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July 2025 | translated from German

February 2096 | translated from German



cannot be
captured by a single metric.
too complex

Overnight stays rewards




43.9 mio

overnight
stays




Hotel occupancy in 2025

Regions  Jan Feb March April May June July Aug Sept Oct Nov Dec Total

Aargau Solothurn Region - 90%
Basel Region (1) 59%

Region of Bern 94%

Fribourg Region

Geneva

GraubUnden

N
Jura & Three-Lake

Lucerne-Lake Lucerne Region

Eastern Switzerland / Liechtenstei

Ticins

Vaud Region

Valais

Zurich Region

( Total

® <30% ©® 31-40% 41-50% 51-60% @ 61-70% @ >71% Source: Federal Statistical Office, accommodation statistics
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Right guest.
Right time.
Right place.



Better



Year-Round Flows of Length of Tourism
Tourism Visitors Stay Acceptance

swi*zerland



But how do we
measure this<




Our new metrics system

Impact Chain

Touristic level

Five lead metrics, one per Travel Better action field

Year-Round Flows of Length of Swisstainable
Tourism Visitors Stay

Tourism
Acceptance

Regions, Destinations, Touristic
Businesses

switizerland



Year-Round Tourism

Autumn Campaign “Beautiful Autumn”



https://www.youtube.com/watch?v=1Kzf9YZkXSc
https://www.youtube.com/watch?v=1Kzf9YZkXSc
https://www.youtube.com/watch?v=1Kzf9YZkXSc
https://www.youtube.com/watch?v=1Kzf9YZkXSc
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Year-Round Tourism:
Weak months should grow faster

WHAT’S MEASURED

Growth of gross room occupancy in months below 50%,
compared to months already above 50% - measured
nationally.

WHY IT MATTERS

Additional demand should flow into underused periods
instead of adding further pressure to peak months.

WHAT OUR EMPLOYEES SHOULD ASK THEMSELVES

Does this activity target a month where Swiss hotel

occupancy is below 50%?¢

CURRENT STATUS 2025
Gross room occupancy 20295, national

\e)Y;

38,0%

Sep
60,8%

Oct
49,5%

Eight out of twelve months are below 50%.
Green: above 50% - Red: below 50%

WHAT’S OUR CHALLENGE

Spreading demand isn't just a marketing task — it needs hotels and
operators to actually rethink their opening seasons.

Source: HESTA (FSO), 2095

swikizerland



Flows of Visitors

Culinary Grand Tour of Switzerland



https://www.youtube.com/playlist?list=PLS21syVwGcjnYhJbsOy2zUifd2gLcBFsd
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@ Flows of visitors: Destinations outside the
=’ top 20 should get more market share

WHAT’S MEASURED CURRENT STATUS 2025
Market share of overnight stays

The market share of overnight stays held by destinations
outside the Top 20, measured across 144 destinations in

total. Top 20 Outside

WHY IT MATTERS

: S o o)
Guests and value creation should be distributed more evenly 66,0 /0 34,0 /O
across Switzerland, relieving pressure on hotspots and o o
. . Top 20 Destinations further 124 Destinations
str‘engthenlng smaller reglions. 09,0 Mio. overnight stays 14,9 Mio. overnight stays

WHAT OUR EMPLOYEES SHOULD ASK THEMSELVES WHAT’S OUR CHALLENGE

Does my activity promote a destination outside the Top 20

What exactly is “a hidden gem”¢ And how do we protect sensitive
by overnight stays? Does the promoted destination / point
of interest want to be promoted¢

regions / points of view?

No Promotion List

Source: HESTA (FSO), 2095 swikizerland



Length of Stay

Campaign “Fly another day” Grand Tour of Switzerland
Grand Train Tour of Switzerland



https://www.myswitzerland.com/en-ch/microsites/market-us/extend-your-business-trip/
https://www.myswitzerland.com/en-ch/experiences/experience-tour/grand-tour-of-switzerland/
https://www.myswitzerland.com/en-ch/experiences/experience-tour/highlights-by-train-bus-and-boat/grand-train-tour-of-switzerland/

Length of stay: Guests should stay more

nights per visit

WHAT’S MEASURED

Average number of nights per stay, across all
accommodation types

WHY IT MATTERS

Longer stays generate more value per guest with less travel
burden per night - and lead to richer experiences rather
than short pass-throughs.

WHAT OUR EMPLOYEES SHOULD ASK THEMSELVES

Does my activity include offers, storytelling, or incentives that
encourage stays of 3+ nights in Switzerland?

Source: HESTA (FSO), 2095

CURRENT STATUS 2025

Average number of nights per stay, across all accommodation types

2 o O Nights per stay

WHAT’S OUR CHALLENGE
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Data limit: HESTA does not capture a guest’s full journey across
multiple hotels.

swikizerland



Swisstainable

Swisstainable Programme



https://www.myswitzerland.com/en-ch/planning/about-switzerland/sustainability/?utm_campaign=124-93100-14-0507_(n:gsn)(m:ch)(l:en)(t:cbr)(i:hq)_CH_en_digi_C_Pla_CPC_Google-Search_paid-search&utm_source=(n:gsn)(m:ch)(l:en)(t:cbr)(i:hq)_CH_en_RSA_Google-Search_(n:gsn)(m:ch)(l:en)(t:cbr)(i:hq)(s:swisstainable)_x&utm_medium=paid-search&utm_creative_format=RSA&utm_marketing_tactic=aud&utm_id=(n:gsn)(m:ch)(l:en)(t:cbr)(i:hq)(s:swisstainable)&gad_source=1&gad_campaignid=21049341808&gbraid=0AAAAAD-FcWmxQwRKbtE9XmWGLMcjvFqun&gclid=Cj0KCQjwteTUBhD4ARIsAEYjs3rMrqHL5J-uRbcGnHtQMHcOu4Rr7RdrbvckEpsfWCrwfeMCH_Dhq-8aAj2REALw_wcB
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Swisstainable: The certified Level lll - leading

base should grow.

WHAT’S MEASURED

The number of businesses certified at Level lll - leading in
the Swisstainable programme, plus the number of
Swisstainable destinations.

WHY IT MATTERS

A growing certified base shows the industry is changin its
practice - not just in communication. Level lll - leadings
represents the highest level of proof in the programme.

WHAT OUR EMPLOYEES SHOULD ASK THEMSELVES

Does my activity visibly feature Swisstainable-classified
partners or destinations - according to their level¢

Source: Swisstainable Programme (ST), July 20926

CURRENT STATUS 2025

July 2026
Businesses on Level lll - leading Swisstainable Destinations
Level lll - leading stands for the most holistic approach to sustainability.

WHAT’S OUR CHALLENGE

The Empco Initiative migt be a challenge for the programme - how wiill

the new rules regarding sustainability communication change
Swisstainable?

swikizerland



Tourism Acceptance

Industry Toolbox Tourism Acceptance
For a tourism, that connects

6 modules:
4 N\ ™
Promoting Tourism Gaining an
Acceptance Overview
\ J y,
4 N\ ™
Shaping Stakeholder Increasing Tourism
Management Value
\ J y,
4 N\ ™
Strengthening Guest Mastering
Participation Communication
\ J y,

Link to Toolbox
(available in DE, IT, FR)

Travel With Care - Guest Awareness Travel With Care - Industry Toolbox
Campaign



https://www.stv-fst.ch/nachhaltigkeit/themen/tourismusakzeptanz
https://www.stv-fst.ch/nachhaltigkeit/themen/tourismusakzeptanz
https://www.stv-fst.ch/nachhaltigkeit/themen/tourismusakzeptanz
https://www.stv-fst.ch/nachhaltigkeit/themen/tourismusakzeptanz
https://www.myswitzerland.com/en-ch/planning/about-switzerland/travel-with-care/
https://www.myswitzerland.com/en-ch/planning/about-switzerland/travel-with-care/
https://www.myswitzerland.com/en-ch/planning/about-switzerland/travel-with-care/
https://www.myswitzerland.com/en-ch/planning/about-switzerland/travel-with-care/
https://www.stv-fst.ch/nachhaltigkeit/themen/tourismusakzeptanz
https://www.stv-fst.ch/nachhaltigkeit/themen/tourismusakzeptanz
https://www.stv-fst.ch/nachhaltigkeit/themen/tourismusakzeptanz
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®\ Tourism acceptance: Public approval should
rise

WHAT’S MEASURED CURRENT STATUS 20925
Positive Attitude

8%

Share of the Swiss population with a positive attitude toward
tourism.

WHY IT MATTERS

Tourism only works long-term with local approval.

Acceptance is the social licence for everything the other —

metrics measure.

Roughly four in five people tourism positively.

WHAT OUR EMPLOYEES SHOULD ASK THEMSELVES WHAT’S OUR CHALLENGE

Does my activity promote respectful and responsible guest

Acceptance is the hardest of the five to act on quickly — it takes time
behaviour, or communicate the benefits of tourism to the local

communities?

to shift mindsets.

Source: Tourism Acceptance Study, 2024 swikizerland



Better



But we cannot achieve it alone.

What we can do What the industry can do

* Align our marketing activities * Adapt Travel Better to their
with Travel Better destinations
* Measure our own activities * Rethink offers and opening
(Travel Better Score) hours
* Develop industry metrics * Include residents

* Provide materials to support * Raise guest awareness
the industry » (Gather data
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The future of (Swiss) Tourism is nhot simply
higher overnight stays.

It’s Travel Better.



Thank you

Milena Bartschi
Manager Tourism Development & Sustainability
milena.baertschi@switzerland.com
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haidi - Travel Better template

The Travel Better Template Ul
includes:

« welcome message/explainer

* Action field selection (if nothing
selected all are considered)

 Example prompts (User can click
on these)

swikizerland



haidi - Chat Flow - example year-round tourism

Year-Round Tourism
Action Field

swikizerland



haidi - Chat Flow - example flows of visitors

swikizerla
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