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A Aciantic@nBike OBJECTIVES

The market The product The competition
Trends Characteristics Long distance routes
Motivations Specificities

Siwlmm

Transnational marketing strategy
Positioning (Name, Baseline, Values)
Brand guidelines
Action plan (Objectives, Targets, Tools)
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Methodology
f Analysis
f Desk research/Market surveys/Cycle tourism
f Data base/30,000 questionnaires
f Bulletin boards on long distance cyclists
f Interviews
f Tour operators
f Publishers
f Territorial managers/Regional officers
f Service providers
f BenchmarkEurovelo
f Marketing
f Governance
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A Atantic@nBike PREAMBLE
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Who are we working for?

NO NO

Urban cyclists  Day trip cyclists  Sports cyclists Moutain bike )
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A Atantic@nBike PREAMBLE

Who are we working for?

International level

Local level
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What does the ideal trip look like?

DoesEuroVelol correspond to this ideal?
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THE COMPETITION

SWOT

STRATEGY
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1 At|ant|c®nB|ke THE MARKET / PRODUCT

Average length of a trip (overnight cyclists)

Database of long distance routes in France 2009/2017
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Average distance per day (overnight cyclists)

Database of long distance routes in France 2009/2017

Ideal cycle trip
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18% 65 km/day
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1: Aﬂantic®nBike THE MARKET / PRODUCT

What does the ideal trip look like?

DoesEuroVelol correspond to this ideal?

Duration
Length
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1 Auanuc@nBike THE MARKET / PRODUCT

Transport (access) Ideal cycling trip
< 3 h/home + Train
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Major markets

United Kingdom
Slovakia
Slovenia
Sweden
Romania
Portugal
Poland
Norway
Netherlands
Latvia
Luxembourg
Lithuania
Italy
Ireland
Hungary
Greece
France
Finland
Spain
Estonia
Denmark
Germany
Czech Republic
Cyprus
Switzerland
ria
Belggm
Audria

Viana Do

Castelo

PIAcTa

1

2 3
Overnighttrips (million)

THE MARKET / PRODUCT
&

EuroVelo 1
Away from major markets
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THE MARKET / PRODUCT

: A EuroVelol
A place cyclists rarely
ever go

Viana Do .~
Castelo .

A
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Atlanuc®n8ike THE MARKET / PRODUCT
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1 Aﬂantic®nBike THE MARKET / PRODUCT

Nordkapp

EuroVelol

Difficult to get to by
public transport

[;|asggw[é’:z»{berdeen

Donegal \
r‘\/’ge\lést\\ . e
Limerii?___fouin -\ ParisBodd 45 h 8 changes

O \

g RS0 T g ere \ f BerlinPortugal PT40 h 6 changes
il o " 4 Amsltemam f FrankfurtAberdeen:14 h, 3 changes
& | Cherbﬁ\urg Rrusses 9%eim
Rosc(ﬂf\.-\ltii\::;\\P s P f FrankfurtRosslare27 h 4 changes
Nantes: =7 T i
Q;’//: =~ (o) =
.l,a'R/ochelIe Y U'S }CE]P]V 0 }/OOS]}V. C
Viana Do Santander,

Castelu. Burgos * efHendaye Usem

Porto & .("‘I 7™ Pamplona
lisbon/

Salamanca
).~~~ Madrid

&
///
Dias 7 //
o - )
Sagres? A Mérida N 500 km L
on C— -
C A inddigo
Faro




THE MARKET / PRODUCT

Atlantic@nBike

Nordkapp.
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E EuroVelol
Plane essentials
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Whatdoesthe ideal trip look like?

EuroVelo

DoesEuroVelol correspond tothis ideal?

Proximity
Access
Publictransp.

el

Indaiso

18 | WP2/ACH



* X

*:J:* Atlanﬂc@nBlke

25
20 —
15

Ideal cycle trip

Comfortable(18-25° C)
. Sunnywith little wind

,
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— ADFC —France EV8 & 17
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Atlantic®nBike THEMARKET/ PRODUCT

0°C <very cold< 6°C <cold< 12 <cool< 18C <
< 2£C <warm< 30C <hot< 36C EuroVe|01
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1: Aﬂantic®nBike THEMARKET/ PRODUCT

Averagenumber of rainy days

0 EuroVelol
Fairlyrainy

10y

Jan Feb March Aprii May June July August Sept Oct Nov  Dec

-5 ——Bodo=——Inverness=——Cork==—Bristol=——La Rochelle==Salamanca——Faro
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1: Auantic®nBike THEMARKET/ PRODUCT

Whatdoesthe ideal trip look like?

DoesEuroVelol correspond tothis ideal?

Climate

Not everywhere

22 | WP2/ACT



THEMARKET/ PRODUCT

Ideal cycling route
Safe, traffic free, low traffic
Well surfaced

23 | WP2/ACH
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1: Aﬂantic®nBike THEMARKET/ PRODUCT

Whatdoesthe ideal trip look like?

DoesEuroVelol correspond tothis ideal?

Traffic
Surface

NO

Not yet

26 | WP2/ACH4



THEMARKET/ PRODUCT

Ideal cycleroute
FLAT




Atlantic nDike
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THE MARKET / PRODUCT

EuroVelo 1
Challenging!

Elevation gain
120,000 m in 9400 km
830 meters every day65 km per day

el
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A Aciantic@nBike PEDELEC TRENDS

Pedelecusers O/\._ /_/)C

Age ofpedelectouristsin France \
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1: Auantic®nBike THEMARKET/ PRODUCT

Whatdoesthe ideal trip look like?

DoesEuroVelol correspond tothis ideal?

Elevation

30 | wp2ACH
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Signposting
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@ - EuroVelol
Existing EV 1signposting
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Whatdoesthe ideal trip look like?

DoesEuroVelol correspond tothis ideal?

Signposting

Not yet

33 | wp2ACH
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Ideal cycle route
Highdensity of services

Services
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THE MARKET / PRODUCT

EuroVelol

Existing"” F\FOLVWYV Z
organizations cover all but the
southern part of the route,
although density is low In
many areas

500 km R
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“q Auantic@nBike SITUATION MARKETANALYSIS

*

Ideal cycle route

Needfor a wide range of
14% accommodation options

12%

Dailyspend

10% — I 5
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Whatdoesthe ideal trip look like?

DoesEuroVelol correspond tothis ideal? ke 1 o

* *

EuroVelo

Services [ Atlantic - Coast Route
Accommodation =

NO

—
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|deal cycle route
Wellknown
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Germany:most popular cycle rqgdtesabroad
E g o NSER 10 Badlticsea

® 8 BerlinCopenhagen
‘9 ElbeRadweg

Lake Constance

6 Muwich Venic ‘ 1 Danube
2 Etsch
4 AlpesAdria
3 Via Claudia Augusta
x 0
ADFCrravelBikeAnalysi2018

THEMARKET/ PRODUCT

EuroVelol

Not on theGerman
radar

Baltic sea cycle route
Elbe cycle route
Berlin-Copenhagen

Lake Constance
Munich-Venice cycle route

North Sea Cycle Route
Alpe Adria cycle route
Etsch cycle route

Via Claudia Augusta

Danube cycle route

0 2 4 6

A
jnddigo
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500 km % cycle routes abroad
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EuroVelol

Onlytwo EuroVelol
countries

Germany:anticipated travel destinations for 2018

Sweden
Poland
Belgium
Switzerland
Denmark
Spain
Netherlands
France

Italy
Austria

0 5 10 15 20 25 30

N 500 km _ % cycle routes a e
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Whatdoesthe ideal trip look like?

DoesEuroVelol correspond tothis ideal?

Awareness

Not yet

42 | WP2/ACH
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Ideal cycle route
Cyclistss PRWLYDWLRQV

Nature
Comfort . . .
Low Eumd;;t: Physicalactivity
Adventure

Environmentaly friendly
Experience with cycle holydays

Cultural heritage

Rest and leisure
Learning about land and people

Away from daily life

Flexibility

Near to nature

Physical activity

-0,4 -0,2

o

0,2 0,4 0,6 0,8 1 1,2 ’ ’
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Whatdoesthe ideal trip look like?

DoesEuroVelol correspond tothis ideal?

Motivations

YES
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THEMARKET/ PRODUCT
Ideal cycleroute

Short
Close

Accessible P
Density of service
Cool

Sunny

Nowind
Awareness

Flat

Signposted
Nature / Physicalactivity
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THECYCLINGMARKET

THE EUROVELO PRODUCT

SWOT

STRATEGY
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A Acianiic@nBie THE COMPETITION

OK
The IDEAL cycle route Is nice, safe & comfortable

DQG JXDUDQWHHY D ZRQGHUIXO KROL

EuroVelol is NOT the ideal cycle route.

But does this ideal cycle route
INspire you?

\CT4



Auantic®nBike THECOMPETITION

ot really
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A Acianiic@nBie THECOMPETITION

o

y e i 6

The,. '
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‘ SwedenS6rmland
Forest& Lakes

10 best cycle destinations A Ty A
Thatmake youdream S
‘ BavariarBreeze
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Atlantic®nBike THECOMPETITION

wild Wesi@
30 incredible A |
cycling Costa RiC <}ﬁc;slmbodla
holidaysto 6Sri Lanka\‘_fg e
-Madagascan
add to your Wi
bucket list
- Cape Town 5 /g
° O

50 | WP2/ACTH NZ Southdlan



{:!:} Atlantic@nBike THECOMPETITION

But doesthis ideal cycleroute
INspire you?
NO

Not rea
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Anddoes EuroVelo
inspire you?
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And doesEuroVelo YES
iInspire you ?

Definitely!

h '
jnddigo
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THECYCLINGMARKET

THE EUROVELO PRODUCT

THE COMPETITION

STRATEGY
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Variability (surface
signage, quality)
Length

Challenging climates
Elevation

Distance from markets

Accessibilityby public
transport

Weak local cycling
culture

Population density
Service density

Cost of living (Norway)
Eurovelo awareness

f Sustainability
f Health trends
f Nature expectations

f Growth in cycle tourism

f Growth in Ebikes

f 4564 age
demographic

f Concentrated market
(France 2 Germany)

f Crossborder offers

f Baltic and North Sea
cycle routes (top 10)

SWOT

f Strong competition
(long distance routes)

f Public not always
cycling friendly

f Ebikes on planes

f Average cycling trip =
8 days/500 km

f &\FOLVWYV. KDE

minute/flexibility
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THECYCLINGMARKET

THE EUROVELO PRODUCT

THE COMPETITION

SWOT
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'RQ-W IRUJHW

f 'HKDYH IHZ VWUHQJIJWKY EXW WKH\ DUH YHU\ VWUR
f 'HKDYH PRQH\ QRZ ZH ZRQ-W KDYH WRPRUURZ RU "
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AW Adaniic@nBike STRATEGY PREAMBLE

EuroVelol
Threelevels of communication

f International
f National
f Regional and local

68 | WP2/ACT4



Atlantic®nBike STRATEGY PREAMBLE

EuroVelol
Strongadded value to local communication

f Integrationinto local cycle route marketings a key issue
fEUROPEARWARENESS
fCROSS MARKETING BETWEEMVelol STAGES

f Investin good quality infrastructure today and future maintenance will

be cheap
-

69 | WP2/ACTA
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AW Adaniic@nBike STRATEGY POSITIONING

SCENE ACTIVITIES ATMOSPHERE
Atlantic/Ocean/Tides Outdoor/Wide spaces Wild/Secre/lsolated
Coast/Islands/Ports : :

Authentic/True/Simple
/Beaches/Sal Sports . :
gi:?;iiifMiZfat Bike, hike, swim, sail, climb Strong/lntense/lnwgoratlng
Nature/Environment Adventure/Challenge Resourcing/Sharing

Reunion/Warmth
Wind/Rain/Storms

Heat/Cold Zen Freedom
Birds/Wildlife

Nature watching Safe

Celtic culture Disconnecting (day to day)

P.ubsbars Reconnecting (self, family,
Light/Colours/Contrasts cultures nature)
Megaliths |
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Atlantic®nBike STRATEGY POSITIONNING

Position & Unique selling proposition

fEuroVelol: (XURSH:-V XOWLPDWH Z

Promises
fNot just a holiday, an experience of a lifetime
fExperience the regenerating force of the Atlantic Ocean
funique Celtic and Scandinavian cultures
fWarm and vibrant city hubs
fSo far, so different and yet so near

71 | WP2/ACT
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1 Aﬂamic®n8ike STRATEGY TARGETS

*

EuroVelol
Marketingtargets

f Partners

f Local technicians, politicians, tourism organisations, accommodation providers,
cycle shops, etc.

f International cycle tourism sectortour operators, map and guidebook publishers,
bloggers,

f « $QG WKHQ F\FOH WRXULVWYV

mlso
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A Acianiic@nBie STRATEGY TARGETS

Cyclist target groups: avoid a Jack of all trades strategy

f Long distance cyclists > 2 weeks and more
f Cyclists who have spare time
f Young retired people (60/70) couples
f Cyclists <30, single/couples/small groups
f Seasonal workers single/couples
f Experienced cyclists, not families (except locally)
f Adventure cyclistsivarmshowersnetwork

f International markets
f Main European markets: Germany, Netherlands, Switzerland
f National markets to expand
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