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Our objectives for today.



KPM Extended - Program

Monday Nov 6 — Focus Marketing
09:45-10:45 Opening
11:15-12:15 Marketing Sessions
Lunch

13:30-14:30 Marketing Sessions
14:45 - 15:45  Marketing Sessions

Apéro with Markets

16:00 - 17:00 Additional WEURQOZ25
session for host cities

MySwitzerland Pro, Touring Teams, Markets are also in the Stadthalle
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Switzerland.

Tuesday Nov 7 — Focus Markets
From 08:00 Welcome Café

8:30 - 11:40 1:1 Meetings
11:40 - 13:10 Lunchbreak and 1:1 Meetings
13:10 - 16:20 1:1 Meetings and open sessions

* Early departure VSTM Management Seminar
participants (Interlaken)
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Tourism development worldwide. Switzerland.

Arrivals in international tourism

bn ;
25 |
744 Europe
Africa
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351 Asia Pacific
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Tourism outlook by BAK Economics.
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Schweiz.
Entwicklung der Logiernachte nach Herkunft und Tourismusjahr
Total 26'357 -33.1% 27'804 5.5% 37'217 33.9% 40'918 9.9% 41'149 0.6% 41'557 1.0%
Schweiz 16'905 -5.0% 20'275 19.9% 20'942 3.3% 20'542 -1.9% 20'026 -2.5% 19'840 -0.9%
Ausland 9'451 -56.2% 7'528 -20.3% 16'275 116.2% 20'376  25.2% 21123 3.7% 211717 2.8%
Europa 6'899 -41.0% 5'991 -13.2% 10'419 73.9% 11'657 11.9% 11'471  -1.6% 11'309 -1.4%
Deutschland 2'579 -34.3% 2'360 -8.5% 3'543 50.1% 3'748 5.8% 3'711  -1.0% 3'668 -1.2%
Frankreich 892 -30.3% 898 0.6% 1'287 43.4% 1'384 71.5% 1'324 -4.3% 1288 -2.7%
Italien 553 -38.6% 475 -14.1% 778 63.7% 861 10.7% 857 -0.6% 839 -2.1%
UK 697 -57.6% 264 -62.2% 1'255 376.3% 1'658 32.1% 1'632 -1.5% 1'603 -1.8%
Fernmarkte 2'553 -74.2% 1'537 -39.8% 5'856 280.9% 8719 48.9% 9'652 10.7% 10'408 7.8%
USA 642 -73.7% 480 -25.3% 2'149 348.0% 2'948 37.1% 2'800 -5.0% 2'873 2.6%
China 303 -80.8% 36 -88.0% 140 285.6% 541 286.1% 1'096 102.7% 1'359 24.0%
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We continuously strengthen our Value Switzerland.
Proposition...

Our Nature
Energises You.

11



... with a clear Communication Framework...

Brand

Brand core

Communication
platform

Sustainability
programme

Campaigns

Accommodation
and gastronomy

Tourism partners

Business
events

Summer Autumn Winter Cities

Boutique & Design Inspiring Spa & Vitality Swiss Bike Luxury Hotels & Swiss Family
Hotels Meeting Hotels Hotels Hotels Homes Hotels & Lodgings

Swiss Typically Snow Sports Serviced Supplementary

Historic Hotels Swiss Hotels Hotels Apartments accommodation Cliion iy i e

= 7_/ S
7z A

Switzerland.
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... to create more impact with our target guests.

LOU

DOWN PACER 16%

Top Ziele beim Reisen
Erholung, Verwéhnung,
Zeit in der Natur verbringen,
authentische Erlebnisse,
neue Dinge entdecken

Top 3 Markte
Deutschland, Schweiz, BeNeLux

KRIS

LOCAL EXPLORER 24%

Top Ziele beim Reise
Authentische Erlebnisse, neue
Dinge entdecken, ausserge-
wohnliche Erlebnisse, intellektuelle
Stimulation, an Aktivitaten
teilnehmen

Top 3 Markte
Frankreich, Italien, USA

JO

ACTIVE ADVENTURER 12%

Top Ziele beim Reisen

Zeit in der Natur verbringen,
intensiv Sport treiben, an
Aktivitaten teilnehmen,
aussergewohnliche Erlebnisse

Top 3 Markte
Indien, USA, BeNeLux

QUINN

PLEASURE SEEKER 12%

Top Ziele beim Reisen
Shopping, Exklusive Erlebnisse,
Verwéhnung, Erholung, Top
Sehenswiirdigkeiten entdecken

Top 3 Markte
Indien, GCC, USA

MAX

HIGHLIGHT TRAVELLER 18%

Top Ziele beim Reisen

So viel wie moglich sehen, neue
Dinge entdecken, Top-Sehens-
wirdigkeiten erkunden, authen-
tische Erlebnisse, an Aktivitaten
teilnehmen

Top 3 Markte
Italien, UK, BeNeLux

PAT

BONDING EDUCATOR 12%

Top Ziele beim Reisen

Bindung zu Mitreisenden
starken, bereichernde Erlebnisse
bieten, Erholung, authentische
Erfahrungen, neue Dinge erleben

Top 3 Markte
Schweiz, UK, Deutschland,
BeNeLux

.
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Switzerland.
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We accompany our guests with our activities Switzerland.
along the customer journey.

Focus of our activities

oy Elh

¢ \

. =

Dreaming Planning Booking Exploring Remembering

14



BEM 2023 — We measure our progress.

N
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EFFECTIVE EQUITY Grossbriannion
SHARE 1.8% | #10

Top 3

DER SCHWEIZ e
IN DEN 8 MARKTEN K =

Frankreich

3.1% | #7 ;
C &
Top 3 :
é Frankreich 53% !

/ Spanien 9%
<o °

Italien 7%

8.5% | #4

Top 3 ‘

pre 19% Italien

Italien 12% A

Frankreich 12% 2.7% | #6
Top 3
Italien 56%
Spanien 6%
Griechenland 5%

Schweiz.

Effective Equity Share zeigt den effektiven Marktanteil des Reiselandes gegentiber der abgefragten Konkurrenz an (alle
Reiselénder zusammen ergeben 100% Marktanteil). Der Wert besteht aus dem Anteil an Brand Desire (Emotionalen
Verlangen nach einem Land) +/- den Markteffekten (welche die Wahrscheinlichkeit des Aufenthalts im Land erhéhen
oder verringern). | # = Rang des Reiselandes Schweiz im Vergleich der 24 europaischen Lander.

3 - © Ipsos | Schweiz Tourismus Brand Equity Monitor

ﬁderlande .

2.2% | #12

Top 3

NL 33%
Deutschland 9%
Spanien 9%

Saudi-Arabien &

. Deutschland

3.2% | #8

Top 3
Deutschland 39%
Spanien 7%
Osterreich 7%

China
10.1% | #4

Top 3
Frankreich 17%
Italien 11%

UK 11%

Vereinigte Arabische Emirate

11.2% | #1

Top 3

Schweiz 11%
UK 10%
Frankreich 10%

Wy /A

\’ =
=K
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# A

Switzerland.
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Always-on base noise on Social Media.

every

5sec

interaction

qs

om

followers +

12

social media
plattforms

5m

interactions
e

1.5b

iImpressions

>100m 1.3b

video views

345K

followers

56k

interactions

X

impressions

f
2.4k

pins

5%

engagement rate

R
= =4

H/—;\ y
0
7z vy

Switzerland.

3m

interactions

v \,
'/,’/

Apps of

the future
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Highlights Central Partner Campaign 2023. Switzerland.
Winter 2022/23, Summer, City & Autumn 2023.

—l DTy B ST S|
60 Partner ( >75% Swisstainable) J
L o6 Pabaiesie |
L e
B> 316 impressions |
pEE
B 36Mooicks

. 600'000 Magazines J

and.omusngadln - X ‘

switzerl
@ scuol Zernez.

zen trall though
ckates. The lce

the Engadin \
Trail atSentls \“

Glide along the fro
| forest on your ice
|4 nottobe missed.

itzerland.com \
r;\;s.\:::em for the Sent Mehr dazu \

\ce Trail?

|
wellt B

tare A6 Malge ‘

OO Raquel ... 51 Kommen ‘\
Kommentar Pl Tellen |

[ﬁ Gefalit mir Q




Highlights Accomodation Campaign 2023. Switzerland.

9 Accomodation Cooperations
#:{ Events & i Wissenswertes  Uber uns Q Suche Medfen Jobs & Kamiere Einloggen DE v J

Schweiz.

+740 Partner (>60% Swisstainable) J

arketing

s :
g T| > 2.5 Mio. Partner Investment J
i l‘, ‘ i
: > 290 Mio. Impressionen J
| > 3.5 Mio. Link Clicks
Steigern Sie die Sichtbarkeit |hres Betriebs J

weltweit: Als Unterkunftspartner von Schweiz

Tourismus profitieren Sie von unseren gezielten
Kampagnen fir Sommer, Herbst, Winter, Stadte +8°/o above average ON growth J
1inA Riicinace Euvunante 1inA cinAd en in 072




=4
,-
\.._/‘

# r!\

Four Main Campaigns in 2024. Switzerland.

We need autumn for al We need Swnsstainable
senses. ’ alive.

. We need'
;,;{’rtzerland

19
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Four additional topic-specific campaigns. Switzerland.

TRANSHELVETICA

PRASENTIERT

s

~ Switzerland.

33

Switzerland.

4

T

Al
Switzerland.
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3-Year Plan. Switzerland.
Touring Autumn Summer Winter SCIB
RF Autumn (+ Grape Escape) RF Autumn 2.0
Roger Federer + Kris, Lou * Lou, Pat RF tbd
* Europe * Europe
Swisstainable Schweiz+ Swisstainable
Swisstainable @ « Lou, Pat «  Kris, Max Swisstainable tbd
« CH  Europe
: SCIB Bleisure
Sl e » Persona tbd + Long Haul Markets Sl iie lste
. . Always-ontb
Er?'g'al\:l:d;? ,rb;lways— + Continuous brand presence
paig - Markets tbd
Umbrella Hotel Cooperation Campaign
Accom. Campaign * Personas tbd tbd tbd
* Markets tbd
Specials Grape Escapes, BAK, AMoS WEURO 2025, AMoS Persona specific campaign with DMOs

Hypothesis Persona
- Quinn will be covered by Accomodation - and Gastronomy-Campaigns as well as market activities
21
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“+ Minimise the environmental impact
and maximise the social and economic benefits
for the local communities. | |

4 >
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Crestasee, Graubunden © Dominik Kobler
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@ Swisstainable — Schweizer Nachhaltigkeitsprogramm wee
5 Monate « @

#News Studierende der ZHAW Zurich University of Applied Sciences
begleiteten rund 30 touristische Betriebe in der Surselva durch den
#Swisstainable-Anmeldeprozess. Studentin Anina Diirig etwa t ... mehr anzeigen

Ubersetzung anzeigen

Ubernehmen Sie Verantwortung!

Um zu einer nachhaltigen Destinationsentwicklung beizutragen, unterstiitzt Ziirich Tourismus die City Tax zahlenden
Betriebe der Subregion Ziirich und Ziirichsee mit der Ubernahme von 80% der Kosten einer Nachhaltigkeitszertifi-
zierung. Betriebe, die bereits zertifiziert sind, konnen fiir Jahresgebiihren, Weiterbildungen im Bereich Nachhaltigkeit
oder Massnahmen Unterstiitzungsbeitrage beantragen.

So unterstiitzen wir lhren Betrieb Jetzt Unterstiitzung anfordern Lernen Sie Nachhaltigkeutsprogekte in Zii-
Anmeldun rich kennen

1SP |




#WeAreSwisstainable.

Switzerland.

Swisstainable — Schweizer Nachhaltigkeitsprogramm zim
2K followers
Reposted from Albergo Hotel M we®

Die Zentral @ Remo Rey - 1:t
y Touristiker mit £ aee . . . .
@ 1749 followe ®.. Jﬁ'Hmb'UT und Enthusiasmus #SiamoSwisstainable Nuovo al Livello
1w -® sDie-sehwerzae Nachhalugketspragramm; e 40 Milano si impegna ad attuare iniziative sos
o . . Fur ein Untermehmen - . posto. 'esperienza degli ospiti non
Wir sind Swisstainal Selbstversta‘n;‘ :et it 158 jahrgerTraditon ist Nachhaktigkeit éine
warcden. Wir Nollcl ke—l"(. und d?“”""’ muss daran taglich und ehrlich gearbeitet f
en einen Geist, eine Kultur im Unternehmen etablieren, in de ) d \ ~ h
= , In dem/der

-—tandlich gelebt w™ *
tainable - und ba

s Pavs-d'
& ays-d'Enhaut Région, Economie et
erland

o,
Tourisme m
558 followers Follow ...

Whitepod Eco-Luxury Hotel, Switz

Tma« @
fourismus-Verpanc ~We 3 swisstainable §

[Swisstai
staina -
ble — Programme de durabilité
Iité suisse]
We are part of the sustainability program Syisstainable and classified at Level Il -

#Nous
ousSommesSwisstainable
7 leading.

T
.. SEE More
& th our pamcmatwon we:

To better understanc, wi

B Com mit ourselves 10 continuous ustainable business development.
a concrete

I
the field of sustainability and thus make

David Zidrjen « "<
@O CosFount J:n Bl Pursue measures in
- o-Founder Simment H
enialer contribution ¢ @ sustainable Swiss tourism.

Zmo *

Wir sing Swisstainable.
AT #whitepod 2gwlisstainable £gustainabllity
Wir sind namlich Teil des Nachhaltigk Swisstainable - Programme de durabilité suisse

| — committed a #Swisstainable, Alber
tenibili che mettano le per
deve essere solo memorab

go Hotel
sone al primo
ile, ma an ..see more

ZU teilan. a

Lenzerheide Marketing und Support AG + Foll
ollow

3K followers

3mo - @

' g 4
r, also die Lenzerheide Marketi und SUppO tAG, sind stolz darauf, uns als Teil
des daChha‘nge tSp ogra 1s Swisstainable praser tieren zu durfer # . v

..See more
Swisstainable — Schweizer Nachhaltigkeitsprogramm Ve
2K followers

uren in Zarich an, die von den

ch bietet To
nem positiven

n. Im Fokus stehen Angebote mit el
eugierige Einf ..se€ mor

#\WeAreSwisstainable Detours Zuri

kiassischen Sightseeings abweiche
|mpact auf die lokale Kultur fur achtsame Reisende sowie n

¥

+

wiW
tﬂ &((fd
b

M
go!

#WeAreSwisstainabIe

Detours Zurich, Zurich

TT1LL [5ds 111
i L



Share your good practice
examples with us.

Are you working on an exciting
sustainability project in your company or in
your destination that is worth mentioning?
Or are you implementing unique measures
in the area of environmental, economic or
social sustainability? Let us know!
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Overnight Development 2010 — 2026. Switzerland.

Millions

30
25

20 \/

15

10

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

—Switzerland Shorthaul ——Longhaul —Total @ Fui Recovery to 19

Source: Oxford Economics, ST estimation (Status 11.08.2023)
36



Overnight Development 2010 — 2026.
Shorthaul Markets.

Mio

\

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

—(Germany -—France ltaly —=——BeNeLux -——UK
Source: Oxford Economics, ST estimation (Status 11.08.2023)

Switzerland.

1

2022 2023 2024 2025 2026

37
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Overnight Development 2010 — 2026, Switzerland.

Longhaul Markets.

6

Mio

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026
- Americas GCC =—APAC

Source: Oxford Economics, ST estimation (Status 11.08.2023) 38



Our Market Strategy.

Overseas.

Steering before Growth
Focus: extension length of stay,
public transportation, individual
travelers and small groups,
Swisstainable.

Europe.

Growth before Steering
Focus: Growth through new
guests, esp. younger target
groups, Swisstainable

QSO/O

= Switzerland

Shorthaul = Longhaul

Wy /A

\’ =
="
e )

7
z A

Switzerland.

Switzerland.

Growth and Steering
Focus: Diversity of
Switzerland, emotional story
telling, hidden gems,
Swisstainable

39
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MySwitzerland.com — Actual and Future. Switzerland.

MySwitzerland goes Al.

Organic integration of Conversational Al on
MySwitzerland.com, considering user intention and
incorporating real time information.

MySwitzerland.com registers 43.8 Mio
sessions YTD facing a new record year.

vvvvv

The Engagement Rate is at 55.3 %.

Du mochtest eine
Stadtereise machen?

Wie mochtest du
tibernachten?

With 110’000 additional subscribers, the
newsletter sees a 40% growth.

Neuchatel
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Web3 and Al as ST's experimental areas. Switzerland.
VR as an opportunity to discover Al as an opportunity to delight NFT’s as a new approach for
Switzerland through mixed more guests with precision to interactive tourism marketing.
reality glasses. discover the beauty of

Switzerland.
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MySwitzerland Pro. B2B Digital.

Webbased B2B-Platform to connect swiss touristic
suppliers and destinations with global travel trade.

> 1250 active users and growing.

> 440 buyers from over 40 markets.
Quality assurance by ST.

Free of charge.

N X X X

NEW: Hotel Room Alert
< A new feature that allows to inform
\ buyers about short notice availabilities

of hotel capacities.

Register now for

1375 ]

Good afternoon, Maria

What are you looking
for?

Where to stay

A
Sotel Siltberkorn
vt L ks

Siborhorn Hotel & Spa Griwa Ront AG
Wengen Grircstwais

Discover the map

N based offers

./

A
A\

, ’ Y

Switzerland.




External data sources

HESTA
Economic figures
Flight data
Exchange rates

ata for better decisions.

Empirical market

research

Management

Information
System

Special projects

e.g. Personas

Switzerland.

Tourismus Monitor Switzerland (TMS)
Brand Equity Monitor

How does the Swiss hotel industry develop? - Year to date

2019-2023, Selected months: January, February, March and & more, ST market. AR

Seepmen Martaes
Pwese  ron Foonyew e 2 Mane Sovghe reurtets 3 o Saumari e
Sedvct e .| |mes MR L] . « | -

f@:‘-“- Markets  Tourism regions

LR otorgin & 2008
' " ‘._.- Saisct surecy:
5 Development yesrs o
Arrivals Overnights
g-';“ Esibunga rak ELV - S
tam o, tasx |,




Housekeeping



KPM Extended: Day 1 — Focus Marketing
Tme |Topic spoaker |Locaton _|Grow

Martin Nydegger and other members of Kleiner Saal

09:45 — 10:45

11:15 - 12:15

12:15—-13:30
13:30 — 14:30

14:45 — 15:45

From 16:00
16:00 - 17:00

Opening

All-year tourism
Artificial Intelligence
Partner Campaign

Lunch

All-year tourism
Artificial Intelligence
Partner Campaign

All-year tourism
Artificial Intelligence
Partner Campaign

Apéro
Workshop WEURO

the Executive Board

M. Pally, D. Chiani, R. Ammon
D. Stocklin, A. Freimann

J. Lacourrége, S. Vonesch, A. Chessex

M. Pally, D. Chiani, R. Ammon
D. Stocklin, A. Freimann
J. Lacourrége, S. Vonesch, A. Chessex

M. Pally, D. Chiani, R. Ammon
D. Stocklin, A. Freimann
J. Lacourrége, S. Vonesch, A. Chessex

M. Pally, V. Grobet

Kleiner Saal
Bodensee
Foyer

Caféteria

Kleiner Saal
Bodensee
Foyer

Kleiner Saal
Bodensee
Foyer

Caféteria

Kleiner Saal
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=
g
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Switzerland.

everyone

Blue @

White
Green @

everyone
Green @

Blue @

White

White
Green ‘
Blue @
everyone

by invitation



