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Rediscover Winterthur with your family. 
A bike ride through the old town to the new Technorama Outdoors.
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How we missed them – our international  
visitors! But fortunately the Swiss people have 
been rediscovering their own country for 
themselves. And they’re totally obsessed! This 
obsession is something we want to maintain  
and strengthen.

And we will put all of the energy we gain from 
our Swiss guests into winning back our inter-
national visitors. With our brand ambassador 
Roger Federer, our Swisstainable programme 
and our even broader market organisation, we 
are ideally equipped to do so.

We will work together with the industry to 
reignite this crazy obsession among visitors 
from all around the world!

Martin Nydegger  
CEO Switzerland Tourism

Welcome back!
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Environment

Making up almost 5% of foreign trade, tourism is Switzerland’s fifth  
most important export sector. Covid-19 has impacted the sector  

particularly harshly. The recovery will take some time and will continue  
to have an effect on the mix of guests over the next few years as well. 

Breakdown of guests by country of origin in 2019 
International visitors accounted for around 55% of the 39.6 million hotel overnight stays in 2019,  
a record year. The following graphic shows the breakdown of overnight stays in the most important  
markets of Switzerland Tourism (ST).

Change in guest mix 
The guest mix has changed a lot due to the pandemic. The following chart provides a visual  
representation of how we expect the mix to develop over the next few years. 

ST’s estimate, based on data from  
the Swiss Economic Institute at  
the ETH Zurich (KOF) and Oxford 
Economics, November 2021

45% 
Domestic  
market

24% 
Long-haul  
markets

31% 
Short-haul  
markets

Outlook distribution of the markets
Hotel overnight stays (in per cent)

Domestic market Short-haul markets Long-haul markets

45% 31% 24%2019

2020

2021

2022

1000

Per cent

69% 25% 6%

20 40 60 80

70% 25% 5%

54% 32% 14%

 1. Switzerland (45.3%)

 2. Germany (9.9%)
 3. USA (6.3%)
 4. Greater China (4.7%)
 5.  United Kingdom (4.1%)
 6. Benelux (3.5%)
 7. France (3.2%)
 8. Gulf States (2.2%)
 9. Italy (2.2%)
 10. India (2.0%)
 11. South-East Asia (1.5%)
 12.  Nordic countries 

(1.2%)

 13. Spain (1.2%)
 14. Korea (1.1%)
 15. AUS/NZ (1.0%)
 16. Japan (1.0%)
 17. Austria (1.0%)
 18. Russia (0.9%)
 19. Canada (0.7%)
 20. Brazil (0.6%)
 21. Poland (0.5%)
22. Portugal (0.3%)
 23. Czech Republic (0.3%)
       Others (5.6%)

A time of change for  
Swiss tourism.

Swiss Federal Statistical Office (FSO) 2019
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Covid-19 market 
indicator system
Using its specially de-
veloped market indicator 
system, ST is closely mo-
nitoring economic trends 
and signs of recovery in 
the markets in order to 
decide on appropriate 
measures in relation to ac-
tivities and the distribution 
of budgets and resources. 
Funding will be invested 
where it will achieve the 
best-possible impact for 
Swiss tourism. ST regu-
larly shares its findings 
with the tourism industry.

The current situation in  
the markets can be viewed 
online at any time using  
the Covid-19 dashboard:  
stnet.ch/indicators

The global pandemic will continue to keep the  
international tourism industry busy for some time. 
A slow recovery is in sight, however, and with the 
right measures it will be possible to accelerate it.

Based on the Swiss Economic Institute KOF, Oxford  
Economics and our own indicators from the markets, ST 
regularly makes assessments on how tourism will develop 
over the coming years. Measured in terms of hotel over-
night stays, guests from Switzerland will continue to be 
the most important pillar of the tourism industry. ST ex-
pects tourism from Europe to continue its recovery and 
exceed 80% of pre-crisis levels in 2022. In urban areas 
and destinations with a high share of business-related 
travel and tourism from long-haul markets, the recovery 
will continue to happen rather slowly. While demand from 
long-haul markets such as the USA and Gulf States is 
picking up again more quickly, the return of guests from 
China is taking longer to materialise. In a move designed 
to accelerate the recovery of international tourism, ST is 
investing extensively in winning back foreign guests as 
part of the recovery programme.
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Development of the markets
Development of hotel overnight stays including outlook (in millions)

ST’s estimate, based on KOF 
Zurich and Oxford Economics, 
November 2021

Domestic market

Short-haul markets

Long-haul markets

24 25

Year

How is tourism  
developing?
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Trends

Ten future trends.

The pandemic has had a long-term impact on the needs and  
travel habits of visitors. The following trends will give  

some insight into Switzerland’s future with respect to tourism.

Sources: Matthias Horx, futurologist, Zukunftsinstitut;
SKIFT Megatrends 2025; University of St. Gallen;  
Booking.com, all 2021

A balm for the soul
Travel will be the top choice 

for physical and mental  
health.

Customisation
Group and mass tourism  
is being pushed to one  

side in favour of individual  
travel experiences.

Domestic tourism
Intracontinental travel  

and domestic holidays are  
becoming increasingly  
important worldwide.

No end to  
wanderlust

There will still be a need to 
travel to far-off countries, but 

this will happen less often 
and stays will be for a  

longer duration.

Safety and trust
Travel destinations will be 
chosen more carefully and 

consciously in future.

Sustainability
Consideration of nature  

and humankind will continue 
to be a focal point.

Travel that moves you
The new way of travelling will 

take a deeper dive into a 
country and its culture and 
seek out enriching encoun-

ters and emotional  
experiences.

New mobility
Land-based transport by  

car and train is increasing its 
share of the market at the  

expense of air traffic.

Business trips+
Business stays will include 

private add-ons more often.

Visitor management
Visitor management  

will become a new discipline 
and create competitive  

advantages.

1 2 3

4 5 6

8 9 10

7
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             Intelligent Touchpoints  
              

       F
uture Work

Social Channel Evolution
Purpose-driven Marketing

Valuetising
Influencer Culture

Diversity Awareness

Ethical Consumption Open Data
User Profiling Virtual Collaboration

Agile Organisations

Content Consumption Unlimited

Personal Engagement

Healthy Habits

1.5m Society

Ageing Consumers Experience Culture

AI AssistantRe- & Upskilling
Creative AI

Natural User Interfaces

Internet of Everything

Gaming Universe

Emotion AI

Closed Context Communities

Green IT

Total Transparency
Mental Health

Female Force
Food Fashions

Augmented and Mixed Reality

Virtu
al Reality

Simulated Senses

AI Trustability

Matchmaking Services

Predictive Analytics

Distributed Ledger

ST members can study the trend radar 
in its entirety at stnet.ch/trendradar

Trend radar
The complexity and speed of trends have increased 
enormously in recent years. In order to improve ori-
entation and promote understanding, Switzerland 
Tourism (ST) has developed a trend radar. The trend 
radar looks at trends from the areas of society, the 

economy, the environment and technology. Particu-
lar emphasis is placed on digital transformation. The 
trend radar is used by ST as a decision-making tool 
in order to prioritise certain areas, and also provides 
inspiration for new projects.
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This one’s for the girls. 
Snowboard camps with Chixxs On Board in Arosa Lenzerheide.
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ST journey

Impact in  
ten steps.

Put in highly simplified terms, the 
work carried out by Switzerland 

Tourism (ST) can be broken 
down into ten steps. The indi- 

vidual steps are addressed in detail 
over the next few pages.

1. Federal mandate
To grow tourism demand for Switzerland as 
a holiday, travel and conference destination 

both domestically and internationally.

2. Vision
Tourism is thriving  

throughout Switzerland.

3. Mission
ST inspires enduring interest in  

travelling to Switzerland.

4. Tourism objectives
To attract new visitors

To increase overnight stays
To extend duration of stay
To increase added value

To seek balance

5. Priorities
Campaigns 
Market mix 

Digital leadership 
Recovery 2.0
Swisstainable

6. Inputs
Human and financial resources at  

34 locations in 23 markets

10. Impact
The tourism objectives are met, and  

the Switzerland brand is strengthened 
long-term e impact measurement

9. Outcome
The activities trigger reactions among  

visitors e outcome measurement

8. Outputs
The activities reach the desired target 
group e performance measurement

Campaigning & activation
Analogue and digital campaigns  

and market activities

7. Activities

Key media management
Media relations in Switzerland  

and abroad

Partner integration
Tourism partners
Strategic partners

Key account management
KAM Leisure

KAM Business
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ST focuses on the development and implementation 
of effective marketing programmes and the estab-
lishment of a strong Swiss tourism brand. ST works 
hand-in-hand with the tourism industry, offering its 
over 700 members and 1,200 partners attractive 
marketing platforms both domestically and abroad. 
ST works with customers and markets in mind and 

operates in accordance with commercial criteria. 
The 13-member Board of Directors is drawn from 
the fields of tourism, business and related profes-
sional associations. ST is present in 23 markets 
worldwide, employing around 290 people (240 full-
time equivalent positions).

What does  
Switzerland Tourism do?

Any country, however beautiful, needs to be marketed and  
promoted. That’s why Switzerland Tourism (ST) was tasked  

by the Swiss Confederation with promoting domestic  
and international tourism demand for Switzerland as a holiday, 

travel and conference destination.

4

1

2

3

Mission 
ST inspires a sustainable  
interest in Switzerland as a  
holiday, travel and conference 
destination, with the focus on 
attracting new visitors.

Vision 
At present, tourism is thriving 

throughout Switzerland. Healthy 
margins are being achieved by 
both flagship enterprises with  
international reach as well as 

smaller choice tourism providers, 
thus generating the capacity for 

new vitality and innovation.

Philosophy
 ST strives to create a dynamic 

team spirit and is ready to  
embrace new and unconventional 

ideas. Entrepreneurial thinking  
and action lead to a strongly  
target-oriented attitude and  

the desire for success  
in tourism.

Guiding 
principles
ST is a dynamic, internationally 
successful marketing enterprise. 
ST demonstrates its confidence 
by setting ambitious targets  
with its professional  
partners.

Assignment
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Total ST budget

Million influenced  
overnight stays

Federal funding

Total turnover

Proportion of  
which are federal  
taxes and levies 

ST marketing  
expenditure 

Taxes and  
expenditure

93.7 

9.8
53.2 

1,746 
145 

59.3 

248 

Every franc invested by  
ST in marketing generates  
CHF 29 of tourism turnover.
The 2017 ST impact measure-
ment verified by the University of  
St. Gallen shows that ST has an 
influence on one in seven over-
night stays. This means that every 
franc spent by ST on marketing 
generates tourism turnover of  
CHF 29. ST is thus responsible  
for a total turnover of around  
CHF 1.75 billion each year. The 
impact measurement described  
is based on the figures from 2017. 
The next impact measurement  
will be published in 2022.

Amounts in million CHF

Overnight stays and turnover calculation: ST 
Tax information: estimate by Rütter + Partner, extrapolation by ST
Impact measurement model verified by the University of St. Gallen

Basic role

ST has overall respon-
sibility for tourism 
marketing for Switzer-
land as a whole.

Advisory role 

ST proactively shares 
the insights from  
market research and 
analysis with its  
members. 

Role in promoting 
cooperation 

ST encourages the 
tourism industry to  
a joint presence in the 
market, and coordin- 
ates these efforts.

ST is a corporation under public law and is dedicated to  
the following tasks on behalf of the Confederation:

2 31

Impact measurement
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Tourism objectives.

Aiming to achieve nationwide prosperity in the  
Swiss tourism industry, Switzerland Tourism (ST) is committed  

to the following five overarching objectives:

ST will determine the priorities for 2022–2024 and the quantitative targets for 
2022 from the overarching tourism objectives. All of ST’s activities will contribute  
to the attainment of the five tourism objectives.

Objectives

Attracting new visitors 
ST takes on the complex and expensive task of  
attracting new visitors. 

Increasing overnight stays and frequency 
The existing excellent tourism infrastructure is  

exploited as effectively as possible.

Increasing length of stay
Visitors come to Switzerland for  
as long as possible.

Increasing added value 
As a premium destination, Switzerland generates high tourism- 

related added value, thus enabling innovations and investments.

Seeking sustainable balance
Seasonal and geographical diversification, a balanced  
mix of guests and responsible action will ensure  
sustainable tourism development.
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 1.

Campaigns
Strong umbrella marketing and  

targeted partner campaigns attract  
attention, inspiring people to  

travel to Switzerland 
            and leading to 
                  bookings.   

 4.

Recovery 2.0
With the Recovery Plan 2.0,  

ST is promoting international travel, 
city and business tourism, and  

sustainable tourism development.

 2.

Market mix
A balanced mix between the  
domestic market, short-haul  

markets and long-haul markets 
provides a resilient foundation  

for Swiss tourism.

 3.

Digital leadership 
Digital transformation and  

data-based marketing  
are advanced consistently.

5.

Swisstainable
As one of the most sustainable 
travel destinations worldwide,  

Switzerland has made it  
onto the bucket lists of many  

international guests.

Priorities 2022–2024.

Switzerland Tourism (ST) is focusing on five strategic priorities to  
enable Switzerland to be marketed to optimum effect in the future.  

Mutually beneficial cooperation with the tourism partners  
is the key in all priority areas.



14 Strategy and planning 2022– 2024

Our Nature 
Energises You.

Our Nature 
Energises You.
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Campaigns

Brand wheel.

Switzerland is well positioned as a destination. According to a visitor  
survey in summer 2020, Switzerland’s brand values are seen very  
positively. In the areas of “Convenience”, “Distinguished” and  

“Refreshingly different”, Switzerland Tourism sees room for improvement.

Brand development
The brand image is being transferred to the digital 
space and geared to the future in order to achieve 
an even more positive effect. The Switzerland desti-
nation brand is already highly recognisable and has 
all the corporate design elements required for a 
good image: meaningful, emotive images, a design 
classic as a corporate typeface, a distinctive colour 

scheme, and a characteristic and emotional logo.  
After having refocused on the brand profile, the visual 
presence of the brand will now also be modernised, 
including with respect to consistency and intrinsic 
value. The defined values and the tone should also 
be evident visually. And the destination brand should 
be made more accessible for the industry.

Convenience

In order to improve the  
visitor experience and re-
move barriers for visitors, ef-
forts are required with regard 
to the offering and communi-
cation. In the digital area, 
various projects are planned 
in this respect (e.g. Snow 
Sports app, Grand Tour of 
Switzerland Concierge, etc.).

Distinguished and  
Refreshingly different

To help the Switzerland 
destination brand suffi-
ciently stand out and  
attract attention, the 
tone is being developed 
further and deployed in 
an even more targeted 
manner.
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Campaigns

“I need Switzerland.” manifesto.

“I need Switzerland.” stands for the ultimate in relaxation, as un-
spoiled nature that is also easily accessible can be experienced in 

Switzerland. Anyone wanting to experience a sunset against 
breathtaking panoramic views is able to get there promptly and 
reliably, while anyone wanting to cool off outdoors can simply 
take a dip in one of the country’s crystal-clear lakes whenever 

they like. In short, if you really want to relax, if you really want to 
escape the stresses of everyday life or if you really want to return 

to everyday life full of a new sense of energy, then you need more 
than just a holiday. What you really need is Switzerland.

Brand house (three key guiding themes)
–  “I need Switzerland.”: a global advertising slogan  

supported by ambassador Roger Federer
–  Swisstainable: a three-year programme that focuses on 

positioning Switzerland as a sustainable travel destination
–  Partnership campaigns: tourism partners (RDK, DMO,  

accommodation and gastronomy) are participating in  
various campaigns (Summer, Autumn, Winter, Cities  
and Business events)

Our Nature Energises You.

Brand

Sustainability  
programme

Brand core

Campaigns 

Accommodation 
and gastronomy

Swisstainable

Communication 
platform I need Switzerland.

Summer Autumn Winter Cities Business 
events

Boutique & Design 
Hotels

Inspiring  
Meeting Hotels

Spa & Vitality  
Hotels

Swiss Bike  
Hotels

Swiss  
Deluxe Hotels

Swiss Family  
Hotels & Lodgings

Swiss  
Historic Hotels

Typically  
Swiss Hotels

Snow Sports
Hotels

Serviced
Apartments

Supplementary  
accommodation Gastronomy Health tourism

Tourism partners
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Market mix

Winning back  
international visitors.

The main focus of Switzerland Tourism (ST) over the next few  
years will be on winning back international visitors. A balanced  

mix of visitors is a key prerequisite for lasting success.

Visitors staying  
for longer and 
who contribute  
a higher added 
value can be  

targeted more  
directly.

Switzerland will 
be more balanced

as a tourism  
destination – with

visitors in all  
seasons and 

across the whole 
country.

A diversified  
market mix will 

help Swiss  
tourism to better 

withstand regional 
and global crises.

A broad market 
portfolio will 

make it possible 
to attract a higher 
number of first-

time visitors.

2 31 4

The right mix is how we succeed in meeting our tourism objectives:

Proximity to customers
ST is physically represented where the most im-
portant customers and agents for Switzerland as a 
tourism destination can be found. Local employees 
are familiar with the local culture and look for the 
right channels and platforms on which to advertise 
Switzerland and motivate potential visitors to travel 
there. Presence in the markets and direct contact 
with customers will be a top priority over the next 
few years.

By March 2022, the Swiss Pavilion at the World Expo Dubai will  
have delighted more than 2 million visitors.

A well-balanced market mix
ST sees the ideal market mix as being 45%  
domestic visitors, 35% European visitors and  
20% visitors from long-haul markets.

20 % 
Long-haul  
markets

35% 
Short-haul  
markets

45% 
Domestic  
market
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Market goals 2022
Business plans, market 
prospects and criteria  
for the markets can be 
found here: 
stnet.ch/maerkte

Priorities for 
2022–2024

Winning back  
international visitors
  
Advertising Switzerland’s 
cities and acquiring inter-
national business events
 
Swisstainable: promoting 
sustainable travel with  
reliable and attractive 
content and experiences
 
Extending the duration of 
stays with products that 
motivate visitors to dis-
cover more (such as the 
Grand Tour of Switzerland 
and the Grand Train Tour 
of Switzerland)Extended arm of the tourism industry

Each ST market offers key partners competent advice 
and a wide range of activities. The offering ranges from 
individual campaigns to tailored, integrated market key 
partner campaigns, for which the entire marketing mix 
is applied. This ensures tourism partners have access 
to market knowledge and an established network.  
ST brings together partner resources and, in addition 
to human resources, also provides investment of  
20–30% from its own funds. Shared activities achieve  
a great deal of attention, make an impact and ensure  
a visible market presence for partners at a reasonable 
cost.

Strengthening of central campaigns
In close coordination with Marketing, the strong central 
campaigns and messages in the markets are translated 
into the corresponding languages and adapted to cul-
tural sensitivities. In addition to centrally selected global 
platforms, the markets teams look for targeted and 
cost-efficient local channels to effectively distribute 
content in their markets.

Together with the market key partners, ST is promoting 
Switzerland’s cities with the Train Hub Switzerland  
campaign in major European cities.
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Digital leadership

Digitalisation as an integral part of  
the entire organisation.

Switzerland Tourism (ST) sees digitalisation as an integral  
part of the entire organisation and all touch points, whether  

for visitors, business partners or internal stakeholders.

Market positioning as a digital leader requires a 
comprehensive strategy that builds on previous 
achievements, examines new opportunities and 
strives for constant further development. The digital 
strategy consists of five core topics, divided into  

the strong umbrella of ➀ MySwitzerland.com, the 
three priority areas of ➁ the customer experience, 
➂ data management and ➃ advanced digital trans-
formation, and the broad foundation of ➄ innovation 
and organisation.

5. Innovation and organisation

4. Advanced digital  
 transformation3. Data management2. Customer  

 experience

1. MySwitzerland.com
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1.  MySwitzerland.com: the position of MySwitzer- 
land.com as the world’s most visited website run 
by a national tourism organisation is something we 
need to maintain and build upon in a targeted man-
ner. MySwitzerland.com forms the hub for organic 
visits and is an integral part of all campaigns. With 
the overhaul of the Snow Sports app and the rede-
sign of the Grand Tour Concierge, both planning 
and travel will become more convenient. 

2.  Customer experience: welcoming visitors – this is 
our motto when it comes to our digital channels 
too. The various touch points must respond to visi-
tors’ various needs to motivate them to travel to 
Switzerland. 

3.  Data management: through the various interactions, 
data will be collected about potential visitors. This 
data is used by ST, while taking data protection 
guidelines into account, in order to better under-
stand visitors and reach them in a more targeted 
manner. Thanks to data-driven marketing, the  
ST campaigns can be made both more effective 
and more efficient. ST is replacing its marketing 
technologies (such as CRM) for this purpose. 

4.  Advanced digital transformation: digital transforma-
tion offers excellent opportunities that go beyond 
conventional tourism marketing. The matchmaking 
between tour operators and service providers is 
made simpler on the digital B2B marketplace  
MySwitzerland Pro. ST is also entering into a part-
nership with a telecommunications company in  
order to better forecast the number of people visit-
ing various sights and thus help to achieve a more 
balanced distribution of visitor flows. 

5.  Innovation and organisation: ST uses the trend  
radar to identify the latest technologies and digital 
opportunities and to use these as a basis for spe-
cific projects. A structure that can respond flexibly 
to new trends and developments is also required 
in order to generate sustainable added value.

 

Orchestrate the customer journey
With the aim of inspiring visitors in a digital set-
ting, ST looks out for ways to orchestrate the  
entire customer journey in the visitor’s interests. 
Creating bookable offers is a key element that ST 
is specifically developing further. An “experience 
shop” was thus launched in summer 2021 as 
part of the Swisstainable campaign. This pilot 
project, which will run for a limited period of time, 
will help ST find out which role it will assume  
in this process in future, which platforms lend 
themselves to this and how the industry can be 
best involved.

Cooperation with the tourism industry
The tourism data that ST includes in the Experi-
ence Hub MySwitzerland.com is structured to 
make it freely available to the tourism industry 
and third parties under an open data approach 
and can be used for new and innovative applica-
tions. Interaction with the industry is being inten-
sified in order to work together to address key  
issues relating to the digitalisation of Switzerland 
as a tourist destination, harness synergies and 
offer visitors the ultimate in convenience.

The foliage map on MySwitzerland.com 
shows where and when you can expect 
the forests to be at their most colourful 
throughout autumn.
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Recovery 2.0

Extraordinary additional investments are required to help Swiss 
tourism emerge from the crisis in a stronger position than  

before. With the recovery programme for 2022/2023, Switzerland 
Tourism (ST) is putting the focus on four action areas.

Out of the crisis  
with Recovery 2.0.

Winning back  
international visitors

ST is expanding its activities in the markets with 
plenty of engagement, resources and funds in 
order to come out on top against tough inter-
national competition. To ensure a prominent 
presence for tourism stakeholders in foreign 
markets, the following topics are treated as a 
priority:

–  Winning back international visitors, with a 
focus on short-haul markets

–  Roger Federer as the global ambassador 
for the destination Switzerland

–  Grand Tour of Switzerland and Grand 
Train Tour of Switzerland

–  Individual travellers and small groups that 
provide high added value

Sustainable tourism  
development

The pandemic has increased demand for sus-
tainable travel and accelerated the trend towards 
sustainability. ST is further investing in the  
Swisstainable sustainability strategy in order  
to position Switzerland as the most sustainable 
travel destination worldwide. The following  
projects are planned as part of the recovery pro-
gramme:

–  Stay Longer initiative aimed at extending 
the duration of stays

–  Swisstainable campaign for 2022 and 2023
–  Flagship initiative that makes Swisstainable 

tangible
–  Visitor management for the geographical 

diversification of visitor flows

The “No drama” clip with Roger Federer 
and Robert De Niro had reached over  
70 million people worldwide as of the  
end of October 2021.

The Swisstainable campaign will also be an important 
part of the recovery programme for 2022/2023.

1

2
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Revival of city and  
business tourism

City and business tourism have been particularly 
hard hit by the crisis. Switzerland’s cities are  
not only safe, close to nature and easily access-
ible; they are also entirely unique and set them-
selves apart from international competition. We 
must emphasise this competitive advantage even  
further with the following recovery activities:

–  Positioning of cities as “city nature resorts” 
and as a base for holidays in Switzerland

–  Advertising of travel by rail to Switzerland 
with Train Hub Switzerland

–  Digitalisation in business tourism and hybrid 
business events

–  Downsized conferences as an opportunity 
for Switzerland

Workshops organised by ST are a good opportunity for Swiss 
partners to get in contact with the international travel trade.

Budget
For the recovery programme 2022/2023,  
CHF 30 million is available from the  
federal government. Part of this will be 
used to provide relief to ST’s tourism 
partners, while the other part will be 
used to boost demand. ST will also  
be contributing CHF 4 million from its 
own funds.

3

In collaboration with Dutch company Airtrotter, ST is 
developing a planning tool for stays in Switzerland’s 
cities, which visitors from the Benelux countries can 
use to easily plan and book their trip.

Relief for tourism  
partners

The situation for tourism partners remains tense. 
The absence of international visitors means 
lower resort taxes and turnover. Relief payments 
are an effective measure to support tourism part-
ners and ensure that they are able to participate 
in ST’s activities. For the allocation of relief  
payments for 2022/2023, the proven allocation  
formula from the Recovery Plan 2020/2021 will 
again be used.

4

Winning back  
international  
visitors

55%

Budget spending
Promotion of demand

Revival of city and  
business tourism

20 %

Sustainable tourism  
development

25% 
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Sustainability has a name.

The pandemic has further increased our desire for authentic experiences,  
proximity to nature and considerate consumption. With Swisstainable,  

Switzerland Tourism (ST) is promoting a sustainability movement  
with which Switzerland’s entire tourism community can affiliate itself.

Swisstainable
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Our vision
To be the most sustainable  
travel destination in the world.
The focus on sustainability should become a 
competitive advantage for Swiss tourism and 
bring real added value for visitors.
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A characteristically Swiss sustainability strategy
The Swisstainable banner underlines ST’s long-term com-
mitment to sustainable travel. Fusing together the terms 
“Swiss” and “sustainable” signals an independent and, 
above all, characteristically Swiss sustainability strategy. 
The focus here is on Switzerland’s tourism strengths, such 
as its public transport, breathtaking nature, clear waters 
and clean air. Swisstainable is always communicated in  
a refreshing and positive way. Never as a sacrifice; rather 
always as an enrichment. 

A programme for the entire industry
Sustainability can only happen if we all work together, and 
it requires the support of the entire tourism industry. That 
is why ST works in close collaboration with the State Sec-
retariat for Economic Affairs (SECO), the Swiss Tourism 
Federation (STV), the regional tourism organisations (RDKs), 
the destinations and the service providers. Service provid-
ers that are committed to sustainability are awarded the 
Swisstainable label. As of 1 November 2021, 532 tourism 
businesses had already become part of Swisstainable. 
The Swisstainable sustainability programme and therefore 
leadership of the office will be handed over to STV from 
2022. ST will continue to drive Swisstainable forward,  
particularly in the areas of communication and of product 
and offer development (see page 33). 

Partnerships
In order to meet the sustainability goals, ST is working 
with reliable partners:

–  ST is the exclusive global sustainability partner of the 
Adventure Travel Trade Association (ATTA). The  
Adventure Travel World Summit (ATWS) – the largest 
and most significant event for sustainable tourism – will 
be held in Switzerland in October 2022. At this event, 
800 buyers, sustainable tour operators and media will 
be able to learn for themselves just how swisstainable 
Switzerland is.

–  Together with the Global Destination Sustainability 
Movement (GDS), ST is striving to win global sustain- 
ability rankings for 12 Swiss destinations in 2022.

Targets

1.  Guidance for visitors: 
Switzerland will be 
perceived as a sustain-
able destination by 10% 
more visitors by the end 
of 2023 compared with 
2020.

 
2. Support for the  
 industry:  
 By the end of 2023,  
 4,000 businesses and  
 organisations will be  
 participating in the  
 Swisstainable pro- 
 gramme.
 
3.  Positioning of  
 Switzerland as a  
 destination:  
 Switzerland will remain  
 in the top three in the  
 most relevant sustain- 
 ability rankings (WEF,  
 ATTA, Yale).



Strategy and planning 2022– 2024

New York

Toronto

San Francisco

São Paulo 

Buenos Aires 

Barcelona
RomeMilan

Vienna
Paris

London

Amsterdam
Brussels

Zurich

Stockholm

Prague

Warsaw

Moscow

Kiev

Istanbul/ 
Ankara Tehran

Dubai

Tel Aviv

Baku

Berlin
Frankfurt 

Stuttgart

Proximity to customers is gaining in relevance.

A physical presence in the markets will continue to be key, in  
spite of digitalisation. Local employees understand the local conditions 

and needs and can identify the platforms and messages on which  
local visitors and customers can be reached most effectively.

Market organisation

Lisbon
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Beijing

Shanghai

Seoul

Tokyo

Hong Kong Taipei

Ho Chi Minh City

Bangkok

Kuala Lumpur

Singapore

Jakarta

Mumbai

Nur-Sultan/Almaty

Sydney

For more proximity to potential customers and local 
partners additional locations will be opened over 
the next few years. The new locations will be run by 
individuals as “antennae”, which gain new local 
customers and test out the potential of correspond-

ing markets within a limited timeframe. The first 
new antenna office will be opened in Lisbon in 
2022. With this, ST’s market network will have  
34 offices in 23 markets.

Barcelona

Rome

Milan

Vienna

London

Amsterdam
Brussels

Zurich

Stockholm

Prague
Moscow

Berlin

Frankfurt 

StuttgartParis

Moscow

Kiev

Istanbul/ 
Ankara

Lisbon
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 Priority markets

 Active markets

  
Watchlist markets (major cities)

 ST locations 
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Quantitative goals for 2022.

By achieving quantitative performance goals, Switzerland Tourism (ST) 
will be contributing directly to the stabilisation of Swiss tourism. Strong 

emphasis will be placed on the relevant key performance indicators.

Key performance indicators (KPIs)
A single marketing instrument on its own is not enough. Optimal impact can only be achieved by an 
ideally designed cross-media mix and the effective use of resources. ST continuously measures its 
own performance on the basis of the following KPIs*, which it has developed further and which are 
divided into outputs and outcome.

Campaigning & activation
The marketing campaigns and market activities include both digital and analogue advertising meas-
ures. The focus is on inspiring messages that grab the attention of potential visitors, awakening their 
desire to travel.

Outputs  
How many people have the activities reached?

Actual  
2020

Forecast 
2021

Budget 
2022

Top marketing contacts 1.6bn 2.7bn 2.2bn

Web visits to MySwitzerland.com 29.7m 31.8m 32.1m

Outcome  
Have the activities triggered reactions among visitors?

Actual  
2020

Forecast 
2021

Budget 
2022

Engagement rate 1.62% 1.79% 1.79%

Customer reactions 11.1m 13.0m 13.1m

Key media management (KMM)
Editorial reporting is initiated by the ongoing production and distribution of news and stories about 
Switzerland as a travel destination, tailored for the media.

Outputs  
How many people have the activities reached?

Actual  
2020

Forecast 
2021

Budget 
2022

Top coverage media 4.3bn 5.0bn 4.7bn

Qualified interactions with media - 8,655 10,070

Objectives



27

Key account management (KAM)
ST is committed to recruiting, supporting and training tour operators, travel agents and business event 
specialists with the goal of boosting Switzerland’s profile among the travel trade.

Outputs  
How many people have the activities reached?

Actual  
2020

Forecast 
2021

Budget 
2022

Qualified interactions with KAM Leisure - 18,350 24,600

Qualified interactions with KAM Business events 8,319 6,381 9,760

Business event requests for proposal 469 340 722

Outcome  
Have the activities triggered reactions among visitors?

Actual  
2020

Forecast 
2021

Budget 
2022

Turnover influenced by tour operators 0.2bn 0.3bn 0.7bn

Turnover influenced by business events 5.4m 17.9m 38.3m

Partner integration
ST is working in close collaboration with the tourism industry and selected corporate partners to  
effectively and profitably present Switzerland as a tourism destination, both at home and abroad.

Outputs  
How many partners did we win?

Actual  
2020

Forecast 
2021

Budget 
2022

Investment in tourism partners 16.6m 23.7m 26.7m

Investment in corporate partners 6.5m 7.7m 7.7m

Outcome  
How satisfied are the partners?

Actual  
2020

Forecast 
2021

Budget 
2022

Satisfaction among tourism partners - - 8.0

Satisfaction among corporate partners - - 8.0

* Provisional figures from 1 November 2021, including recovery programme. The KPI Manual can be found on STnet.
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Segments and personas

Precisely addressing  
visitor needs.

At the core of Switzerland Tourism’s (ST’s) marketing, there are  
currently 13 segments that are based on the most important needs  

of visitors to Switzerland. In order to address visitors more precisely  
in future, the segments will be expanded to include personas.

Segmentation helps with defining differentiated tar-
get groups and the advertising targeting them. 
These groups of visitors with similar interests and 
needs form the basis for the definition of personas.

Personas represent a hypothetical – but realistic – 
visitor in a segment. Based on visitors’ interests, be-
haviour, media use and values, these offer guidance 
and are of crucial importance when it comes to 
communication planning along the entire customer 
journey.
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What this means for ST:
–  To remain competitive, the way in which visitors 

are addressed will be developed further and in a 
targeted manner.

–  Segmentation will be refreshed post-coronavirus 
using data taken from the next Tourism Monitor 
Switzerland for 2023/2024.

–  To achieve as great an effect as possible, the  
new segmentation will combine segments and 
personas.

ST segments
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Examples of ST personas

Primary motivation
Spending time outdoors

Other motivation(s)
Escaping stress and day-to-day life;
active experiences

Expectations

• Experiencing a sense of freedom 
• Feeling energy and sensing his 

own heartbeat
• Authentic interaction with the  

environment and the locals
• Places that are not overrun with 

tourists

Areas of interest

•  Hiking, climbing
• Exploring wild nature 
• Spectacular Alpine experiences 

and mountain panoramas
• Voluntary work for the protection 

of wildlife and the environment
• Really well-maintained, varied and 

sign-posted hiking and climbing 
routes

Marcus, committed adventurer

manager
40, in a relationship
CHF 120,000
up to 6 a year
Switzerland
friends, girlfriend

Occupation 
Status
Income
Trips away
Comes from
Travels with

Independent · a taste for adven-
ture · spontaneous · outgoing

“The Earth is changing.  
We cannot ignore the warning  
signs that nature is giving us.  
We must think – but also act.”

I need Switzerland.

Travel style

organised

happy to spend

city

relaxed

thrifty

nature

active

new discoveries

spontaneous

back for more

Planning
2 weeks in advance

Information sources
Internet, social media, blogs,  

guidebooks

Reservations
5 days in advance, Airbnb,  

hotels directly

Trip
4 days, CHF 1,800

Primary motivation
Visiting somewhere beautiful  
and culturally enriching

Other motivation(s)
Learning more about a country; 
getting to know traditions

Expectations

•  Feeling a sense of freedom 
and getting away from  
day-to-day life

• Immersing herself in culture
• Diverse nature and  

magnificent views
• High-quality public transport 

and readily available informa-
tion (punctual, well con-
nected)

Areas of interest

•  Natural and cultural attractions
•  Visiting historic city centres
•  Inspiring traditional cuisine
•  Panoramic trains
•  Gentle activities in nature

Zhang Mo, fan of culture

owner of several 
restaurants

45, married
CHF 300,000
3 a year
Asia, USA
husband, friends

Occupation
 
Status
Income
Trips away
Comes from
Travels with

Open · efficient
 demanding · curious

“I opt for slow travel and like  
to take everything in at its most 

authentic – the cities, lakes, 
mountain peaks, the culture  

and the people too.”

I need Switzerland.

Planning
6 months in advance

Information sources
Travel agency, guidebooks,  

brochures, Internet

Reservations
3 months in advance,  

travel agency, ST website

Trip
15 days, CHF 8,000

Needs (focus on sustainability)

Marcus feels closely connected  
to nature. He therefore acts in a 
climate-conscious way, reduces 
harmful emissions and relies on 
environmentally friendly travel op-
tions. Most of the time, he discov-
ers Switzerland’s hidden gems by 
rail. Along the way, he picks up 
any rubbish he sees and recycles  
it where possible. Occasionally, 
he’ll take part in local volunteering  
activities with the aim of keeping 
paths clean and tidy and protect-
ing the natural habitat for wildlife. 
He is proud to do his bit for nature 
conservation, and shares his trips 
and views with others on social 
media to encourage them to do 
likewise.

Needs (focus on sustainability)

Day to day, Zhang has a challeng-
ing career and little free time. 
That’s why she wants to make full 
use of her time when on a trip.  
She is cosmopolitan and prefers to 
discover travel destinations herself 
than to rely on word of mouth. 
While on a business trip in Switzer-
land, she heard about the E-GToS: 
she’d like to try this out with her 
husband. In China, environmentally 
friendly mobility is currently under-
going a boom – and she would like 
to travel this way while on her trip 
too. She loves relaxed, stress-free 
travel options, and takes the time 
to really explore each country and 
get to know the local culture.  
Photos are very important for her 
when deciding on a travel destina-
tion, since they can awaken feel-
ings as well as expectations.

Travel style

organised

happy to spend

city

relaxed

thrifty

nature

active

new discoveries

spontaneous

back for more
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Tell-Trail: long-distance hiking in the heart of Switzerland.
Focus on: stage 5 from Stans to Engelberg.
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Activities

Marketing mix.

Switzerland Tourism (ST) produces high-quality, multimedia  
content and uses the instruments that most effectively  

address the defined segments and personas to present this content  
in the markets. Integrated marketing involves four dimensions:  
campaigning & activation, key media management, key account 

management and partner integration.

Campaigning &  
activation

Campaigns and market activities
Analogue and digital activities

Experience Hub MySwitzerland.com

Partner integration
Tourism partners
Strategic partners

Key media  
management (KMM)

Media relations in Switzerland  
and abroad

Key account  
management (KAM)

KAM Leisure
KAM Business
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Descubrir la selección de Roger Federer con este código.
MySwitzerland.com/roger

Necesito  
el ángulo  
perfecto.

Necesito 
Suiza.

Strategy and planning 2022– 2024

Campaigning & activation

Campaigns.

The following campaigns are produced centrally and presented  
worldwide. They reach the defined personas with target group-

           appropriate content and tailored media planning and 
      cover various parts of the customer journey depending  
              on the goals that have been defined.

Roger Federer
The long-term partnership with Roger Federer is aimed at 
attracting international visitors for a stay in energising 
Switzerland. The compensation for his work as ambassa-
dor of Switzerland Tourism (ST) goes to the Roger Federer 
Foundation, which supports disadvantaged children in 
Switzerland. Following the successful “No drama” cam-
paign, Roger Federer will advertise the “Tours” of Switzer-
land together with ST, including both highlights, the Grand 
Tour of Switzerland and the Grand Train Tour of Switzer-
land, in the international markets in 2022.

“I need 
  Switzerland.”

The advertising  
slogan used across 
all campaigns re-
mains unchanged: 

Above: poster in a shopping 
centre in Barcelona
Left: poster in Dubai

Premium location: Roger Federer 
and ST in the heart of London
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Targets for 2022

Marketing contacts:  
4.1 billion
 
Top marketing contacts: 
2.2 billion
 
Customer reactions: 
10.4 million

Marketing activities for 
2022 can be found here: 
stnet.ch/marketing

Swisstainable
The Swisstainable campaign offers inspiration through stories 
of domestic and international travellers in Switzerland, as  
well as of the “makers” in the industry. The latter deliver 
“proof points” of a sustainable change in the travel industry 
to guests, while the former show that there are already 
plenty of people opting for sustainable travel. The stories  
are presented for specific personas on various channels, 
with a focus on short-haul markets and Switzerland.
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Campaigning & activation

Partnership campaigns 
Standardised packages across all four main cam-
paigns (Cities, Summer, Autumn, Winter), more  
potential options and optimised content elements 
(multimedia story, short clip, key visual and print 
magazine) will ensure global attention again in 
2022. Relevance, visibility, more impressions and 
more traffic – these are our shared goals. 

Accommodation and  
gastronomy marketing
The new service package offers individual 
marketing opportunities for accommoda-
tion providers. With over 7,000 restaurants, 
the gastronomy platform also constitutes  
a major part of the activities.
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Im Element 
Die ruhige Oberfläche des Luganersees täuscht, übersprudelt der 
See doch förmlich vor Möglichkeiten für Aktivitäten im und am 

Wasser. Wer Bewegung braucht, macht sich das Wasser schwim
mend, tauchend und paddelnd zum Sportplatz. Wer es lieber ent

spannter mag, lässt sich im Schiff über das Blau chauffieren. 

Vor oder nach den Abenteuern im Wasser gilt es, die Batterien 
wieder aufzuladen. Gut, dass die Region Lugano reich ist an kuli

narischen Schätzen – die regionalen Köstlichkeiten geben Energie 
für das nächste Erlebnis. 

Für Entspannte:
Eintauchen, leicht auf den 

sanften Wogen schweben und 
dem leisen Rauschen des 

Wassers zuhören: Ein Bad 
im Luganersee erfrischt Körper 

und Seele. 

Für Feinschmecker:
Die Grotti am Ufer des 

Luganersees locken mit viel 
Romantik und köstlichen 

Tessiner Gerichten. Einige der 
traditionellen Restaurants 

sind nur über den Wasserweg 
zu erreichen – so wird 

bereits die Anreise zu einem 
besonderen Erlebnis. 

Für Adrenalinjunkies: 
Kopfvoran ins kühle Nass. 

Oder vielleicht doch lieber mit 
einem eleganten Salto? 

Ein Sprungbrett ist die perfekte 
Bühne, um immer wieder 

aufs Neue waghalsige 
Kapriolen aufzuführen. 

Für Ruhesuchende: 
Gute Balance ist gefragt, 

möchte man seinen Sonnen
gruss und den abwärts

schauenden Hund aufs Stand
upPaddleboard verlegen. 
Dafür macht es die schöne  

Umgebung noch einfacher, die 
innere Mitte zu finden. 

Für Abenteurer: 
Schlag für Schlag taucht 

das Paddel ins Wasser ein und 
lässt das Kajak durch die 

kleinen Wellen gleiten. Im 
Kajak unterwegs zu sein  

bedeutet Freiheit, denn es lässt 
einen den Kurs selbst be

stimmen und versteckte Plätze 
am Seeufer entdecken. 

Für Ausflügler: 
Ob als öffentliches Verkehrs

mittel für den Weg von A nach 
B oder für eine gemütliche 

Rundfahrt: Eine Schifffahrt auf 
dem Luganersee eröffnet 

neue Perspektiven.

Aktivitäten im,  
auf dem und am 
Luganersee 

Lugan e r S e e
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You can find all the packages 
from the partnership cam-
paigns at a glance here.

Magazines
The ST Magazines are published three times 
a year. There is also a “best of” edition focus-
ing on long-haul markets, along with a green 
and a white season for Switzerland and 
short-haul markets. They have a total print 
run of more than one million copies.
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Stockhorn, Erlenbach, Kanton Bern, © Florence Gross 

Wir brauchen 
Frauenpower. 

Wir brauchen  
Schweiz.

Jetzt entdecken und buchen: MySwitzerland.com/women
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Targets for 2022

Input by partner  
campaigns:  
4.2 million
 
Satisfaction among  
campaign partners: 
8.0 
 
Revenue from accommo-
dation partnerships: 
2.7 million

Marketing activities for 
2022 can be found here: 
stnet.ch/marketing

100% Women 
Following the successful 100% Women Peak Challenge in 2021,  
attractive mountaineering offers for women will be advertised in 
2022. The focus on women and their needs in outdoor sports  
will be continued long-term. In the years 2023–2024, the aim is to  
establish female role models in the male-dominated world of  
cycling. The initiative consists of a challenge and offers that focus  
on women and their interests.

Cities flagship project
The focus of the cities campaign is on the wide 
variety of activities to be found in Swiss cities, 
and the fact that nature is never far away.  
Following the successful “Six in the City” trailer 
and content hub, another flagship project is 
planned for 2022 that will generate media 
attention and boost recognition of Swiss cities 
in short-haul markets.

Future generation
Bookable winter products are being developed 
for the future generation to encourage young 
adults between the ages of 16 and 25 back 
onto the slopes or into the mountains. A com-
bined all-in offer of public transport and a half-
day ski pass (snow25) as well as an overnight 
stay in a dormitory-style room (sleep25) will 
appeal to this target group and help attract 
new guests.

The “Six in the City” cities flagship  
project for 2021 had generated more  
than 200,000 visits to MySwitzerland.com 
as of the end of October.
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Awareness Attraction Confidence Commitment Advocacy
 

Switzerland is known 
among the target  
group as a travel  

destination.

The target group like 
what Switzerland  

has to offer as a travel 
destination.

The target group  
consider booking  

specific offers.

Users perform actions 
on MyS.com.

Tourists actively adver-
tise for Switzerland.

Digital Out of Home

Display Display Display

Paid Social Paid Social Paid Social Paid Social 

Native Ads Native Ads

Newsletter Newsletter Newsletter

SEO & SEA SEO & SEA

Influencer Influencer Influencer

Campaigning & activation

Digital customer journey.

Switzerland Tourism (ST) uses a customer journey with five phases in  
its digital marketing. Those who understand this customer journey know 

how to reach people, attract their attention, and ultimately encourage 
them to book and turn them into regular visitors in the long term.

The mental path to the travel destination taken by 
visitors – the customer journey – is something of a 
holy grail among marketing specialists. Those who 
understand “the trip before the trip” know how to 
reach people, attract their interest, convince them 
to book and turn them into real repeat customers 
in the long term.

There are countless concepts and ideas that de-
scribe this customer journey. For all of these, it is 
important that they cover the phases prior to 

booking, the booking itself and the phases after 
booking. For each phase, the driver that actively 
helps the needs to be met is in the foreground.

ST uses a customer journey with a total of five 
phases in its marketing considerations: Awareness 
and Attraction are intended to call attention to  
Switzerland as a travel destination; Confidence and 
Commitment make the relevant information available 
prior to booking; finally, Advocacy supports tourists 
both during and after their holidays.

Digital customer journey (paid media)
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The digital activities for  
2022 can be found here:  
stnet.ch/digitalmarketing

Targets for 2022  

Web visits to   
MySwitzerland.com:  
32.1 million
 
Bounce rate for   
MySwitzerland.com: 
24.5% 
 
New eNewsletter  
subscribers: 
30,000 (1.07 million  
subscribers in total)
 
Engagement rate  
(Facebook and Instagram):  
1.79% 

Paid, earned, shared and owned media are important 
terms for any digital marketing specialist. Together, 
these form the PESO model. Each media type serves a 
specific purpose in digital marketing and can be uti-
lised differently. The interplay between the four media 
types is key to the success of marketing activities. It is 
therefore even more important to visualise how they 
work and to constantly perfect them.

PESO model

The PESO model supports ST in the planning of  
holistic campaigns and serves for media planning.  
It helps with the classification of various (digital)  
marketing instruments and thus provides support for 
integrated campaign planning. Through the interplay 
of the four media types, campaigns can be struc-
tured easily and very well.

Earned media
Unpaid marketing that is 
carried out by other stake-
holders, e.g. journalistic 
contributions in online 
media or guest ratings.

Owned media 
Marketing measures on 
one’s own platforms, e.g. 
websites, e-mail or apps.

Shared media
Marketing messages on 
social media platforms  
and that are shared by  
various stakeholders.

Paid media 
Paid marketing in an online 
environment, i.e. search  
engine advertising, display 
advertising, video advertis-
ing or native ads.
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Campaigning & activation

Market activities.

The markets firstly distribute the central campaigns over  
appropriate channels, and in doing so strengthen the  

market positioning of Switzerland as a travel destination.  
Secondly, they carry out independent activities together  
with the market key partners. A few examples of planned 

market activities for 2022 can be found below.
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Long-haul markets

USA
Together with the American 
Automobile Association (AAA), 
the world’s largest automobile 
club, ST North America will ad-
vertise the Grand Tour of Switzer- 
land (GToS). The activities in-
clude bookable GToS offers, 
training of AAA agents, educa-
tional trips for the most suc-
cessful sellers, media relations, 
end-customer events with AAA 
members, and an integrated, 
digital marketing campaign on 
the many platforms of AAA and 
further channels for which the 
target group feel an affinity.

Short-haul markets

France
Mini-series with three episodes 
(one per region), each of which 
is between two and three min-
utes long. Anis (professional 
YouTuber, author, comedian) is 
taking the train to discover sus-
tainable activities in each par-
ticipating region. The videos will 
be distributed on the platforms 
of Konbini but also via Snap-
chat and Instagram. The targets 
are for just over 5 million image 
views and 2 million video views.

Domestic market

Switzerland
Expats living in Switzerland 
make use of their adopted 
home country by going on many 
journeys of discovery and are 
particularly receptive to any tips 
and good offers. Expats also  
receive an above-average num-
ber of visits from friends and 
family, who also see the sights 
while in the country. In collabor-
ation with exciting platforms 
and channels such as TimeOut, 
Hello Switzerland, expat blogs, 
international schools and com-
panies, expats are addressed 
directly.



The market activities for 
2022 can be found here:  
stnet.ch/maerkte

Targets for 2022  

Number of market  
activities:  
3,750
 
Income from market  
key partners: 
17 million
 
Satisfaction among  
market key partners: 
8.0

Pop-up locations
Together with Presence Switzerland and Swiss partners, ST 
will be making an appearance at the “Houses of Switzerland” 
pop-up in major foreign cities. In 2022, these will be in Milan 
and New York, for example.
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Health tourism
Switzerland Tourism (ST) has become a trusted partner of 
the Swiss healthcare industry. The aim is to boost Switzer-
land’s popularity as a premium health destination for pa-
tients and their relatives even further in the focus markets 
of the Gulf states, China and Russia and to generate more 
added value for Swiss tourism as a result. In 2022, various 
network events, media relations and webinars are planned 
in the focus markets, plus educational trips to Switzerland.
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Marketing mix

Key media management (KMM) is among the most efficient and 
influential communication instruments of Switzerland Tourism (ST) 
to position Switzerland in the 23 ST markets worldwide as an  
attractive, high-end travel destination. The focus is on unpaid 
(“earned”) media coverage, which guests perceive as the most 
reliable. ST also has numerous of its own communication chan-
nels (“owned”) and pays for (“paid”) publication space in all forms 
of media. ST media management takes place in close collabora-
tion with internal and external partners to ensure optimal media 
resonance worldwide.

Key media management (KMM)

Content journey of the key media management of ST

New techniques, new platforms and new kinds of reporting are 
signs of accelerated changes in the media. ST is actively using 
visual communication tools and social media channels, and  
tapping the nascent field of data journalism.

Inputs Preparation Distribution Media Audience

Earned

Owned

Paid

TV, radio, print and online 
 media, social media channels

eNewsletters, ST social  
media channels

Collaborations with the media,  
social media channels

Industry

ST marketing

KMM research

Media enquiries

Proactive and reactive 
media relations

Media trips

Influencers/ 
SoMe management

43 KMM  
managers  
worldwide

Annual report:  
report.stnet.ch

Media corner Switzerland:  
MySwitzerland.com/ 
medien

More KMM activities for 
2022 can be found here: 
stnet.ch/maerkte

Targets for 2022
 
Top coverage articles:  
2,970
 
Top coverage  
media contacts: 
4.7 billion
 
Media articles  
influenced:  
15,000
 
Number of qualified  
interactions: 
10,070

Shared Social media channels
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ST cooperates closely with tour operators for leisure and busi-
ness tourism worldwide. The focus of the collaboration is  
on sustainable products, such as public transport offers. The 
KAM specialists in the markets intensively maintain the net-
work of key accounts. Since tour operators are increasingly  
involved in multinational activities, global account manage-
ment is gaining in significance.

Key account management (KAM) Targets for 2022 
Share of FIT offers by  
key accounts:  
75%
 
eLearning programme: 
7,000 certified  
Switzerland specialists 
worldwide
 
Number of qualified 
interactions: 
24,600

More KAM activities for 
2022 can be found here: 
stnet.ch/maerkte

KAM events (planned, as at July 2021)
–  ILTM Asia-Pacific, trade fair for luxury travel products 

Singapore, 20 to 23 June 2022
– ILTM Cannes, trade fair for luxury travel products
 Cannes, 5 to 8 December 2022
–  Mountain Travel Symposium, the largest international 

winter trade fair 
Vail, 3 to 8 April 2022

–  Brazil Workshop 
Zurich, 26 to 28 August 2022

–  Switzerland Travel Experience India 
Delhi, Mumbai and other cities, January 2022

– IBTM World Expo 
 Barcelona, 29 November to 1 December 2022
–  Bridelux, an international wedding destination workshop 

St. Moritz, 29 to 31 March 2022
–  Switzerland Travel Mart 

Snow Edition in Zermatt, Luxury Edition in Gstaad
–  Swiss Winter Camp Asia 

Davos Klosters, 6 to 12 March 2022  
– Adventure Travel World Summit
 Lugano, October 2022 

Current event overview on stnet.ch/markets

Each year, countless country workshops are organised in Switzerland,  
which bring together foreign buyers and Swiss providers.

Training courses
The level of competence of the agents will deter-
mine whether customers choose to use a location 
as a holiday or meeting destination. For this reason, 
agents must be familiar with the uniqueness of 
Switzerland. ST trains thousands of agents world-
wide each year, either in person or virtually. And with 
the revised eLearning platform Switzerland Travel 
Academy, agents can even get certified.

Educational trips and workshops
Those who have experienced Switzerland personally 
will be better able to sell it in their markets. ST or-
ganises countless educational trips and workshops 
in Switzerland. These include Switzerland Travel 
Marts, specialising in cities, luxury and winter, and 
major international events such as the Adventure 
Travel World Summit. In the markets, countless sales 
events are also organised.

Trade fairs
Even in the digital world, trade fairs remain an import-
ant way to meet the most important contacts in busi-
ness and leisure tourism for successful sales talks. 
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Return of business travel.

Business tourism entirely collapsed during the pandemic.  
In order to win back business travellers, Switzerland Tourism (ST)  

is focusing on acquiring business events together with the  
Switzerland Convention and Incentive Bureau (SCIB).

After a long period of working from home and 
countless digital events, there is huge demand for 
meetings to be held live again, for new contacts to 
be made at networking events and for education 
and skills to be advanced at conferences. For the 
organisers, safety, reliability, cleanliness and sus-
tainability have become key deciding factors when 
choosing a destination. Switzerland can score 
highly in these areas, as well as with its accessibility 
and its unique proximity to nature, where partici-
pants can recharge their batteries.

Business events

Future perspectives
Taking into consideration criteria for the business 
sector, the reason for travel, and national versus 
international travel, four categories have been iden-
tified with regard to the return of business travel. 
The main reason for travel is the need for personal 
interactions.

Source: McKinsey 2021

15% 
“Never left” 
Business travellers who con-
tinued to travel whenever pos-
sible even during the crisis.

60% 
“Return as quickly  
as possible” 
Companies that are in intense 
competition and rely on  
personal interaction with 
customers as a competitive 
advantage.

5%  
“Waiting patiently”  
Business travellers from 
companies and sectors 
that are not subject to 
too much competitive 
pressure are waiting for 
further developments.

20% “No return”   
Heavily cost-driven companies or digital natives  
with an affinity for technology who already relied 
greatly on video conferencing even before Covid-19.

We need 
Switzerland.

We need
discussions 
without mute 
and unmute.
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With the following measures, ST will  
accelerate the recovery in business events.

Increasing “field time”
With customers having been largely supported  
virtually for around two years, there is now a notice-
able increase in businesses being physically 
present in the markets. Potential new customers 
are being approached in the markets, while for  
existing customers, the visibility of Switzerland is 
being increased.

Hybrid events
All relevant information that an event planner re-
quires to hold a hybrid event is prepared on  
MySwitzerland.com, including all the service pro-
viders for the necessary infrastructure.   
 
 
 
 
 
 
 
 

Digitalisation
The digitalisation of internal processes and indus-
try-relevant data will continue to be driven forward 
(such as offer preparation, a new customer data-
base, a dashboard for planned and completed 
events, etc.). 

Smaller events as an opportunity for  
Switzerland
Business events are becoming smaller and more 
exclusive. Switzerland has therefore ended up  
on the international stage for conferences that, 
prior to the pandemic, would have been too large 
for Switzerland to cope with. Active recruitment is 
being carried out here.

Activities for 2022
The marketing concept, 
market situation, activities 
and targets for each  
market can be found here:  
stnet.ch/meetings

Targets for 2022 
Inquiries handled:  
722
 
Business events held: 
301
 
Tourism turnover: 
38.3 million

Realisation rate: 
41.7%
 
Number of qualified  
interactions: 
9,760

External meetings as a counterbalance  
to working from home
The trend towards increasingly working from home 
is leading to a reduction in office space and more 
external meetings, which are being targeted specif-
ically for Switzerland.

Swisstainable business events
Switzerland is established as a leading destination  
for sustainable business events. An important goal is 
to win the Global Destination Sustainability Index 
(GDSI)’s first Sustainability Conference for Switzer-
land. A content hub for Swisstainable business 
events is also being set up on MySwitzerland.com 
that will provide comprehensive information about 
sustainable hotels, conference centres, venues, sup-
porting programmes and transport options, and give 
examples of sustainable events through customer 
testimonials.
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A strong partner for  
the industry.

Partner integration

Stronger together. Switzerland Tourism (ST) collaborates closely  
with the Swiss tourism industry and coordinates its international  

marketing with it under the strong Switzerland brand. 

ST’s partner model
ST integrates around 1,200 partners in the industry, comprising regions, destinations, railway  
companies, hotels, conference and seminar providers, non-hotel accommodation providers as well 
as leisure activity providers in its marketing activities in the 23 markets. This effective and pooled 
use of resources is a major strength of the Switzerland tourism brand.

Fundamental mission
To promote tourism demand using basic marketing techniques.

Membership
Basic services such as access to the tourism network, industry events and  

an overview of the most important market research information.

“ST zum Mitmachen”
Programme with attractive additional platforms in the markets  

that can be selected and purchased on an individual basis.

Campaign partnership
Clearly structured, needs-based packages for main campaigns,  

meetings, accommodation and partnerships in gastronomy.

Key partnership in the markets
Tailored packages for successful activities in the markets.
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Tourism partners
ST is committed to actively involving the tourism 
partners and offering them appropriate platforms for 
their marketing activities. While dealing with the 
consequences of the pandemic, ST is committed  
to supporting its partners as best it can. Following 
the countless event cancellations, personal inter-
action within the tourism industry will become even 
more important over the next few years. Switzerland  
Vacation Day will aim to bring together the best  
aspects from the digital and analogue worlds in 
2022, following the digital edition last year, and set-
ting a new standard.

Industry events for 2022
–  Switzerland Vacation Day, 12 to 13 April 2022 in Arosa
–  Key Partner Meetings, April and September 2022
–  SCIB Partner Meetings, April and September 2022

Partnerships 
ST cooperates closely with industry and corporate partners. 
The partnerships are mutually beneficial and based on agreed, 
measurable goals. To ensure effective use of resources and 
maximum impact in the markets, ST expects the following 
partner investments:

Actual 
2020

Forecast 
2021

Budget 
2022

Membership fees 2.4m 2.3m 2.4m

Participating tourism 
partners

1,123 948 1,250

Marketing contribu-
tions from tourism 
partners  

26.7m 23.7m 26m

Corporate partners, 
including barter

6.5m 7.7m 7.7m

Corporate partners
ST integrates corporate partners into international 
marketing by means of official, strategic and pre-
mium partnerships, thereby securing a substantial 
portion of its financial resources and increasing the 
scope of its activities. ST offers its partners attrac- 
tive marketing platforms and focuses on tailor-
made offers and finding the perfect fit in terms of 
brand, target group and theme. Following the re-
sumption of international travel, partner activities 
can be carried out in full again and new partners 
acquired.

Targets for 2022

Satisfaction among  
tourism partners: 
8.0

Satisfaction among  
corporate partners: 
8.0

 Satisfaction level for 
Switzerland Vacation Day 
2022: 
8.0
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Organisation

An attractive employer.

Switzerland Tourism (ST) fosters an open, direct and  
performance-oriented corporate culture with flat  

hierarchies and fast, agile communication and decision- 
making channels. ST draws on the best talent to tackle  

the complex, challenging tasks it faces.

ST essentials

Recruitment
We consistently recruit employ-
ees who best match a clearly  
defined requirements profile. We 
prioritise personality, training  
and experience.

Experimentation
We encourage experimentation, 
creativity and a healthy sense  
of curiosity. We particularly 
value agility and a constructive 
approach when mistakes are 
made.

Employee  
management
We treat our employees with  
respect, challenge them with 
ambitious goals, give them  
confidence and enable them  
to achieve the best possible  
performance. 

Focus on results
We focus on the attainment of 
shared goals and agree on pre-
cise key performance indicators. 
The attainment of targets is con-
sistently measured. 

Employee  
development
We empower and encourage em-
ployees who are committed, think 
independently, act entrepreneur- 
ially and achieve their goals. We  
facilitate personal development 
and international careers.

Learning & sharing
We take a continuous approach 
to self-development and share 
our knowledge across all levels. 
We maintain close communica-
tions worldwide and learn from 
our experiences.
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Diversity
Maximum productivity and creativity are achieved in 
diverse interdisciplinary teams. ST aims to harness 
differences to achieve success and promote diver- 
sity in the organisation. For this purpose, ST fosters 
a balanced mix of men and women, international 
personnel and Swiss employees from all four lan-
guage regions, local and transferable staff, older 
and younger people, and people with different views 
and lifestyles across all hierarchical levels.

ST for future: organisational
development
The pandemic not only brought with it the greatest 
challenge Swiss tourism has ever seen, but also 
introduced us to new technologies, new forms of 
communication and collaboration, as well as new 
needs. Now, on the cusp of a post-Covid-19 era, 
and based on these new insights, ST has decided 
to further develop its organisation. The aim is to 
become the best national tourism organisation 
worldwide with the existing team.

The following measures will be taken:

–  The markets will now be run by a Head of Mar-
kets West and a Head of Markets East. Market 
presence and proximity to customers will be ex-
panded with the addition of new antenna offices.

–  Marketing has been reorganised into the units 
Campaigning, (Partner) Content, Media Plan-
ning, Asset/Content Productions and Accom-
modation and gastronomy.

–  The various areas of event planning, coordina-
tion and organisation will be brought together in 
a new department.

Targets for 2022 
Overall satisfaction  
according to employee 
survey:  
78%

More about ST as an  
attractive employer (in 
German and French only):  
stnet.ch/karriere

–  Digital management will be more clearly struc-
tured and differentiated, with a focus on digital 
analytics and a stronger content team for  
MySwitzerland.com.

ST is looking forward to the implementation, and to 
bringing Swiss tourism marketing a step further 
together with the industry.

The current ST organisation chart can be found 
here: stnet.ch/organigramm
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Recommendations for action
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5 things that I wish for from  
the tourism industry.

1 To the top through  
adaptability.
Spontaneous bookings made at short no-
tice and rebookings will be the way of 
things in future. Resisting this trend would 
be pointless – since those who fail to be-
come more adaptable will also become 
less attractive. Manage this phenomenon 
actively and with foresight. In short-haul 
markets, this offers great opportunities to 
react to developments (such as weather, 
events, etc.).

2
Convenience  
will be expected.
Stays in Switzerland are not yet as pleasant 
and convenient everywhere as would be  
expected in 2022. Profit from the opportunity 
offered by the digitalisation seen throughout 
the pandemic. Invest in digital services to 
make experiences more easily accessible for 
guests. Ensure a straightforward online 
booking process for accommodation, experi-
ences, restaurants, and even meal choices 
and parking spaces, as well as the possibility 
for guests to queue virtually rather than in 
person. Processes will be more efficient, and 
guests more relaxed.

Martin Nydegger shares his expectations for the tourism industry  
and reveals what will really count over the next few years:  

“A strong product is the best marketing. Because of this basic rule, it is  
essential that the industry works intensively on the product and offer.”
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3 Creativity is striking.

Globalisation is a wonderful achievement of human-
kind with many advantages. However, it also carries 
the risk of products, ideas and services increasingly 
being the same. To attract the right kind of atten-
tion, the way to go is therefore creative independ-
ence. This is something that can be developed 
through unconventional and inspired planning. Break 
away from the norm, show some courage and maybe 
even get a little crazy. Guests will love you for it.

5
Win hearts  
with style.
As a high-cost country, we must
pay particular attention to appear-
ance and style. High style does
not always mean high cost;  
anyone can radiate a chic sense 
ofstyle. Aesthetic is, of course, a
question of taste, but try to at
least be visually appealing. So my 
wish for, and appeal to, the indus-
try is this: show your hotel, moun-
tain railway, cable car or touristic 
offering in its best possible light. 
And show your style with the  
ultimate in aesthetic standards.

4
Be smart with  
digital data.
Data is the currency of the future. 
Use the digital data available to  
you within your business or at your 
destination to improve and further 
develop your offerings and com-
munication. Whether these are the 
preferences of your guests, data 
from your website, overnight stay 
statistics or market data from Switzer- 
land Tourism: the more you know 
about your guests and activities, the 
more effectively you will be able to 
address your target groups.
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Controlling

With controlling, the ST journey (see page 9) is brought full circle.  
Switzerland Tourism (ST) measures the impact of its own performance and defines 

appropriate measures aimed at improving its marketing activities even further.

The tasks facing ST within the framework of the fed-
eral mandate are outlined in the Agreement on Polit-
ical Controlling, Reporting and Monitoring between 
SECO and ST. ST regularly produces the necessary 
key figures and evaluations required for reporting.  
In addition to the key performance indicators de-
scribed on pages 26–27, and which measure in  
particular the outputs and outcome of ST activities, 
ST also carries out in-depth studies that evaluate  
its long-term impact.

Tourism Monitor Switzerland (TMS)
The TMS is the biggest national visitor survey and 
gathers information every four years from over  
21,000 holidaymakers from over 100 international 
markets about their travel habits. The field work for 
the next TMS will begin in winter 2022/2023. Based 
on the TMS, an impact measurement is produced 
on behalf of SECO to measure the impact of ST’s 
marketing activities on overnight stays and turnover. 
The next impact measurement will be published in
the summer 2022 and, due to the pandemic, will be 
based on smaller surveys that were carried out in 
2020 and 2021.

Brand Equity Monitor (BEM)
In addition to the TMS, a representative online survey 
that also covered non-visitors was carried out for the 
first time in 2021. The aim of this extensive survey of 
5,000 people is to measure the tourism image, the 
marketing funnel, the travel drivers and obstacles, and 
the ST campaigns, by comparison with other tourism 
destinations. The BEM focuses on the markets of 
Switzerland, Germany, France, the UK and the USA. 
It will next be carried out in September 2022.

Management Information System (MIS)
The MIS covers various ST campaign dashboards, 
which link different data sources to one another. In 
this way, ST is able to measure the progress towards 
achieving tourism goals and to decide – based on 
data relating to overnight stays, bookings and web 

visits, Google trends, data from TMS and other 
sources – with which content it should invest in which 
markets. Most of the dashboards are also available to 
the tourism industry on STnet.ch. 

Partner reporting
ST draws up a full report on the activities with its 
partners. The insights drawn from this are used to im-
prove activities and increase benefits for partners.

Impact is key.

How ST is funded

1.5 
Others/revenues

24.0 
Tourism partners

7.8 
Corporate partners

57.0 
Confederation

Annual budget 2022* 
in million CHF

94.1
1.4 

Income from property

2.4 
Members

0.8 
Amortisation and
miscellaneous expenditure  

4.1 
Operating expenditure

30.1 
Personnel expenditure

58.3 
Marketing expenditure

Budget spending 2022* 
in million CHF

0.8
Property overheads

94.1

* without recovery funds 2022
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