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Impressions

“I want to pamper my
loved ones with an
exclusive and unique
experience.”

Persona in the Sinus-Milieus

Consumption-
orientated Basis

Escapist

©SINUS Markt- und Sozialforschung GmbH

About me Travel goals

| am an aesthete and a Top 5 Not important ~ Important
connoisseur. | value exclusive )

experiences such as Shopping e
exceptional accommodation, )

inspiring ever.\ts or luxury Eigt:g:ces aD
purchases. | like to pamper

myself and my loved ones. I'm Pampering ap

a lifelong learner, so travel

feeds my curiosity and .

inspires me. Because I've Recovering a»
travelled so much, | know what

| want and have clear Seeing top sights ap

expectations.

Travel needs
| need...

+ .. first class travel agencies and providers.

* .. customised service.

 ..to be considered as an insider or elitist.

» ... private tours (e.g. with own driver).

» .. tips for high end luxury experience.

» .. comfort and nice aesthetics.

* .. to feel welcomed and personally greeted.

Quali and quanti results

Booking type

Seek advice and support for planning

Online 69%
Put together my own trip 52%

Book acc. via platform 59%

Socio-demographic view

60-79 years 6%

Female 45% > average 26%
45-59 years Roix] 18-29 years
1% 25%
30-44 years
48% Male 55%
Age Gender

Whole trip in advance 61%

Slightly > average 43%

Top 5 activities while travelling

1. City visits 61%

2. Staying at the sea 54%

3. Sightseeing 52%

4. Art & culture 46%

5. Culinary expeditions 43%

Book myself 59%

Research in detail 56%

Quality over price 59%

Other DINKS
2% < average 11% 5%
i
Adult family
Slightly < 8%
average 18%

9%

Family with teens
15%
Revenue

Older couple

Life stage

Travel motives

Bottom 5 Not important Important I want ...
Exciting experiences - + ... want to enjoy the good side of life.
* .. to pamper myself and my loved
Engaging in activities ab ones — have a perfect time.
« ..to see/learn new things.
Intellectual stimulation ab * .. to enjoy maximal relaxation.
+ .. to interact with interesting people.
T + ... to feel like someone special.
Spending time in nature ab i
Engaging in sports ap
Travel style
Individual Group Active Relaxed
a» a» a»
Basic Luxury City Nature
a» a»
Low High

Sustainability affinity

Destination Switzerland

Quali and quanti results
Drivers

« Mountains/nature/snow 20%

» City experience 20%

» Good food 19%

» Exclusivity/High quality standards 19%
Hospitality 19%

Shopping & maximum relaxation 18%

Travel profile

Other

9% >2 weeks 7%

1-2 nights
13%
8-14 nights
Young 26%
family
54%

3-7 nights
54%

Duration of stay

Holiday in CH in the past 70%

Barriers

Value for money 38%

Not enough knowledge about CH 27%
Weather/climate 21%

Not enough sites 16%

Not welcoming enough 16%

Not exciting enough

Other Hotel 24%

s Top 3
Serviced Partner 87%
Free ' it Friends 84%
flat/house Children 75%
9% Rented
Bed & Breakfast 10% flat/house

11%

Accomodation type Travel with
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Travel planning journey

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

Trigger Time of booking Pain points
« Recommendation from friends/ Time of booking before * Poor service - not feeling welcome TV _74% Facebook 73%
family departure: * Non-functioning infrastructure within 1% 20%
+ Visual depictions of beautiful accommodation Social media — Instagram ——
destinations etc. in travel > One month « Overcrowded, waiting for others/in line 65% 65%
magazines/documentaries 599 * Disappointment because of unmet Video portal —— Youtube —
+ Special events (e.g. flower 4 expectations S ing (Netflix) 64% 30%
exhibition) <Oniaimorith treaming (Netflix) e ——————— TikTok L ——
o . . . . 200
Artlcle§ in special interest 41% Music streaming _6 %
magazines
* Private events as a starting point
 Attractive posts on social media
*Use daily or several times a week
— ::9 . ~
Dreaming ‘ Planning . Booking =] Exploring CAS Remembering =
CONTENT CONTENT CONTENT CONTENT CONTENT

« Exclusive events (e.g. visits
to wineries, art exhibitions)

* World's highlights

» Breathtaking landscapes

* Exclusive accommodation

» Exclusive, enjoyable lifestyle

» Exclusive shopping
opportunities

* Reliving own memories

Is highly receptive to visually
aesthetic content

CHANNELS TOP 5 (active search)

. Travel book/travel guide 29%

. Individuals (personal circle) 28%

. Social media 28%

. Advertisement search engine
22%

5. Website (tourism organizations &

service providers) 22%

AN o

» Accommodation

» Restaurants/culinary

» Top sights

» Events/Activities/Tours

» Shopping opportunities

* Local costs (daily budget)
» Entry regulations
 Security/crime

* ltinerary

CHANNELS TOP 5 (active search)

1. Search engine (e.g. Google) 64%
2. Social media (Instagram etc.) 58%
3. Individuals personal circle 57%

4. Online maps (e.g. Google Maps) 57%
5. Local providers’ websites (hotel etc.)

57%

* Accommodation

» Transport

» Feel welcome

« (Private) tours (fully or for part of

the travel)

» Tickets for events
» (For some) Trusted travel

agency takes care of everything

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

 Restaurants/culinary experiences

» Shopping facilities

» Top sights

* Cultural sites and events

» History of the country

» Exclusive activities and tours

* Follows impulse/local sources for
new experience

CHANNELS TOP 5 (active search)

1. Google Maps, online maps 43%

2. Local individuals (e.g. hotel staff) 41%

3. Public transport website 39%

4. Online search engine (e.g. Google)
37%

5. Travel blogs 36%

» Exclusive events (e.g. special
dinners, exhibitions)

* Exciting interactions

* Great bonding time

CHANNELS TOP 5 (active search)

1. Messaging service (e.g. WhatsApp
to share experiences with family
and friends) 85%

2. Social media (after the trip) 84%

3. Social media (during the trip) 83%

4. Photo book 79%
5. Travel blog (sharing during trip) 74%
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Inspiration for Marketing Pleasure Seeker
Attractive offers for the persona Typical key messages and images to raise awareness Local markets: Here you can record your own thoughts
Superior travel experience “Enjoy the good sides of life.”
- First class experts guides 4 ’ ‘

» Concierge service while traveling
» Being asked about personal preferences

Sustainability offers

» Membership for exclusive travel clubs
Public transport:

« First class reservation option

» Special Train lines

 Private Hotel pick-up service from train station
Car rental:

* Private driver

» High quality car brands

Exceptional accommodation with individual service

« High quality/luxury standard in alternative
accommodation types, hotels and serviced
apartments

* Warm welcome with personal greetings

* Unique visual decor and design

* Room service

» Concierge takes care of special requests

* Fine dining in the hotel

» Wellness/spa/massage

» Exclusive shopping experience close to location

Inspiring activities, where they can broaden their horizon

« Exclusive experience (e.g. Helicopter flight around the
Matterhorn)

* Fine dining experience

» Feeling as an insider with access to the most sought-
after places

» Shopping superior products and art
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