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tHe cULtURAL HeRItAGe toURIsM In tHe cItY  
oF HeIDeLBeRG, GeRMAnY: PLAns, MotIVAtIons  

AnD ReALItIes

Abstract: In recent years, heritage has been 
responsible for the visibility that a large number 
of cities around the world have been getting as 
regards affirmation and differentiation of places. 
This also increased the number of cultural tour-
ists that visit those cities worldwide. In this strug-
gle for affirmation and differentiation, Heidelberg 
has quite an advantage, since the city’s cultural 
heritage, as well as its unique atmosphere, have 
been spread by the Romantic Movement in the 
19th century and it still happens nowadays, after 
more than two hundred years.

But is Heidelberg indeed a city that receives 
cultural tourists? In this article, through an ex-
ploratory study, we intend to characterize the 
tourists that visit the city, to understand if the 
defined politics, actions and events taken by the 
different institutional authorities (like the Hei-
delberger Marketing and City Town hall, among 
others) are getting the expected results.

Through literature review and question-
naires completed by the city’s tourists, based on 
a probabilistic random sample and semi-struc-
tured interviews, we expect to trace the evolu-
tion of the policies defined, and compare those to 
the type of tourists that actually visit the city.

As a preliminary result, we concluded that 
there is a difference between the tourist profile 
defined by the institutional authorities with re-
sponsibilities in the promotion and communica-
tion of the city’s cultural heritage assets, compar-
ing with the tourists that actually visit the city. 
This is the result not only of the motivations and 
effective length of the visits, but also in the lack 
of alternative or multiple visit narratives and 
routes for the cultural heritage city’s assets.

Keywords: cultural tourist, cultural herit-
age, policies, results, heidelberg 

Introduction

Globalization has brought renewed atten-
tion towards assets that allow the assertion 
of places in a context where it global culture 
prevail (Ferreira, 2011; Lipovetsky&Serroy, 
2010). The diversification of consumer ex-
periences allows that culture and heritage 
assets have a central place in this unbridled 
fight for affirmation. 

Territories, in this struggle for affirma-
tion and differentiation, rely upon patrimo-
nial assets, or events, whether they are cul-

tural, recreational or sportive, in a strategy 
to increase the number of visitors, in one 
hand, but also in an attempt to captivate cul-
tural tourists.

This process of this affirmation, usually, 
involves the draft of local and/or regional 
development strategies anchored in culture. 
In this general concept of culture we can find 
the heritage assets, as well as the cultural 
events, which are systematically anchored 
to local development strategies and to the 
differentiation of territories strategy in this 
global competition.
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Although Afonso (1996) have argued 
that all indicators pointed to the increasing 
development of appetite for tourist enjoy-
ment of historical and cultural heritage and 
that cultural tourism, so far, has been con-
sidered the industry of the future, the reality 
has changed over the past decade. Not having 
cultural heritage lost its appealing power, the 
truth is that, as estimated by CarmindaCa-
vaco (1996), new forms of tourism prevail, 
softer, lighter, handmade, human, particular 
and differentiated where the endogenous 
and the authentic prevails adjusted and in 
harmony with the place of destination.

It is important to point out the excess 
of offers concerning cultural tourism and 
certain massification and non-differentia-
tion of the products available to the tourists 
announcing the bankruptcy of this tourism 
model (Fernandes& Ferreira, 2012). First of 
all, the paradigm of passive consumption 
no longer holds and, secondly, according 
Hewinson, there has been, a museumfication 
of modern life or, as mentioned by Edensor 
and Judd (both cited by Richards & Wil-
son, 2006), one homogenization of tourist 
spaces. Still, it is premature to announce the 
ruin of cultural tourism, since the increas-
ing demand led to the differentiation of it 
in specialized submarkets such as heritage, 
gastronomic, literary, architectural, artistic, 
cinematic tourism, among others. 

 We stand here before an almost fet-
ishistic creation of dozens of different lists 
of types of heritage, as stated by Harrison 
(2010). We could say that the evolution 
which the concept of cultural heritage has in 
recent decades at a conceptual level, is a por-
trait of the legislative and directive growths, 
either having a national or international na-
ture, but also a reflection of contemporary 
societies and the opening of the semantic 
gap of the concept.

A triple extension of the concept is now 
universally accepted and, as mentioned 
by Vecco (2010), it consists of a typologi-
cal/thematic issue, as objects are embodied 

in the concept which are not part of the 
traditional concept, and a geographic and 
chronological extension as it has been given 
heritage a status, adding that the patrimo-
nial assets and monuments are not seen as 
isolated things, but in relation with the con-
text, which implies the adoption of a holis-
tic approach in its questions. Based on the 
above, it is understandable that patrimonial 
assets considered minor until then, compete 
in these local assertion strategies, either be-
cause of cultural or tourism aims, in parallel 
with larger estates. It is important to retain 
that the size of these patrimonial assets is 
more often the result of a more instrumental 
choice of the government (Heinich, 2009) 
than of the communities that experience it 
and for whom it has the same values   of iden-
tity, memory and history.

And this instrumental choice, or manip-
ulated choice in favor of the promotion of the 
territory, is possible to be verified through 
the choices made by the institutions respon-
sible for promoting tourism in the city.

territorial and institutional context

Heidelberg is a city in Germany (see 
Figure 1) sited on the Neckar river valley, 
in northwest Baden-Württemberg. It is the 
fifth largest city in the state of Baden-Würt-
temberg which is administratively an urban 
district, or “Stadtkreis”, in other words, it 
is constituted as an administrative district 
“Kreis”. It depends on the “Regierungsbez-
irk” of Karlsruhe.

The historical importance of Heidelberg 
is essentially due to the fact that it was the 
city residence of the Electorate of the Pa-
latinate, but also because it has the Ruperto 
Carola University, the oldest in the current 
German area, founded in 1386.

The development of the city is owed to 
the need for affirmation and consolidation 
of the Count Palatine of the Rhine; that 
need was felt by the half-brother of Fred-
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erick I Barbarossa, Konrad from 1156. This 
affirmation and strengthening of power was 
primarily aimed to fight the influence of the 
Bishop of Worms and the Abbey of Lorsch 
(Cser, 2007). The first source regarding the 
city appears only in 1196. This source indi-
cates Konrad as a witness, citing him as ple-
banus von Heidelberch. It is supposed that he 
belonged to the Court of the Palatinate, but 
as a Priest, he was also the spiritual counselor 
of the population of the city (Cser, 2007).

In the development of the city one can 
state that despite the wishes of political 
statement carried by dynastic territorial in-
terests being central, the city gets a growing 
economic importance from mid-13th centu-
ry. This happens due to its location and the 
growing importance of trade in general and 
wine trade in particular, which made the city 
prosper (Cser, 2007).

The sedentarization of power, with the 
disappearance of the itinerant courts, along 
with the increasing use of the city in the var-
ious festivities and royal ceremonies (Cser, 
2007), caused the city to acquire the status of 
city residence of the Court of the Palatinate. 
The city’s status continues to rise, because 
it has been the capital of the Holy Roman 
Empire, with Ruprecht I, between 1400 and 
1410.

The 15th century witnessed the major 
changes in the urban landscape of Heidel-
berg, with successive enlargements and im-
provements of the city, of which only the 
castle ruins came up to this day. The 17th 
century, with the Thirty Years War and the 
Succession War, is marked by the destruc-
tion of the city, and the urban landscape, 
nowadays internationally recognized, with 
the exception of a dozen buildings in the 
Old Town such as the Hauszum Ritter, the 
St. Peter’s Church, the Zeughaus, the Provi-
dence Church, among others, is the result of 
the Baroque reconstruction performed at the 
beginning of the 18th century (Cser, 2007).

The best picture of the destruction is giv-
en by Cser (2007) when he says that, at the 

end of the Succession War, only 153 fami-
lies remained in Heidelberg, a number that 
however it is assumed that is constituted by 
the returning inhabitants to the city   and who 
had taken refuge in the surrounding forests. 

It is the result of this historical process 
that is today offered to the visitors of the city, 
which had the Romantic Movement as one 
of the main promoters of this image of the 
city. 

Image 1 – Localization of Heidelberg

The historical importance of Heidelberg is due, essentially, to the fact that it was the city 
residence of the Electorate of the Palatinate, but also because it has the Ruperto Carola 
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Count Palatine of the Rhine, that need was felt by the half-brother of Frederick I Barbarossa, 
Konrad from 1156. This affirmation and strengthening of power was primarily aimed to fight 
the influence of the Bishop of Worms and the Abbey of Lorsch (Cser, 2007). The first source 
regarding the city appears only in 1196. This source indicates Konrad as a witness, citing him 
as plebanus von Heidelberch. It is supposed that he belonged to the Court of the Palatinate, 
but as a Priest, he was also the spiritual counselor of the population of the city (Cser, 2007). 

In the development of the city one can state that despite the wishes of political statement 
carried by dynastic territorial interests being central, the city gets from mid-13th century a 
growing economic importance. This happens due to its location and the growing importance 
of trade in general and wine trade in particular, which made the city prosper (Cser, 2007). 

The sedentarization of power, with the disappearance of the itinerant courts, along with the 
increasing use of the city in the various festivities and royal ceremonies (Cser, 2007), caused 
the city to acquire the status of city residence of the Court of the Palatinate. The city's status 
continues to rise, because it has been the capital of the Holy Roman Empire, with Ruprecht I, 
between 1400 and 1410. 

The 15th century witnessed the major changes in the urban landscape of Heidelberg, with 
successive enlargements and improvements of the city, of which only came up to this day the 
Castle Ruins. The 17th century, with the Thirty Years War and the Succession War, is marked 
by the destruction of the city, and the urban landscape, nowadays internationally recognized, 
with the exception of a dozen buildings in the Old Town such as the Hauszum Ritter, the St. 
Peter’s Church, the Zeughaus, the Providence Church, among others, is the result of the 
Baroque reconstruction performed at the beginning of the 18th century (Cser, 2007). 

Image 1 – Localization of Heidelberg 
Source: Created by Diogo Azevedo 

The best picture of the destruction is given by Cser (2007) when he says that, at the end of 
the Succession War, only 153 families remained in Heidelberg, a number that however it is 
assumed that is constituted by the returning inhabitants to the 
city and who had taken refuge in the surrounding forests.

It is the result of this historical process that is today offered 
to the visitors of the city, which had the Romantic Movement 
as one of the main promoters of this image of the city.  

Over the past decades, the city has become one of the most 
popular German tourist destinations due to its 
built/architectural cultural heritage, like its Baroque historic 
center, but also the Castle, in ruins. The heritage element, as 
mentioned, was essentially promoted by the Romantic 
Movement in the early 19th century, and in parallel with Jena, 
Heidelberg was its main stage. 

Along with the Acropolis of Athens, the Heidelberg castle 
is one of the most visited ruins in Europe, and in 2009 the city 
had about 4 million visitors per year (Crolly, 2009). In 2011 it 
only had about 3 million visitors (Wimmer, 2011). Of these visitors around one million visit 
the ruins of the the castle (Staatliche Schlösser und Gärten Baden-Württemberg, 2013). 

Regarding the institutional context, the City Hall of Heidelberg delegates the tourist 
promotion of the city and its heritage attractions to the Heidelberger Marketing GmbH. The 
Heidelberg Marketing GmbH is an affiliated company of the city of Heidelberg that plans, 
coordinates and implements measures in the context of urban marketing in Heidelberg, which 
include the activities for the promotion of tourism, conferences, of the Kongresshaus 
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Over the past decades, the city has be-
come one of the most popular German tour-
ist destinations due to its built/architectural 
cultural heritage, like its Baroque historic 
center, but also the castle, in ruins. The her-
itage element, as mentioned, was essentially 
promoted by the Romantic Movement in the 
early 19th century, and in parallel with Jena, 
Heidelberg was its main stage.

Along with the Acropolis of Athens, the 
Heidelberg castle is one of the most visited 
ruins in Europe, and in 2009 the city had 
about 4 million visitors per year (Crolly, 
2009). In 2011 it only had about 3 million 
visitors (Wimmer, 2011). Of these visitors 
around one million visit the ruins of the 
the castle (Staatliche Schlösser und Gärten 
Baden-Württemberg, 2013).
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Regarding the institutional context, the 
City Hall of Heidelberg delegates the tourist 
promotion of the city and its heritage attrac-
tions to the Heidelberger Marketing GmbH. 
The Heidelberg Marketing GmbH is an affili-
ated company of the city of Heidelberg that 
plans, coordinates and implements meas-
ures in the context of urban marketing in 
Heidelberg, which include the activities for 
the promotion of tourism, conferences, of 
the Kongresshaus Stadthalle Heidelberg and 
the Tourist Information Service.

In parallel, promoting the Heidelberg 
Castle is not a responsibility of the Heidel-
berger Marketing, but rather of the Saatli-
cheSchlösser und Gärten Baden-Württem-
berg which is an incorporated public-law in-
stitution (ÄOR) under the Finance Ministry 
of Baden-Württemberg. The statutes of the 
SaatlicheSchlösser und Gärten Baden-Würt-
temberg include obligations, such as, accord-
ing to Article 2, “an offensive and public-
oriented presentation and marketing of the 
state palaces, convents, gardens, castles and 
ruins as well as their dependencies.” Among 
the cultural assets that the SaatlicheSchlösser 
und Gärten Baden-Württemberg manages, 
we can find the Castle/Ruin of Heidelberg 
and the Palatino Garden, alongside the state’s 
property of Baden-Württemberg.

We thus find a territorial space, where 
the promotion and diffusion of heritage and 
cultural assets for tourism purposes is de-
pendent of a variety of public institutions. If, 
on one side, the City Hall of Heidelberg is 
responsible for promoting the Old Town and 
of the heritage property belonging to this 
historical center, the SaatlicheSchlösser und 
Gärten Baden-Württemberg is responsible 
for setting the policies for tourism promo-
tion and use of the Castle and its surround-
ing garden, also known as HortusPalatinus.

In the definition of plans to promote the 
city’s tourism we cannot ignore the cultural 
heritage authorities. In administrative terms 
the safeguarding and protection of cultural 
heritage in the state of Baden-Württemberg 

is organized hierarchically. This organiza-
tion plays an important role in the definition 
of public policies toward tourism promotion 
of the city and especially of the city’s cultural 
heritage. This is also a hierarchical organiza-
tion that is constituted by the Finance and 
Economics Ministry from Baden-Würt-
temberg as Top of the Cultural Heritage 
Authorities. This is followed by the upper 
authorities that are composed by the four re-
gional councils, namely Freiburg, Karlsruhe, 
Tübingen and Stuttgart. In this last one we 
also find the State Office for Cultural Her-
itage, that is responsible (DSchG BW, 1983) 
to assist and support statewide all the other 
cultural heritage authorities in all matters 
related with cultural heritage. Among other 
things this Regional Council has also the re-
sponsibility to create statewide uniform cri-
teria (DSchG BW, 1983) for evaluation and 
assessment of cultural heritage elements, but 
also to represent both internally and exter-
nally (DSchG BW, 1983), as well as to pre-
pare all matters related with public relations 
to be carried out in coordination, with the 
referred top cultural heritage authority from 
the state.

At the bottom of the cultural heritage ad-
ministration we find the lower cultural her-
itage authorities consisting of cities, towns, 
counties, and management communities. 
In the present case the lowest cultural herit-
age public authority is the Heidelberg City 
Council and his Office for Building Law and 
Historic Preservation.

Through the legislation applicable to 
cultural heritage, the organization of the au-
thorities of cultural heritage, influences, or 
can influence, the design of strategies to pro-
mote tourism in the city, in that it may con-
dition the uses and modifications in the in-
terventions on heritage assets, these projects 
being intended to create touristic itineraries, 
visit tours, or to open commercial spaces ad-
justed to the tourism demands.

The legislation applicable to the cultural 
heritage, in the state of Baden-Württemberg 
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(DSchG BW, 1983), is one of the oldest of 
the German Federal Republic and dates 
back to 1971. In its Article 2, paragraph 1, as 
cultural heritage are considered, the things, 
collections of things and parts of things, 
whose preservation has scientific, artistic or 
homeland historical public interest. The leg-
islation also states that the surrounding area, 
as to influence in the lecture of the cultural 
heritage assets, must be safeguarded and 
preserved.

An example of how the protection of the 
heritage assets can influence the develop-
ment of strategies for tourism promotion 
is the case of the Gesamtanlagenschutzsat-
zung (Stadt Heidelberg, 2003), or total plant 
protection statutes, for the protection of the 
area “Alt Heidelberg” of June 26th 2003. This 
Satzung (Stadt Heidelberg, 2003), or statute, 
foresees the protection of the entire old town 
of Heidelberg, and the Article 3 adds that 
“protection includes the outwardly acting 
image of the old town - as it offers the viewer 
from the slopes of the Neckar Valley - and 
the internal image of the embossed through 
the historic buildings streets and squares, as 
well as the visual axis of the Old Town on 
the slopes.”

Actions and plans versus results

As mentioned, with this article it is in-
tended to make a reflection about the posi-
tioning, the plans and the actions undertak-
en by the organizations with responsibility 
in promoting touristic assets in the city of 
Heidelberg.

By analyzing the Annual Report of the 
Heidelberger Marketing, and of the institu-
tion that preceded him, the Heidelberger 
Kongress und Tourismus GmbH, in 2005, we 
can see that the promotion of the city, accord-
ing to Beate Weber (Heidelberger Kongress 
und Tourismus GmbH, 2006), at that time 
mayor of Heidelberg, is based on cultural 
marketing. Cultural marketing is considered 

as playing a prominent role for city tourism, 
and that has been achieved by the integra-
tion of the cultural service into the institu-
tion. At the time, the Heidelberg ticket, was 
integrated in this structure, so that it is from 
now on responsible for the sale of tickets for 
events in and around Heidelberg. It is added 
that two events of the city, namely the The 
Heidelberger Frühling and the Castle’s Festi-
val (Heidelberger Kongress und Tourismus 
GmbH, 2006), have considerably strength-
ened Heidelberg reputation as a cultural city 
in the world.

On the other hand, Nils Kroesen, man-
aging director of the Heidelberger Kongress 
und Tourismus GmbH (2006) puts the em-
phasis on the achieved number of tourists 
that visited the city, calculating the impact 
of the tourism in Heidelberg around 462 
million euros with the creation of between 
4,000 and 5,000 jobs in Heidelberg. Reading 
these Annual Reports, we can verify that the 
existing main concern is a quantitative mat-
ter. The objective is to increase the number 
of overnights stays per visitor, but also to 
promote the city into new markets such as 
the Arab Gulf States. The report adds that 
the first high-level contacts, in order to pro-
mote effectively the city’s image, have been 
already undertaken in the major emerging 
markets of China and India (Heidelberger 
Kongress und Tourismus GmbH, 2006).

The concern with the number of over-
night stays is frequent in the reports analy-
sis, and in 2007, the Mayor, Dr. Eckart Wur-
zner, highlights that the numbers achieved 
in 2006, but also that they will be an encour-
agement for the development of new ideas 
and concepts to promote tourism in Heidel-
berg (Heidelberger Kongress und Tourismus 
GmbH, 2007).

We highlight also the investment of the 
institution in the Press and Public Relations 
(Heidelberger Kongress und Tourismus 
GmbH 2007), which are considered a way to 
promote a positive image and offer of all the 
features of Heidelberg above regional and 
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internationally level in a credible, effective 
and low-cost way.

In the Report of the Staatliche Vermögen-
sHochbauverwaltung-und Baden-Württem-
berg, an institution that has as a subsidiary the 
SaatlicheSchlösser und Gärten Baden-Würt-
temberg, we only found reference related to 
the offer of attractive leisure activities in the 
world famous Heidelberg castle and gardens, 
among others (Staatliche VermögensHoch-
bauverwaltung-und Baden-Württemberg, 
2008). If we go back to 2006, we can see that 
the heritage assets under their control should 
be presented as customer and service-ori-
ented and convey by guides with knowledge, 
experience and quality education. The objects 
(castles, gardens, palaces) are to be made   
available to the many audiences through di-
verse, innovative offers in cooperation with 
several institutions and partners. It is also 
clearly stated that the aim is to finance the 
ongoing operations with this income, with 
minimal impact on the historical substance 
(Staatliche VermögensHochbauverwaltung-
und Baden-Württemberg, 2007).

From the analysis of the Reports of the 
two institutions, between 2005 and 2011, we 
can see that the main concerns lie in the field 
of commodification of history, which, as stat-
ed Greg Richards and Julie Wilson (2006), 

is due to political and economic needs. Al-
though cultural heritage is currently un-
derstood as having three types of functions, 
refer to: cultural, economic and finally so-
cio-political nature (Graham, B., Ashworth, 
GJ & Tunbridge, JE, 2000), heritage, as a se-
lection of the past to use in contemporary 
times, has these qualities clearly marked, be-
ing, however, also clear, as in this case, that 
the economic function tends to overlap the 
remaining ones. The same opinion has Rod-
ney Harrison (2010) when he states that the 
boom of heritage and museums has led to 
an increasing commercialization of heritage, 
adding that this phenomenon distances peo-
ple from their own heritage.

We stand so, as said by Garrod&Fyall 
(2000), towards a cultural heritage tourist 
product design that has to be able to main-
tain its authenticity and the integrity of the 
site at the end, but must be able to deliver 
value for money, as well. This is also stated 
by the Heidelberger Marketing GmbH, as 
it is now, a reconfigured institution, which 
pursues as core task the professional, world-
wide marketing of the city on the basis of a 
modern, holistic marketing concept, which 
include tourism and congresses but also in-
cludes science, industry, retail and culture 
(Heidelberg Marketing GmbH, 2008).

Chart 1 – Heidelberg Tourist Overnights  
2005-2012
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economic and finally socio-political nature (Graham, B., Ashworth, GJ &Tunbridge, JE, 
2000), Heritage, as a selection of the past to use in contemporary times, has these qualities 
clearly marked, being, however, also clear, as in this case, that the economic function tends to 
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professional, worldwide marketing of the city on the basis of a modern, holistic marketing 
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When analyzing the total overnights stays/year in Heidelberg, between 2005 and 2012 (see 
Chart 1), we can see that although we are facing a raise, this is not really significant, despite 
all the significant investment on the promotion of the city regarding new markets and 
developing markets. This raise, when analyzed both ends of the period, appears as high, since 

between 2005 and 2012 we can verify an increase of 15,74% in the total of overnight stays, 
but we also see an increase of only 10,94% of overnights regarding foreign visitors. However, 
this increase is not linear, because we can see a regression in the years 2007, 2008 and 2009, 
for example, concerning the overnight stays of foreign tourists of -3,68%, -4,74% and -
11,44% , respectively . It is peculiar that this decrease happens immediately after the 
reorganization of the Heidelberger Marketing GmbH, the institution responsible for the 
tourism promotion of the city, and its focus on the holistic marketing concept, as mentioned. 

Chart 1 – Heidelberg Tourist Overnights 2005-2012 – Source: Statistisches Landesamt Baden-Württemberg, Stuttgart, 2013

If we look at the chart, the percentage of overnight stays of foreign tourists compared to 
the total number of overnights, not only it doesn’t increases but it decreases in the analyzed 
period. In 2005, 41,85% of overnight stays were attributed to foreign tourists, in 2012, at the 
other end of this analysis, this number falls to 39,59%. Thus, it is suitable to question the 
investment in new foreign markets, when the tourists most represented in the city have 
German origin. If we consider the average length of stays between 2005 and 2012 
(StatistischesLandesamt Baden-Württemberg, 2013) we can see that there was a slight 

6

Source: Statistisches Landesamt Baden-Württemberg, Stuttgart, 2013



13�No 13, June 2014

When analyzing the total overnights 
stays/year in Heidelberg, between 2005 and 
2012 (see Chart 1), we can see that although 
we are facing a raise, this is not really signifi-
cant, despite all the significant investment 
on the promotion of the city regarding new 
markets and developing markets. This raise, 
when analyzed both ends of the period, ap-
pears as high, since between 2005 and 2012 
we can verify an increase of 15,74% in the 
total of overnight stays, but we also see an in-
crease of only 10,94% of overnights regard-
ing foreign visitors. However, this increase is 
not linear, because we can see a regression in 
the years 2007, 2008 and 2009, for example, 
concerning the overnight stays of foreign 
tourists of -3,68%, -4,74% and -11,44% , re-
spectively . It is peculiar that this decrease 
happens immediately after the reorganiza-
tion of the Heidelberger Marketing GmbH, 
the institution responsible for the tourism 
promotion of the city, and its focus on the 
holistic marketing concept, as mentioned.

If we look at the chart, the percentage of 
overnight stays of foreign tourists compared 
to the total number of overnights, not only it 
doesn’t increase but it decreases in the ana-
lyzed period. In 2005, 41,85% of overnight 
stays were attributed to foreign tourists, in 
2012, at the other end of this analysis, this 
number falls to 39,59%. Thus, it is suitable to 
question the investment in new foreign mar-
kets, when the tourists most represented in 
the city have German origin. If we consider 
the average length of stays between 2005 and 
2012 (StatistischesLandesamt Baden-Würt-
temberg, 2013) we can see that there was a 
slight increase in the average: 1,7 nights per 
visitor, in 2005, and 1,9 nights per visitor, in 
2012.

We may conclude that the decrease of 
foreign visitors did not represent a signifi-
cant impact on the average of nights that 
every tourist stayed in Heidelberg.

This case study is established as an ex-
ploratory and initial study, about the identi-
fication of visitor with the different cultural 

heritage in the city of Heidelberg, the values 
and the importance they attribute to it. 

The questionnaires are bilingual (Ger-
man and English, or French, or Spanish, or 
Portuguese) and were conducted among the 
one defined group, the visitors of the city of 
Heidelberg, between April 2013 and August 
2013. These questionnaires are based on a 
random probability sample constituted of 
166 respondents of the defined group for an 
infinite population. The setting this number 
of respondents is based on achieving a Con-
fidence Level of 99% and 0.1 Margin of Error 
(Krejcie& Morgan, 1970; Kenny, 1986). This 
survey was conducted among visitors of the 
city of Heidelberg by monitoring the guided 
tours, conducted via Heidelberger Market-
ing, Gästeführere.V. and the administration 
of the Heidelberg Castle.

The country of origin of the visitors with 
higher representation in the sample un-
der analysis (See Table 1) is Germany with 
24,70%, France with 11,45%, followed by 
Brazil with 9,64% and Spain with 9,64 %. 
With the sample analysis we concluded that 
the average duration of the visit to the city of 
Heidelberg is around 28,90 hours per visitor, 
which corresponds to an average stay of 1,20 
days per visitor.

Based on the countries of origin of the 
visitors with higher expression in the sam-
ple, Germany, we find that, in the case of 
these visitors, they stay an average of 40,98 
hours in the city, which corresponds to 1,71 
days per visitor. In the case of visitors from 
France, 11,45% of the sample, we can see 
that these only remain in the city an aver-
age of 8,79 hours, which corresponds to 0,37 
days per visitor. We found identical average 
in the case of visitors from Brazil, 9,64% of 
the sample, with 9,00 hours of visit, that is, 
0,38 days per visitor. In the case of Spanish 
visitors, 9,64% of the sample, the average of 
visit lies in 4,81 hours, or 0,20 days per visi-
tor. In the case for visitors living in Portugal, 
the fourth most significant case with 7,83% 
of the sample, the average hours of stay in the 
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city increases to 23,38 hours, corresponding 
to 0,97 days per visitor.

Among all the countries of origin of the 
visitors in the sample under analysis, the 
one with longer duration of stay in the city is 
Canada with 4,6 days per visitor, that corre-
spond to an average of 110,40 hours per visi-
tor spent in the city. However, the number 
of Canadian visitors consist in only 3,01% of 

the total number of respondents in the anal-
ysis. Another case to point out is the case of 
the U.S. visitors, which represents 7,83% of 
the total sample, that remain in the city of 
Heidelberg an average of 52,54 hours, that is 
2,19 days per visitor.

Regarding the visitors gender (see Table 
2), we cannot find significant differences in 
the average of stays in the city between the 

increase in the average: 1,7 nights per visitor, in 2005,  and  1,9 nights per visitor, in 2012. 
We may conclude that the decrease of foreign visitors did not represent a significant 

impact on the average of nights that every tourist stayed in Heidelberg. 
This case study is established as an exploratory and initial study, about the identification of 

visitor with the different Cultural Heritage in the city of Heidelberg, the values and the 
importance they attribute to it.   

The questionnaires are bilingual (German and English, or French, or Spanish, or 
Portuguese) and were conducted among the one defined group, the visitors of the city of 
Heidelberg, between April 2013 and August 2013. These questionnaires are based on a 
random probability sample constituted of 166 respondents of the defined group for an infinite 
population. The setting this number of respondents is based on achieving a Confidence Level 
of 99% and 0.1 Margin of Error (Krejcie& Morgan, 1970; Kenny, 1986). This survey was 
conducted among visitors of the city of Heidelberg by monitoring the guided tours, conducted 
via Heidelberger Marketing, Gästeführere.V. and the administration of the Heidelberg Castle. 

The country of origin of the visitors with higher representation in the sample under 
analysis (See Table 1) is Germany with 24,70%, France with 11,45%, followed by Brazil with 
9,64% and Spain with 9,64 %. With the sample analysis we concluded that the average 
duration of the visit to the city of Heidelberg is around 28,90 hours per visitor, which 

7
Table 1 – Descriptive Statistics – Country of Origin.

Table 2 – Descriptive Statistics – Gender, Age Groups, 
Education and Context of Visit. 

increase in the average: 1,7 nights per visitor, in 2005,  and  1,9 nights per visitor, in 2012. 
We may conclude that the decrease of foreign visitors did not represent a significant 

impact on the average of nights that every tourist stayed in Heidelberg. 
This case study is established as an exploratory and initial study, about the identification of 

visitor with the different Cultural Heritage in the city of Heidelberg, the values and the 
importance they attribute to it.   

The questionnaires are bilingual (German and English, or French, or Spanish, or 
Portuguese) and were conducted among the one defined group, the visitors of the city of 
Heidelberg, between April 2013 and August 2013. These questionnaires are based on a 
random probability sample constituted of 166 respondents of the defined group for an infinite 
population. The setting this number of respondents is based on achieving a Confidence Level 
of 99% and 0.1 Margin of Error (Krejcie& Morgan, 1970; Kenny, 1986). This survey was 
conducted among visitors of the city of Heidelberg by monitoring the guided tours, conducted 
via Heidelberger Marketing, Gästeführere.V. and the administration of the Heidelberg Castle. 

The country of origin of the visitors with higher representation in the sample under 
analysis (See Table 1) is Germany with 24,70%, France with 11,45%, followed by Brazil with 
9,64% and Spain with 9,64 %. With the sample analysis we concluded that the average 
duration of the visit to the city of Heidelberg is around 28,90 hours per visitor, which 

7
Table 1 – Descriptive Statistics – Country of Origin.

Table 2 – Descriptive Statistics – Gender, Age Groups, 
Education and Context of Visit. 

Table 2 – Descriptive Statistics – Gender,  
Age Groups, Education and Context of Visit.

Table 1 – Descriptive Statistics –  
Country of Origin



13�No 13, June 2014

two groups. Although, in the age groups 
analysis we can conclude that the age group 
that has a higher average stay in the city is 
constituted by visitors between 25-34 years 
of age with an average stay of 47,33 hours, 
which corresponds to 1,97 days. The second 
age group with a higher average of stays con-
sists in visitors with between 45-54 years of 
age who stay an average of 46,19 hours in the 
city, that is 1,92 days.

On the other hand, the age group most 
represented in the sample, 21,08% of re-
spondents, that is the visitors between 64-74 
years of age, just stays in Heidelberg an av-
erage of 19,49 hours, which corresponds to 
0,81 days. In the age group between 55-64 
years of age, which corresponds to 18,67% of 
the sample, the average of stays increases to 
33,23 hours, corresponding to 1,38 days.

If we consider the visitors between 55-
64 years and those between 65-74 years, we 
look at 39,75% of the total sample and we 
can see that the average of stay is placed in 
26,36 hours, that is, 1,10 days per visitor.

Concerning the educational qualifica-
tions, it is clear that the duration of the stay 
increases with the educational background 
of the respondents, being the ones with a 
master’s degree those with the longest dura-
tion of stay with 39,22 hours or 1,63 days, 
followed by the visitors with a PHD degree 
with 33,50 hours, corresponding to an aver-
age stay of 1,40 days.

Finally, it is also worth noting in this 
analysis that the context of the visit has a 
clear influence on the duration of the visitors 
stays. If the visit is organized independently, 
the average duration of stay is located in 
51,76 hours, an average of 2,16 days per visi-
tor, which clearly contrasts with the length of 
stay of those visiting the city through guided 
groups, that only remain in the city an aver-
age of 19,98 hours, 0,83 days.

As shown in the analysis, the average 
duration of stay in the sample in question is 
systematically below the average suggested 
by the institution responsible for the statis-

tics in the state of Baden-Wuttemebrg, which 
considers that the average of 1,9 days per 
visitor in the year 2012 (StatistischesLande-
samt Baden-Württemberg, 2013). This could 
be due to the fact that this sample is only the 
result of an exploratory study, or to the fact 
that the sample, being random, have been 
taken among groups of visitors with smaller 
planned stays in the city. It is, however, to 
infer that the same average will remain in 
subsequent studies to be undertaken with 
the full sample of 575 individuals.

The data revealed by the sample are in-
deed supported by semi-structured inter-
views conducted during the meeting with 
the Stadtteilverein “Alt Heidelberg”, where 
interviewees Lutz Staedtler and Hans-Her-
mann Lindner say that the time frame of 
tourists (in Heidelberg) from Korea, from 
Japan, wherever, is so narrow that they have 
no time, twenty minutes even for a detour 
if needed (Stadtteilverein Alt Heidelberg, 
H.H. Lindner, L. Staedtler, Personal Com-
munication, April, 15, 2013) adding that in 
such cases Heidelberg is removed from the 
organized tour circuits.

Ernst Gund, from the parliamentary 
group in the municipal council of Heidel-
berg elected by the Christlich Demokra-
tische Union, shares the same opinion when 
he states that “today’s tourism is, of course, a 
mass tourism. The bus arrives, then it stops 
briefly at the Old Bridge, you get off and 
get said: «now it is eleven o’clock, at three 
o’clock you have to be back here», than the 
bus comes again, and moves on.” (Christlich 
Demokratische Union, Ernst Gund, Person-
al Communication, November 14, 2013).

For his part, the person responsible for 
the Heidelberger Marketing, Mike de Vries, 
(Heidelberger Marketing GmbH, M. de 
Vries, Personal Communication, July 22, 
2013) states that “our strategy really says 
that we want to try to achieve a qualitative 
increase of tourism, which should also be 
simultaneously capable to consider the de-
mands and needs of citizens and residents 



138 The Business of Tourism

in Heidelberg”, this in a perspective of safe-
guarding other non-tourist functions of the 
city and how visitors flow conditions the life 
in the city. More, it is clearly assumed that 
the strategy to promote the city is one where 
they do not have only tourism in view, but 
where they have culture, science and econo-
my in the field of view and try to network all 
this fields together (Heidelberger Marketing 
GmbH, M. de Vries, Personal Communica-
tion, July 22,2013).

These testimonies, taken from the sur-
veys carried out by semi-structured inter-
views, and regarding the issue of promoting 
the city and the type of effective tourism 
that visits the city, support the averages of 
visit duration obtained by the quantitative 
method.

The Prof. Dr. Michael Goer from Baden 
Württemberg State Conservation Office also 
states that the policy follow by the Saatli-
cheSchlösser und Gärten Baden-Württem-
berg, in which 60% of the budget must be 
a result of the structures incoming, creates 
the problem of them wanting to offer every-
thing. He continues saying that they, Con-
servation Office, have to try to slow down a 
bit this type of positioning, which of course 
is not so easy, but that this is already in dis-
cussion in the case of the Heidelberg Castle 
(LandesamtfürDenkmalpflegeBaden Würt-
temberg, Prof. Dr. Michael Goer, Personal 
Communication, November 15, 2013).

Concerning the policy set for the pro-
motion of tourism in the city, Andreas 
Faltz, manager of the SaatlicheSchlösser und 
GärtenBaden-Württemberg, states that the 
actual results are not the responsibility of 
the Heidelberger Marketing or the policies 
defined by the institution that he leads, but 
that they are a result of the action of the pro-
viders, the agencies that sell Heidelberg for 
three or four hours, and that everything has 
to be seen in four hours (SaatlicheSchlösser 
und Gärten Baden-Württemberg, Andreas 
Faltz, Personal Communication, November 
28, 2013).

The characterization of the policy fol-
lowed by the different institutions in the 
city of Heidelberg could be summed up in 
the observation made by Lutz Staedtler and 
Hans-Hermann Lindner (Stadtteilverein 
Heidelberg, HH Lindner, L. Staedtler, Per-
sonal Communication, April 15, 2013) that 
said that “this is a tourism that brings noth-
ing to the city except a greater number of 
visitors.”

conclusion

Given the above, either through the anal-
ysis of quantitative data or the brief explora-
tory study of the quantitative data, it is pos-
sible to reach to the conclusion that there is 
a difference between the policies determined 
by the institutions with political responsibil-
ity in the field of tourism promotion and 
heritage assets and the results of these poli-
cies.

Despite being argued that the herit-
age communication strategies should take 
account of some aspects as segmentation, 
targeting and positioning (Misiura, 2006), 
having in mind that these are essential in 
the comprehension of the message that the 
different agents are giving about the cultural 
heritage and the city, this is only being de-
fended in theory and not in the effective city 
promotion policies. 

The main attraction of the city is, and 
will be, his cultural heritage that is, or could, 
serve as an anchor in attracting other tour-
ists profiles, notwithstanding the fact that 
care must to be taken, that in the promotion 
of cultural heritage we have several factors 
that should be taken in account, namely the 
social, political, technological and the eco-
nomic factors (Misiura, 2006). It seems, in 
this case, that we stand by a situation where 
their main concern it’s essentially economi-
cal, and where the main stakeholders are 
aware of the tourism consequences, but also 
where the emphasis is to get more and more 
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economic dividends from the city’s cultural 
heritage assets.

We can hardly say that we have a cultural 
tourism in Heidelberg, among the millions 
of visitors, as seen by the quantitative data. 
There are some visitors that, when traveling 
independently, stay in the city for a longer 
period of time, but the reality is that the city’s 
visitor profile is characterized by a short stay 
visitor, that can hardly be characterized as 
tourist, even less as a cultural tourist. 

As we have seen, 71,1% of the sample are 
visitors that stay less than 24 hours in the 
city, so they can’t be classified as tourists, but 
as same-day-visitor or excursionist. Only 
28,9% of the sample’s visitor are effectively 
going to spend the night in the city, and these 
are, therefore, the only effective tourists, or 
overnight visitor (United Nations, 2010).

The lack of time that visitors get to know 
the city and its heritage assets had also the 
perverse effect on the strategy conception, of 
not having been offered (or created) to them 
any visit alternatives, which consider the 
heritage assets beyond the historical center 
and the castle. The tourist pressure is, thus, 
felt in a small territorial fraction of the city, 
completely shattered by the supposedly tour-
ist demand, and that ostracize other tourist-
heritage attractions of the city.

Thus, we are dealing with a lack of al-
ternative or multiple visit narratives and 
routes for the cultural heritage assets of the 
city that could be provided by the different 
stakeholders, whether public or private, and 
it seems that they interiorized that, taking 
into account the demand type, its creation 
is not required.

As observed with the promotion strate-
gies analyzed and the effective results that 
the sample gives to cultural heritage visitor 
of the city, we conclude that cultural heritage 
policies, and the tourism promotion policies 
of the city, can be characterized as essential-
ly deepgreen or ecocentric (Garrod&Fyall, 
2000) with an emphasis on economic growth. 
The desire of a soft tourism, in which tour-

ists are educated to respect and even nurture 
the environment, regional, social and cul-
tural treasures of the visited place, is until 
now just a fantasy in Heidelberg.
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