
G
ru

nd
se

e,
 L

öt
sc

he
nt

al
, V

al
ai

s 
©

A
nd

re
as

 G
er

th

Tourism Monitor
Switzerland
2023



Sample description

Target group: «Scuol Zernez, Samnaun, Val Müstair» Comparison group: «Mountain»

Definition:

Location of holiday: partner destination: "Engadin Scuol
Zernez", "Samnaun", "Val Müstair" 

Definition:

Location of holiday: tourism zone: "mountain" 

Sample size: n=942, high result precision. Sample size: n=13089, very high result precision

• • 

Report version 1.0.0 (2024-09-26).

1



Report Summary

Market Share

Relevance: The target group «Scuol Zernez, Samnaun,
Val Müstair» accounts for approximately 1.9% of the
Swiss overnight tourism market in the leisure sector. 

Relevance: The comparison group «Mountain»
accounts for approximately 61.7% of the Swiss
overnight tourism market in the leisure sector. 

Scuol Zernez, Samnaun, Val Müstair Mountain

Traveller Profiles and Preferences (general) 

Origin of tourists: The global regions of origin are shown in the overview below: 

Scuol Zernez, Samnaun, Val Müstair ❘ Total: 100% Mountain ❘ Total: 100%

The target group is particularly over-represented in Switzerland (+16 percentage points relative to the
comparison group), Germany (+5 pp.) and Poland (+1 pp.). 

Scuol Zernez, Samnaun, Val Müstair
Switzerland (74%) 
Germany (17%) 
BeNeLux (3%) 
Austria (1%) 
France (1%) 

Mountain
Switzerland (58%) 
Germany (12%) 
United Kingdom (4%) 
BeNeLux (4%) 
United States of America (4%) 

The place of residence was also recorded at the regional level within countries. 68% of the target group comes
from these regions (out of a total of 812): Zurich (22%), Bern (8%), St. Gallen (8%), Aargau (8%), Baden-
Württemberg (6%), Lucerne (4%), Thurgau (4%), Solothurn (3%), Bavaria (3%), Vaud (2%). 

• 
• 
• 
• 
• 

• 
• 
• 
• 
• 
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Age & gender: Tourists in the target group typically range from 41 to 61 years old (middle 50%), with an
average age of 51. The group is predominantly male (50%). The comparison group lies between 36 and 59
years old, has an average age of 48 and a 51% male share. The target group is therefore older (3 years) and
contains more female tourists (+1 percentage points) in comparison. 

Personas: Tourists are assigned to the primary personas for both the target group (on the left) and the
comparison group (on the right), but only for the summer season: Persona questions were not included in the
TMS winter survey, as they were not available at the time. In a direct comparison between these groups, Jo - the
active adventurer (+14 percentage points relative to the comparison group) and Lou - the downpacer (+1 pp.)
are notably over-represented within the target group. 

Activities: The next chart shows the top 10 sporting and non-sporting activities that the target group generally
engages in during their holidays in Switzerland. Activities like UNESCO sites/National Park (+10 percentage
points), wellness & spa (+10 pp.) and alpine skiing (+8 pp.) are particularly characteristic of tourists in the target
group. Therefore, it can be beneficial to give them more emphasis in tourism marketing aimed at this audience. 
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Travel habits (general): The TMS data reveals that 47% of the target group plan their trip well in advance, 79% 
book accommodation directly and 84% belong to the mid or high price travel segment (comparison group:
50%, 66%, and 83%, respectively). The following diagram also provides information on other key aspects of the
general travel behaviour for both the target and comparison groups. 

Sources of Information and Travel Decision

Sources of information: The TMS examines 74 sources of information regarding decision-making to have spent
last vacation in Switzerland. The average overall external influence on target tourists is 58%, compared to 64%
for the comparison group. This total influence can be detailed by individual information sources, as shown in the
table below, which lists the 10 most important sources. 

By aggregating the 74 information sources into 13 broad types, tourism-related internet site/app has the
strongest influence on the target group with a degree of influence of 19%. newspaper/magazine/news portal
(+1 percentage points), online newsletter (+1 pp.) and map (+1 pp.) are particularly characteristic for the target
group. 
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Days in advance for vacation decision and booking: Tourists in the target group typically decide to travel to
Switzerland between 33 and 193 days before departure (middle 50%), with a median of 96 days. Following this,
they book their trip or accommodation 159 to 16 days in advance, with a median of 72 days. They make their 
decision 20 days earlier and book 23 days earlier than the comparison group: 

Scuol Zernez, Samnaun, Val Müstair ❘ Mountain

96 days 76 days 

decision before departure 

72 days 49 days 

booking before departure 

Destination vs. Accommodation: When asked about the most decisive factor when choosing accommodation,
58% of the target group selected 'destination more decisive', followed by 26% who chose 'accommodation
more decisive' and 16% who chose 'accommodation more decisive'. For tourists in the target group, the 
destination is less important (-4 percentage points) than the accommodation as it is for the comparison group
(62%). 

Journey Characteristics

Tourism regions: All findings from the TMS are geographically and temporally linked to a specific holiday stay in
Switzerland. This provides insight into the distribution of guests across the ten largest Swiss tourism regions:
Tourists from the target group are most commonly found in Graubünden . They are mostly over-represented in 
Graubünden (+69 percentage points). 

Scuol Zernez, Samnaun, Val Müstair ❘ Total: 100% Mountain ❘ Total: 100%
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Type of holiday: A self-classification into 10 rough holiday types based on season, tourism zone, and/or needs
shows that "active winter holidays (focused on physical exercise/sports)" is the most dominant category within
the target group, with a share of 40%. In terms of over-representation, "active winter holidays (focused on
physical exercise/sports)" (+13 percentage points), "active summer holidays (focused on physical exercise/
sports)" (+6 pp.) and "pleasure summer holidays (focused on rest, relaxation, and nature)" (+1 pp.) best
characterizes the target group. 

Travel Motivations

Travel Drivers: The table below highlights the key travel drivers for tourists from the target group when visiting
Switzerland. They show a stronger preference for active holidays/sports (+5 percentage points), hospitality (+2
pp.), and nature (+2 pp.) than the comparison group. 
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Destination Brand, Satisfaction and Customer Loyalty

Tourism strengths of destination: Tourists were asked to name the tourism strengths of the Swiss destination
they visited, without any predefined answer categories. This approach yields entirely unbiased insights for
strategic marketing and effective communication to our guests. The text responses (3'455 from the target
group, 44'752 from the comparison group) were condensed into 34 dimensions, with the top 20 destination
strengths highlighted in the overview below. 

The relative strengths of the destinations visited by the target group are as follows: friendliness/hospitality (+10
percentage points relative to the comparison group), shopping opportunities (+8 pp.), and nature (+8 pp.). 

Tourism weaknesses of destination: Tourists were also asked to identify the weaknesses of the Swiss
destination they visited, once again without any predefined answer options. The unbiased responses (998 from
the target group, 15'552 from the comparison group) were categorized into 31 areas, with the 10 most
frequently mentioned weaknesses summarized below. 

The target group highlighted the following weaknesses in particular more often than the comparison group: 
difficult to reach/remote (+18 percentage points), does not offer enough/too small (+4 pp.), and public
transportation (+1 pp.). 
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Brand image of destination: After gathering open-text responses on the destination's tourism strengths, the
brand image of the visited destination was assessed using predefined categories, the same as those used for
analyzing travel drivers. The top 10 image attributes are listed in the table below. 

Relative to the comparison group, the destination visited by the target group stands out in these three areas: 
hospitality (+15 percentage points), active holidays/sports (+12 pp.), and good value for money (+11 pp). 

Destination performance metrics: The performance of the Swiss destinations visited by the target and the
comparison group can be measured using the indicators 'satisfaction,' 'NPS', and 'share of regular visitors,' as
shown in the overview below. The target group has a higher level of satisfaction (+2 percentage points), a 
higher NPS (+8 points), and a larger share of tourists with 6 or more visits to the destination (+7 pp.) than the
comparison group. 

Scuol Zernez, Samnaun, Val Müstair ❘ Mountain

90% 88% 

degree of satisfaction 

69 61 

net promoter score 

36% 29% 

6+ holidays in visited destination 

Best alternative to destination visited in Switzerland: In response to the question "What other destination
would you consider the best alternative to the one you visited in Switzerland?" participants could choose from a
list of over 800 global regions. The table below presents the top 10 alternatives for the target group, including
the results for the comparison group. 
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