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' About me Travel goals Travel motives
. Top 5 Not important Important  Bottom 5 Not important Important I want ...
o | want to relax and take time
16 /O out from everyday life. | don't Recovering ap Exclusive experiences ap . .. arelaxing time away from home
n=750 want any pressure, worries or L o hassle-free time '
stress. | like to sF)end time in Pampering ap Intellectual stimulation aD « ...to spend time in nature.
nature but also in a spa or walk . to eniov zood food
around in a city. With children | Spending time in 8 o
have to make sure they enjoy nature a» Meeting new people ap * = o have quality Bme with my loved
Impressions . one(s).
activities so | can have arest. |
"I would like to escape appreciate some culture and Authentic Shoppi
P : . - experiences a» ORPIng a»
: sightseeing but it isn't central
from everyday life and t6 rriv satlefactl
y satisfaction. Discoverin E PP :
. . g new o ngaging in intensive a»
worries and experience a things sports
carefree time.”
Travel needs oualiand quaniiresuis TOP B activities while travelling Travel style
| need... Individual Group Active Relaxed
» ...value for my money. 1. City ,VlSItS % a» ap
. 2. Staying at the sea 71%
* .. pleasant climate/weather. . ) .
. .. good restaurants. 3. Sightseeing 70% ' Basic Luxury  City Nature
« ... security at my destination. 4. General nature experience 58% s a»
« ... mountain/nature/snow. 5. Staying close to lakes and rivers 53%
* .. convenient travel.
* ... to feel welcomed. . oge o o Low High
* .. nice accommodation with inviting atmosphere. SUStalnablllty afﬁnlty ap
Booking type Destination Switzerland Holiday in CH in the past 49%
Researcher Do—it—yourself Quali and quanti results
Drivers Barriers
. _r » Beautiful landscape 36% « Value for money/high cost factor esp. in
0 0, 0,
Online 80% Whole trip in advance 69% Book myself 76% . Good food 28% winter 43%
» High quality standards 26% * Not enough knowledge about
Put together my own trip 57% Research in detail 62% » Maximum relaxation 23% Switzerland 21%
» City experience 22% » Weather/climate 17%
. . . » Security 22% » Not/not enough attractions that
Book acc. via platform 70% uality over price 56%
P ? Q Y P ° * Pleasant weather 22% interest me 11%
; 5 i io- icvi Travel profile
Persona in the Sinus-Milieus SQcio=domographic view P
emale er
Mainstream e Other 2% < average 01::% Older couple 2 weels 1-2 nights i Cserdrs Top 3

60-79 years 18-29 years > average u 8% 26% 1% flat/house
21% 21% 15% DINKS 9% 8% r orel 0ot Partner 82%
. X ) ote
Adaptiv-Pragmatic Slightly < 814 ghts Bed & Friends 69%
average 27% Older single Breakfast 8% Other family
45-59 years 30-44 years 10% Young family 3-7 nights Rented members 59%

Slightly > Serviced
29% 29% 51% ervice: v
Maie S0% average 48% Adult family 14% 25% apartments 13% ﬂat:{z;)ause

Gender Life stage i i Travel with
©SINUS Markt- und Sozialforschung GmbH Age REVanuS g Duration of stay Accomodation type
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Travel planning journey Down Pacer

Top 5 media* (general) Social media for travel information

Trigger Time of booking Pain points
« Recommendation from friends/ Time of booking before « Trusting websites/reviews - photos do not TV 85% Facebook 67%
family departure: always show reality
. . . . 75% 62%
* Attractive posts on social media + Search for affordable accommodation - Social Media e—— Youtube ———
* Promising newsletters > One month finding the best offer 63% 62%
« Articles in travel magazines/ - Radio — Instagram —_—
(]
reports S ing (Netflix) 57% ) 34%
« Docs on TV or YouTube < One month treaming (Netflix — Pinterest —
29% Video portal —55 %
* Use daily or several times a week
- - - / . ::9 . =
Dreaming &» Planning Booking @  Exploring S Remembering =
CONTENT CONTENT CONTENT CONTENT CONTENT
» Landscapes & nature * Top sights » Accommodation  Restaurants/culinary » Experiences lived in nature
» Special accommodation * Local activities and sports « Journey (train, flight, rental experiences * Bonding time

activities car) — convenience oriented » Shopping facilities
* Cultural sites and events » Attractive prices Cultural sites and events
 Restaurants/culinary Local and sports activities
experiences Top sights
 Local weather/climate

CHANNELS TOP 5 (active search)

CHANNELS TOP 5 (active search) CHANNELS (active search) CHANNELS TOP 5 (active search) CHANNELS TOP 5 (active search)

1. Individuals (personal circle) 35%

2. Website (tourism organizations &
service providers) 24%

3. Social media 19%

4. Online ratings (e.g. by other
travellers/panels/blogs) 17%

5. Travel book/travel guide 16%

1. Search engine (e.g. Google) 73%

2. Google Maps, online maps 60%

3. Local providers’ websites (hotel
etc.) 58%

4. Individual personal circle 56%

5. Official website (destination/
tourism organization) 55%

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

- Direct service providers (e.g.
airlines, hotels, car rental, local tour
guides)

« Travel agency/tour companies

» Travel fairs

1. Local individuals (e.g. hotel staff) 43%

2. Google Maps, online maps 42%

3. Online search engine (e.g. Google)
33%

4. Public transport website 29%

5. Local providers’ websites (hotel,
organizers, etc.) 25%

1. Messaging service (e.g. WhatsApp
to share experiences with family
and friends) 83%

. Social media (after the trip) 63%

. Social media (during the trip) 61%

. Photo book 57%

. Travel blog (sharing during trip) 31%
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Inspiration for Marketing Down Pacer

Attractive offers for the persona Typical key messages and images to raise awareness Local markets: Here you can record your own thoughts

Travel worry free and without surprises: “Imagine you were here.”
Public transport:

 Train on time, with booked seat

* No exhausting luggage carrying

» Hotel pick-up service from the train station
Car rental:

» No waiting time at car rental

* Quick delivery as all required information were
provided in advance

» Good roads
"Regenerate in the most peaceful landscape.”

T—

» Good signage to the destination

Comfortable and quiet accommodation:
 Bed & Breakfast/small hotels
» Outside the big cities
* Friendly and cosy atmosphere

» Nice communal areas, e.g. terrace with lounge chairs,
library with fireplace, as they spend time in the
accommodation

« If family, secluded quiet area for parents while children
play

Low-pace and relaxing activities
- Easy walks nearby (forest, lake/river, village)

» Wellness/spa/massages

» Local museums, wine/food tasting, pick-nick package
offered by the hotel, city strolls

‘b > TTTTi ) .
« If family: activities for children on their own/with =7 ///// [ / R
supervision
» Good restaurants nearby "Recharge your battery while your children

discover new things."
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