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Jörg P. Krebs (66).
– 28 years in Tourism

– Bern - Leysin - MexicoCity - Frankfurt -
Madrid - Hamburg - Zürich

– Commercial clerk - languages - Marketing
University Berne (IFM-GFM)

– Highlights (extract): BRD/DDR - SWAX -
Suiza - Cycling Switzerland - Snowsports -
Mountains© - CD/CI, Get natural -
EURO’08 - Market development

– Now: 10-90° east

– Married, 2 kids // Music, football, modern
arts, people
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Agenda.
– 09.15-09.40: 25‘ Introduction Switzerland Tourism and Tourism 

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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Part I
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Who is Switzerland Tourism?
– Official national marketing organization to promote Switzerland as a tourism

leisure & business destination.

– Financed by the Swiss government and Swiss partners of tourism industry.

– Philosophy: Leadership thru quality
– 28 countries, 37 markets, 230 employees

– 12 KPI’s, e.g.
– 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).
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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



Switzerland Tourism Branding
over the years.



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



Presaging advertisement - the 20s.

Les années 20.



Informative advertisement - the 30s.

Les années 20.







Promotion advertisement - the 40s to 60s.

Les années 20.







Branding advertisement -  the 60s.

Les années 20.



Graphical  advertisement -  the 70s.

Les années 20.



Advertisement for regions -  the 70s.

Les années 20.





‘wink’  advertisement -  late 70s.

Les années 20.



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

Les années 20.
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Image advertisement:
1990 to 1995
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Image and promotion
advertisement:
1995 to 2001



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

Les années 20.



Product campaings: from 2000

Les années 20.
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Since 2002...



36  I  Titel/ Name/ Datum



37  I  Switzerland Tourism@Branding Institute, University Berne, 08MAR2010



38  I  Titel/ Name/ Datum

Strategic partnerships.
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Enjoy Switzerland.



Low budget?
Creativity, humor and
integrated marketing.









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 teams)

– Showcase: 2 groups to present
1 presenter (10-15 minutes)
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Job: Your are the general marketing and brand manager of
Switzerland Tourism.
– How do you see the Tourism Brand of Switzerland. What components

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, Banking,
Taxsystem)

Please present your results and justify your decisions.
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