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Abstract. The article presents modern car industry and tourism issues. It is a case
study of a multifunctional centre - the Audi Forum Ingolstadt, situated next to
a large Audi factory in Ingolstadt, Germany. It was created in order to promote
the Audi brand and provide service for the customers picking up their cars in In-
golstadt. It also performs tourist functions as it focuses on providing service for
the people who arrive to visit the car factory, the Audi museum mobile and the
region. The centre offers specific tourist products based on particular experienc-
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es, which may be included in industrial tourism. The facilities in the Audi Forum in dustrilfi?t,oz(r)il;ii
Ingolstadt are tourist assets in themselves; they may also be seen as tourist infra- cars,
structure. It is also a place where numerous events are held, attracting tourists. Audi Forum,
The Audi Forum Ingolstadt is an example of a multifunctional centre with dis- Ingolstadt,
tinctive tourist functions, situated on the premises of a large modern car factory. Germany.
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1. Introduction

The authors present two, seemingly unrelated, yet
increasingly converging issues: tourism and modern
car industry. Nowadays, tourism plays important
social, environmental and economic roles, global-
ly and locally (Hall, 2005; Gaworecki, 2007). Many
positive tourism functions, such as promoting prod-
ucts or generating income and jobs, have been no-
ticed by large car manufacturers.

Modern car production has been driven by the
global growth of demand for cars. According to
OICA, in 2000-2012, it increased by 44% (from
58 million in 2000 to 84 million in 2012) (http://
www.oica.net/). Nowadays, the principal spatial
trend is a relocation of both car assemblies and
component manufacturing from the core (western)
countries to new territories (see: Nag et al., 2007;
Jirgens, Krzywdzinski, 2009), due to the glob-
al economic crisis (Pavlinek, Zenka, 2010). Never-
theless, the core countries still control a substantial
part of the world car-production and remain the
source-countries of the capital and technologies
(Lorentzen, Gastrov, 2012). Controlling the global
automotive sector, these countries became the lead-
ers in introducing industrial tourism to traditional
car-assembly locations as a tool for communicating
with stakeholders and the public (Otgaar, 2010) and
an important part of their business relations.

This article was written in order to answer the
research question whether the customer service
centres, located at large car factories, could become
tourist attractions and tourist products as a result of
the implementation of innovative marketing strat-
egies by automobile companies. To answer this
question, the authors described a form of industri-
al tourism developing on the premises of a mod-
ern car factory. The text is a case study of the Audi
Forum Ingolstadt — a public and multifunctional
world of discovery, located in the German town of
Ingolstadt and consisting of different services and
facilities for visitors, customers, employees and fans
of Audi.

The main aim of the article is to present:

— industrial tourism,

— modern car industry as a tourism development
factor,

— the Audi Forum Ingolstadt,

— examples of tourism functions in other modern
car factories.

The article was based on the authors’ own di-
rect observation of the authors and interviews with
the press speaker of the Audi Forum, conducted
in summer 2013. The information and promotion
materials used by the authors were provided by the
company’s press office. An important source was
an on-line inquiry, which provided information re-
garding the Audi Forum Ingolstadt and other sim-
ilar sites. A literature review was also conducted,
focusing on industrial tourism.

2. 'Theoretical background

2.1. Tourism and experiences

Industrial facilities, such as former or currently
functioning factories, have become tourist destina-
tions. They may also be seen as tourist attractions.
“In essence, tourist attractions consist of all those el-
ements of a “non-home” place that draw discretion-
ary travelers away from their homes. They usually
include landscapes to observe, activities to partici-
pate in, and experiences to remember” (Lew, 1987:
554). According to Lew (1987: 558), there are three
basic types of tourist attractions: nature (general en-
vironments, specific features), nature-human inter-
face (observational, leisure nature, participatory),
and human (settlement infrastructure, tourist infra-
structure, leisure superstructure). In terms of tour-
ism geography, the Audi Forum facilities (e.g. the
Museum Mobile) are human attractions for tour-
ists who come to visit the factory or the museum,
or to attend an event.

An indispensable element of tourism develop-
ment is the tourist infrastructure. Some authors
(see: Lew, 1987) see it as an element of tourist at-
tractions. Tourist infrastructure may also be treated
separately from tourist attractions; then it is the ma-
terial base of tourism and includes accommodation,
catering and auxiliary facilities, as well as para-tour-
ist infrastructure (see: Kaczmarek et al., 2010). The
Audi Forum consists of buildings that may be treat-
ed as tourist infrastructure as well, e.g. catering or
auxiliary (tourist information) facilities.

Important tourism development factors include
the desire to escape from the daily routine (push
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factor) and search for something new outside our
normal environment (pull factor). The motiva-
tions behind tourism decisions are explained by the
search — escape theory (Iso-Ahola, 1982). The urge
to flee from the everyday routine generates the need
for unique experiences. Contemporary societies are
looking for strong emotions, experienced both dur-
ing everyday activities (e.g. shopping) and in occa-
sional situations (see: Schulze, 2005). An economic
response to these needs is the creation of a mar-
ket guaranteeing such experiences. They are offered
as a component of products or services and are an
added value in the experience economy. The experi-
ence economy is a sector of global economy which
has developed on the basis of experience products.
Selling this kind of products (including tourism ex-
perience products) is an important part of contem-
porary economy (Richards, 2001). An experience
may be a product itself, e.g. a concert, a theatri-
cal play, or an element attached to a product, e.g.
when buying a new car, you can visit the factory
which produced it. An experience may be the very
atmosphere surrounding the product - its history,
design and successfulness (Sundbo, Darmer 2008).
For an experience to be meaningful, it should be
personally relevant and include elements of nov-
elty, surprise, learning and engagement (Poulsson,
Kale, 2004). Pine and Gilmore (2011: 36-37) claim
that the experience economy results in the devel-
opment of new types of tourism and mention the
Harley Davidson Museum as an example of an ex-
perience-based tourist product. In the light of the
above mentioned research, the Audi Forum Ingol-
stadt could also be treated as an experience product.

The Audi Forum described here is one of a few
visitors centres of this kind located in Germany.
We can find descriptions of German centres situated
at large car factories, providing service for visitors
and based on the experience economy principles
in the works by Coles (2004, 2008). Hinterhuber
et al. (2001) refer to them as Industrieerlebniswel-
ten — Industry-Experience-Worlds (see also: Pech-
laner et al., 2008). In such centres, the production
process is the basis of the visitors’ unusual experi-
ence. Due to the higher production costs in Ger-
many, compared to the cost of car production in
Asia (e.g. South Korea), German firms try to create
their brand image based on reliability, high standard
and exceptionality of the product. In this way, they

justify the higher prices. However, the quality of
Asian cars has increased considerably, so it is nec-
essary to offer something more. Therefore, the im-
age of many brands today is based not only on the
high quality of the product, but also on the latest
technological solutions, as well as the long and rich
history of German technology. The promotion of
this type of image is conducted by customer service
centres, located at large factories, representing firms
such as Mercedes-Benz, Audi, Volkswagen, Porsche
or BMW. Their strategy is based on offering strong
emotions connected with a given brand, which is
done by building museums, organizing visits to car
factories, creating a possibility to pick up a new car
straight from the factory. As a result, present and
prospective clients become more strongly attached
to a given brand, which makes them loyal to it and
influences their current and future decisions regard-
ing car purchase (Coles, 2008). The Porsche visitors’
centre in Leipzig (Germany) shows that centres of
this type focus on providing service to three main
groups of visitors: clients buying cars of a given
brand (often picking them up directly at the facto-
ry), general visitors and guests at meetings and con-
ferences (see: Coles, 2004).

A recent change in tourism has been the grow-
ing number of innovations, such as creating par-
ticular experiences as a part of tourist products (see:
Milne, Ateljevic, 2001; Stamboulis, Skayannis, 2003;
Williams, Shaw, 2011; Stasiak, 2013). “The product
can be seen as the total experience which comprises
a combination of all the service elements, which the
tourist consumes from the time they leave home to
the time of return” (Encyclopedia of Tourism, Cho,
2002: 145). The authors believe that in this context
the Audi Forum is also a good example of an inno-
vative tourist product based on specific experiences.

2.2. Industrial tourism

The phenomenon described in the article - visit-
ing tourist facilities located at large car factories —
can be ascribed to several types of tourism, one of
which is industrial tourism. It is distinguished on
the basis of the main purpose of tourist travel (see:
Kowalczyk, 2001). It involves tourists visiting places
the basic function of which is not tourism-oriented
(Frew, 2008). Encyclopedia of Tourism (Jafari, 2002)
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defines industrial tourism as “..visits to contempo-
rary industrial sites to see products made, service
delivered and the process and people involved. Us-
ing guided tours, viewing galleries and purpose built
centres, visitors are provided with insights into the
workplace, and companies can reap public relations
benefits. The range of industrial attractions is wide
and sites include factories, mining operations, power
stations, dairies, wineries and theatres” (Robinson,
2002). Derek (2010) claims that industrial tourism
includes visiting former industrial areas (old mines,
factories), technology and industry-related build-
ings (hydrotechnological facilities, old machinery,
mills) and museums. It also involves visiting mod-
ern, functioning production plants. Some authors
define visiting the latter as factory tourism and treat
it as a form of industrial tourism (see: Swarbrokee,
1995; Frew, 2011). According to Soyez (1986: 106),
industrial tourism takes the following forms: job-re-
lated trips, e.g. visiting factories by engineers spe-
cialized in a given field; training trips, e.g. those
made by vocational school students; other trips, e.g.
those made for cognitive purposes.

Industrial tourism is also treated as an element
of other types of tourism, e.g. cultural tourism
(Richards, 1996). In this sense, industry is a part
of human culture. Industrial tourism enables people
to satisfy their curiosity about the past and present
of industry (see: Jedrysiak, 2008, 2011; Mikos Von
Rohrscheidt, 2008; Derek, 2010). Cultural tourism
is often identified with heritage tourism. In both
cases, the motivation to travel is connected with
the tourists’ interest in historically formed cultural
landscape or local customs (Timothy, Boyd, 2003).
The last category includes trips whose aim is to vis-
it industrial heritage sites comprising technology-
and industry-related elements, created in the past
(see: Edwards, 1996; Rudd, 1998; Jansen-Verbeke,
1999; Xie, 2006).

Journeys to visitors centres like the Audi Forum
may also be included in the category of shopping
tourism. However, in this case, it is quite particu-
lar, as it is connected with retailing rather than sim-
ply shopping. As Coles (2004: 379) argues, using
the example of the Porsche visitors’ centre in Leip-
zig, “Tourism can be used to the retailer’s as much
as to the consumer’s advantage, for instance to drive
improvements in turnover, to stimulate long-term re-
lationships with brands and products and to enhance

levels of customer satisfaction with the transactional
experience. Conceptually, retailers are not merely the
passive satisfiers of tourist shoppers’ demand”.

3. Modern car industry
as a tourist attraction

Many authors (Radosevi¢, Rozeik, 2005; Sturgeon et
al., 2008; Pavlinek, Zenka, 2011) agree that contem-
porary car manufacturers are trying to become more
effective and competitive. Due to the rising compe-
tition and globalization of the automotive sector, the
producers are forced to lower the expenses and max-
imize the productivity and flexibility. Several pow-
erful companies in developed countries (such as
Germany, Japan, the U.S.A., South Korea) control
most of the global car markets, though the position
of some developing countries has been increasing
(Lorentzen, Gastrov, 2012). This flexibility, however,
is controlled by the R&D capacities in the core coun-
tries. The concentration of R&D and capital, and the
attempts to improve relationships with stakeholders
at the national, regional and local levels, are the main
reasons why most car companies’ exhibitions are pre-
sented in the core countries (see: Otgaar, 2010).

Europe is where various domestic and global car
producers are in strong competition. Germany it-
self is a home to several autochthonous global car
brands, such as Volkswagen, Audi, Opel, Mercedes-
Benz, BMW or Porsche. Besides, Germany and the
whole central Europe have attracted some Ameri-
can (Ford) and Asian (Hyundai) car manufactur-
ers. In this “narrow” space, facing a rivalry of car
brands increasingly imported from outside Germa-
ny or even Europe, it is vital to support domestic
manufacturers, and car-brand industrial museums
might be an effective marketing tool (Otgaar, 2010;
Coles, 2004). Due to growing international compe-
tition, German car producers develop different in-
novative marketing strategies in order to strengthen
the brand image and increase relations with clients.
One of such strategies is the creation of large visi-
tors centres connected with car factories. The Audi
Forum Ingolstadt described in the article is one of
such facilities.

However, many other tourist sites are based on
the presentation of modern car industry as well.



Waldemar Cudny, Marcel Horiak / Bulletin of Geography. Socio-economic Series / 33 (2016): 23-38 27

They feature automotive industry museums, tour-
ist trails in car factories, centres combining the pro-
duction function (the factory), car testing facilities

(e.g. test tracks) and the tourist function (a muse-
um and tourist trails). Several examples of this type
of centres are listed in Table 1.

Table. 1. Examples of automotive industry museums, tourist trails in car factories.

Museum Location Concern Characteristics
Museo Ferrari Maranel- Maranello (Italy) Fiat Museum, test track
lo and Ferrari factory tours.
The Lamborghini Mu- SantAgata Bolognese Volskwagen Museum
seum (Italy) and factory tours.
The Musée de IAventure Sochaux PSA Museum and Peugeot
Peugeot (France) factory tour.
Honda Collection Hall Motegi Honda Museum and Twin Ring Motegi
(Japan) test track.
Toyota Nagakute-city Toyota Museum.
Automobile Museum (Japan) Motor Corporation
Mercedes-Benz Stuttgart Daimler AG Museum and factory tours.
Museum (Germany)
BMW Museum Munich BMW Visitor centre,
in Munich (Germany) museum and factory tours.
The Autostadt Wolfsburg Volkswagen Visitor centre,
(Germany) museum and factory tours.
Audi Forum Ingolstadt Volkswagen Visitor centre museum
(Germany) and factory tours.
Audi Forum Neckarsulm Volkswagen Visitor centre
(Germany) and factory tours.
Porsche Museum Stuttgart-Zuffenhausen Volkswagen Museum

(Germany)

and factory tours.

Source: Author’s elaboration on the basis of: http://www.autostadt.de/; http://www.bmw-welt.com/de/index.html; http://
world.honda.com/collection-hall/info/index.html; http://www.lamborghini.com/en/home/; http://www.mercedes-benz-clas-
sic.com/content/classic/mpc/mpc_classic_website/en/mpc_home/mbc/home/museum/home.flash.html; http://www.musee-
peugeot.com/en/; http://www.audi.com/com/brand/en/experience/audi_forums0/audi_forum_neckarsulm.html; http://www.

porsche.com/museum/en/; http://www.toyota.co.jp/Museum/english/c01_01.html;; http://museo.ferrari.com/

Based on the product structure presented by
Kotler (1994), Frew (2008: 34) presented the struc-
ture of a tourist product as a part of industrial tour-
ism. It consists of the satisfaction with the fact that
it is possible to see the production process as the
core element of the product attracting the tour-
ists. The remaining elements include a visit to the
production line (the tangible product) and an op-
portunity to purchase the industrial product (the
augmented product).

The structure of the tourist product offered in
the Audi Forum Ingolstadt corresponds to the struc-
ture of the augmented product presented by Frew
(2008). Tourists travel there because they want to see
the factory (the core product) and the production

process. Many of them pick up the cars they have
bought in Ingolstadt, where they also make other
purchases (clothes, gadgets). They may take advan-
tage of other attractions, e.g. attend an event, rent
an Audi car, visit the nearby destinations and stay
at a hotel (a tangible and an augmented product).

4. The Audi Forum Ingolstadt

Audi AG (Audi Aktien Gesellschaft) is a leading
car manufacturer, which controls its worldwide
production (in 12 countries) from its headquarters
in Ingolstadt, Germany. The company is owned by


http://www.audi.com/com/brand/en/experience/audi_forums0/audi_forum_neckarsulm.html
http://www.porsche.com/museum/en/
http://www.porsche.com/museum/en/
http://www.toyota.co.jp/Museum/english/c01_01.html
http://museo.ferrari.com/
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Volkswagen AG, Wolfsburg, which controls 99.55%
of Audi AG (Audi 2013 Annual Report). In 2013,
the global production of Audi reached almost
1.6 million cars, with its Germany-based production
(two Audi car-assemblies) of about 815,000 cars
(http://www.oica.net/). Out of the total Volkswagen
Group output (approximately 9 million passenger
cars of different brands), 18% is the Audi produc-
tion (as of 2013).

Germany is one of the key European car produc-
ers, with over 5.9 million passenger cars produced
in 2013. The Audi production made nearly 16% of
the total passenger car production based in Ger-
many (http://www.oica.net/). In 2013, over 69,000
employees worked for Audi worldwide, most of
them (51,000) in Germany. Audi R&D laboratories
employed over 7,000 people, almost all of whom
worked in Germany (Audi 2013 Annual Report).
In 2013, the Audi Company used 10 car assemblies
all over the world (in some cases the facilities were
shared with other car-makers). Two of them are lo-
cated in Germany (Ingolstadt and Neckarsulm - see
Fig. 1), and the other ones in Hungary, Spain, Bel-
gium, Slovakia, Russia, India, China and Indonesia.

¢Denmark

QO

Nord Sea

N

Niedersachsen

Schleswig -
> Holstein

In 2013, Audi owned seven centres called the
Audi Forum. Apart from Germany, they were lo-
cated in Spain (Madrid), Sweden (Stockholm), the
United States (New York), and Japan (Tokyo). In
Germany, there were three such facilities - in In-
golstadt, Neckarsulm and Munich. However, only
the Audi Forums in Neckarsulm and Ingolstadt are
situated next to Audi factories. The remaining ones
are rather large car showrooms.

The subject of this article is the Audi Forum
based in Ettinger Strasse, Ingolstadt, a town in
Germany, Bavaria (Bayern) (Fig.1). Situated sever-
al dozen kilometers north of Munich, on the Dan-
ube River, the town is currently inhabited by over
120,000 people and is a major economic centre.
It is also an interesting tourist centre, with medi-
eval architecture and a university. The most im-
portant enterprises based in this town include the
Audi AG factory and Media-Saturn Group (Europe’s
largest retail electronics chain). The town is an im-
portant rail junction and lies by the main German
north-south motorway — A9. One of the largest in-
ternational airports in the world is situated near-
by, in Munich.

Mecklemburg -
Vorpommern

Poland
jolfsburg: i
The Netherlands Sf\_, iy e
L Brandenb
vdh J\ Sachsen - p) e
Nordhein - Anhalt
Westfalen {‘f A
Hessen Thiiringen ff%chse
Belgium
Luxembourg Czech Republic
Neckagsulm: Bayern
¢Audi um
France * Stuttgargs Ingolstadt:
MercedesBenz * Audi Forum
and Porsche Munich:
Baden- Museums . e
Wiirttaribes /_’_J BMW Well
AUdi Forasn
Switzerland
Austria
0 100 200 (ki)

Fig. 1. The location of the Audi Forum Ingolstadt against similar fa-

cilities in Germany

Source: Own elaboration
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The Audi Forum Ingolstadt operates at the largest
Audi factory in the world. The company’s head offic-
es and technical development section are also based
there. The factory was founded in 1949 and currently
covers the area of 2,737,500 m?. In 2013, it employed
35,097 workers and produced 576,680 cars in
a wide range of models (Audi 2013 Annual Re-
port, 2013). The facility was built mainly in or-
der to promote Audi, which is widely presented
as a modern company (High Tech industry),
whose products are based on advanced technolo-
gy, which is stressed in the Audi advertising slo-
gan: Vorsprung durch Technik (Advancement through
technology). Moreover, the Audi Forum offers unu-
sual experiences, such as visiting one of the most
modern car factories in the world, the Museum
Mobile devoted to the history of and the technol-

ogy used by the company, or attending various
events. All this, combined with professional service
and well-developed tourist service infrastructure,
makes visiting the Forum an interesting and unique
experience.

The Audi Forum Ingolstadt, opened in December
2000, covers the area of 77,000 m”. Audi has invest-
ed over 105,000,000 Euros in the Forum’s architec-
ture and a wide range of attractions and facilities for
customers, visitors and employees. It is a multifunc-
tional centre, which includes the information pa-
vilion, a car park, a market and a customer centre,
a customer centre and a new car pick up area, cen-
tral reception and a gastronomy building, the Mu-
seum Mobile and the central Place - Piazza (Fig. 2).
The Forum is visited by over 400,000 people annu-
ally, many of whom are tourists.

Reception for factory tours

Market and Customer
Centre

Car park
Piazza

Information
OPaviIon

Ettinger Strasse

Customer Centre
New car pick-up area

Fig. 2. Facilities in the Audi Forum

Source: Own elaboration on the basis of materials from the Audi Forum Ingolstadt

Without a doubt, the centres of this type arise for
marketing reasons. “Marketing is managing profitable
customer relationships. The twofold goal of marketing
is to attract new customers by promising superior val-
ue and to keep and grow current customers by deliv-
ering satisfaction” (Kotler, Armstrong, 2010: 28). One
of important elements of marketing process is pro-
motion. “Promotion means activities that communicate
the merits of the product and persuade target custom-

ers to buy it” (Kotler, Armstrong 2010: 76). According
to the authors cited, promotion includes the following
tools: advertising, personal selling, sales promotion,
public relations. Certainly such centres like the Audi
Forums are communication and promotion platforms
of car companies (see: Coles, 2004, 2008). By invest-
ing in this kind of facilities, companies create strong
emotional relations with their clients. Through such
centres, car producers present themselves as trust-
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worthy enterprises with a long tradition. Compa-
nies may present their highest technical and sports
achievements. Establishing visitors centres is a part
of the so called relationship and experiential market-
ing. The first is a kind of marketing procedure where
firms involve their clients in strong relations. They
offer high standard products, supplemented by indi-
vidualized services. They try to stay in contact with
existing customers as well as to get in touch with pro-
spective ones. Very important issues are the custom-
er satisfaction and personalized approach, as well
as close relations with the customer (see: Gronroos,
1994). Experiential marketing is a kind of develop-
ment of the idea of relationship marketing. Here the
relations with customers are created and strengthened
through pleasure and intensive experiences associat-
ed with the products sold by the company (Coles,
2008). These marketing ideas are represented by the
case-study of the Audi Forum Ingolstadt described
in that article.

The visitors start their visit in the Audi Forum
Ingolstadt by visiting the information pavilion, lo-

cated near the main entrance. It is a place where
the visitors may obtain basic information about
the complex. Close to the pavilion, there is a sur-
face and an underground parking lot for the vis-
itors. This is the first tourist facility which might
be assigned to the category of tourist facilities on
the premises of the Audi Forum (see: Kaczmarek
et al., 2010). One of the main tourist attractions of
the Forum is the Audi Museum Mobile (Fig. 2).
It presents the history of the Audi brand from 1899
till the present day. Next to the museum, there is
a shop selling books, gadgets and souvenirs (Mu-
seum Shop). The museum itself is an oval build-
ing, 22.5m tall, built of glass and steel (Fig. 3), the
admission is paid. The museum is visited starting
from the last, third floor, going downstairs. In 2011,
it was visited by 122,570 people, in 2013 - by about
130,000 and from 2000 to 2011 the total number
of visitors reached over 1.6 million (Table 2). The
Museum Mobile is an element of the Audi Forum
Ingolstadt, guaranteeing the visitors an exceptional
experience of the world of AUDL

Table 2. Visitors and participants to The Audi Forum Ingolstadt by tourist attractions

Facility

No of visitors in 2000-2011

No of visitors in 2011

Museum Mobile
Gastronomy centre
Factory guided tours

Customer center and new car pick up area
Visitors of events — total

Jazz events

1,627,854 122,570

1,603,809 438,005

1,281,658 115,854

car buyers: 686,000 63,000

buyers with accompanying persons: 980,000 120,000
445,727 69,769

After Work Jazz Lounge: 25,253 1,723

Jazz concerts: 24,589 2,119

Source: Author’s compilation, based on the Audi Forum Ingolstadt materials from 2012

Fig. 3. The Museum Mobile building

Source: Author’s photo
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The museum exposition consists of over 50 cars
and 30 motorcycles and bicycles. The museum
showcases the breadth and diversity of the his-
toric brands that played their part in the story
of AUDI AG as it is today — Audi, Horch, DKW,
Wanderer, Auto Union and NSU. The museum
contains permanent exhibitions on levels 3 and 2,
while level 1 is occupied by temporal exhibitions.
At level 0 there is a cinema hall with a semi-cir-

Fig. 4. Paternoster lift

Source: Author’s photo

cular screen. The name “Museum Mobile” derives
from the word “mobility” - the concept presented
by the museum. It includes movable exhibits, e.g.
models of sub-assemblies in cars propelled electri-
cally or manually (by the visitors), special screens
and a cinema where films about Audi vehicles are
shown. The museum also includes a paternoster
lift, presenting 14 cars in continuous movement
(Fig. 4).
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The Museum Mobile should be treated as a tour-
ist attraction (see: Lew, 1987). Museums are impor-
tant factors generating tourist movement. Visiting
such institutions might be seen as part of cultur-
al, heritage or (in terms of car museums) industrial
tourism (see: Soyez, 1986; Richards, 1996; Gawor-
ecki, 2007). However, the latest research describes
the idea of corporate museum. This kind of museum
is organized and run by a corporation in order to
present its history and achievement and create val-
ue added elements to the company’s brand. The ex-
position in such a museum is mainly devoted to the
company’s brand or brands (Pigtkowska, 2014). The
Museum Mobile could be classified as this kind of
museum, however, it could also be included in the
group of science and technology (see: Kirchberg,
1996) or automotive museums (see: Volti, 1995).

Another attraction of the Audi Forum is the mar-
ket and customer center (Fig. 2). The building hosts
an exposition of new Audi models, in the form of
a five-storey glass gallery. There is also an informa-
tion point, Audi Bank, insurance service, confer-

ence facilities and a café. The facility is often used
by actual or potential Audi customers. Here the cus-
tomers of Audi could acquire information about the
offer of the company and the financial and insur-
ance possibilities. Other facilities belonging to the
Audi Forum Ingolstadt include the central reception
and a gastronomy building, as well as a customer
center and a new car pick up area (Fig. 2). The cen-
tral reception is where visitors may obtain materials
and information regarding the whole centre, pick
up reservations, call a customer’s advisor, buy tick-
ets to visit the factory or attend events organized in
the Audi Forum. In the central reception building,
one can find a gastronomic centre, with a self-ser-
vice Market Restaurant for 300 customers. Its ter-
race is opened when the weather is good (Fig. 5).
There is also the fine dining restaurant AVUS and
the Bar & Lounge with the Wine Gallery. The gas-
tronomic facilities are very willingly visited by the
Audi Forum guests — often by tourists visiting the
centre, who want to have a meal there after a long
tour of the Audi Forum (Table 2).

Fig. 5. Central reception and the gastronomy building

Source: Author’s photo

The differentiated and complementary offer of
the Audi Forum is constructed in this way in or-
der to offer the visitors pleasure and intensive ex-
periences associated with the products sold by the

company. This is a part of experiential marketing
strategies used by different car producers in Germa-
ny. We can give here examples of similar, but big-
ger, visitors centres like BMW Welt in Munich or
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Autostadt in Wolfsburg (Coles, 2008). In those cen-
tres we find a similar offer to the one which is avail-
able in the Audi Forum. A very good example is
the Autostadt, which is a large visitor centre run by
Volkswagen close to the biggest factory of this brand
in Wolfsburg. The Autostadt covers an area of 28 ha,
and is visited by over 2,000,000 visitors a year. Ac-
cording to Volkswagen, this location is a commu-
nication platform of the Volkswagen Group. In the
Autostadt the visitors can find eight brand pavilions,
presenting the main brands of Volkswagen Group.
One can also visit the ZeitHaus, which is the larg-
est car museum in the world, with ca. 200 automo-
tive milestones from 50 manufacturers. A feature of
the Autostadt (similar to the Audi Forum) is that
it has a multifunctional offer. Besides car pavilions
and a car museum, we find there a five-star hotel,
thirteen restaurants, driving experiences and differ-
ent cultural and entertainment events (1).

The offer of the Autostadt is also supplemented
by different tours, including factory tours. Another
element of the offer in the centre is a possibility to
pick up a car “straight from the factory”. Customers
can order a Volkswagen car by a local car seller and
pick it up from the factory in Wolfsburg. According
to Volkswagen, ca. 500 new vehicles are delivered
daily to the customers in the Autostadt. This makes
the centre the largest new car delivery centre in the
world. Quite similar to the Autostadt is the BMW
Welt located in Munich (see: Pigtkowska, 2014). The
offer of the Autostadt is a good example of complex
tourism product, typical of industrial tourism (see:
Frew, 2008) but based on experiences and elements
of experience economy (see: Stasiak, 2013).

The Audi Forum in Ingolstadt is also a large de-
livery centre of the Audi brand. Close to the central
reception there is a customer center and a new car
pick-up area (Fig.2), an Audi shop, an independent
cinema and an espresso bar. This zone is often used
by the visitors, who have arrived in Ingolstadt to
pick up their new cars directly at the factory. They
ask for assistance with the formalities (documents,
registration, etc.). During their stay, they may go to
the bar and the restaurants, watch a film at the cin-
ema or buy a gadget at the Audi Shop (brand car
accessories, clothes, key-rings, books etc.). In to-
tal, in 2000 — 2011, customers picked up 686,000
Audi cars in Ingolstadt (in 2011 - 63,000 in 2013
- 64,500). 46% of the customers arrived from des-

tinations situated over 200 km away. The number
of customers and persons accompanying them over
that time exceeded 980,000 (Table 2).

A particular tourist attraction are guided tours
(paid), which are also a part of the Audi Forum
Ingolstadt. They are provided in several languages
and conducted by specially trained employees. One
of the tours is the “Produktion kompakt”, which in-
cludes visiting the production line of the Ingolstadt
factory. The visit includes most of the technologi-
cal cycle, from the moulding process through the
car body assembly to the final assembly. The tours
are extremely popular among the visitors; the total
number of persons choosing them in 2000-2011 ex-
ceeded 1.2 million (Table 2). There are special of-
fers available to families with children aged 6-10,
featuring interactive games which involve design-
ing their own cars, educational games, or simulator
rides (Audi Young and Fun program). The factory
tours are typical elements of the industrial tourism
product. The possibility to see how the products are
made is a unique experience attracting tourist to
such destinations as factories (Frew, 2008).

Another part of the Audi Forum offer are cultural
and entertainment events, like the jazz concerts held
in the Museum Mobile from September to May, or
the After Work Jazz Lounges at the gastronomic cen-
tre, which attract a considerable number of visitors
(see: Table 2). Additionally, the Audi Forum is
the venue of Christmas concerts and other special
events held at the Audi Programmkino (in 2013 it
received about 20,000 visitors). Here we can make
another comparison with the Autostadt mentioned
before, where several large events are organized
during the year. One of most important is the Mov-
imentos, a large cultural festival with dance, con-
certs and workshops. This event was attended by ca.
30,000 visitors in 2014. The reasons why companies
such as Audi or Volkswagen supplement their vis-
itor centres with cultural and entertainment func-
tions might be explained with reference to the idea
of the cultural turn and cultural industries. Last
decades brought the so called cultural turn in de-
veloped societies. In economy, the cultural turn
brought about, among other things, the shift from
material to symbolic consumption (see: Ray, Say-
er, 1999). Cultural goods became important prod-
ucts which could be sold on market, or could be
used as a value added to other products. This led
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to the creation of cultural economy and cultural in-
dustries (see: Power, Scott, 2004). The cultural func-
tion in the Audi Forum Ingolstadt is used in order
to diversified the offer and adjust it to the needs of
contemporary consumers. The culture is also a mar-
keting tool; thus, its use strengthens the image of
the Audi brand. Through developing the cultural
function, different companies create the image of
themselves as patrons of culture, which is positive-
ly perceived by the customers (Piskunova, Staros-
tova, 2015).

The events held in the Audi Forum include
meetings with renowned specialists in the field of
sport, politics and economy (Audi.torium). Moreo-
ver, once a year, car models auctions and old cars
conventions (Donau Classic) are organized. The lat-

ter are meetings of automotive industry fans, driv-
ing in a 500 km long race of vintage cars across
southern Germany. In the summer (in 2013 the
convention was held on 20-22™ June), the partici-
pants of the race meet on the Audi Forum Piazza,
were it is possible to admire old cars from all over
the world (Fig. 6). The total number of visitors at-
tending the events in 2000-2011 exceeded 445,000
(Table 2).

Another tourist attraction is the Audi driving ex-
perience. These are specially prepared trips in rent-
ed cars, which always begin and finish in the Audi
Forum. The offer includes one-day tours of the fac-
tory and the town of Ingolstadt, as well as longer
trips including a range of attractions and accom-
modation at hotels in the whole region.

Source: Author’s photo

5. Conclusions

Nowadays, tourism is important for the society and
economy on the local, national and global scale
(Gaworecki, 2007). This significance lies in its mul-
ti-dimensionality, which shows in the large variety
of tourism types, depending on the tourists’ mo-
tivations (Gaworecki, 2007). One of these types is

Fig. 6. Donau Classic 2013 in the Audi Forum Piazza

industrial tourism, sometimes treated as a part of
other types, but more and more often considered
to be a separate type (Soyez, 1986; Frew, 2008). An
increasingly important element of tourism is the
unique experience, which is a part of many tourist
products offered as a part of experience economy
(Richards, 2001; Pine, Gilmore, 2011).

On the basis of the analysis presented in this
article, the research question presented in the in-



Waldemar Cudny, Marcel Horiak / Bulletin of Geography. Socio-economic Series / 33 (2016): 23-38 35

troduction should be answered positively. The cus-
tomer service centres, located at large car factories
certainly are tourist attractions and a tourist prod-
ucts as a result of the implementation of innova-
tive marketing strategies by automobile companies.
Tourist products have been appreciated in the car
industry, which despite many problems is still one
of the most important and most modern industries,
influencing global technological progress (Sturgeon
et al., 2009). Large car companies have noticed
that the tourist function can be used to promote
their products and build a positive company image
(Otgaar, 2010). This strategy is based, among oth-
er things, on the idea of relationship (see: Gron-
roos, 1994) and experiential marketing (see: Coles,
2008). Examples of combining the industrial and
the tourist functions are found in many car facto-
ries all over the world. Recent years have brought a
dynamic development of such activity in Germany
(see: Coles, 2008, 2008; Williams, 2009). A major
facility combining the two functions is the Audi Fo-
rum Ingolstadt. This multi-functional centre attracts
tourists; it also includes elements of tourist infra-
structure. The Forum is a place where new cars are
picked up (see: Table 2). The market and custom-
er center, as well as the customer center and a new
car pick up area, first of all serve the visitors arriv-
ing in order to become acquainted with the AUDI
offer, possibly buy a car, or pick up the vehicle they
ordered earlier. One of the most important parts of
the Forum is the Museum Mobile, visited by over
120,000 tourists annually. This multimedia muse-
um presents modern technologies, which promote
the Audi brand. Other important elements are fac-
tory tours (over 115,000 participants a year) and
events (over 69,000 participants a year). All these
tourist assets are supported by gastronomic infra-
structure and additional facilities. The tourist offer
of the Audi Forum creates a specific tourist product,
whose structure corresponds to a typical industrial
tourism product (see: Frew, 2008), offering trips to
the town and region, using local assets and tourist
infrastructure. The main aim of building the Audi
Forum was to create a facility which would promote
the Audi brand by giving an opportunity to discov-
er the history of the company and its technological
achievements. As a result, the brand brings positive
associations with tradition, but also with moderni-
ty, high technology and quality of products, as well

as safety, which has a strong impact on the visitors.
They become strongly attached to the brand, which
determines their current and future consumer be-
haviour. This marketing strategy resembles the one
described by Coles (2004, 2008) with reference to
the Porsche brand.

An important element of the Audi Forum tourist
product is experience. Seeing a modern car factory,
discovering the history of the company and its tech-
nological development, participating in events such
as car conventions, concerts or Audi.torium meet-
ings guarantee unusual experiences. From this point
of view, the tourist product of the Audi Forum is
an element of experience economy (see: Pine, Gil-
more, 2011; Stasiak, 2013). The centre is an example
of Industry-Experience-Worlds, described by Hin-
terhuber et al. (2001) and Pechlaner at al. (2008).
Those experiences are a part of the brand promo-
tion strategy mentioned before, offering interesting
and unique sensations to its fans and customers.
As shown in the analysis above, the Audi Forum
Ingolstadt is an example of multifunctional tourism
product, representing industrial tourism.

Note

(1) Information acquired during the author’s inter-
view with Tobias Riepe Press Speaker of the
Autostadt GmbH.

Acknowledgment

The authors are grateful to the Audi AG compa-
ny and the Audi Forum Ingolstadt employees, and
especially the company spokesman, Thomas Tacke,
for their assistance.

References

Audi 2012 Annual Report, 2013: Audi AG, Ingolstadt.
Audi 2013 Annual Report, 2013: Audi AG, Ingolstadt.



36 Waldemar Cudny, Marcel Horiak / Bulletin of Geography. Socio-economic Series / 33 (2016): 23-38

Bramwell, B. and Lane, B., 1993: Sustainable Tourism:
An Evolving Global Approach. In: Journal of Sustain-
able Tourism, Vol. 1(1), pp. 1-5. DOL http://dx.doi.
0rg/10.1080/09669589309450696

Cho, B.H., 2002: Destination. In: Jafari, J. editor, Ency-
clopedia of Tourism, London-New York: Routledge,
pp. 144-145.

Coles, T.E., 2004: Tourism and retail transactions: les-
sons from the Porsche experience. In: Journal of Vaca-
tion Marketing, Vol. 10(4), pp. 378-389. DOI: http://
dx.doi.org/10.1177/135676670401000408

Coles, T.E., 2008: International car manufactures, brand-
scapes and tourism: engineering the experience
economy. In: Coles, T.E. and Hall, C.M. editors, Inter-
national Business and Tourism: Global Issues, Contem-
porary Interactions, London: Routledge, pp. 238-255.

Derek, M., 2010: Turystyka przemystowa jako forma tu-
rystyki zréwnowazonej (Industrial tourism as a form
of sustainable tourism - in Polish). In: Mlynarczyk,
Z., Potocka, I. and Zjadacz, A. editors, Uwarunkowa-
nia i plany rozwoju turystyki, Poznan: Bogucki Wy-
dawnictwo Naukowe, Vol. 6, pp. 31-42.

Edwards, A.J., 1996: Mines and quarries: Industri-
al heritage tourism. In: Annals of Tourism Re-
search, Vol. 23(2), pp. 341-363. DOL: http://dx.doi.
org/10.1016/0160-7383(95)00067-4

Frew, E.A., 2008: Industrial Tourism Theory and Imple-
mented Strategies. In: Woodside, A. G. editor, Ad-
vances in Culture, Tourism and Hospitality Research
Volume 2 Bingley: Emerald Group Publishing Lim-
ited, pp. 27-42.

Frew, E. A., 2011: Transforming Mines into Tourist At-
tractions: Conceptual and Practical Considerations.
In: Conlin, M. and Jolliffe, L. editors, Mining Her-
itage and Tourism: A Global Synthesis, Oxon: Rout-
ledge, pp. 72-83

Gaworecki, W.W., 2007: Turystyka (Tourism - in Pol-
ish), Warszawa: Polskie Wydawnictwo Ekonomiczne.

Gronroos, C., 1994: From Marketing Mix to Relation-
ship Marketing: Towards a Paradigm Shift in Market-
ing. In: Management Decision, Vol. 32(2), pp. 4-20.
http://dx.doi.org/10.1108/00251749410054774

Hall, C.M., 2005: Reconsidering the Geography of Tour-
ism and Contemporary Mobility. In: Geographical Re-
search, Vol. 43(2), pp. 125-139. DOI: http://dx.doi.
org/10.1111/j.1745-5871.2005.00308.x

Hinterhuber, H.H., Pechlaner, H. and Matzler, K., 2001:
Industrieerlebniswelten — Von Standort zur Destina-
tion (Industrial Adventure Worlds — From Location

to Destination - in German), Berlin: Erich Schmid
Verlag: Berlin.

Iso-Ahola, S.E., 1982: Towards a social psychological
theory of tourism motivation. In: Annals of Tourism
Research, Vol. 9(2), pp. 256-262. DOI: http://dx.doi.
org/10.1016/0160-7383(82)90049-4

Jedrysiak, T., 2008: Turystyka kulturowa (Cultural tour-
ism - in Polish), Warszawa: Polskie Wydawnictwo
Ekonomiczne.

Jedrysiak, T., 2011: Turystyka kulturowa w obiektach po-
przemystowych - zagadnienia ogélne (Cultural tour-
ism in postindustrial objects — general issues - in
Polish). In: Turystyka Kulturowa, Vol. 6, pp. 17-34.
Available at: http://www.turystykakulturowa.org/,
DoA: 20.10.2013.

Jonsen-Verbeke, M., 1999: Industrial heritage: A nex-
us for sustainable tourism development. In: Tourism
Geographies, Vol. 1(1), pp. 70-85. DOI: http://dx.doi.
org/10.1080/14616689908721295

Jiirgens, U. and Krzywdzinski, M., 2009: Changing
east-west division of labour in the European auto-
motive industry. In: European Urban and Region-
al Studies, Vol. 16 (1), pp. 27-42. DOL: http://dx.doi.
org/10.1177/0969776408098931

Kaczmarek, J., Stasiak, A. and Wlodarczyk, W., 2010:
Produkt turystyczny. Pomysl, organizacja, zarzadza-
nie (Tourist product. The idea, organization, manage-
ment - in Polish), Warszawa: Polskie Wydawnictwo
Ekonomiczne.

Kirchberg, V., 1996: Museum visitors and non-visitors in
Germany: A representative survey. In: Poetics, Vol. 24,
pp. 239-258.

Kotler, P., 1994: Marketing Management: Analysis, Plan-
ning, and Control, New Jersey: Prentice-Hall.

Kotler, P. and Armstrong, G., 2010: Principles of Mar-
keting, London: Pearson Education.

Kowalczyk, A., 2001: Geografia turyzmu (Tourism ge-
ography - in Polish), Warszawa: Wydawnictwo Nau-
kowe PWN.

Lew, A.A., 1987: A Framework of Tourist Attraction
Research. In: Annals of Tourism Research, Vol. 14,
pp. 553-575. DOI: http://dx.doi.org/10.1016/0160-
7383(87)90071-5

Lorentzen, J. and Gastrow, M., 2012: Multinational
strategies, local human capital, and global innova-
tion networks in the automotive industry: case stud-
ies from Germany and South Africa. In: Innovation
and Development, Vol. 2(2), pp. 265-284. DOL: http://
dx.doi.org/10.1080/2157930X.2012.713197


http://dx.doi.org/10.1080/09669589309450696
http://dx.doi.org/10.1080/09669589309450696
http://dx.doi.org/10.1177/135676670401000408
http://dx.doi.org/10.1177/135676670401000408
http://dx.doi.org/10.1016/0160-7383(95)00067-4
http://dx.doi.org/10.1016/0160-7383(95)00067-4
http://dx.doi.org/10.1108/00251749410054774
http://dx.doi.org/10.1111/j.1745-5871.2005.00308.x
http://dx.doi.org/10.1111/j.1745-5871.2005.00308.x

Waldemar Cudny, Marcel Horiak / Bulletin of Geography. Socio-economic Series / 33 (2016): 23-38 37

Mikos Von Rohrscheidt, A., 2008: Turystyka kulturowa.
Fenomen, potencjal, perspektywy (Cultural tourism.
The phenomenon, potential, perspectives — in Polish),
Gniezno: GWSHM Milenium.

Milne, S. and Ateljevic, I., 2001: Tourism, eco-
nomic development and the global-local nexus:
theory embracing complexity. In: Tourism Geogra-
phies, Vol. 3(4), pp. 369-393. DOI: http://dx.doi.
org/10.1080/146166800110070478

Nag, B., Banerjee, S. and Chatterjee, R., 2007: Chang-
ing features of the automobile industry in Asia: Com-
parison of production, trade and market structure in
selected countries, Asia-Pacific Research and Train-
ing Network on Trade working paper Series, No. 37,
Bangkok: ESCAP.

Otgaar, A., 2010: Industrial Tourism. Where the Public
Meets the Private, Rotterdam: Erasmus Research In-
stitute of Management.

Pavlinek, P. and Zenka, J., 2010: The 2008-2009 auto-
motive industry crisis and regional unemployment
in Central Europe. In: Cambridge Journal of Re-
gions, Economy and Society, Vol. 3 (3), pp. 349-365.
DOI: http://dx.doi.org/10.1093/cjres/rsq026

Pavlinek, P. and Zenka, J., 2011: Upgrading in the au-
tomotive industry: firm-level evidence from Cen-
tral Europe. In: Journal of Economic Geography, Vol.
11(3), pp. 559-586. DOI: http://dx.doi.org/10.1093/
jeg/lbq023

Pechlaner, H., Hammann, E.M. and Fischer, E., 2008:
Industrie und Tourismus: innovatives Standortman-
agement fiir Produkte und Dienstleistungen (Industry
and Tourism: innovative site management for prod-
ucts and services — in German), Berlin: ESV-Verlag.

Pigtkowska, K., 2014: The Corporate Museum: A New
Type of Museum Created as a Component of Com-
pany Marketing. In: The International Journal of the
Inclusive Museum, Vol. 6(2), pp. 29-37.

Pine, J. and Gilmore, J., 2011: The experience economy;,
Boston: Harvard Business Review Press.

Piskunova, L. and Starostova, L., 2015: Art in a sys-
tem of social marketing: The experience of com-
munication of Russian companies with society. In:
International Journal of Business Performance Man-
agement, Vol. 16(4), pp. 407-420. DOL: http://dx.doi.
org/10.1504/1JBPM.2015.072237

Poulsson, S.H.G. and Kale, S.H., 2004: The experience
economy and commercial experiences. In: The Mar-
keting Review, 4(3), pp. 267-277. DOI: http://dx.doi.

0rg/10.1362/1469347042223445

Power, D. and Scott, A., 2004: A prelude to cultural in-
dustries and the production of culture. In: Power, D.
and Scott, A. editors, The cultural industries and the
production of culture, London and New York: Rout-
ledge, pp. 3-15.

Presseinformationen Audi Forum Ingolstadt (Press infor-
mation Audi Forum Ingolstadt — in German) (2012),
Audi Forum, Ingolstadt.

Radosevi¢, S. and Rozeik, A., 2005: Foreign direct in-
vestment and restructuring in automotive industry
in central and east Europe. In: SSEES Working Paper,
Vol. 53, pp. 1-41.

Ray, L. and Sayer, A., 1999: Introduction. In: Ray, L. and
Sayer, A. editors, Culture and Economy After the Cul-
tural Turn, London: Sage, pp. 1-24.

Richards, G., 1996: The scope and significance of cultur-
al tourism. In: Richards, G. editor, Cultural Tourism
in Europe, Wallingford: CABI, pp. 21-38.

Richards, G., 2001: The experience industry and the cre-
ation of attractions. In: Richards, G. editor, Cultural
Attractions and European Tourism, London: CAB In-
ternational, pp. 55-69.

Robinson, M., 2002: Tourism industry. In: Jafari, J. ed-
itor, Encyclopedia of Tourism, London-New York:
Routledge, p. 305.

Rudd, M.A,, 1998: Industrial heritage tourism at the
Bingham Canyon Copper Mine. In: Journal of Trav-
el Research, 36(3), pp. 85-89. DOL http://dx.doi.
org/10.1177/004728759803600310

Schulze, G., 2005: Die Erlebnisgesellschaft: Kultursoziol-
ogie der Gegenwart (The experience society : Cultural
Sociology of the presence - in German), Frankfurt/
Main, Campus Verlag GMBH.

Soyez, D., 1986: Industrietourismus (Industrial tourism
- in German). In: Erdkunde, Vol. 40(2), pp. 105-111.
DOI: http://dx.doi.org/10.3112/erdkunde.1986.02.03

Stamboulis, Y. and Skayannis, P., 2003: Innovation strat-
egies and technology for experience-based tourism.
In: Tourism Management, Vol. 24(1), pp. 35-43. DOL:
http://dx.doi.org/10.1016/S0261-5177(02)00047-X

Stasiak, A., 2013: Tourist product in experience econo-
my. In: Tourism, 23, 1, pp. 27-35.

Sturgeon, T.J., Van Biesebroeck, J. and Gerefli, G., 2008:
Value chains, networks and clusters: reframing the global
automotive industry. In: Journal of Economic Geography,
Vol. 8(3), pp. 297-321. DOL http://dx.doi.org/10.1093/
jeg/1bn007

Sturgeon, T.J., Memedovic, O., Biesebroeck, J. V. and
Gerefhi, G., 2009: Globalisation of the automotive in-


http://dx.doi.org/10.1362/1469347042223445
http://dx.doi.org/10.1362/1469347042223445
http://dx.doi.org/10.1177/004728759803600310
http://dx.doi.org/10.1177/004728759803600310
http://dx.doi.org/10.3112/erdkunde.1986.02.03
http://dx.doi.org/10.1016/S0261-5177(02)00047-X
http://dx.doi.org/10.1093/jeg/lbn007 
http://dx.doi.org/10.1093/jeg/lbn007 

38 Waldemar Cudny, Marcel Horiak / Bulletin of Geography. Socio-economic Series / 33 (2016): 23-38

dustry: main features and trends, International Jour-
nal of Technological Learning. In: Innovation and
Development, Vol. 2, pp. 7-24

Sundbo, J. and Darmer, P., 2008: Introduction to expe-
rience creation. In: Sundbo, J. and Darmer, P. editors,
Creating experiences in the experience economy, Ghel-
tenham: Edward Elgar Publishing Limited, pp. 1-12.

Swarbrokee, J., 2009: The development and management
of visitor attractions, Oxford: Butterworth Heine-
mann.

Timothy, D.J. and Boyd, S.W., 2003: Heritage tourism,
Harlow: Prentice Hall.

Williams, S., 2009: Touring the Temples of German
Automaking. In: New York Times online, Availa-
ble at: http://www.nytimes.com/2010/01/03/automo-
biles/03museums.html?pagewanted=all&_r=0, DoA:
01 September 2014.

Williams, AM, Shaw, G., 2011: Internationalization
and innovation in tourism. In: Annals of Tourism
Research, Vol. 38(1), pp. 27-51. DOI: http://dx.doi.
org/10.1016/j.annals.2010.09.006

Xie, P.F., 2006: Developing industrial heritage tourism:
A case study of the proposed jeep museum in Toledo,
Ohio. In: Tourism Management, Vol. 27(6), pp. 1321-1330.
DOI http://dx.doi.org/10.1016/j.tourman.2005.06.010

© 2016 Nicolaus Copernicus University. All rights reserved.

Volkswagen 2013 Annual Report, Wolfsburg: Volkwagen
Aktiengesellschaft Finanzpublizitt.

Volti, R., 1995: The Petersen Automotive Museum. In:
Technology and Culture, Vol. 36(3), pp. 646-650.
http://www.audi.com/com/brand/en/experience/audi_fo-

rums0/audi_forum_neckarsulm.html, DoA: 01.09.
2014.
http://www.bmw-welt.com/de/index.html, DoA: 01.10.
2014.
http://world.honda.com/collection-zhall/info/index.html
DoA: 01.10.2014.
http://www.lamborghini.com/en/home/, DoA: 01.10. 2014.
http://www.mercedes-benz-classic.com/content/classic/
mpc/mpc_classic_website/en/mpc_home/mbc/home/
museum/home.flash.html, DoA: 01. 10. 2014.
http://museo.ferrari.com/, DoA: 01. 10. 2014.
http://www.museepeugeot.com/en/, DoA: 01. 11. 2014.
http://www.oica.net/, DoA: 01. 10. 2014.
http://www.porsche.com/museum/en/, DoA: 01. 11.2014.
http://www.toyota.co.jp/Museum/english/c01_01.html,
DoA: 01. 11.2014
http://www.volkswagen.de/de/erleben/Werkbesichtigung.
html, DoA: 01. 11.2014


http://www.museepeugeot.com/en/

