
Intelligence, 
best practice and 

contacts you can’t 
afford to miss out on !



five fast facts about ECM
- ECM was born in 2007 out of merger of European Federation of Conference Towns (EFCT) 
and European Cities Tourism (ECT)

- ECM’s  members are city-based tourist offices and convention bureaux and the senior professionals 
and executives who are employed within them

- ECM brokers the exchange of vital market, product and operational intelligence and best 
practice

- ECM  enables its members to become ‘simply the best’ as individuals, CEOs and organisations 

- ECM’s  watchword is ‘strength in quality and numbers’ 

European Cities 
Marketing



“ECM has developed at a fast pace since merger in 2007. We have retained the spirit of spontaneity, 
trust and camaraderie which is the very essence of our meetings and other activities, while at 
the same time becoming much more targeted and professional in the way we provide services 
and added value to our members.”

Dieter Hardt-Stremayr
President, European Cities Marketing

Managing Director, Graz Tourist Office

Pere Duran
Member, European Cities Marketing

General Manager, Turisme De Barcelona 

“Europe (East and West) is different to the Americas and to Asia, and ECM is an ideal mechanism 
to discuss and debate what gives European destinations their competitive advantage in city 
marketing. In this way we can grow tourism within our individual city regions, appealing to 
established markets and those of China, India, Russia, Brazil and other emergent markets.”
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action orientation

- A dynamic and flexible framework of member driven action groups exists

- To routinely exchange intelligence and best practice (events, city cards, online marketing 
and sales, research and statistics, tourist information centres) 

- And to mastermind the delivers of key projects (TIC Travel for Training, the Travel Trade 
Guide for European City Cards , ECM annual Summer School) and other client orientated 
activities (Meet Europe, Mercado, City Fair)



“Nowadays, it is vital that we share knowledge and best practices, exchanging client 
information and requirements. At Lead Exchange meetings, we identify events we can 
profitably host in our own city destinations - we exchange information, profile client 
requirements, and target new business effectively.”

Rémy Cregut
Member, European Cities Marketing

General Manager, Montreux Music & Convention Centre

Olivier Occelli
Member, European Cities Marketing

Marketing Manager, Lyon Tourism & Conventions

“The ECM network is all about sharing. The meetings enable us to break from everyday 
routines and pressures so that we can focus on medium to long term marketing strategies. 
ECM is about continuous improvement, and I would instance my own involvement in the City 
Cards knowledge group. Lately we have developed several useful and innovative common 
tools like the recent travel trade guide.”
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exchanging vital intelligence 
and best practice

- Intelligence with which to stay sharp, focused and aware

- Best practice to remain competitive and become leading-edge



Erwin van de Wiele
Member, European Cities Marketing

Managing Director, Ghent Tourist Office

“I have been active in Meet Europe from the very beginning. One-on-one appointments 
with clients are excellent as we can talk to them and discover what they really want from 
us. The ROI is more or less guaranteed and the organisation of the event by ECM is first 
class – Meet Europe is a must for Madeira.”

Maria Da Graça Luís
Member, European Cities Marketing

Technical Adviser of the Minister, Madeira Tourist Board

“We all face the same challenges and have to anticipate the same revolutions in technology 
and market forces. ECM works for me because of the willingness of cities large and small 
to learn from each other. In a fraternal and constructive way, we swop experience and 
knowledge and that is what makes an ECM-membership so very rewarding.”
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measuring and benchmarking yourself

- Measuring performance across communications, branding, marketing, visitor servicing, IT 
and new media

- Finding cities with whom you can meaningfully compare and contrast yourself with 



Peter Rømer Hansen
Member, European Cities Marketing

Senior Director, Wonderful Copenhagen

Lucie Ramnebornova
Member, European Cities Marketing

CEO General, Prague Information Service
“As Director of the Prague Information Service, I get a lot out of our membership of the ECM. 
The opportunity not only to compare ourselves with other cities but also to learn from them is 
hugely beneficial and motivational. We can also take great pride in sharing our best practice, 
as with the gastronomy Prague project.” 

“ECM has pioneered inter-city benchmarking. The annual European Cities Marketing 
Benchmarking Report enables city tourist offices to compare themselves meaningfully with 
others and to review performance and assess trends. The report is an invaluable tool for city-
based tourism professionals.”
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simply the best

- Individuals 

- CEOs

- Organisations



Tatjana Radovic
Member, European Cities Marketing

Congress Manager, Ljubljana Tourism / Convention Bureau

Burkhard Kieker
Member, European Cities Marketing

CEO, visitBerlin

“ECM’s annual Summer School was the launch pad for my career in the meetings industry. It 
was a perfect crash course, enabling me to understand the international and multidisciplinary 
nature of the meetings industry, and giving me confidence through the acquisition of practical 
marketing skills. The networking with peers and the opportunity to learn from senior industry 
colleagues made for an unforgettable career-defining experience.”

“ECM enables chief executives of city tourist offices and convention bureaux to network 
formally and informally. The June Chief Executives’ Forum and the December CEOs of Capital 
Cities events are first rate, providing unique and convivial opportunities for the exchange of 
information and ideas on market trends, best practice and strategy.”
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strength in quality of numbers

- Seminars, other events and projects you cannot afford to miss out on

- 8 out 10 of Europe’s top city destinations can’t be wrong 



Stefan Diender
Member, European Cities Marketing

CEO/Managing Director, Amsterdam Tourism & Convention Board

“You cannot afford to miss out on ECM meetings. The seminars expose 
us to leading edge thinking and practices, while from the action groups  
we get practical operational advice and help. I come back from ECM 
meetings literally bursting with enthusiasm and new ideas.”

Anousjka Schmidt
Member, European Cities Marketing

Sales Manager, VISITBRUSSELS

“ECM has proven itself over the years to be a very valuable tourism platform, and is a 
truly informative, pleasant and professional network. We share important information and 
experiences - on projects as well as strategies, enabling members to improve effectiveness 
as well as efficiency. And this, in turn, means that the main European city destinations are 
more targeted and cost effective in their campaigns!”
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tourism fast facts

- Globally, tourism generates over 470 million international arrivals each year. (1)

- Europe’s share of international tourist arrivals is 52%, and their spending is worth €296 billion 
annually, accounting for 10 million full-time equivalent jobs. (2)

- At a local level, annual tourism expenditure in a capital city such as Berlin is currently running 
at €18.9 billion a year, creating 232,000 full-time equivalent jobs, with the average daily tourist 
expenditure of overnight leisure and business tourists amounting to €197 and €245 respectively. (3)

- City tourist offices and convention bureaux receive over half (52%) of their finances from 
commercial as opposed to public sector sources, and on average employ 47 individuals. (4)

 

(1) Source : UNWTO 2010
(2) Source : ETC 2008

(3) Source : visitBerlin  
(4) Source : ECM 2010
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European Cities Marketing
Head Office

29 D rue de Talant
21000 Dijon

France

Tel :  +33 380 56 02 04
Fax : +33 380 56 02 05

headoffice@europeancitiesmarketing.com
www.europeancitiesmarketing.com


