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Jorg P. Krebs (66).
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Swltzerg!

28 years in Tourism

Bern - Leysin - MexicoCity - Fral
Madrid - Hamburg - Zurich

Commercial clerk - languages - |
University Berne (IFM-GFM)

Highlights (extract): BRD/DDR -
Suiza - Cycling Switzerland - Sn
Mountains© - CD/CI, Get natura
EURO’08 - Market development

Now: 10-90° east

Married, 2 kids // Music, football,
arts, people
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Agenda.

— 09.15-09.40: 25° Introduction Switzerland Tourism and Touris
Brand (History)

— 09:40-10:15: 35" (incl. break): Workgroup

— 10:15-10:45: 30° Workgroup presentation

— 10.45-11:00: 15°  Break

— 11:00-11:30: 30° ST Brand and Branding today
— 11:30-12:00: 30° Case study EURO 200
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Switzerland Tourism.

Part |




Switzer!;
Who is Switzerland Tourism?

— Official national marketing organization to promote Switzerland as a t
leisure & business destination.

— Financed by the Swiss government and Swiss partners of tourism inc
— Philosophy: Leadership thru quality

— 28 countries, 37 markets, 230 employees

— 12 KPI's, e.q.

— 8.7 bn media contacts

— 3.1 bn marketing contacts

— 21 m web visits

— 1,5 m qualified customer reactions
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International network (ST markets). "

1. Prioritatsmarkte 2. Aktivmairkte 3. Strategische 4. Aufbaumirkte
CH, DE, FR, IT, JP, NL, AT, AU, B, Kanada, Wachstumsmaérkte

Brasilien, Israel,

UK, USA Korea, Nordische Lan- China (inkl. HK), Golf- Malaysia, Singapur,
85.5% der der, POL, Tschech. Rep. staaten, Indien, RUSS, Stidafrika, Thailand
Logiernachte (LN) 7.5% der LN Spanien 1.7 % der LN

5.3% der LN

ourism@Branding Institute, University Berne, 08MAR2010
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Tourism is strategic for Switzerland.

— 7.6 mio population

— 18 mio visitors

— 63 mio overnights (35,6 in hotels)

— Revenue 30,4 bn.

— 4rd biggest sector industry

— 240°000 work places (138’000 full time jobs)
— 6-6.8 % of GDP
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Switzerland Tourism Brandi
over the years.




Nationale Vereinigung zur Forderung des Reiseverkehrs, 28. November 1917
(Swiss National Promotion Office)




Presaging advertisement - the 20s.

DO YOU KNOW THE SWISS WINTER STATIONS AND THEIR

SPORT FACILITIES 2 FULL INFORMATION AND BOOKLETS
BY THOS COOK& SON IN ALL PARTS OF THE WORLD.

e FLFRRERG T FUSIEN ‘!




Informative advertisement - the 30s.







VORBEUGEN - HEILEN - VERJUNGEN

durch Sdvwveirer Hetllbiider

=
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bGesundheit ist das hichste Gut

Machen Sie eine Badekur in einem der
21 Schwweirer Hellbiider -

Alvaneu-Paul
Andeer
Naden
Bex-les-Bains
Brestenbergs
Disentis
Heustrich-Bad

Laveyv-les-Bains
Lenk im Simmental
Leukerhad

PPassuggs
Bad-Ragaz-Piilers
Bheinlelden

Riethad

St Moritz-Badd
Schinenachbad
Scuol-Tarasp-Yulpera
Stabio

INenidgerbad

Yals

VYal Sinestra




Promotion advertisement - the 40s to 60s.

s i o .
650 Jahre Eidgenossenschafy

Bang, lueq 0 Hcime

Schweizerland -
Kinderland
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MPIQUES D’HIVER

530.1. / 8.2. 1948




Das ganze Volk Eahrt ki

i) MOTTO.
VOGELSCHAU 1




Branding advertisement - the 60s.




Graphical advertisement - the 70s.

IMMER AUF DER HOHE MIT WINTERFERIEN




Advertisement for regions - the 70s.




sychweiz Suisse Svizzera Switzerlc

Schweizerische Verkehrszentrale (SVZ)]
Othice National Suisse du Tourisme (O
Ufficio Mazionale Svizzero del Turismo
Swiss Mational Tourist Office (SNTO)




‘wink’ advertisement - late 70s.

Die Schwei;er Stadt




The 1st co-branding advertisement - the 80s.

e
VOIES ROMAINES

SUR LES TRACES DES PELE

LE GRAND CHEMIN WALSER -

LA VOIE SUISSE

Pubié por '0ffice Notional-Suisss t eariuond
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Image advertisement:
1990 to 1995







Image and promotion
advertisement:

1995 to 2001




Don’t tourist me, | am on vacation (1996).

i

Wannen e

. zuletzt Ferien
braucht keiner.| | vom Tourismus

Ferien jeder.




Product campaings: from 2000
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a vraie richesse de la Sui:

IySwitzerland.com Enfin les vacances. A vous la Sui







ottars Purag, S ailE S Engadna,




Since 2002...




Switzeriand.

get natural.




Suisse.

tout naturellement.

Schweiz.

ganz natirlich.

SviZzzera.

cemente naturale.

EABeTia.

PuoiIKa.

Svizra.

simplamain natirala.

‘Muapvis.

Suissa.

naturalment.

Szwajcaria.

ak naturalnie.

ycarsko.

pFirozené.

S PEL LTI P O <
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Strategic partnerships.

E 7 .-".-'- -.".: A f' _a"' "r _-'"
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Suisse.

Petit voyage. Grandes vacances.

MySwitzerland.com | <
e €5 SBB CFF FFS & i

Re:
460 078-9




Partner.

MySw itzerland.com/sponsors
Von Schweiz Tourizmus empfohlen.

e Partner.
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Enjoy Switzerland.




Low budget?
Creativity, humor and
Integrated marketing.




S

n-air theater. Our GPS. Our entertainer. Our playground

MySwitzariand com

er coaster. Our penthouse. Our graffiti.










It's your turn!
Workgroup
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Rules.
— Time: 35 minutes

3 questions (8 min. each/9 minutes for conclusion)
— Groups: 6 groups / 8 people (4 national/2 international tearr
— Showcase: 2 groups to present

1 presenter (10-15 minutes)
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Job: Your are the general marketing and brand manager
Switzerland Tourism.

— How do you see the Tourism Brand of Switzerland. What component:
would you include (strenghts/weakness)?

— What opportunities and threats has a Tourism Brand for a country?

— How do you rate exogenic unforseen factors (conflicts as Lybia, Banlk
Taxsystem)

Please present your results and justify your decisions.
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Switzeriand.

get natural.




