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Since 2008, we are doing Customer
Care Surveys, to Monitor events,

high season periods, congresses,
exhibitions
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INn 2015 we monitored 13
different events collecting
More than 30.000

interviews (ExpoTo events)
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Vis-a-Vis interviews or
post holiday survey
occording to the event
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more than B0 local companies
participating, over 7,000 gadgets
and benefits in 2015
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L) LETS COMPARE

THREE DIFFERENT SURVEYS!

EXHIBITION OF THE HOLY ] VISITORS SURVEY 2015 ESTRO 35 (congress)
SHROUD January - December, European Society for

April19 - June 24, 2015 Radiotherapy & Oncology
April 29 - May 3, 2016

* ESTRO

29Ap il - 3M y?OTB
n, ltaly

SINDONE
Z0R1RS S

OvER zeooo Over )soo bvee 600
INTERVIEWS (NTERVIEWS INTERVIEWS




Vv ORIGIN

Torino

epro\nnma
ESTRO 35 - 88%
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DID YOV REACH TORINOG BY....
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W ESTRO 35 m Visitors Survey 2015 ® Holy Shroud



Q HOW LONG DID YOV STAY?
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Torino 91%
eprovincla 3 or more nights 68%
20%
6%
2 nights 26%
20%
1%
1 night 5%
16%

2%
Only fortheday | 1%

[

44%
0% 10% 200 30% 40% 50% 60% 70% 80% 90% 100%

W ESTRO 35 m Visitors Survey 2015 ™ Holy Shroud
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Shopping
Entertainment
Innovation
Food & Wine
Art

Royal Residences

Culture

WHICH WORD BEST DESCRIBES TORING?

3%

2%

[
R

18%

0% 5% 10% 15% 20% 25% 30% 35% 40%

W Visitors Survey 2015 ® Holy Shroud
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GOLDEN RULES



l Surveys are useful

if the analysisis

; IMMEDIATELY
N AVAILABLE



2 Academic contents, E.':
but not too much! ‘*
SUITABLE
FORALL "



WHICH
EFFECTS?




i IMMEDIATE
EFFECTS
Press release

City Marketing
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LONG TERMS
EFFECTS

Essential tool for decision makers
Marketing strategies

Tourist products



SOME
. EXAMPLES
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I - MARKETING
STRATEGIES, TOURIST
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88%
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CO-MARKETING

Blue-’,:hr

B Domestic
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International
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SPECIFIC ACTIVITIES
ON EMERGING
MARKETS

- JOLS
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CITY SIGHTSEEING
TorInG

Foreign languages
- N commenta ry
v TS RS implementation

B Domestic International
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Other
Camping Van

Private Bus

Plane

ESTRO 35

40%

10

Visitors Survey 2015

46%

B Holy Shroud
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0%
Other 0%

NEW PROTECT IN

Private Bus 2%

Plane 17%

Bk zo , ‘ in partnership with
72%

TORINO
SMART
CITY

CrTTA DI TORINO

ESTRO 35 Visitors Survey 2015 ® Holy Shroud
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Other Io%

Camping Van 4%

Private Bus 2%

TOrRING

Plane 17%

in partnership with

‘ -
VI rreniTALIA

ESTRO 35 Visitors Survey 2015 ® Holy Shroud GRUPPO FERROVIE DELLO STATO ITALIANE
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3 or more nights
Y B 0%
6%
2 nights 26%
I 0%

Affordable price
to increase the stay

1%
1 night 5%

2%
Only for the day 1%
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oW LONG bID:
YoV sTaY?

3/5
91% dqys

3 or more nights 68%

A >0

6%
2 nights 26%

I 0%

1 night 5%

I 16

Only fortheday | 1%
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3 or more nights

2 nights

1 night

Only for the day

oW LONG DI
YOU STAY?

A 20

68

Q

_CITY SIGHTSEEING
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Tofifio WHICH WORD...
y oro Ject

Royal Cara

Specific bus line

e

Slow Foo

d partnership with Slow Food



rrrrrrr

\ CONTEM

10R|N0+P‘E“WE

S:g;HHZQthMNQDu

PORARY

©



Q

Tofifio wu:cu WORD..

ine

Q

i f’f.""‘" R
o i"“ ' )



eprovincia

Food & Wine

partnership with

(6)%

Slow Food| SIOW FOOd

‘b= 8- )Management Department
=AY Universita degli Studi di Torino

University of
Gastronomic Sciences



$ Food & Wine
K

«Typical Piedmontese Cuisine»
Guide



&\ DIRECT MARKETING

= ACTIONS



THANK YOU FOR
YOUR ATTENTION!

@ Cristina Cerutti

N Tourism Monitor Officer

Torino ; : 5o g

epovincia  Tyrisnmo Torino e Provincia
c.cerutti@turismotorino.org






