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LOU
Down Pacer

S | want to relax and take a break
:"E,_ from everyday life. | don't want
5 any pressure, worries or stress. |
3 like to spend time in nature, but
© also in a spa or taking a walk in
g the city. With children | have to
o make sure they enjoy the
S activities so | can relax.
"Imagine you were here."
"Regenerate in the most
Typical key peaceful landscape.”"
campaign “Take a break from everyday life.”
messages "Recharge your battery while
your children discover new
things."
Insplratl.con ) 1. Social media (19%)
Top 3 Paid Media .
channels 2. Ad on search engine (11%)
3. Newspaper/magazine (9%)
Information 1. Online search engine (73%)
Top 3 Paid Media 2. Online travel guide (46%)
channels 3. Social media (42%)
1. City visits
Top 5 travel 2. Sightseeing
activities while on 3. General nature experience
holidays 4. Light physical activities out.
5. Staying close to lakes and

rivers

i Key marketing data per persona

JO
Active Adventurer

There isn't a day when | don't
want to be active, so | choose
my destination according to the
activities offered there. Sport in
particular is important to me. |
want to escape from my daily
routine and spend time
exploring amazing landscapes.

"Experience the great outdoors."
“Take a break from everyday life.”
"Find hidden gems off the
beaten path.”

"Grow through challenging
experiences.”

1. Social media (29%)
2. Ad on search engine (21%)
3. TV/radio/movies (20%)

1. Online search engine (65%)
2. Online travel guide (53%)
3. Social media (49%)

. General nature experience

. City visits

. Sightseeing

. Outdoor sports

. Light physical activities
outdoor
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KRIS
Local Explorer

| need to escape my structured
lifestyle by discovering
authentic cultures and new
places. It's all about getting new
impulses and experiencing a lot
of new things. That's why | spend
a lot of time looking for hidden
places.

"Dive into the rich culture of
Switzerland.'

"Explore vibrant cities."

"Take a break from everyday life."
“Connect with local people and
their history.”

1. Social media (26%)
2. Ad on search engine (13%)
3. TV/radio/movies (12%)

1. Online search engine (76%)
2. Online travel guide (52%)
3. Social media (46%)

1. City visits

2. Sightseeing

3. Exploring a country’s history
4. Art & culture

5. General nature experience

MAX
Highlight Traveller

| want to see the world in a
comfortable and well-organised
way. | plan in order to see as
much as possible in the time |
have on holiday. This includes
the main sights and traditions of
the destination.

"See the famous world sights.”
"Learn about the Swiss way of
life.”

"Enjoy your fruits of labor."
“Understand more about
traditions in Switzerland.”

1. Social media (20%)
2. Ad on search engine (11%)
3. TV/radio/movies (10%)

1. Online search engine (74%)
2. Online travel guide (51%)
3. Social media (44%)

. Sightseeing

. City visits

. Exploring a country’s history
. Art & culture

. General nature experience

O b WOWN o

QUINN
Pleasure Seeker

I'm an aesthete and a
connoisseur. | value exclusive
experiences such as exceptional
accommodation, inspiring
events or luxury purchases. | like
to pamper myself and my loved
ones.

"Enjoy the good sides of life.”
“Pamper your loved one with a
perfect day.”

"Experience the highest
standards.”

“Interact with interesting
people.”

1. Social media (28%)
2. Ad on search engine (22%)
3. Blogger/Influencer (22%)

1. Online search engine (64%)
2. Social media (58%)
3. Online travel guide (55%)

. City visits

. Sightseeing

. Art & culture

. Culinary expeditions

. Exploring a country’s history

O~ WON o

PAT
Bonding Educator

I'm working on having a
balanced life. When | am on
holiday, | want to spend quality
time and strengthen the bond
with my loved ones. It's
important for me to offer them
enriching experiences.

"Revive childhood memories.”
"Experience more than just
everyday life."

"Take a break for your daily
routines.”

“A wide range of activities for all
ages.”

1. Social media (26%)
2. Ad on search engine (12%)
3. Blogger/Influencer (10%)

1. Online search engine (74%)
2. Social media (49%)
3. Online travel guide (48%)

. City visits

. Sightseeing

. General nature experience

. Light physical activities
outdoor

5. Exploring a country’s history
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