29.antal=0
http://www.touristonline.dk/visitdenmarkbooking/nov/holiday_home/details.do?tableset=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-online-skabelon&tilbageUrl=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-frontpage-poland%3F__utma%3D144714803.868445479.1364894853.1365621704.1366271895.7&language=en&function=&regionId=5&qn=2&dq=4&scrollx=&scrolly=&lokalOmraadeId=&side=1&smalVersion=false&huskeliste=&faneblad=&enhedId=19869717&tilEnheder=7&foersteLedigeDato=20-07-2013&fra=10-08-2013&voksne=7&valuta=DKK&t%2819751684%29.antal=1&t%2829588033%29.antal=1&t%2819878865%29.antal=0&t%2826986231%29.antal=0&t%2826986232%29.antal=0&t%2826986233%29.antal=0
http://www.touristonline.dk/visitdenmarkbooking/nov/holiday_home/details.do?tableset=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-online-skabelon&tilbageUrl=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-frontpage-poland%3F__utma%3D144714803.868445479.1364894853.1365621704.1366271895.7&language=en&function=&regionId=5&qn=2&dq=4&scrollx=&scrolly=&lokalOmraadeId=&side=1&smalVersion=false&huskeliste=&faneblad=&enhedId=19869717&tilEnheder=7&foersteLedigeDato=20-07-2013&fra=10-08-2013&voksne=7&valuta=DKK&t%2819751684%29.antal=1&t%2829588033%29.antal=1&t%2819878865%29.antal=0&t%2826986231%29.antal=0&t%2826986232%29.antal=0&t%2826986233%29.antal=0
http://www.touristonline.dk/visitdenmarkbooking/nov/holiday_home/details.do?tableset=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-online-skabelon&tilbageUrl=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-frontpage-poland%3F__utma%3D144714803.868445479.1364894853.1365621704.1366271895.7&language=en&function=&regionId=5&qn=2&dq=4&scrollx=&scrolly=&lokalOmraadeId=&side=1&smalVersion=false&huskeliste=&faneblad=&enhedId=19869717&tilEnheder=7&foersteLedigeDato=20-07-2013&fra=10-08-2013&voksne=7&valuta=DKK&t%2819751684%29.antal=1&t%2829588033%29.antal=1&t%2819878865%29.antal=0&t%2826986231%29.antal=0&t%2826986232%29.antal=0&t%2826986233%29.antal=0
http://www.touristonline.dk/visitdenmarkbooking/nov/holiday_home/details.do?tableset=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-online-skabelon&tilbageUrl=http%3A%2F%2Fwww.visitdenmark.pl%2Fpl%2Fdenmark%2Ftourist-frontpage-poland%3F__utma%3D144714803.868445479.1364894853.1365621704.1366271895.7&language=en&function=&regionId=5&qn=2&dq=4&scrollx=&scrolly=&lokalOmraadeId=&side=1&smalVersion=false&huskeliste=&faneblad=&enhedId=19869717&tilEnheder=7&foersteLedigeDato=20-07-2013&fra=10-08-2013&voksne=7&valuta=DKK&t%2819751684%29.antal=1&t%2829588033%29.antal=1&t%2819878865%29.antal=0&t%2826986231%29.antal=0&t%2826986232%29.antal=0&t%2826986233%29.antal=0
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19. Please look at the Visit Denmark brochure and share your reflections... 

 

20. Please look at the Netto brochure and share your reflections... 

Points 18, 19 and 20 will be discussed in an open conversation, moderated and recorded for the 

future analysis 

Appendix 5 

The Transcript of Focus Group 1 (FG1), performed in Warsaw, May 9
th

 

Question 7. Describe briefly your favorite type of vacation 

 (P3) Relaxing, sightseeing, many different attractions, warm or comfortable weather  

 (P2) Three weeks trip moving from one place to another, no programme scheduled by e.g. 

travel organizer. Got enough of Southern destinations, looking for Northern destinations 

right now 

 (P1)Situation is changed after getting a child, one place as a “base” and doing several 

excursions to different attractions, not staying at one place even with a child 

 (P4) Being with group of friends with children in the summer cottage, self-cooking, going 

for attractions around, feeling safe and comfortable, travelling to Croatia using the same 

model of organization 

 (P5) Priorities changed after having a child. Before it was Greece cross- travelled. It is 

important to feel safe and comfortable 

 (P6) A cruise on the Southern seas, travelling Europe by car, prefer travel agencies and 

personal direct contact with a supplier, internet is misleading (even the pictures may be 

false) 

Question 8. Write briefly about your associations with Denmark 

 Water (the sea – from the author), islands, biking, high taxes, everything is expensive, 

greenery, small country, rather empty (deserted – from the author), small houses, highways 

for bikers in planning 
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Question 9. Write briefly about your associations with Copenhagen 

 Little Mermaid, world highest man figure on the street in Copenhagen, first squad in 

Europe, the Queen but nobody could tell the name of the queen (they knew many other 

European royalties by their names) 

Question 18. Please analyse the two listed offers and share your reflections 

 Renting a summer cottages in Poland can be more expensive than e.g. Tuscany 

 Both prices are highly acceptable, lower than expected 

 It is wonderful to have so many attractions around within a short distance 

 The standard of the rentals is high  

Question 19. Please look at the Visit Denmark brochure and share your reflections... 

 Very positive esthetic impressions 

 Everybody was surprised by the colour of the sea 

 Great to have possibilities to bike 

 Weather in Denmark must have been misjudged 

 Destination that is definitely to consider 

Question 20. Please look at the Netto supermarket brochure and share your reflections... 

 Positively surprised by the prices of groceries 

 Very cheap wine 

 Acceptable prices from the Polish customer point of comparison 

Other free talk: 

 I always choose places with good associations 

 If having 1 longer vacation a year a risk must be eliminated, I need a safe choice  

 Travel agencies are bankrupting in Poland so it is not so safe to buy holiday packages 

anymore and people are looking for something with no risk of this kind 
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Appendix 6 

The Transcript of Focus Group 2 (FG2), performed in Piotrkow Trybunalski, May 10
th

 

Question 7. Describe briefly your favorite type of vacation 

 (P14) Relaxing, some active relax elements, does not matter where 

 (P8) Good climate (soul and weather wise), good company, must be interesting and 

attractive place 

 (P13) Vacation must be spent with good friends and family 

 (P12) It is the most important with whom, place is second important 

Question 8. Write briefly about your associations with Denmark 

 LEGO, men in big hats (royal guard – from the author), Czeslaw Mozil ( a male singer who 

was raised in Denmark and recently moved back to Poland and is touring with his Danish 

band – from the author), islands, Copenhagen, second happiest country worldwide 

Question 9. Write briefly about your associations with Copenhagen 

 Little Mermaid, Tivoli 

Question 18. Please analyse the two listed offers and share your reflections 

 Totally acceptable prices 

 Very attractive places 

 Higher prices were expected 

 Variety of attractions and things to do is very motivational  

 Tivoli prices are understandable considering the quality of the experience 

Question 19. Please look at the Visit Denmark brochure and share your reflections... 

 Unexpected variety of attractions 

 Important to know about biking possibilities 

 Positively surprised by the colour of the sea 

 Fishing  

Question 20. Please look at the Netto brochure and share your reflections... 

 Meat is a bit more expensive but the difference is not scary 
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 Much higher prices were expected 

Appendix 7 

The Transcript of Focus Group 3 (FG3), performed in Gdansk, May 14
th

 

Question 7. Describe briefly your favorite type of vacation 

 (P16) Being at home during Summer and going for ski during Winter 

 (P18) Active relax, sport (water ski) 

 (P19) Good company, good weather, interesting place 

 (P15) Hot island, all inclusive, min. 10 days, with a special caretakers for children 

 (P17) Good weather, good local food 

Question 8. Write briefly about your associations with Denmark 

 Cold, cooler than in Poland, better world to live in 

Question 9. Write briefly about your associations with Copenhagen 

Question 18. Please analyse the two listed offers and share your reflections 

 Very affordable prices, specifically the big house that can accommodate even 3 families so 

expense can be shared 

 Very positive in terms of attractions and places to see 

 Good environment for children 

Question 19. Please look at the Visit Denmark brochure and share your reflections... 

 Landscapes aligned with the previous imaginations 

 Very bright and friendly landscape 

 Amazingly rich offer considering the size of Denmark  

Question 20. Please look at the Netto supermarket brochure and share your reflections... 

 Higher prices were expected 

 Many products have similar price in Poland 

 Meat is more expensive 

 Acceptable level of prices considering the quality of the destination 
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Appendix 8 

The answers of FG1 

Qustions and subquestions 1 2 3 4 5 6 

Participant Information             

sex F F F F F M 

age 32 37 39 50 45 63 

place of living Warsaw Warsaw Warsaw Warsaw Warsaw Warsaw 

education Master 

degree 

Master 

degree+ 

Master 

degree 

Master 

degree 

Master 

degree 

High school 

professional status Language 

instructor 

office clerk Small 

company 

owner 

Small 

company 

owner 

Small 

company 

chief 

executice 

office clerk 

family status married, 1 

child 

single married married, 2 

children 

married, 1 

child 

informal 

relationship 

Monthly family  income after tax more than 

Polish 

average 

  ok above 

Polish 

average 

above 

Polish 

average 

above 

Polish 

average 

Holidays: Expectations Motivation Inspiration 

Decisions 

            

1. How many times each year are you going for 

longer vacations (min. 10 days)? 

            

How many? 1-2 times 1 time 1-2 times 3 times 2 times 1-2 times 

When during the year? spring and 

autumn 

summer 

vacation 

summer May, 

August, 

February 

summer and 

winter 

various 

months 

Why?  no in 

summer, too 

expensive 

too many 

tourists 

summer is 

the common 

 vacation 

time 

it is 

vacation 

time 

warm 

weather, ski 

vacation and 

ski break 

just to have 

a break 

2. Where do you travel the most and what kind of 

transportation do you use? Please give max. 3 

examples.  

            

example 1 European 

countries,pl

ane 

 samolot 

England, 

plane, 

family 

 and friends 

Poland 

mountains, 

car, ski 

Polish 

country 

side,  

own 

summer 

cottage 

Baltic sea, 

car, costs, 

child 

Tunisia, 

plane, warm 

example 2 Poland, 

rented car 

Chroatia, 

car, is 

beatiful 

Italy, sea, 

warm 

Chroatia, 

car, magic 

places 

Tatry 

mountains 

Poland, 

 costs, child 

Turkey, 

plane, warm 

example 3 Italy, plane Poland, car, 

near, short 

brakes 

Chroatia, 

sea, warm 

Italy, ski, art   Europe, car, 

sight seeing 

3. Who in your household takes decisions regarding             
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vacations? 

Who? together me together together together but 

more me 

together 

Why? we decide 

together 

 about 

everything 

I am 

planning my 

vacation 

because is 

easier 

depending 

on purpose, 

e.g.ski - 

husband  

   but who has 

more 

 intereseting 

idea 

4. What is most important for you while choosing a 

holiday destination? 

            

Free answer prices, 

climate 

warm but 

not too hot, 

not crowded 

place,  

civilization 

price, place, 

far from 

tourists 

 resorts 

climate, 

prices, 

attractions 

culture 

attractivenes

s 

sentiments, 

climate,  

attractivenes

s 

warm 

climate, 

attractions, 

 sea 

5. What type of leisure are you up to?             

Accommodation cheap 

hotels, 

hostels, 

private 

 room to 

rent 

private 

rooms or 

summer 

 cottages 

hotel, inn, 

camping 

a house to 

rent 

a small 

hotel, inn 

hotel 

Meals eating out, 

bars  

restaurants 

 self made 

or 

restaurants 

hotel 

restaurant 

we cook, go 

to 

restaurants 

half board half or full 

board 

Activities walking, 

beach 

trakking, 

sight seeing, 

biking 

beach, sight 

seeing, 

eating 

sight seeing, 

sport, relax 

biking, sight 

seeing, 

sailing 

sight seeing, 

relax 

Information Search internet, 

guides 

internet internet, 

friends 

internet, 

friends 

internet internet 

Booking method internet or 

direct at the 

 destination 

internet or 

direct at 

 the 

destination 

internet internet internet, 

travel 

agency 

travel 

agency 

Payment method card, 

transfer, 

cash 

card and 

cash 

transfer card transfer card 

6. How important are the listed things for you while 

choosing holiday destination ? 

            

Transportation time important less 

important 

important less 

important 

important very 

important 

Accessability important important important less 

important 

important important 

Family or friends recommendation less 

important 

important important important important important 

Transportation cost important very 

important 

important important important important 

Level of prices at the destination important important important less 

important 

important important 
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Familiarity with the destination not 

important 

less 

important 

less 

important 

less 

important 

important less 

important 

Willingness to meet new people, places and culture very 

important 

very 

important 

important very 

important 

less 

important 

important 

Commercials and media info not 

important 

not 

important 

important not 

important 

no 

important 

important 

Present trends not 

important 

not 

important 

less 

important 

not 

important 

no 

important 

  

7. Describe briefly your favorite type of vacation             

Free text   active,transn

ational,  

with friends 

    Greece, 

visiting 

islands, 

sailing 

sea, warm, 

short 

airplane tri 

p, 7-8 days, 

travelling 

Europe 

 by car 

Vacation in Denmark: Never in my life!  Or 

perhaps... 

            

8. Write briefly about your associations with 

Denmark 

            

Free text         bikes, Lego   

9. Write briefly about  your associations with 

Copenhagen 

            

Free text         the queen   

10. Denmark  is…             

A good idea for vacation because… it is calm, 

liberal, 

highly  

developed 

country I 

have not 

 been to yet.  

Now is to 

expensive 

for me. 

I have never 

been there 

but  

I would like 

to travel to  

Scandinavia 

I may take 

child to 

LEGOLAN

D, 

 visit 

museums, 

enjoying 

wild nature 

is empty, 

clean, 

culture,  

biking 

possibilities 

biking interesting 

country, 

biking 

A bad idea for vacation because…       the same we 

can get in 

Poland 

cold and 

expensive 

  

11. According to me, Denmark can offer…(number 

of family attractions) 

I have no 

idea 

2 2 I have no 

idea 

2 2 

12. According to me, one week stay in Denmark for 

4 people family may cost...(give a price and short 

reasoning) 

10.000PLN

=20.000DK

K 

10.000PLN

=20.000DK

K 

10.000PLN

=20.000DK

K 

6.000PLN-

12.000DKK 

5.000PLN=

10.000DKK 

8.000PLN=

16.000DKK 

13. What do you in general associate Denmark with 

and to what degree? (multiple choice) 

            

Heritage, culture and historical monuments likely likely likely very likely likely likely 

Beautiful nature, landscapes, national parks  very likely very likely very likely likely rather 

unlikely 

very likely 

Copenhagen a tourism revelation very likely likely likely likely rather 

unlikely 

likely 
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Friendly people, hospitality very likely likely very likely very likely likely very likely 

Royal family and its traditions very likely very likely very likely very likely likely very likely 

Fairytale country, homeland of H.C. Andersen very likely very likely very likely very likely very likely very likely 

Cheap wine available rather 

unlikely 

likely likely unlikely unlikely rather 

unlikely 

Good food and beer likely likely very likely likely unlikely likely 

Toll bridges and therefore travelling is expensive likely likely likely likely very likely likely 

Generally attractive tourism destination very likely very likely likely very likely rather 

unlikely 

likely 

Beautiful beaches and clean sea definately 

unlikely 

likely likely likely rather 

unlikely 

likely 

One may see many things due to the geographic 

proximity 

very likely likely likely likely likely very likely 

Everything is very expensive, too expensive for the 

Polish pocket 

very likely likely likely I do not 

know 

likely likely 

Interesting museums likely likely very likely I do not 

know 

likely likely 

High standard of clients service very likely likely very likely likely likely very likely 

Safe country  very likely very likely very likely likely very likely very likely 

Many attractions for families with children  very likely likely very likely likely rather 

unlikely 

likely 

Fuel is more expensive than in Poland likely likely very likely I do not 

know 

likely likely 

Tivoli in Copenhagen is an extraordinary attraction 

but expensive for a Polish family 

likely likely likely I do not 

know 

likely likely 

One may swim in the harbour of Copenhagen definately 

unlikely 

rather 

unlikely 

likely unlikely unlikely unlikely 

There is always access to the sea in a range of less 

than 50 km 

rather 

unlikely 

very likely rather 

unlikely 

likely rather 

unlikely 

likely 

14. How often do you meet information about 

Denmark and where? Please mark your answer 

            

TV never seldom never never seldom seldom 

Internet seldom seldom seldom seldom seldom seldom 

Radio seldom seldom never never seldom seldom 

Newspapers and magazines seldom seldom seldom seldom seldom seldom 

15. Do you consider Copenhagen as an attractive city 

for tourists to visit? 

yes yes yes I am 

indifferent 

I am 

indifferent 

yes 

If you say Yes, where do you know this from? More 

than one answer is possible 

Newspapers 

and 

magazines, 

 family and 

friends, 

internet, 

 my 

students 

Newspapers 

and 

magazines, 

family and 

friends, 

internet 

family and 

friends,  

previous 

visit, 

internet 

family and 

friends, 

internet,  

an 

advertismen

t of specific  

event 

family and 

friends 

Newspapers 

and 

magazines, 

 family and 

friends, 

internet 

If you say No, write why do you think so             

16. Do you know the websites listed below? Mark 

how good do you know them 

            

http://www.visitdenmark.pl I do not I do not I know but I I do not I do not I do not 
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know know do not use know know know 

http://www.facebook.com/DANIA.VisitDenmark I do not 

know 

I do not 

know 

I do not 

know 

I do not 

know 

I do not 

know 

I do not 

know 

http://www.infodania.pl I do not 

know 

I do not 

know 

I do not 

know 

I do not 

know 

I do not 

know 

I do not 

know 

http://www.wakacje.pl I do not 

know 

I heard 

about it 

I do not 

know 

I do not 

know 

I heard 

about it 

I use it 

http://www.momondo.pl I do not 

know 

I do not 

know 

I do not 

know 

I do not 

know 

I do not 

know 

I do not 

know 

http://www.travelplanet.pl I do not 

know 

I heard 

about it 

I do not 

know 

I do not 

know 

I use it I heard 

about it 

18. I might go to Denmark for vacation if: (more than 

one answer is possible) 

            

I find a good offer (accommodation+transportation)   yes yes yes yes yes 

Someone recommends me and provides me with 

practical info 

      yes yes yes 

I am planning to do so anyway             

I have been there and I want to go again     yes       

I am confident I do not want to go there             

Other if I had 

bigger 

vacation 

budget 

          

              

 

Appendix 9 

The answers of FG2 

Qustions and subquestions 7 8 9 10 11 12 13 14 

Participant Information                 

sex F F F F M M M M 

age 46 52 41 41 41 52 43 37 

place of living Piotrkow 

Tryb. 

Piotrkow 

Tryb. 

Piotrkow 

Tryb. 

Piotrkow 

Tryb. 

Piotrkow 

Tryb. 

Piotrkow 

Tryb. 

Piotrkow 

Tryb. 

Piotrko

w Tryb. 

education High school Master 

degree 

Master 

degree 

Master 

degree 

Master 

degree 

Master 

degree 

Master 

degree 

Master 

degree, 

Ing. 

professional status advertisement 

advisor 

Primary 

school 

teacher 

School 

teacher 

school 

teacher 

Key 

Account 

Manager 

Private 

enterpreneu

r 

Manager Truck 

driver 

family status divorced, 2 

children 

married married, 

1 child 

married, 

2 

children 

married, 

1 child 

married married, 2 

children 

in 

relations

hip 

Monthly family  income after tax above Polish 

Average 

6.000 PLN 5.000PL

N 

7.000PL

N+ 

7.000PL

N 

6.000PLN 7.000PLN 8.000PL

N 

Holidays: Expectations Motivation 

Inspiration Decisions 
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1. How many times each year are 

you going for longer vacations (min. 

10 days)? 

                

How many? 1 time 2 times 1 time 1 time 1 time 2 times 1 time 1 time 

When during the year? summer summer 

and winter 

july or 

august 

summer july winter, 

summer 

summer july 

Why? summer 

holidays 

ski, sailing school 

holidays 

school 

holidays 

is warm ski, sailing school 

holidays 

summer 

holidays 

2. Where do you travel the most and 

what kind of transportation do you 

use? Please give max. 3 examples.  

                

example 1 sea side, car, 

relax 

mountains, 

car, ski 

Spain, 

plane, 

climate 

Mazury 

lakes, 

car, 

sailing 

Spain, 

plane, 

climate 

mountains, 

car, ski 

Mazury 

lake, car, 

nice place 

sea side, 

car, 

relax 

example 2 mountains,car,

relax 

Mazury 

lake 

district, car, 

sailing 

Greece, 

plane, 

climate 

Chroatia, 

car, 

climate 

Greece, 

plane, 

climate 

Mazury 

lakes, car, 

sailing 

Chroatia, 

car, nice 

place 

mountai

ns, car, 

relax 

example 3   sea, 

car/plane, 

sailing 

Chroatia, 

plane, 

climate 

Spain, 

car, 

climate 

Chroatia, 

car, 

climate 

Sea, plane, 

sailing 

    

3. Who in your household takes 

decisions regarding vacations? 

                

Who? together together myself together me and 

my wife 

together together together 

Why?     I search 

for 

offers 

we 

decide 

always 

together 

my wife 

search 

internet 

  everybody 

is happy 

  

4. What is most important for you 

while choosing a holiday 

destination? 

                

Free answer attractions, 

climate,  

monuments, 

interesting 

places 

climate, 

price, 

attractions 

climate, 

prices, 

attractio

ns 

climate, 

prices, 

attractio

ns 

climate, 

price, 

attractio

ns, 

 culture 

climate, 

prices, 

attractions 

who I am 

going 

with 

attractio

ns, 

climate 

5. What type of leisure are you up 

to? 

                

Accommodation hotel, summer 

cottages 

hotel, inn hotel ptivate 

rooms 

for rent 

hotel hotel, inn, 

yacht 

private 

rooms or 

cottage 

inn, 

summer 

cottage 

Meals self cooking 

and 

restaurants 

self made, 

restaurants 

all-

inclusive 

or HB 

self 

cooking 

and 

restauran

ts 

all 

inclusive

, 

restauran

ts 

self 

cooking, 

restaurants 

self 

cooking 

restaura

nts and 

bars 

Activities seight seing, 

sport 

sports, 

relax, sun 

sun 

bathing, 

sailing, 

sun 

seight 

seeing, 

winter and 

water 

seight 

seeing, 

seight 

seeing, 
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baths,  

seigt seeing 

seight 

seeing 

, 

swimmin

g 

bathing sport sports sport, 

relax 

relax 

Information Search internet internet, 

travel 

agency 

internet, 

cataloqu

es, 

 travel 

agency 

internet internet travel 

agency 

internet internet, 

random 

Booking method internet travel 

agency 

travel 

agency 

internet travel 

agency 

travel 

agency 

telephone telephon

e 

Payment method cash cash, card transfer transfer, 

cash 

cash, 

transfer 

cash, card cash cash 

6. How important are the listed 

things for you while choosing 

holiday destination ? 

                

Transportation time not important important less 

importan

t 

less 

importan

t 

very 

importan

t 

important important less 

importa

nt 

Accessability not important less 

important 

importan

t 

importan

t 

importan

t 

important important less 

importa

nt 

Family or friends recommendation not important very 

important 

less 

importan

t 

very 

importan

t 

importan

t 

important important importa

nt 

Transportation cost important very 

important 

very 

importan

t 

importan

t 

importan

t 

important important less 

importa

nt 

Level of prices at the destination important very 

important 

importan

t 

importan

t 

very 

importan

t 

important important less 

importa

nt 

Familiarity with the destination less important less 

important 

importan

t 

not 

importan

t 

importan

t 

less 

important 

less 

important 

less 

importa

nt 

Willingness to meet new people, 

places and culture 

very important very 

important 

very 

importan

t 

very 

importan

t 

very 

importan

t 

no 

important 

important less 

importa

nt 

Commercials and media info important important importan

t 

less 

importan

t 

less 

importan

t 

less 

important 

no 

important 

less 

importa

nt 

Present trends not important not 

important 

not 

importan

t 

less 

importan

t 

not 

importan

t 

no 

important 

no 

important 

less 

importa

nt 

7. Describe briefly your favorite type 

of vacation 

                

Free text   good 

companion

ship, 

climate 

      companion

ship, aura, 

adventure 
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Vacation in Denmark: Never in 

my life!  Or perhaps... 

                

8. Write briefly about your 

associations with Denmark 

                

Free text Lego, 

Andersen 

cold, high 

prices, 

Bornholm,  

Copenhage

n 

cold but 

interestin

g 

country, 

 worth 

seeing 

lego, 

Bornhol

m 

lego, 

ECCO, 

Czeslaw 

Mozil,  

Copenha

gen 

Copenhage

n, 

Bornholm 

Copenhag

en, 

LEGOLA

ND,  

Bornholm 

Carlsber

g beer, 

royal 

guards 

 in hats 

9. Write briefly about  your 

associations with Copenhagen 

                

Free text Little 

Mermaid 

Little 

Mermaid 

Little 

Mermaid 

Little 

Mermaid

, Tivoli 

Danish 

capital 

Little 

Mermaid 

Tivoli big city, 

capital 

10. Denmark  is…                 

A good idea for vacation because… I was not there 

yet 

I was not 

there yet 

  many 

interesti

ng 

places 

I was not 

there yet 

I was not 

there yet 

interesting 

country 

  

A bad idea for vacation because…     unsuitabl

e climate 

for 

vacation 

          

11. According to me, Denmark can 

offer…(number of family 

attractions) 

2 I have no 

idea 

I have no 

idea 

4 I have no 

idea 

2 12 4 

12. According to me, one week stay 

in Denmark for 4 people family may 

cost...(give a price and short 

reasoning) 

8.000PLN-

16.000DKK 

10.000PLN

-

20.000DK

K 

10.000P

LN-

20.000D

KK 

5.000PL

N-

10.000D

KK 

10.000P

LN-

20.000D

KK 

6.000PLN-

12.000DK

K 

6.000PLN

-

12.000DK

K 

2.000-

3.000PL

N-4-

6.000D

KK 

13. What do you in general associate 

Denmark with and to what degree? 

(multiple choice) 

                

Heritage, culture and historical 

monuments 

very likely likely likely very 

likely 

very 

likely 

very likely very 

likely 

very 

likely 

Beautiful nature, landscapes, 

national parks  

very likely very likely very 

likely 

likely very 

likely 

likely likely very 

likely 

Copenhagen a tourism revelation very likely likely likely rather 

unlikely 

likely very likely likely likely 

Friendly people, hospitality I do not know likely likely likely very 

likely 

likely very 

likely 

likely 

Royal family and its traditions likely likely very 

likely 

likely likely likely very 

likely 

very 

likely 

Fairytale country, homeland of H.C. 

Andersen 

very likely very likely very 

likely 

likely likely very likely very 

likely 

very 

likely 

Cheap wine available likely rather 

unlikely 

likely rather 

unlikely 

unlikely rather 

unlikely 

likely rather 

unlikely 

Good food and beer likely likely likely rather very rather very likely 
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unlikely likely unlikely likely 

Toll bridges and therefore travelling 

is expensive 

I do not know very likely very 

likely 

rather 

unlikely 

likely I do not 

know 

likely I do not 

know 

Generally attractive tourism 

destination 

likely likely likely likely likely likely likely likely 

Beautiful beaches and clean sea very likely I do not 

know 

very 

likely 

rather 

unlikely 

likely likely very 

likely 

likely 

One may see many things due to the 

geographic proximity 

very likely likely likely very 

likely 

I do not 

know 

likely very 

likely 

likely 

Everything is very expensive, too 

expensive for the Polish pocket 

I do not know very likely likely likely likely likely unlikely rather 

unlikely 

Interesting museums very likely likely likely likely very 

likely 

likely very 

likely 

likely 

High standard of clients service very likely I do not 

know 

likely likely very 

likely 

likely very 

likely 

likely 

Safe country  very likely I do not 

know 

very 

likely 

very 

likely 

very 

likely 

very likely very 

likely 

very 

likely 

Many attractions for families with 

children  

very likely likely likely likely I do not 

know 

very likely very 

likely 

likely 

Fuel is more expensive than in 

Poland 

I do not know very likely likely likely very 

likely 

likely very 

likely 

likely 

Tivoli in Copenhagen is an 

extraordinary attraction but 

expensive for a Polish family 

I do not know I do not 

know 

likely likely I do not 

know 

likely very 

likely 

I do not 

know 

One may swim in the harbour of 

Copenhagen 

I do not know rather 

unlikely 

likely rather 

unlikely 

very 

likely 

rather 

unlikely 

very 

likely 

rather 

unlikely 

There is always access to the sea in a 

range of less than 50 km 

I do not know I do not 

know 

likely I do not 

know 

very 

likely 

likely very 

likely 

rather 

unlikely 

14. How often do you meet 

information about Denmark and 

where? Please mark your answer 

                

TV seldom seldom never never never seldom seldom seldom 

Internet seldom seldom never never never often seldom never 

Radio seldom seldom never never never seldom seldom never 

Newspapers and magazines seldom seldom never never never seldom seldom seldom 

15. Do you consider Copenhagen as 

an attractive city for tourists to visit? 

yes yes yes yes yes yes yes yes 

If you say Yes, where do you know 

this from? More than one answer is 

possible 

family and 

friends 

family and 

friends 

family 

and 

friends, 

internet 

family 

and 

friends,  

previous 

visit, 

specific 

event 

family, 

friends 

family, 

friends 

family 

and 

friends,  

previous 

visit, 

internet 

family 

and 

friends,  

previous 

visit 

If you say No, write why do you 

think so 

                

16. Do you know the websites listed 

below? Mark how good do you 

know them 
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http://www.visitdenmark.pl I do not know I do not 

know 

I heard 

about it 

I do not 

know 

I do not 

know 

I do not 

know 

I use it I do not 

know 

http://www.facebook.com/DANIA.V

isitDenmark 

I do not know I do not 

know 

I know 

but I do 

not use it 

I do not 

know 

I do not 

know 

I heard 

about it 

I do not 

know 

I do not 

know 

http://www.infodania.pl I do not know I do not 

know 

I heard 

about it 

I do not 

know 

I do not 

know 

I heard 

about it 

I do not 

know 

I do not 

know 

http://www.wakacje.pl I do not know I heard 

about it 

I use it I do not 

know 

I know 

but I do 

not use it 

I know but 

I do not use 

it 

I do not 

know 

I heard 

about it 

http://www.momondo.pl I do not know I do not 

know 

I know 

but I do 

not use it 

I do not 

know 

I do not 

know 

I do not 

know 

I do not 

know 

I do not 

know 

http://www.travelplanet.pl I do not know I heard 

about it 

I use it I do not 

know 

I know 

but I do 

not use it 

I use it I do not 

know 

I heard 

about it 

18. I might go to Denmark for 

vacation if: (more than one answer is 

possible) 

                

I find a good offer 

(accommodation+transportation) 

yes yes yes yes yes yes     

Someone recommends me and 

provides me with practical info 

yes yes yes         yes 

I am planning to do so anyway         yes       

I have been there and I want to go 

again 

      yes     yes yes 

I am confident I do not want to go 

there 

                

Other                 

 

Appendix 10 

The answers of FG3 

Qustions and subquestions 15 16 17 18 19 

Participant Information           

sex M M F F F 

age 42 45 39 28 39 

place of living Gdansk Gdansk Gdansk Gdansk Gdansk 

education Master degree Master degree Master degree Master degree Bachelor 

degree 

professional status teacher teacher economist teacher Real estate 

agent 

family status married, 2 

children 

married, 1 

child 

married, 1 

child 

single married, 2 

children 

Monthly family  income after tax 3.000PLN above Polish 

average 

above Polish 

average 

above Polish 

average 

above Polish 

average 

Holidays: Expectations Motivation Inspiration           
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Decisions 

1. How many times each year are you going for longer 

vacations (min. 10 days)? 

          

How many? 2 times 2 times 2 times 2 times 2 times 

When during the year? summer, 

winter 

winter april-may, 

january-

february 

july, february july-august, 

december 

Why? ski+new years 

eve,  

school 

holidays 

ski 1 trip abroad, 

1 ski trip 

warm 

countries, ski 

trip 

school breaks 

2. Where do you travel the most and what kind of 

transportation do you use? Please give max. 3 examples.  

          

example 1 mountains, 

car, ski, 

friends 

Mountains, 

car, ski 

Mountains, 

car, ski 

Chroatia, car, 

relax 

mountains, 

car, ski 

example 2 sea, beach, 

children 

  abroad, plane, 

visiting 

mountains, 

train, ski 

abroad, 

car/plane, 

curiosity 

example 3       Spain, car, 

relax by the 

sea 

sea, lakes, car, 

we like water 

3. Who in your household takes decisions regarding 

vacations? 

          

Who? together together together(ski),o

nly me 

(abroad) 

me together 

Why? looking for 

attractions, 

 relax with 

children 

      everybody is 

happy 

4. What is most important for you while choosing a 

holiday destination? 

          

Free answer possibilities, 

untroubled trip 

infrastructure location attractiveness an offer 

5. What type of leisure are you up to?           

Accommodation inn, private 

room for rent 

sanatorium sanatorium/hot

el 

inn hotel, inn, 

summer 

cottage 

Meals self cooking selfmade or 

purchased 

HB/all 

inclusive 

self made self made 

Activities ski, active 

relax 

ski ski/seight 

seeing 

sport, seight 

seeing, surfing 

visiting, relax 

Information Search internet, 

friends 

internet internet/ travel 

agency 

internet, 

friends, family 

internet, 

friends, 

cataloges 

Booking method internet, 

telephone 

phone, internet internet, phone internet, phone phone, e-mail 

Payment method transfer, cash transfer transfer transfer transfer, cash 

6. How important are the listed things for you while           
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choosing holiday destination ? 

Transportation time important very important less important important not important 

Accessability very important very important important very important important 

Family or friends recommendation important less important important important less important 

Transportation cost very important less important important important important 

Level of prices at the destination important important very important important important 

Familiarity with the destination less important important less important less important not important 

Willingness to meet new people, places and culture important not important very important important very important 

Commercials and media info less important less important important important less important 

Present trends less important not important no important less important not important 

7. Describe briefly your favorite type of vacation           

Free text hot island, all 

inclusiv 

 

min.20 days, 

total relax 

I stay home in 

summer, go 

for 

 ski in winter 

beatiful 

weather, 

place,  

everything 

served, nice 

people, 

 local food 

super 

ambiance, nice 

weather, 

 attractions 

good 

company, 

interesting 

 place, warm 

Vacation in Denmark: Never in my life!  Or perhaps...           

8. Write briefly about your associations with Denmark           

Free text Hummel, 

handball, 

ECCO, sea 

, LEGO, calm, 

friendly 

people 

better world lots of 

greenery, 

wooden 

 little houses 

cold country, 

handball 

flag, design, 

Louisiana 

9. Write briefly about  your associations with Copenhagen           

Free text Tivoli, Little 

Mermaid,  

clean city, 

Christiania 

with nothing high buildings movie Little 

Mermaid, 

extremely 

 good 

ambiance 

10. Denmark  is…           

A good idea for vacation because… many different 

things to do, I 

 was there and 

I want go 

again 

    I was not there 

yet 

very rich 

offer, active 

and 

 culture spent 

time   

A bad idea for vacation because…   I do not know 

it 

I do not know 

it 

    

11. According to me, Denmark can offer…(number of 

family attractions) 

12 I have no idea I have no idea I have no idea 12 

12. According to me, one week stay in Denmark for 4 

people family may cost...(give a price and short 

reasoning) 

5.000PLN-

10.000DKK 

4.000PLN-

8.000DKK 

4-5.000PLN-

8-10.000DKK 

5.000PLN-

10.000DKK 

5.000PLN-

10.000DKK 

13. What do you in general associate Denmark with and 

to what degree? (multiple choice) 

          

Heritage, culture and historical monuments very likely likely likely likely very likely 
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Beautiful nature, landscapes, national parks  very likely likely very likely likely very likely 

Copenhagen a tourism revelation very likely rather unlikely likely rather unlikely likely 

Friendly people, hospitality very likely very likely very likely very likely likely 

Royal family and its traditions very likely very likely very likely likely likely 

Fairytale country, homeland of H.C. Andersen very likely likely likely I do not know very likely 

Cheap wine available likely I do not know 

it 

I do not know 

it 

likely rather unlikely 

Good food and beer likely I do not know 

it 

likely likely likely 

Toll bridges and therefore travelling is expensive rather unlikely I do not know 

it 

I do not know 

it 

likely unlikely 

Generally attractive tourism destination likely likely I do not know 

it 

likely very likely 

Beautiful beaches and clean sea very likely likely likely likely very likely 

One may see many things due to the geographic proximity very likely I do not know 

it 

rather unlikely likely very likely 

Everything is very expensive, too expensive for the Polish 

pocket 

rather unlikely I do not know 

it 

likely likely likely 

Interesting museums very likely I do not know 

it 

I do not know 

it 

likely very likely 

High standard of clients service very likely I do not know 

it 

I do not know 

it 

likely likely 

Safe country  very likely likely I do not know 

it 

very likely very likely 

Many attractions for families with children  very likely likely likely very likely very likely 

Fuel is more expensive than in Poland likely likely very likely likely unlikely 

Tivoli in Copenhagen is an extraordinary attraction but 

expensive for a Polish family 

rather unlikely rather unlikely likely very likely unlikely 

One may swim in the harbour of Copenhagen rather unlikely I do not know 

it 

I do not know 

it 

I do not know I do not know 

There is always access to the sea in a range of less than 50 

km 

likely likely rather unlikely I do not know I do not know 

14. How often do you meet information about Denmark 

and where? Please mark your answer 

          

TV often never seldom never seldom 

Internet seldom never never seldom seldom 

Radio seldom never seldom never seldom 

Newspapers and magazines seldom never never seldom seldom 

15. Do you consider Copenhagen as an attractive city for 

tourists to visit? 

yes indifferent indifferent indifferent yes 

If you say Yes, where do you know this from? More than 

one answer is possible 

family, 

friends, 

previous visit,  

specific event 

      friends, 

previous visit 

If you say No, write why do you think so   I know 

nothing about 

it 

I know 

nothing about 

it 

nobody 

recommended 

it 

  

16. Do you know the websites listed below? Mark how 

good do you know them 
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http://www.visitdenmark.pl I know but I 

do not use it 

I do not know 

it 

I do not know 

it 

I do not know 

it 

I use it 

http://www.facebook.com/DANIA.VisitDenmark I do not know I do not know 

it 

I do not know 

it 

I do not know 

it 

I do not know 

http://www.infodania.pl I do not know I do not know 

it 

I do not know 

it 

I do not know 

it 

I do not know 

http://www.wakacje.pl I do not know I do not know 

it 

I use it I use it I know but I 

do not use it 

http://www.momondo.pl I do not know I do not know 

it 

I do not know 

it 

I do not know 

it 

I do not know 

http://www.travelplanet.pl I do not know I do not know 

it 

I do not know 

it 

I use it I know but I 

do not use it 

18. I might go to Denmark for vacation if: (more than one 

answer is possible) 

          

I find a good offer (accommodation+transportation) yes   yes yes yes 

Someone recommends me and provides me with practical 

info 

    yes     

I am planning to do so anyway           

I have been there and I want to go again yes       yes 

I am confident I do not want to go there   yes       

Other       yes yes, I have 

family there 

 

Appendix 11 

Interview with the travel agencies questions 

1. What is the company profile? 

2. Do you have any offer of vacations in Denmark for your clients? 

3. If yes, please elaborate. 

4. If not, please elaborate. 

5. What is your private opinion about Denmark as a tourist destination? 
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Appendix 12 

PTA Survey 

Ankieta badająca sytuację demograficzną oraz rynkowe zachowania polskich 

konsumentów wyjeżdżających za granicę w celach turystycznych.  

Customers’ behaviour survey of Polish tourists travelling abroad for leisure purpose. 

Badanie jest przeprowadzane w celu gromadzenia materiału do pracy magisterskiej Katarzyny 

Petersen studentki Cand.Soc. Service Management w Copenhagen Business School w Danii pod 

kierunkiem Allan Xenius Gringe oraz pod patronatem Wonderful Copenhagen  

This research is a part of a Master Thesis field enquiry. It is carried out by Katarzyna Petersen, student of Cand.Soc. 

Service Management at Copenhagen Business School under the supervision of Allan Xenius Gringe and with Wonderful 

Copenhagen cooperation 

 

 

 

 

 

1. Gdzie Pan(i) mieszka? Where do you live?  

Miasto powyżej 1 mln mieszkańców  City with more than 1 mill inhabitants  

Miasto z 500.000 -999.999 mieszkańców  City with 500,000-999,999 inhabitants   

Miasto z 100.000-499.999 mieszkańców  City with 100,000-499,999 inhabitants  

Miasto poniżej 99.999 mieszkańców City with less than 99,999 inhabitants  

Małe miasto lub wieś  z mniej niż 10.000 mieszkańców  Small town or village with less than 10,000  

2. Płeć Gender 

Kobieta Female  

Meżczyzna Male  

3. Wiek Age 

19 lub mniej 19 or less  

20-26   

27- 35  

36 to 45  

46 to 55  

56-65  

66 lub więcej  66 or more  
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4. Jaki jest poziom miesięcznego dochodu netto w PLN  w Pana(i) gospodarstwie domowym? (w przypadku 

więcej niż 1 dochodu podać sumę dochodów rodziny) 

What does best describe your monthly total household income in PLN after taxes?  

3.000 lub mniej     3,000 or less  

3.001-6.000   

6.001 – 8.000  

8.001 – 10.000  

10.000 lub więcej   10,000 or more  

Nie udzielam odpowiedzi na to pytanie   I do not wish to answer the question  

5. Jaki jest Pana(i) status cywilny? What is your current civil status? 

Singiel Single  

Singiel z dzieckiem\dziećmi  Single with child/-ren  

Żonaty/Zamężna bez dzieci Married without children  

Żonaty/Zamężna z dzieckiem/dziećmi  Married with child/-ren  

Pozostający/Pozostająca w nieformalnym związku bez dzieci In an informal relationship without 

children 

 

Pozostający/Pozostająca w nieformalnym związku z dzieckiem/dziećmi  In an informal relationship 

with a child/-ren 

 

6. Jakie jest Pana(i) wykształcenie? What does best describe your level of education? 

Podstawowe   Less than high-school  

Średnie ogólnokształcące lub techniczne  High-school graduate  

Wyższe licencjackie  Bachelor´s degree  

Wyższe magisterskie  Master´s degree  

7. Jaki jest obecny Pana(i) status zatrudnienia? What is your current employment status? 

Zatrudniony w sektorze prywatnym   Employed in the private sector  

Zatrudniony w sektorze państwowym   Employed in the public sector  

Bezrobotny  Unemployed  

Student  Student  

Emeryt(ka)  Retired  

Trwale niezdolny do pracy  Unable to work  

8. Ile razy w ciągu roku wyjeżdża Pan(i) za granicę na krótki odpoczynek do 7 dni? How many times per 

year do you travel for a short leisure break abroad (less than 7 days)? 

Nigdy    Never  

1-2 razy  1-2 times  

3-4 razy 3-4 times  

Nigdy, ale planuję to w przyszłości    Never, but plan to in the future  

9. Ile razy w ciągu roku wyjeżdżasz za granicę na długi odpoczynek powyżej 7 dni? How many times per 

year do you travel for a longer leisure break abroad (longer than 7 days)? 

Nigdy   Never  

1 raz    1 time  

2 razy lub więcej  2 times or more  

Nigdy, ale planuję to w przyszłości   Never, but plan to in the future  
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10. Jaki jest roczny poziom Pana(i) rodziny wydatków w PLN na turystykę? What does best describe your 

annual spending in PLN on travel per household?  

3.000 lub mniej   or less  

3.000 – 4.999  

5.000 – 6.999  

7.000 – 8.999  

9.000 – 11.999  

12.000 i więcej   or more  

11. Jak zazwyczaj organizuje Pan(i) swoje zagraniczne wyjazdy? (więcej niż jedna odpowiedź możliwa) 

How do you usually organize you trips abroad? (more than one answer is possible)  

Sam(a) rezerwuję pobyt z/bez transportem korzystając z internetu I book it myself using the internet  

Sam(a) używając prywatnych kontaktów I do it myself using my private network  

Kupuję pakiet w biurze podróży  I buy a travel package at a travel agency  

Kupuję pakiet przez internet I buy a travel package using the internet  

Nie jeżdżę za granicę więc to pytanie mnie nie dotyczy  This question does not concern me  

12. Czym Pan(i) podróżuje za granicę?  (więcej niż jedna odpowiedź możliwa) What kind of transportation do 

you use when travelling to the destination abroad? (more than one answer is possible)  

Samochodem Car  

Autokarem Coach (bus)  

Pociągiem Train  

Promem Ferry  

Samolotem Airplane  

13. Skąd czerpie Pan(i) informacje i inspirację do zagranicznych podróży? (więcej niż jedna odpowiedź 

możliwa) How do you obtain inspiration and information for your trips abroad? (more than one answer is 

possible)  

Internet  

Telewizja  TV  

Radio   

Dzienniki prasowe  Daily newspapers  

Magazyny  Magasins  

Rodzina i znajomi   Family and friends  

Plakaty wielkoformatowe i inna reklama zewnętrzna w mieście  Billboards and other exterior 

commercial posters 

 

Biuro podróży Travel agency  

14. Jaki rodzaj zakwaterowanie wybiera Pan(i) najczęściej gdy podróżuje za granicę? (więcej niż jedna 

odpowiedź możliwa) What kinds of accommodations do you usually chose while travelling abroad? (more 

than one answer is possible)  

Hotel  

Bed&Breakfest  

Hostel  

Pensjonat  Pension (inn)  

Wynajęty domek letniskowy   Summer cottage  for rent  
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Camping lub Caravaning   

U rodziny lub przyjaciół  At family or friends place  

Inne  (napisz jaki)  Other  

15. Jaki jest zazwyczaj cel Pan(a,i) podróży zagranicznych? (więcej niż jedna odpowiedź możliwa) What is 

the primary purpose of your trips abroad? (more than one answer is possible) 

Wypoczynek I zwiedzanie    Recreation/leisure and sightseeing  

Część podróży służbowej  Part of a business trip  

Odwiedziny rodziny lub przyjaciół   Visit family/friends  

Specjalne wydarzenie np. Festiwal Special event e.g. festival  

Inne  Other  

16. Jakie aktywności dotyczą Pana(i) w czasie zagranicznych wyjazdów? (więcej niż jedna odpowiedź 

możliwa) What kind of activities do you proceed during your trips abroad? (more than one answer is possible) 

Zakupy  Shopping  

SPA    

Zwiedzanie zabytków i muzeów Sight-seeing  

Golf  

Jazda konna  Horseback riding  

Sporty wodne  Water sports   

Jazda na rowerze  Biking  

Życie nocne  Clubbing  

Usługi medyczne  Medical services   

Kultura I sztuka (museum, opera, festiwal, concert, wystawy)  Cultural activities ( museums, opera, 

festivals and concerts, art exhibitions) 

 

Restauracje I kulinarne przeżycia Fine dining in the city   

Plażowanie   Beach relax and sunbathing  

Spędzanie czasu z rodziną i/lub przyjaciółmi  Quality time with friends and/or  family  

17. Czy był Pan(i) kiedyś w Danii, ile razy i w jakim charakterze? Have you ever visited Denmark, how many 

times and for was the purpose? 

 służbowo turystycznie 

Tak tylko jeden raz  Yes, only one time   

Tak, dwa razy  Yes, two times   

Tak, więcej niz dwa razy  Yes, more than two times   

Nie   No   

Nie, ale planuję na przyszłość   No, but plan to in the near future   

 

Jeśli odpowiedział(a) Pan(i) NIE na pytanie numer 17, prosimy odpowiedzieć na 

jeszcze tylko dwa pytania 18 i 19 poniżej!   If you answered NO to question no.17 please 

answer only questions 18 and 19 below.  
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Jeśli odpowiedział(a) Pan(i) twierdząco na pytanie numer 17, prosimy kontynuować 

ankietę od pytania numer 20!  If you answered YES to question no. 17, please continue 

the questionnaire from question no. 20!  

 

18. Dlaczego nigdy nie zdecydował(a) się Pan(i) na wyjazd turystyczny do Danii? (możliwa więcej niż jedna 

odpowiedź)  Why have you never chosen Denmark as a tourism destination (more than one answer is 

possible) 

Dania nie kojarzy mi się z turystycznymi atrakcjami I do not perceive Denmark as a tourism 

destination 

 

Nikt z moich znajomych i rodziny nie był w Danii Nobody of my relatives and family have visited 

Denmark 

 

Nigdy nie widziałem(łam) żadnej reklamy Danii w mediach I have never seen any commercial about 

Denmark  

 

Nigdy nie widziałem(łam) żadnej oferty  Danii w biurach podróży I have never seen any travel 

agency offer about Denmark 

 

Uważam że Dania jest dla mnie za droga    I believe Denmark is too expensive for me  

Nie wiem     I do not know  

19. Co mogłoby spowodować Pana(i) zainteresowanie Danią jako atrakcją turystyczną? (możliwa więcej niż 

jedna odpowiedź) What would make you interested in Denmark as a tourism destination? (more than one 

answer is possible)   

Więcej informacji o tym kraju w mediach  More information in media about this country  

Jakieś pozytywne relacje o Danii ze strony rodziny lub znajomych Some positive feedback about this 

country from family or friends 

 

Konkretna propozycja wyjazdu z biura podróży  Specific offer from a travel agency  

Nic, bo wiem na pewno że Dania jest dla mnie za droga   Nothing, because I am confident that 

Denmark is too expensive to me 

 

Nic, bo wiem na pewno że Dania nie jest interesująca turystycznie   Nothing, because I am confident 

that Denmark is not interesting for tourists 

 

Tanie linie lotnicze do Danii     Low cost flights  

Specjalne oferty w internecie     Special offers on the internet  

 

(Ta część ankiety tylko dla osób, które już były w Danii) 

20. Czy to był krótki (do siedmiu dni) czy długi wyjazd (dłużej niż siedem dni)? Was it a short (less than 

seven days) or a long (longer than seven days) trip? 

Krótki   short 1 week   

Długi    longless than 1 week  

More than 1 week  

21. Jeśli był(a) Pan(i) w Danii to w jakich miejscach? (możliwa więcej niż jedna odpowiedź) If you have 

visited Denmark already, where have you been? (more than one answer is possible) 

Kopenhaga Copenhagen  

LEGOLAND (Billund)  
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Inne miejsce na Zelandii (np. Helsingør)   Some other place in Sealand  

Inne miejsce na Jutlandii (np. Arhus)   Some other place in Jutland  

Inne miejsce na Fionii  (np. Odense )    Some other place in Fuen  

Inne, proszę napisać gdzie                                                                                         Other  

22. Jaki charakter miał(y) Pana(i) podróże do Danii? (więcej niż jedna odpowiedź możliwa) What kind of trip 

to Denmark was it? (more than one answer is possible) 

Długi weekend z rodziną i/lub przyjaciółmi   Long weekend with family and/or friends  

Samotne zwiedzanie   Lonely trip  

Wakacje z rodziną i/lub przyjaciółmi  Holidays with family and/or friends  

Zorganizowana wycieczka np. Firmy, szkoły lub innej organizacji  Excursion organized by e.g. your 

firm, school or any other organization 

 

Odwiedziny rodziny lub przyjaciół mieszkających w Danii  Visiting family or friends living in 

Denmark 

 

Inne, proszę napisać jaki                                                                         Other  

23. Jaki rodzaj zakwaterowania wykorzystał Pan(i) będąc w Danii? (więcej niż jedna odpowiedź 

możliwa)What kind of accommodation did you use while visiting Denmark? (more than one answer is 

possible) 

Hotel  

Hostel  

Bed&Breakfest  

Pensjonat  Pension (Inn)  

Wynajęty domek letniskowy   Summer cottage  for rent  

Camping lub Caravaning  

U rodziny lub znajomych   At the family or friends place  

24. Jak zorganizował(a) Pan(i) swoje wyjazdy do Danii? (więcej niż jedna odpowiedź możliwa) How did you 

organize your trip to Denmark? (more than one answer is possible) 

Sam(a)zarezerwowałem (łam)  pobyt z/bez transportem korzystając z internetu  I did it myself 

using Internet 

 

Sam(a) używając prywatnych kontaktów   I did it myself using my personal network  

Kupiłem(łam) pakiet w biurze podróży   I purchased a travel package at the travel agency  

Kupiłem(łam)  pakiet przez internet    I purchased a travel package using internet  

Dostałem(łam) ten wyjazd w prezencie    I received it as a gift  

25. Jakiego środka transportu użył Pan(i) w podróży do Danii? (więcej niż jedna odpowiedź możliwa) What 

kind of transportation did you use when travelling to Denmark? (more than one answer is possible) 

Samochód  Car  

Autokar  Coach (bus)  

Pociąg  Train  

Prom  Ferry  

Samolot  Airplane  

 

  



106 

 

26. Skąd zaczerpnął(a) Pan(i) informacje i inspirację do podróży do Danii? (więcej niż jedna odpowiedź 

możliwa) How did you get information and inspiration regarding your trip to Denmark? (more than one 

answer is possible) 

Internet  

Telewizja  TV  

Radio   

Dzienniki prasowe  Daily newspapers  

Magazyny i inne periodyki  Magazins  

Rodzina I znajomi   Family and friends  

Plakaty wielkoformatowe i inna reklama zewnętrzna w mieście  Billboards and other exterior 

commercial posters 

 

Biuro podróży  Travel agency  

27. Jaki był cel Pan(a/i) podroży do Danii? (więcej niż jedna odpowiedź możliwa)    What was the primary 

purpose of your trip to Denmark? (more than one answer is possible) 

Wpoczynek I zwiedzanie  Recreation/leisure and sightseeing  

Część mojej podróży służbowej Part of my business trip  

Odwiedziny u rodziny lub przyjaciół  Visiting family/friends  

Specjalne wydarzenie np. Festiwal  Special event  

Inne   Other  

28. Jakie aktywności dotyczyły Pana(i) w czasie pobytu w Danii? (więcej niż jedna odpowiedź możliwa)    

What activities did you participate in during your stay in Denmark? (more than one answer is possible) 

Zakupy  Shopping  

SPA    

Zwiedzanie zabytków i muzeów Sight-seeing  

Golf  

Jazda konna  Horseback riding  

Sporty wodne  Water sports   

Jazda na rowerze  Biking  

Życie nocne  Clubbing  

Usługi medyczne  Medical services   

Cultural activities ( museums, opera, festivals and concerts, art exhibitions)  

Restauracje I kulinarne przeżycia  Fine dining in the city   

Plażowanie   Beach relax and sunbathing  

Spędzanie czasu z rodziną i/lub przyjaciółmi  Quality time with friends and/or  family  

Inne , proszę napisać jakie                                                                                                            Other  
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29. Jak bardzo poniższe refleksje pasują do Pana(i) pobytu w Danii?Proszę zaznaczyć stopień adekwatności 

gdzie 0 jest absolutnie nieadekwatne, 1 jest najmniej a 5 najbardziej adekwatne. How do the given post 

travel reflections fit to your situation? Please mark the grade of adequacy where 0 is not adequate at all, 1 is 

least and 5 is the most adequate. 

 0 1 2 3 4 5 

Dania jest świetnym i interesującym kierunkiem turystycznym godnym polecenia 

Denmark is an interesting tourist destination worth to recommend 

      

Dania ma do zaproponowania dużo turystycznych atrakcji dla każdego  Denmark 

has a lot of tourist attractions to offer 

      

To nieprawda że w Danii wszystko jest bardzo drogie, można spedzić wakacje w 

Danii  na które stać przeciętnego polskiego turystę    It is not truth that everything in 

Denmark is expensive, it is possible to have a vacation in Denmark that is affordable 

for an average Polish tourist 

      

Duńczycy są bardzo mili dla zagranicznych turystów   Danes are friendly towards 

foreign tourists 

      

Pogoda nie ma znaczenia bo jest tam dużo możliwości na każdą sytuację  The weather 

does not matter, because there are many opportunities and activities for every case 

      

 

 

 

  

Dziękujemy za poświęcenie Państwa czasu i wzięcie udziału w tym badaniu! 

Thank you for your participation in this survey! 
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Figure 3 Gender of respondents 
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Figure 7 Monthly income after tax 

 

Figure 8  Monthly income after tax 
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Figure 11 Education structure 

 

Figure 12 Education structure 
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Figure 15 Travelling frequency 

 

Figure 16 Travelling frequency 
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Figure 19 Methods of travel organizing 

 

Figure 20  Methods of travel organizing 

 

Figure 21 Transportation means used for travelling abroad  

Figure 22  Transportation means used for travelling abroad 
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Figure 23 Information sources 

 

Figure 24 Information sources 

 

Figure 25 Types of accommodation 

 

Figure 26 Types of accommodation 

56 

20 

5 3 

14 

44 

2 

25 

0

10

20

30

40

50

60 Information Sources for Trips Abroad 
19 

6 

1 1 

7 

14 

1 

4 

0

2

4

6

8

10

12

14

16

18

20 Information Sources for Trips Abroad 

52 

9 
12 

21 
15 

6 

25 

2 

0

10

20

30

40

50

60
Types of Accommodations Used 

Abroad 10 

2 
1 

12 

9 

6 6 

0 
0

2

4

6

8

10

12

14 Types of Accommodations Used 
Abroad 



118 

 

 

Figure 27 Purposes of travelling 

 

Figure 28 Purposes of travelling 
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Figure 29 Activities abroad 

 

Figure 30 Activities abroad 
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Figure 31  Frequency and purpose of trips to Denmark 
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Figure 32 Reasons for not visiting Denmark 

 

Figure 33 Possible stimuli of interest in Denmark 

 

 

 

31 

20 

37 

23 

29 

21 

0

5

10

15

20

25

30

35

40

DK is not a
tourism

destination

nobody of
my relatives
have been to

DK

lack of
advertisment

lack of offers
in travel
agencies

DK is too
expensive

I do not
know

Reasons for not Visiting DK  
39 

26 

33 

13 

3 

27 

37 

0

5

10

15

20

25

30

35

40

45

more info
in media

positive
feedback

from
relatives

specific
offer from

travel
agency

nothing,
DK is too

expensive

nothing,
DK is not

interesting

low cost
flights

special
offer in
internet

What could create interest in 
Denmark? 



122 

 

 

Figure 34 Type of accommodation used in Denmark 

 

Figure 35 Duration of stay in Denmark 

 

Figure 36 Methods of trip organizing 

 

Figure 37 Visited places in Denmark 
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Figure 38 Type of transportation 

 

Figure 39 Character of travelling to Denmark 
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Figure 40 Inspiration and information sources 

 

Figure 41 Purposes of travelling to Denmark 
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Figure 42 Activities carried out in Denmark 
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Figure 43 Tourists' opinions about Denmark 
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