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Note on the use of this manual:
The Vienna Tourist Board attaches considerable importance 
to diversity and non-discrimination. To make this text more 
readable, however, the masculine or feminine form has been 
selected at random. This should in no way be taken as  
discriminatory against the other sex. Thank you for your under-
standing!



With our new advertising campaign, our goal is to appeal to 
people more directly and to encourage them to travel to Vienna 
immediately. “Vienna: now or never” is the slogan positioned in 
a “communication square.” We have summed up what people 
will miss if they don’t come right away in advertising copy with 
typical Viennese charm. We are taking this direct approach very 
intentionally. In a survey of 11,000 travelers in our key target 
markets, most said that they would like to see Vienna some 
day – but some day is not soon enough for us. We would like to 
welcome these visitors not just “some day,” but now, right away. 
Another goal of the survey was to find out what Vienna epitomizes 
as far as the international traveler is concerned. From these in-
sights, we developed our five brand modules – imperial heritage, 
profusion of music and culture, savoir vivre, functional efficiency, 
and balance of urban and green areas – which are reflected in 
the themes.

You will find complete information about the campaign in this 
booklet. We look forward to your feedback and hope you enjoy 
looking through this manual.

With best wishes,

Norbert Kettner
Tourism Director





In order to find out what the destination brand Vienna stands for 
in international circles, what its success factors are for tourism, 
and the concrete measures that should be taken to position 
and manage the destination Vienna successfully in future, in 
2009 the Vienna Tourist Board conducted an extensive market 
analysis.

As part of a new, comprehensive marketing strategy, this inter-
national study did not revolve around looking at “old, traditional 
Vienna” versus “new, modern Vienna” but rather focused on 
understanding the destination Vienna in its entirety, translating it 
into a brand, identifying the most important elements of its iden-
tity, and differentiating them from the less important elements. 
The results of this analysis formed the basis and framework for 
ensuring that Vienna’s international tourism image is optimally 
reflected in a new, brand-specific marketing campaign and the 
accompanying future marketing activities.



Why do tourists from all over the world come to Vienna? What 
are the collective impressions of Vienna, the so-called “posi-
tive preconceptions” about the city that have caused Vienna to 
have more than ten million bednights a year? Once we know 
the reasons and the underlying motivations, we can manage the 
Viennese brand and successfully expand on it.

What are the brand values, the image attributes, that are 
ascribed to the metropolis of Vienna? If this information is 
meticulously collected in a survey, the language and tone used 
in advertising, the images selected for the advertising theme, 
and all staff communications at the Vienna Tourist Board and its 
tourism associates can be matched to it or adapted to comple-
ment the brand.

In this analysis, some 11,000 travelers in our key target markets –  
Austria, Germany, Great Britain, the USA, Italy, France, Spain, 
Russia and Japan – were interviewed by way of an international 
online survey, and the results were compared with those for 
competitor cities. Furthermore, more than 550 representatives 
of the Vienna tourism industry were interviewed, talks were 
held with experts, and in-depth interviews were conducted with 
major stakeholders in the Vienna Tourist Board.

The extensive results of this analysis were crafted into five cen-
tral topics.

The following five brand modules derived from the analysis 
are the main arguments the Vienna Tourist Board will use to 
persuade international tourists to visit Vienna: “Imperial heritage”,  
“profusion of music and culture”, “savoir vivre”, “functional  
efficiency” and “balance of urban and green areas”. 

All the Vienna Tourist Board’s activities will in future be linked to 
these brand modules themes. For each brand module there are 
underlying features, so-called brand drivers. The most effective 
of these will be used to an increasing extent in future.

IMPERIAL HERITAGE

PROFUSION OF MUSIC AND CULTURE

SAVOIR VIVRE

FUNCTIONAL EFFICIENCY

BALANCE OF URBAN AND GREEN AREAS



29.90 %

21.40 %
16.30 %

16.30 %

16.10 %







The imperial heritage is most strongly associated with Schön-
brunn, followed by the Imperial Palace and Ringstrasse, as well 
as the Spanish Riding School and St. Stephen’s Cathedral. The 
dominant characteristics of this market module are: timeless, 
elegant and luxurious.

Places of interest, urban image, and architecture are generally 
among the key decision factors when tourists select a travel 
destination. Vienna has a considerable amount to offer in these 
areas, but it cannot differentiate itself very strikingly from other 
destinations in this brand module: cities like Rome, Paris and 
London also have an “imperial heritage” or “royal heritage”.

Our task is therefore to position Vienna’s main attractions as 
“must-sees”; this will be achieved by creating an association 
with their history (and their stories). Associations with other 
brand modules will also be developed, since the major sights are 
considerably more important to first-time visitors than to return-
ing guests.

Vienna’s urban image is generally very strongly associated with 
the sights in the city center (e.g. St. Stephen’s Cathedral).  
Well-known exceptions further out than Ringstrasse include 
Schönbrunn Palace, with its park and zoo, the Giant Ferris 
Wheel, Belvedere Palace and the Danube Tower.

SCHÖNBRUNN PALACE !7.2%"
IMPERIAL PALACE !5.8%"

RINGSTRASSE !INCL. CYCLE PATH" !5.3%"
SPANISH RIDING SCHOOL !LIPIZZANER STALLIONS" !5.1%"

ST. STEPHEN’S CATHEDRAL !5.0%"

The five most important brand drivers  
(percent of brand module)







OPERA !8.8%"
MUSEUMS/EXHIBITIONS !8.4%"

MUSICALS !4.2%"
THEATER !IN GENERAL" !3.9%"

CONCERTS, MUSIC EVENTS !IN GENERAL" !3.7%"

Vienna is most strongly associated with opera, followed by its 
museums and musical offerings, concerts (including classical 
concerts) and theater. The dominant characteristics of this  
market module are: sensuous, thrilling and ravishing.

The (classical) music and culture available in Vienna attract both 
first-time visitors and return visitors, making these attractions 
extremely important ambassadors for Vienna. Competition in the 
area of music and culture is extremely strong, which limits the 
differentiation potential of this brand module from other cities, 
unless it is constantly linked to new, top-of-the-line offers in this 
field.

As classical as this brand module may seem, it is nonetheless 
still important to recharge and update it on an ongoing  
basis, also with the goal of appealing to new and above all 
younger target groups. This long-term recruitment of “new 
blood” and efforts to offer outstanding programs in this area are 
key prerequisites for Vienna to maintain and expand its position 
as a music and cultural metropolis in the future as well.

 

The five most important brand drivers 
(percent of brand module)







The strongest association is the Viennese coffee house, the 
second strongest is the “heuriger” wine tavern and Viennese 
cuisine. Viennese wines and wine culture and the Naschmarkt 
market are also particular favorites of visitors familiar with Vienna. 
The dominant characteristics of this market module are: tasteful, 
irresistible and genuine.

This brand module offers the greatest potential for differentiating 
Vienna from other cities. For this reason, all communications of 
the Vienna Tourist Board should include at least one aspect of 
this brand module. What this means is that some aspect of the 
Viennese culture of wining and dining should always be men-
tioned, especially for visitors from German-speaking countries.

COFFEE HOUSES, COFFEE HOUSE CULTURE !13.3%"
HEURIGER WINE TAVERNS !10.7%"

VIENNESE CUISINE !9.4%"
VIENNESE WINE, WINE CULTURE !6.1%"

NASCHMARKT MARKET !5.2%"

The five most important brand drivers  
(percent of brand module)







Cleanliness ranks second, followed by the public transportation 
network, and the easy layout of the city and friendliness of the 
people. The dominant characteristics of this market module are: 
premium quality, safe and dependable.

This brand module is one of Vienna’s greatest strengths, but in 
the context of tourism marketing it does not take high priority. 
However, it can and should be included as a theme in the back-
ground. Very subtle references should be made to Vienna’s very 
efficient infrastructure and the importance of that aspect in the 
choice of a destination.

SAFETY !18.6%"
CLEANLINESS !16.1%"

PUBLIC TRANSPORTATION !14.9%"
SHORT DISTANCES, EASY LAYOUT !12.5%"

FRIENDLINESS, CHARM, HOSPITALITY !14.6%"

The five most important brand drivers  
(percent of brand module)







This applies to the availability of nearby recreational areas 
and to excursion destinations, both in the city itself and in the 
 surrounding areas. This brand module is most strongly associ-
ated with the Danube Island, followed by the Prater, the Vienna 
Woods, the parks, gardens and green areas, and finally hiking 
trails. The dominant characteristics are active, green, and close 
to nature.

Although Vienna is least associated with its outdoor recreational 
opportunities, this brand module is nevertheless important in the 
choice of a travel destination and its role in strengthening the 
brand as a whole. The image of Vienna benefits from having an 
active element and is improved by the perception of the wide 
variety of offerings.

This brand module should primarily be embedded in the other 
well-established brand modules and gradually become a stan-
dard element of brand communication. There are a number of 
association possibilities here, such as linking the Vienna Woods 
and hiking trails with wining and dining, parks with  imperial 
heritage, etc.

DANUBE ISLAND !8.8%"
DANUBE !8.4%"

PARKS, GARDENS AND GREEN AREAS !8.2%"
PRATER !6.8%"

CITY HIKING TRAILS, VINEYARDS !5.3%"

The five most important brand drivers  
(percent of brand module)



Attractive Safe

Tasteful Dependable

 Sensuous Timeless

Stylistic ATTRACTIVENESS STABILITY/
DEPENDABILITY

Reliable

Cultivated Premium quality
Elegant Truthful

Extravagant Competent



The tonality in which we convey the brand modules is deter-
mined by the core values. The most important values ascribed 
to Vienna are “sensuous”, “timeless,” “cultivated” and “premium 
quality”. These image attributes are reflected in the language 
of our new advertising campaign, the new images, and in all 
our advertising materials and advertising presence. In addition 
to this narrower set of core values, a wider set of values was 
defined that are associated with the Vienna brand.

One of the biggest challenges seen in the brand analysis is the 
“once in a lifetime” trap. Vienna is considered to be beautiful 
and timeless. This description, which is in principle very positive, 
also results in people putting off traveling to Vienna, in the worst 
case time and again.

At the same time, Vienna has a return visit rate of more than 
60%. This means that people who have visited Vienna once are 
extremely likely to return.

With the new campaign developed from the brand analysis, the 
goal is to counteract this somewhat passive view and to position 
Vienna as a “now and forever” destination that will appeal more 
to first-time visitors or supply the reasons for that first visit –  
taking account of or using the credible brand modules and the 
underlying brand drivers.





A metropolis thrives on diversity. Vienna has thousands of dif-
ferent aspects and something to offer every visitor. That may be 
the old, traditional Vienna, it may be the new, modern Vienna. It 
may be for young or older visitors, for first-time visitors or regular 
visitors, for guests from nearby or distant markets. The city’s very 
varied performances and activities cannot be compressed into a 
single statement. It would inevitably be abstract and ineffective. 
Instead of that, we have developed a stylistic bracket, a com-
munication model that is readily recognizable and that can stand 
alone, to which the characteristic, differentiating elements can 
be added. This is in keeping with the insight that brand systems 
increase their attractiveness and communicate most success-
fully when their communication follows a self-similar pattern.

Accordingly, the communication model is not the content but 
the stage on which new, brand-specific messages are pre- 
sented. The concept is about applying a style, about composition 
and the presentation of brand-typical elements. A communica-
tion model is then the design principle inherent in an advertising 
presence. This model also allows better management of the 
creative outlay. When an established communication model is 
reproduced, creative forces are channeled, and both accidents 
and errors kept to a minimum. The advertising team does not 
have to wait for a brilliant idea each time, management and the 
advertising departments do not have to repeatedly deal with 

“new” ideas. Expenses for creation are lowered, profitability 
increases.

With this design principle, the wide variety of performances and 
activities in Vienna can be brought together and a consistent, 
readily recognizable brand image can be achieved.

This recognition and differentiation is achieved with an unusu-
ally positioned square element, the so-called “communication 
square”. Headlines, sender (the logo) and the Web address are 
united as the central elements of a word/image brand. We place 
our advertising copy in this communication square. It can be 
found on all our advertising materials, no matter what the carrier, 
and is easy to use for all the Vienna Tourist Board departments, 
all our cooperation partners and all markets.



Logo until 2009 Current logo



In design terms, the new logo is an evolution of the previous 
one, but more condensed and stylistically more contemporary. 
The lettering VIENNA, the new claim and the web address are 
framed in a square, the color red has been incorporated, but is 
now used in reverse: red lettering on a white background.
The new claim is inextricably linked to the lettering of VIENNA 
as a word-image brand. Here again, this is in keeping with the 
realization that the varied performances and activities in the city 
cannot be reduced to a single statement or claim. This would 
inevitably be abstract and ineffective. Instead, in the new claim 
the basic strategic challenge is to transform Vienna from a 

“once in a lifetime” destination to a “now and forever” destination, 
condensed in a saying that is common in languages around the 
world and that everyone learns as a child as a challenge to take 
action: NOW OR NEVER.





For the sake of greater differentiation and immediate recognition, 
we developed separate imagery that takes account of modules 
such as image detail, perspective, light, coloring, model selec-
tion, etc. This imagery corresponds to the prescribed brand 
values identified in the brand analysis (sensuous, cultivated, time-
less, premium quality), while at the same time portraying Vienna 
as a modern, cosmopolitan, international, active and flourishing 
metropolis. The goal is to elegantly combine all the aspects of 
classical and modern Vienna, from tourist attractions to the high-
lights of a modern lifestyle metropolis. The style of the images is 
on a par with superior travel photographs: high quality, authentic, 
editorial. The images show exciting perspectives with a mod-
ern, contemporary photo esthetic that does not look posed, but 
naturally attractive.

In addition, an element has been incorporated that symbolizes 
the city. An element that recurs in Vienna’s architecture and in 
culinary delights, a summer day in a Vienna park, an evening 
walk in warm lantern light. The color of emperors, the color of a 
Wiener schnitzel, the color of Schönbrunn: GOLD.

All the images include a succinct amount of golden yellow. This 
does not mean that only the imperial crown and the roof of the 
Secession are possible as subjects. The focus on this color and 
the other coloring has the effect of being both classical and 
timelessly modern. The gold coloring may dominate parts of the 
image or be used as to accentuate something. In many photo-
graphs, the golden yellow part can be intensified or comple-
mented in post production. All the other colors are used less 
intensely and dominantly.
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Since each brand module and the communication goals formu-
lated for them represents a claim that has not (yet) been verified, 
some persuasion is needed. The public must be persuaded that 
the claims are true through proof.

This happens with the help of a defined persuasion strategy. 
When well managed and effectively employed, the strategy will 
cause consumers to believe that they have come up with the 
ideas we want them to have oftheir own accord. It therefore causes 
the consumer to think the things that the persuader wants them 
to. In this context, we also see one of the basic principles of 
branding at work: cause and effect. If consumers reach their 
own conclusions and do not have the impression that they have 
been told what to think, their beliefs will be more inherent and 
considerably more secure. This means that communication 
goals can be achieved faster and are more firmly anchored. A 
variety of different strategies are used to this end.

One persuasion strategy employed in this new advertising 
campaign is side-by-side evidence. Consumers can form their 
own opinions based on an objective, observable comparison. 
They can compare their current situation to what is available 
in Vienna at the same time. Around the globe, people in their 
everyday lives can see what they could be experiencing “at this 
very moment” in Vienna. Comparison of the two situations is the 
structural element and is concluded with the new claim: “Vienna: 
Now or never.” It is therefore a comparison of moments. At this 
moment, you are missing ...

The campaign incorporates a persuasion strategy centered on 
facts. It does more than simply utilize a layout or a creative idea. 
There is a strategy behind it that can be used and maintained 
in many ways because it is infinitely variable. At this moment, 
you can experience something more exciting in Vienna than you 
can at home. That could be many things: a visit to Schönbrunn 
 Palace, to the Vienna State Opera or a festival, a glass of Vien-
nese wine at a wine tavern, a Guglhupf cake at a coffee house, 
etc. The new claim completes this persuasion strategy and puts 
it in a nutshell: “Vienna: Now or never”(at this very moment).



Marktmanager, Market Manager 
E, P, I, F, B, NI, L, BR, GR, TR

Obere Augartenstraße 40
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Fax +43 1 216 84 92
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All the Vienna Tourist Board’s partners can use the results of the 
brand development process for their activities. At the design 
level, there are hundreds of images for the newly developed 
imagery at www.wien-bild.at. These can be downloaded and 
used freely.

In addition, the B2B Web site contains brand-specific texts 
which can be used at will, broken down into the five brand  
modules. The brand management team of the Vienna   
Tourist Board will be happy to provide further information  
and answer questions and can be reached at  
brandmanagment@wien.info.





Published by:
Vienna Tourist Board
Brand Management & International Advertising
Obere Augartenstrasse 40, 1020 Vienna
T +43-1-211-0
F +43-1-216 84 92
brandmanagement@wien.info


