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Travel goals
I am an active person. | choose

my destination according to Top 5 Not important Important ~ Bottom 5 Not important Important
12% the activities offered there. Spending time in _
n=549 Sport in particular is important nature b Pampering g

to me. | want to escape my

everyday life and spend time Engaging in ap Exclusive experiences aP

intensive sports

Travel motives

|l want ...

... to experience the hot spots in my
sport.

... authentic and challenging

exploring amazing landscapes. adventure/ experience.
My passion for sport often Engaging in ap Seeing top sights a * .. to take a break from everyday life.
Impressions takes me to spectacular activities * .. to go off the beaten track.
" : . . places and | enjoy meeting o » ...room for exploring new things.
. . , Excitin A :
A trail run in the morning like-minded people. That's experignces as Meeting new people ap « ..freedom and independence.
is a great way to where | recharge my batteries.
explore.” Shopping dD
i)
Travel needs Quali and quanti results Top 5 activities while travelling Travel style
I need... Individual Group  Active Relaxed
* .. adestination according to my sporting challenges 1. General nature experience 56% ap ap
(e.g. climbing, skiing). 2. City visits 56%
* ..aplan, but| am always open to spontaneous 3. Sightseeing 54% . .
opportunities and suggestions. : 0 Basic Luxury City Nature
T ’ ) o 4. Staying at the sea 52% o a
. . f:iet.al.led mformatlf)n about my trip and act|V|t|<?s. 5. Outdoor sports 51%
+ ..individual travel trips. A package or group tour is
only an option for me if it fits my needs to 100%. )
. d a good accommodation after an intense, active su stainability afﬁ nity Low High
ay. ab
Booking type Destination Switzerland Holiday in CH in the past 67%
Researcher Do—it—yourself Quali and quanti results
Drivers Barriers
Online 71% Whole trip in advance 58% Book myself 66% * Spectacular landscape 31% * Value for money 48%
* Good food 21% * Not enough knowledge about CH 16%
. o . ) o » Experience the Swiss lifestyle 20% » Weather/climate 12%
Put together my own trip 59% Research in detail 56% « Sport/exercise/outdoor paradise 19% « No/not enough attractions that interest
» Security at destination 19% me 12%
Book acc. via platform 59% Quiality over price 55% * Adventure 18% * Not adventurous enough - too
convenient, organized
. . re Socio-demographic view Travel profile
Persona in the Sinus-Milieus grap P
Other Other
. e F le 40% 1% ) 2 ks 6%
Postmaterialist 6079 ysars &% e o SRieatts gl Wy cramehe 12 nights Other Hotel 23% Too 3
o > average 23% Young zzyg 9% 32% P
18-2297;ears _ family 42% B Partner 86%
i o ightly < :
Performer s 52%;:35 average 24% Adulltlf;mlly Campsite fl:tj:t:udse Friends 82%
9% 16% Other family
o . o _ Slightly > Older o 3-7 nights Serviced members 74%
Dlgltal Cosmop()htan 30 ‘2‘;;’:31’5 Male 60% average 45% couple 11% Famlly;lol;oh teens 63% aparterl;\V;is - Bed &181';akf35t
©SINUS Markt- und Sozialforschung GmbH Age Gender Revenue Life stage Duration of stay Accomodation type Travel with
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Travel planning journey

Schweiz.

* |Incredible natural

» Best places for local activities

» Detailed information on desired

Top 5 media* (general)

 Restaurants/culinary experiences

Social media for travel information

Trigger Time of booking Pain points
 Stories and recommendations Time of booking before * When my interest, e.g. climbing, is too niche Social media 71% YouTube 59%
from like-minded friends/family departure: for an official source 1% 59%
* Articles in special interest * Finding adequate activities when people with TV —— Instagram ———
magazines or blogs > One month different needs travel with you 62% 48%
« Attractive posts on social media B9% » To get sport equipment through customs/ Streaming (Netflix) — c———— Facebook —
* Invitation for a trip from friends y onto the train ) 60% 34%
« Interesting travel blog posts < Oriamonth + When changing conditions make it impossible Video Portal — Tiktok —
* Docson TV or YouTube 38% to practice mY sport Muic Stissiming 57%
» Congested ski slopes
* Use daily or several times a week
- - - / . ::9 . =
Dreaming &» Planning Booking @  Exploring S Remembering =
CONTENT CONTENT CONTENT CONTENT CONTENT

Special, unique experiences

landscapes and sports activities (price, availability, » Top sights * Adventures, the unforeseen
* Exemplary destination for » Accommodation location) « Local and sports activities (e.g. » Experiences in nature or with
“my"” sport » Transport facilities » Accommodation events,tours) other people

» Special activities or
adventures (e.g. Heli-ski in
CH and IT in one day)

CHANNELS TOP 5 (active search)

1. Social media 29%

2. Individuals (personal circle) 29%

3. Website (tourism organizations &
service providers of sports
activities) 29%

4. Travel book/travel guide 23%

. Online ratings (e.g. by other

travellers/panels/blogs) 22%

(&)}

* Entry regulations

 Local weather/climate

* Granular information about the
activities from trusted sources,
incl. “niche” activities

» Possibility to create activity plan

CHANNELS TOP 5 (active search)

1. Search engine (e.g. Google) 65%
2. Google Maps, online maps 60%
3. Official website (destination/

tourism organization) 56%
4. Individuals personal circle 53%
5. Online travel guide 53%

» Transport
» Price (price-conscious but
performance has to be right)

CHANNELS (active search)

 Aggregators (e.g. Google Flights,
Booking.com)

» Direct service providers (e.g. airlines,
hotels, car rental, local tour guides,
providers of sports activities)

« Travel agency/tour companies, but
only if the offering fits to 100% to
their needs

» Specialized travel fairs

« History of the country/countries
* Tips on authentic experiences
(from locals)

CHANNELS TOP 5 (active search)

1. Local individuals (e.g. hotel staff)
45%

2. Online maps (e.g. Google Maps) 44%

3. Public transport website 39%

4. Online search engine (e.g. Google)
38%

5. Local providers’ websites (hotel,
organizers, providers of sports
activity, etc.) 36%

Having achieved something
Meeting and interacting with my
(sport) community to share my
own experiences

CHANNELS TOP 5 (active search)

a b WwN

. Messaging service (e.g. WhatsApp

to share experiences with family
and friends) 86%

. Social media (during the trip) 81%

. Social media (after the trip) 79%

. Photo book 78%

. Travel blog (sharing during trip) 61%
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Inspiration for Marketing Active Adventurer
Attractive offers for the persona Typical key messages and images to raise awareness Local markets: Here you can record your own thoughts
Find the best conditions for their activity “Experience the great outdoors.”
* Information about weather conditions on site ‘:r ": X3
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* Information about optimal time for an activity

* Individual planning and online reservation options
» Weather and activity/sport specific apps

» Detailed information about their trip and possible
sports activities

* Individual travel tips for gems of the beaten path

« Local providers with specific know-how (guide, rental
and hotel staff)

Accommodation that caters to their sports needs
« Wellness/spa/massage for regeneration after sport
activities
* Healthy food options
» Meals offered throughout the day
 Available infrastructure to store sport equipment

* Comfortable accommodation with focus on
sustainability

» Friendly communal area to get together and share
experiences and stories "Find hidden gems of the beaten path.”

High-pace activities in the beautiful outdoors —
« Abundance of sports activities to choose from E
» Challenging hikes, bike tours, climbing, skiing,.. i
i

e G

» Meeting like-minded people in sport communities
» Being active in breath-taking nature scenery

/77

"Grow through challenging experiences."
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