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1. Management Summary



Recovery of Overnignts.
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When do they travel : Seasonal Distribution
AIm : Yearound Tourism.
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Who Is Traveling : Growth of 201 Q a

e  More men in their 20s are traveling internationally compared to 2019, the year before COVID-19.
* InSwitzerland, before the pandemic, 40% of travelers were aged 60 and above.
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Traveler’s Age [Unit : %, GAP(%p)] Traveler’s Household Status [Unit : %, GAP(%p)]
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*The type of residence for Korean travelers
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Source: Consumer Insight switzerland



How do They Book=IT & Package

* The influence of OTAs in individual travel is increasing, while the influence of travel agencies and open market/social commerce is decreasing.
* Travel agencies accounted for 52% of package purchases, down 6 percentage points from pre-COVID-19.

FIT purChaSE Channels [BASE: Package Direct Bookings/Buyers, Unit: %] PaCkage purChase ChanHEIS [BASE: Package Direct Bookings/Buyers, Unit: %]
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Travel Agency

Source: Consumer Insight
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How do They BooK.ikely to utilize OTAS

Information Channels for deciding Destination in Switzerland (Unit: %]

Source: Consumer Insight
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Market Korea Personas.

MAX

Highlight Traveller

Max

Kris

JO

Active Adventurer

\

More mature age level, traveling in smafoups and packaged travel products mostly

Influenced by TV an8oMe

wlk 0KSNJ I 3ISYSNIYfAald aSS1TAY3I LINPRdAzOU& FTNRY (Vy246Yy
/
\

FITtravellersmostly traveling with STP and prefers touring to visit top attractions and very
sensitive to trends, media arfdloMe To be reached and triggered from the dreaming to
the booking phase of the travel funnel.

J

\
Rather young and activeavellersinterested in sports and extreme experiences, short
booking habits and active in special interest communities. Contents marketing focused
and OTAs.

J
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2. Activities



Key Account ManagementLocal KAM Activities
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STE Korea
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APeriod: Feb. 123, 2025 bbb T Sk e MR 7 —

A Location: Seoul

AProgram:

AVIP dinner reception
Including media conference

AWnhole dayOnetoOne
meetings + diner reception

ASTA Casual Diner

CHF 4500 |



A19th STA
AApprox. 1520 KAs

. - . | i
A6-7 times of offline seminars [l

B M s w S S

AOne designated seminar for
each partner (passive
participation, active possible)

A Combined with online STA
program

ASTA study trip (combined with
Autumn Track)

3%

Switzerland.




VIP Trip

CEO from major TAs

Min. 57 pax

To assure the top decision

makers in major travel agencies

of the excellence and

sustainabllity of Swiss travel

products, STSEL Is planning the

first CEO trip. This trip will offer

specialized journeys tailored to = - e oo
each region and product, ety | 2 e NN
focusing orBwissiainable T ? e W“‘"g*’“”“"‘

cultural/art tours, luxury tours

and Swiss alps. We'll also seek

collaborations with Swiss.

3

CHF 3,50C




KAM Sales and Marketing Packages.

Personas in KAM

-

. J

MAX | Group Traveler

- TV Home shopping
- Joint Marketing Agreement

A Highlight Traveler for Groups

A STSEL continues to provide support for th
development of travel products that
effectively blend individual customer
needs with the coseffectiveness and
efficiency of group tours. It is particularly
focused on developing optimal travel
itineraries that highlight the hidden
charms of both the Swiss Alps and urban
areas.

CHF5,500

16

KRIS | Themed FITs

- Roadshow
- Joint Marketing Agreement

A Themed FIT Traveler

A Developing and promoting travel
itineraries with special themes

A Road show to "2 tier cities for strong
presence in the market / 2 times (1 time
will be held on 14 Feb. after STE Korea)

CHF5,500

JO | Adventure FITs

- Product dev. & Joint MKT Agreement with
OTA
- Travel Trainer

Active FIT Adventurer

Targeting young and dynamic travelers
Wider range of Swiss products on OTA
platforms

Travel trainer program : hiking conductor
for groups and/or FITs

Joint marketing agreement with OTAS

Do Do To Do Ix

CHFo6,500

J
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Single Activitieg Campaigning & Activation

switzerla

nd



C&A | Digital MarketingMAX & KRIS & JO

Highlight Traveler

> ST Social Media Postings & Ads
- Facebook 2,870,000 followers, at least 10 Posts

- Instagram 390,000 followers, at lea8tPosts
- Naver Blogss integrated contents

- Youtube Twitter and so on.

> |nfluencer Trip

- With 2 InfluencersifistagramersBloggers)
- Selective Influencers with minimum 150K followers

- Video content creation

CHF 11,000

Local Explorer

> ST Soclal Media Postings & Ads

- Instagram 390,000 followers, at least 7 Posts
- Naver Blogss integrated contents

- Youtube Twitter and so on.

> |Influencer Trip

. J

- With 2 InfluencersifistagramersYoutubers, Bloggers)
- Selective Influencers with minimum 150K followers

- Video content creation

CHF 11,000

18

JO

Active Adventurer

Active Adventurer

> ST Social Media Postings & Ads

- Instagram:390,000 followers, at least 7 Posts
- Tiktok will open in 2025
- Naver Blogss integrated contents

- Youtube Twitter and so on.

> Community/Influencer Trip

- With 2 Influencersi(istagramersYoutubers, Bloggers
or Relevant Communities)

- Selective Influencers with minimum 150K followers
- Video content creation

- Community joint marketing activities

CHF 11,000

J
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Single Activitieg Key Media Management
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KMM

ATop Media Coverages from
monthly Press Release to 700
journalists and feature articles

ATargeted media contacts and | :
meetings P ()

AMedia Conference

AMedia Trip

Partner regions will be |
introduced attractively and J
regularly to the target media. ST "‘
Korea send monthly press ' ‘ '
release including main topic,
hot spots, events and products
for each partner.
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AMedia Trip

APre/post press release

AExposure related photos &
videos on social media
platforms of both ST Korea
and Media

Paid exposure on Naver
bloggers posts (SEO)

SRR

Joint promotion with TA's
travel products

TR 5

?f(,

N

* This project is only activated
once the agreement with the
broadcasting company is set.

CHR25,000




Winter Campaign



Wlnter Campalgn 2025 * Max 3 Partners

B. Planning

2. Source KAM

- STA
- B2B Webinars
Workshops

- Winter magazine

- Itinerary suggestions (blOs
mys.con)

- Top suggestions cBoMe

A. Dreamying KAM 3. Training / Education

- Celebrity gnarketing C Bookin 5. Sales i S;’é‘ ebinars
- TV show g - Workshops
SoMemarketing with KMM - Mediaexposure - Joint MKT agreement g
Influencqr - Marketing - Sales promotions
C&A - Promotions

4. Product

E Remembering

D. Exploring

C H F EO O swikizerland




