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Bonding Educator

S About me Travel goals Travel motives
. . . Top 5 Not important Important  Bottom 5 Not important Important I want ...
170/ I'm working on having a
(o) balf':mced life. When | am on . gtrecr;gthenlng ap Seeing top sights ab « .. to experience things that are
n=794 holiday, | want to spend quality Qn . .
. different from everyday life.
Hime and stiengthen the bond Providing enriching ! - - ..fun things to do (boat trips, bike
with my loved ones. It's experiences a» Exclusive experiences @D - g PS,
. ) rides, events ...).
important for me to give them .
enriching experiences and a ) Meeting new beople + .. to take a break from everyday life.
Impressions : ; o Recovering - g peop - - ... to experience exotic places, food,
kind of "school of life". They
“ want to raise good should discover other cultures Authentic . fiBELES:
8 . . aD Engaging in sports ab + ...authentic cultural enrichment.
h . idicul and nature in a safe experiences .
umans In a riagiculous environment without any . .  ..everyone who travels with me to
world — therefore | negative surprises. tDr:§:;verlng i ap Shopping ac have a good time.
i
introduce them to new
places, cultures,
CUStomS and thinking ” Travel needs Quali and quanti results TOp 5 aCtIVItles Whlle travelllng Travel Style
I need... Individual Group  Active Relaxed
* .. good preparation and detailed planning. 1. City visits 76% ap ap
* ..aplan, but | am always open to spontaneous 2. Sightseeing 73%
opportunities and suggestions. 3. Staying at the sea 710/? Basic Luxury City Nature
* ... family-oriented offers. 4. General nature experience 58% . o
* .. suggestions for age-appropriate fun activities. 5. (Light) physical activities outdoors 55%
+ ..options for all kind of weather conditions.
* .. package holidays if the offer and price are right. Low High
+ ..safe travel. SUStalnablllty afﬁnlty aD
1 . . . H H 1 0,
Bopklng type | Destination Switzerland Holiday in CH in the past 57%
Do-it-yourself who pay attention to rely on trusted sources Quali and quanti results
Online85%  Whole trip in advance 69% Book myself 81% privers sarriers
DS ? SIS EIRIIagVancs 2 PONUTyYRO £ » Mountains/nature/snow 40% » Value for money 42% : Austria or New
» High quality standard 25% Zealand seen as cheaper alternatives
Put together my own trip 63% Research in detail 63% + Good food 24% « Not enough knowledge about CH 23%
* Experiencing the Swiss lifestyle 23% » Weather/climate 20%
Book acc. via platform 67% Quality over price 58% . Clty.exp'erlence 22% * Not enough attractions that interest me
* Family friendly 21% 14%
Persona in the Sinus-Milieus Socio-demographic view Travel profie
R Other
Postmaterialist 60-79 years 12% Female 49% % < average 5% DINKSS% 7 P2weeks8% 12 nights Other 20%
’ 18-29 2 16% ¥
. . 21;:3"5 e Slightly < Adult family v ) 7% B?eeac:(f; ot Hotel 33% TOP 3
Adaptiv-pragmatic average 24% 10% fam?;;'fﬁ% 8-1329'5“5 9% Partner 91%
45-59 years Older couple Free Children 77%
e 30-44 years ) ] 13% 3'75';;3:“ flat/gr;zuse / Rented Friends 74%
s Male 51% Slgntly > average s Family with Serviced apartments 12% flat/house
©SINUS Markt- und Sozialforschung GmbH Age Gender Revenue teens 16% Life stage Duration of stay Accomodation type 17% Travel with
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Travel planning journey

Trigger

« Recommendation from friends/
family

« Own memory of past trips at the
destination

« Posts on blogs (travel or family
bloggers)

* Interesting articles in travel
magazines

* TV documentaries

* Information from agencies

» School holidays

Dreaming

CONTENT

» Foreign cultures
+ (Family-)Activities
» Landscapes

CHANNELS TOP 5 (active search)

1. Individuals (personal circle) 41%

2. Social media 26%

3. Website (tourism organizations &
service providers) 23%

4. Travel book/travel guide 22%

5. Online ratings (e.g. by other
travellers/panels/blogs) 19%

&

Time of booking

Pain points

Time of booking before * Fear of not having researched enough
departure:

> One month

beforehand - not having a plan prepared for

every weather situation

70%
< One month
30%
Planning
CONTENT

» Accommodation

* Entry regulations

* Health (e.g. healthcare)

 Local weather/climate

« Local costs (daily budget)

* In-depth research to develop
itinerary

« Be prepared for everything (e.g.
bad weather)

» Background information about
culture

* Reviews for own target group

CHANNELS TOP 5 (active search)

1.
2.
3.
4.
5.

Search engine (e.g. Google) 74%
Individuals personal circle 61%

Online maps (e.g. Google Maps) 60%
Rating platforms (e.g. Tripadvisor) 60%
Official website (destination/tourism
organization) 60%

» Poor infrastructure at the accommodation

Booking @

CONTENT

Transport (arrival/return and on
site)

Accommodation

Price comparison

Partly activities, sights, which
have to be booked in advance
(e.g. dance classes)

CHANNELS (active search)

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

Top 5 media* (general)

82%
TV [ — ?
81%
Social Media ] ?
67%
Radio [ or——1 ?
. 65%
Video Portal aE——
62%
Streaming (Netflix) cn—————— ?

* Use daily or several times a week

Exploring 08

CONTENT

» Cultural sites and events

» Restaurants/culinary
experiences

« Local and sports activities (e.g.
swimming in the pool)

* Top sights

» Ready to live like others do

CHANNELS TOP 5 (active search)

1. Online maps (e.g. Google Maps) 51%

2. Local individuals (e.g. hotel staff) 48%
3. Online search engine (e.g. Google) 39%
4. Public transport website 38%

5. Social media (e.g. Instagram) 29%

Social media for travel information

73%
Facebook aEE——
63%
48%

Instagram —

Tiktok —23 -
Remembering =
CONTENT

* Great bonding time
* Common activities
 "Exotic” experiences

CHANNELS TOP 5 (active search)

1. Messaging service (e.g. WhatsApp to
share experiences with family and
friends) 88%

. Social media (after the trip) 71%

. Social media (during the trip) 70%

. Photo book 68%

. Travel blog (sharing during trip) 36%
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Inspiration for Marketing Bonding Educator
Attractive offers for the persona Typical key messages and images to raise awareness Local markets: Here you can record your own thoughts
Spend safe and worry-free quality time “Revive childhood memories.”

* Individual planning and online reservation with room
for plan B options

* Information about weather conditions

* Options for all kind of weather conditions
» Easy access to public transport

* Train on time, with booked seat

* No exhausting luggage carrying
Car rental:
* No waiting time at car rental

* Quick delivery as all information provided in advance
* Possibility to rent a car seat for children

- Bigger cars/vans to transport the whole family (from
children to grand-parents)

Accommodation that suits all travel party
* Apartment with own kitchen and washing machine

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

Activities with enriching experiences

« Activities for different age groups (from child to
grand-parent)

* Family-oriented offers

» Suggestions for age-appropriated fun activities (boat
trips, events,...)

* Authentic insight into the Swiss way of life

* Local museums and traditions

* Revive own childhood memories by visiting known
places again and share past stories with travel
companions

« Spend time together in nature, pick-nick/grill places, "A wide range of activities for all ages.”
experience trail 20 AN aats &)
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