


Agenda

1. Opening
2. Strategy Update & Outlook | Annika Grünig

3. City Campaign 2021 | Oliver Nyffeler

4. Deep Dive: Segment City Breaker & Culture Traveller
5. City-Hotel Push

§ Signature Experience 

§ Offer marketing

6. General Inputs & Conclusion
7. Q & A
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City-Breakers as an opportunity 
for the city hotel.
Webinar City Marketing, 25. February 2021
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Rules of the game.

4

1. Questions can be asked in the Q&A box, they will be answered at the end

2. If there is not enough time to answer all the questions, we will reply in writing after the 
session

3. The session will be recorded and can be rewatched shortly after the presentation on 
www.stnet.ch/city-push

http://www.stnet.ch/hotelmarketingtag


Strategy Update & Outlook 2021.

Annika Grünig
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What lies behind?

Key Figures 2020
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Overnight figures 2020:

Gesamt / total: - 40 %
Schweiz / Suisse: -9 %
D / F: - 40 %
Restliches Europa / reste de l’Europe: -57 %

Americas: -83 %
Asia, GCC, AUS / NZ: bis zu / jusqu’à -93 %



Neighbouring Countries Comparison:

Switzerland: - 40%
Austria: - 48%
Germany: - 45% (Jan. – Nov..)
Italy: - 55% (Jan. – Oct.)
France: - 48% (Jan. – Sept.)
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Development of overnight stays by origin of 
guests.

10Bundesamt für Statistik: Jahresmedienkonferenz 19.02.2021



Development of overnight stays by ST zones* 
*Geographical zones defined by Switzerland Tourism

Bundesamt für Statistik: Jahresmedienkonferenz 19.02.2021



Development of net room occupancy.

Bundesamt für Statistik: Jahresmedienkonferenz 19.02.2021



What lies ahead?

Market Indicator System.



When do the markets travel again?
Use the Market Information System (MIS).
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More information under: https://www.stnet.ch/indicators

https://www.stnet.ch/indicators


Dashboard.

Stand/état au: 15.02.21



Search for Hotels.

Source: Google Trends, compared to 2019, excluding: -corona -coronavirus -virus -cancel -cancelled -refund -collapse -change, Status 05.02.2021



Bookings to Europe.

Source: Triptease, direct hotel bookings, Status 31.01.2021 



Vaccination doses adminstered per population %

§ Vaccination is an important factor for 
the recovery time of each market

§ Travel restrictions for non-
vaccinated could apply in future
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Recovery travel intensity.

Quelle / Source: Estimation Switzerland Tourism, 16.02.2021



Recovery 2021 – 17.9 Mio. CHF. 

Stand / état au 15.2.21

Bund / Confédération 2021: 13.5 Mio.
Mittel / fonds ST: 2.5 Mio.
Übertrag von / report 2020: 1.9 Mio.

Recovery Budget 2021: 17.9 Mio.



City Campaign 2021. 

Oliver Nyffeler.
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Campaign overview.
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33

Gastro- 
nomie

I need Switzerland.

Our Nature Energises You.
Brand core

Brand

Accommodation 
and gastronomy

Summer Autumn Winter Cities Meetings

Communication 
platform

Campaigns 

Visitor segments

Cross-themed  
segments

Nature Lover

Outdoor Enthusiast

Attractions Tourer

Nature Lover

Attractions Tourer

Snow Lover

Snow Sports  
Enthusiast

City Breaker

Culture Traveller

Attractions Tourer

Incentive Planner

Congress Organizer

Meeting Planner

Design  
&  

Lifestyle 
Hotels  

Inspiring 
Meeting 
Hotels  

Spa  
&  

Vitality   
hotels

Swiss  
Bike  

Hotels

Swiss 
Deluxe 
Hotels  

Swiss  
family  

hotels & 
lodgings

Swiss  
Historic 
Hotels  

Typically 
Swiss 
Hotels  

Supple-
mentary 
accomo-

dation

Gastro-
nomy   

Luxury TravellersFamilies Health Travellers

The Switzerland brand  
as a campaign structure.

I need Switzerland – all year round. The five campaigns each  
communicate the brand promise “Our Nature Energises You” in 

an individual way. In addition to the main seasons, additional  
content for autumn, cities and meetings will address other clearly 
defined visitor segments. The campaigns will be supplemented  
by cross-thematic accommodation and gastronomy marketing.

Campaigns



A quick look back...



City Swap – Coop Zeitung.
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§ Marketing activity
We inspire and motivate the Swiss population 
to visit a City in another language area for 
48 hours (City Swap) - with a 12 pages special 
in the Coop newspaper.

§ Date / duration
Release date: Tuesday, 4th August 2020.
Bookable until end of year.

§ Goals / KPIs
2.7 Mio copies, up to 3.4 Mio readers.
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Summer in the City Landingpage.

Link to the Campaign Landingpage: here

https://www.myswitzerland.com/en-ch/experiences/cities-culture/citytrips/i-need-summer-in-the-city/


Performance Push.

29

§ Marketing activity
Four-page Magazine-inlay containing specific offers for 
every City, bookable throughout STC. As well as a push 
online and on social media within the Cities campaign.

§ Date / duration
Launch / Online: October 2020.
Distribution print: 300’000 (D&F).



...and one ahead.



Cities Marketingaktivitäten 2021 – Vision.
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2021 IS THE YEAR OF THE CITIES.

Never before did so many city partners sign up for the ST Cities campaign as for the current year. Switzerland 
Tourism will put more resources and budget into the Cities marketing activities in 2021 than ever before. Thanks to 
bundled and centralised marketing activities, the cities will receive the necessary attention. And ST will generate 

overnight stays through attractive products and offers.



Cities Partner 2021.

§ A-Partner 
§ Basel, Bern, Genf, Lausanne, Lugano, Luzern, St. Gallen, Winterthur, Zürich

§ B-Partner 
§ Baden, Bellinzona, Biel, Chur, Fribourg, Thun, La Chaux-de-Fonds, 

Locarno, Montreux, Neuchâtel, Olten, Rheinfelden, Schaffhausen, 
Solothurn, Zug 

§ Further Partner
§ Art Museums of Switzerland, Swiss Top Events
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Marketing Activities – 3 Peaks.

The city marketing activities 2021 will be bundled and smartly distributed over the whole year. In addition to 
permanent “basic noise”, the city activities are concentrated on three main peaks.
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Basic noise: Collaborations (e.g. GuideMe, Digital Swiss 5 etc.), monthly Social Media Booster, 
20min Collaboration ("Weekend Trips"), Media work and other activities. 

Feb Apr July Aug Sep Oct Nov DecJan Mar May June

Spring
The cities conquer spring - the 
perfect season for a city break. 
With a focus on inspiration, we 
generate media attention and 

launch a content hub focussing 
on "I need spring. I need 

Switzerland".

Summer
With a "Hero Item" under the 

headline "Big City Life", the cities 
are making big noise and 
attracting attention in the 

neighbouring markets. This is 
complemented by content from 

the partner as well as the 
Swisstainable campaign.

Autumn
Art and culture in connection 
with the cities is the autumn 

focus. The marketing power of 
the Art Museums of Switzerland 
will be smartly bundled with the 

ST resources and together a 
major art and culture campaign 

will be created.



We need
city trips. 

We need 
Switzerland.



Deep Dive: Segment City Breaker & 
Culture Traveller.

Oliver Weibel
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Segments of Switzerland Tourism.
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City Breaker.





City Breaker.
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City Breaker.
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City Breaker.
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City Breaker.
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City Breaker.
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City Breaker – Top 5 Travel Reasons

Top 5 Travel Reasons for City Breaker
City Experience
Relaxation
Quiet
Panorama
Special Nature Experience
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Mountain Day Tripps



Culture Traveller.





Culture Traveller.
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Culture Traveller.
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Culture Traveller.
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Cultur Traveller.
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Culture Traveller.
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Culture Traveler - Top 5 Travel Reasons.

Top 5 Travel Reasons Culture Traveler
Historical Experience
City Experience
Art
Quiet
Cultural Event
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City-Hotel Push.

Oliver Weibel
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Customer Journey.

61

Awareness Attraction Confidence Commitment Advocacy

Branding Performance Loyalty

City Campaign

Inspirational Signature Experiences

Hotel Sales / Offer Marketing



Signature Experience as a lead.

§ Insight:
§ Hotels are not a reason for city travellers

to travel (focus on city choice)
§ Hotel as an oasis within the city trip

§ Extraordinary experiences as a hotel
USP:
§ Roof-top bars for high-flyers
§ Water experiences for sun seekers
§ Wellness area for those seeking relaxation Dolder 

Grand

Hotel 
Storchen

Hotel 
Alex

62

Hotel recommendations Zurich:



Signature Experiences.



Examples Signature Experience.
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Signature
Experience

City 
Experience

Art

Special 
Nature 

Experience

Historical 
Experience

Cultural 
Event

Relaxation

Quiet

Panorama

City 
Experience Panorama

Quiet

Relaxation

Special 
Nature 

Experience
City 

Experience



Examples Signature Experience.
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Art Park Hyatt Zurich

Art is omnipresent in this contemporary hotel. 
Original works by Sol LeWitt, Heinz Mack, Serge 

Poliakoff, Ossip Zadkine, Günther Uecker and 
many others adorn the rooms. An installation by 
Swiss artist Martina Vontobel entitled “Network” 

forms the heart of the house.

(max. 500 signs) 



City 
Experience

Examples Signature Experience.
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Wir brauchen  
Städteoasen.

Wir brauchen 
Schweiz.
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Jetzt die nächste Städtereise planen und inspirative Hotels entdecken. 
MySwitzerland.com/cities

136_21d_01_ins_hotel_via_215x290.indd   1136_21d_01_ins_hotel_via_215x290.indd   1 25.02.21   09:4425.02.21   09:44



Offers.



Sales for Hotels (1/2).

§ Offers with an attractive price and relevant added value in the form of the
Signature Experience
§ City Breaker: Kitchen Safari, Cocktail Course, Exploration Tour (Bike Rental / Tour)
§ Culture Traveller: Museum entrance fee, guided tour of the architecture of the hotel

§ Performance Pilot with tracking of direct booking
§ Connection of hotel booking engines to analytics with external support
§ Better tracking across the entire customer journey as well as understanding the impact of

ST's offer marketing.
§ Target: 50 hotels can be tracked until booking
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Sales for Hotels(2/2).

§ Direct bookings on your Engine
§ No-Commission
§ Choose your added values

71

City Hotels offers….



General Inputs &  Conclusion.

Oliver Weibel
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Check-In.



Live your concept.



Location, location, location.



Ergebnisse für den Touring Gast.
Strukturdaten.
The touring guest as an opportunity.



Take Home – To Do’s

§ Signature Experience
§ Stnet.ch/city-push

§ 2 Offers
§ City Breaker
§ Culture Traveller
§ Direct Booking links on your website

12th March 2021 – hand in the information
Start of campaign mid. April

§ For tracking – we will contact the hotels directly
83



Danke. Merci. Grazie. Grazia.




