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About GLC 

 

Founded  in 1994 by Christoph Prinz zu Schleswig-Holstein and Martin Weigel 

About 150 employees group wide  

20 offices in Germany, one branch in Riga, Latvia  

Fields of expertise are  

 

 Project development and management 

 Outsourcing and interim management  

 Financial consultancy  
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GLC in Latvia 

SIA GLC Baltic 

Investment & Business consultancy 

• Numeri AS, Tallin/Riga/Vilnius (bookkeeping, 
controlling solutions) 

• Stream Networks 

SIA Kodex 

Web solutions, programming 
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GLC – a leading company in German destination 

management 

Tourist Service 

Malente, Bad Malente 

Gremsmuehlen  

Tourist Information 

Schoenhagen / Baltic 

Sea 

Tourist Service 

Friedrichskoog / North 

Sea 

Tourist Information 

Oberharz 

Tourist Information St. 

Andreasberg 

Tourist Information Bad 

Sachsa 

Tourist Information 

Lutherstadt Wittenberg 

Tourist Information LS 

Eisleben/ Mansfeld LS 

Harz Welcome Center 

Tourismusverband 

Spreewald e. V.  
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What does a destination mean? 

A destination is a geographic space, which can be chosen and is seen as an 

aim to travel to.  

 

A destination offers all necessary facilities to stay overnight, to eat and drink 

and be entertained.  

 

A destination is more than a location;  it is a package of offers to fulfill the 

guests needs.  
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What makes the configuration of a destination…  

Marketing,  

Service, 

Sales 

restaurants 

nature 

city, 
buildings, 

monuments  

combining 

infrastructure 
(public) 

entertainment 
and activities 

(culture, sports, 
spa and health 

treatments) 

hotels 
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destination brand 

… and how can it become a brand 

80 % 

55 % 

30 % 

22 % 

 

8 % 
69 % 

conversion 

conversion 

40 % 

25-35 % 

conversion 

Awareness Sympathy 
Interest 

Booking 

short term 

long term 

Riga 

Sylt 

Spreewald 

Tirol 

 Berlin 

Source: inspektour, Prof. Dr. Eisenstein, GfK  
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What does destination management mean in detail? (1) 

Branding/Corporate 

design 
Marketing/PR 

Promotion, 

exhibitions & fairs 

 development logo 

 

 development print 

material 

 

 development website 

and social media 

 

 development brochures 

 

 signs and symbols in the 

destination to catch the 

guests awareness of the 

destination itself 

 host directory 

 

 brochures/flyer 

 

 posters 

 

 internet presence 

 

 ongoing public relations 

 

 social media  

 

 newsletter 

 

 touristic events 

 Fairs with a focus  on 

final consumer in 

Germany and abroad 

 

 promotions on the 

points of sale or during 

city festivities of 

partner destinations 

 

 cooperating with 

shopping centers and 

department stores as 

well as other cross 

marketing partners on 

their points of sale or 

during fairs 
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What does destination management mean in detail? (2) 

Tourist information 

and service 

 Service office for 

guests and hosts 

 

 Shop 

 

 personal information 

and recommendations 

Host service 

 Key issuing 

 Laundry service 

 coordination, cleaning 

 Consulting in terms of 

financing of an 

investment  

 

sale of touristic 

services 

 Online booking 

 

 Booking and 

reservation systems 

 

 Distribution networks 

with travel agencies 

incoming and outgoing 

Touristic statistics 

and fees 

 Setting up and 

supporting of 

commercial and non-

commercial statistics of 

overnight stays 

 Issuing, administration 

and billing of touristic fee 

cards 

location development 

 Recruitment and 

counseling of investors 

 Feasibility study 

 approaches to develop 

tourism and retail 
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How is destination management structured in Germany? 

Tourism Marketing 

Organisation of the 

countries 

(Bundesländer) 

LTO (local 

touristic 

organisations) 

DMO  

(regional 

destination 

management) 

DZT  

(German tourism 

marketing)) 



11 © GLC Glücksburg Consulting AG, 2014. 

How do German municipalities structure and organize their 

local touristic organization? 

structure organisation 

 public entity (Eigenbetrieb) 

 

 part of the general administration 

(department) 

 

 public owned company 

 

 public private owned company 

 

 outsourcing 

Tourist 

service and 

information 

Marketing & 

Sales 

touristic 

infrastructure 

Director 

(team leader) 

 swimming 

facilities 

 treatment and 

thermal 

facilities, 

health 

treatments 

 walking, 

cycling 

 beaches 

 entertainment 

sites 

 Website 

 social media 

 online/IT 

 print 

 PR 

 events 

 booking and 

reservation 

 sales through 

premium 

channels and 

travel agencies 

 Guest 

service 

 Service for 

hotels and 

apartments 

 information 

point 
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How are local touristic organizations financed? 

380 T€ 
(average value) 

income/spending of budget 
(average) 

Own income (sales fees, shop, 

service fees, ticketing, 

advertising, online marketing, 

etc.) 

30 % 

Taxes & fees (touristic taxes or  

taxes paid by guests) 
70 % 

Cost of staff and administration 63 % 

Cost of marketing 20 % 

Average budget  

(employees not included)  
546 T€ 

Source:  DWIF, own calculations, 114 LTO without infrastructure 

touristic tax 

paid by 

guests 

200 T€ 

touristic tax 

paid by local 

companies 

100 T€ 

own interest 

60 T€ 

additional 

funding core 

rate of 

losses  

20 T€ 
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Case study „Spreewald“ (1) 

Overnight stays 2014 (entities > 9 beds)   ca. 1,5 Mio. 

 

Overnight stays smaller entities (estimated)  ca. 1,2 Mio. 

 

Total      ca. 2,7 Mio. 

 

Touristic Expenses (without daily guests)  ca. 235 Mio. € 

 

employment  by touristic sector   ca. 10.550 



14 © GLC Glücksburg Consulting AG, 2014. 

Case study „Spreewald“ (2) – Branding/Corporate Design 

Core message of the new Corporate Design – paradise on the water 

The region Spreewald is a unique and romantic natural landscape, which touches your 

soul. 

Here you can find yourself, forget the daily routine and experience harmony with 

nature. 

The Spreewald offers an extraordinary mysticism and culture, which makes your 

journey a fascinating experience.  

 

Target group:  

middle & best ager 

nature lovers/active tourists,   

people, who search silence and comfort 

gourmets (gourmet and wellness-trips) 

people, who are fond of tradition 

 

 harmonize modern life and tradition 

 

 



15 © GLC Glücksburg Consulting AG, 2014. 

Case study „Spreewald“ (2) – Branding/Corporate Design 
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Case study „Spreewald“ (3) – structure 

TMB 

operated by GLC 

Lübben others Lübbenau Burg 

Tourismusmarketing 

Brandenburg 

DMO 

(Tourismus-

verband 

Spreewald) 

LTO  

(by municipalities) 
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Case study „Spreewald“ (4) – organization 
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Case study „Spreewald“ (4) – Marketing and sales tools 

Booking engine 
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Case study „Spreewald“ (4) – Marketing and sales tools 

Website summer offers 
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Case study „Spreewald“ (4) – Marketing and sales tools 

Website winter offers 
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Case study „Spreewald“ (4) – Marketing and sales tools 
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Case study „Spreewald“ (4) – Marketing and sales tools 

holiday magazine and guest journal in German (Polish and English in 2015) 
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Case study „Spreewald“ (4) – Marketing and sales tools 

trade fairs 
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Destination Management Spreewald - Controlling 

Month Cumulated to 

year 

Plan Difference 

Arrivals 

Overnight stays 

Occupancy rate 

Page impressions 

Contracted 

beds/rooms 

Contacts tourist 

information 

Mystery checks 

(rating) 

No. of 

quality/premium 

partners 

Intermediated 

bookings 
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GLC Glücksburg Consulting AG 

ARELIA-Haus 

Albert-Einstein-Ring 5 

22761 Hamburg 

 

Prof. Martin Weigel    

CEO       

   

Tel:  +49 (0)40 85 40 06 0 

Fax: +49 (0)40 85 40 06 13 

www.glc-group.com  

 

 

 

Thank you for your attention! 


