
Market Poland - your chance.
Turn the boom of the 2020/21 winter season into lasting collaborations.
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Why Poland?

§ Large market: 38 mln inhabitants
§ 21% of Poles (= 6.7 mln) plan their holidays abroad

§ Young (53% are under 35 years old), love mountains and touring

§ Switzerland is a top choice destination: +71% hotel ON in the last decade 
(no other European source market grew as strongly as Poland)

§ All year round (Su 51% vs. Wi 49%) and all over Switzerland
§ Length of stay: 2.6 hotel ON, rank 3rd

§ Approximately CHF 160 of expenses per person and day
§ Mainly in 3* and 4* hotels (almost 25% ON of each category)
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2020/21 was a very successful winter season. 

§ Given the Covid-19 restrictions, many new Polish Tour Operators 
(re)discovered Switzerland during the 2020/21 winter season.

§ The excellent numbers of January remained high throughout the first quarter 
of 2021, with a relatively even distribution across regions and destinations.

§ Most Tour Operators want to keep Swiss destinations in their offers going 
forward: this is a unique opportunity to strengthen existing partnerships and 
develop new ones.

§ The online workshop  “Switzerland welcomes Poland” with Polish Tour 
Operators on 22 April 2021 has been organized for that precise purpose.
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How does the Swiss hotel industry develop?
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January 2021 ON Statistics (I).
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January 2021 ON Statistics (II).
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February 2021 ON Statistics (I).
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February 2021 ON Statistics (II).
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Source: Monitoring sentiment for domestic and intra-European travel, Jan 2021, European Travel Commission 

Poles are most likely to travel in the first half of 
2021 amongst Europeans.
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3 out of 4 of Poles plan to travel in the first 
half of 2021.

Source: Monitoring sentiment for domestic and intra-European travel, Jan 2021, European Travel Commission 



Poland on track to achieve the fastest economic 
recovery from Covid-19 in the EU.
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eMarketing.
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eMarketing.Polish guests in Switzerland.
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How are Polish guests characterized?



Where did Polish guests travel to in 2019?

Source: ST research report on Poland with 2019 data



When do Polish guests travel?

Source: ST research report on Poland with 2019 data



How are Polish travelers influenced externally in 
their travel decision?

Source: ST research report on Poland with 2019 data



Our segments for the Polish market.
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Our strategy. Our projects.



Polish guests value sustainable travel.
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§ According to Euromonitor’s Sustainable Travel Index 
Rankings 2020, Poland ranks 10 spots behind 
Switzerland as a sustainable travel destination.

§ As nature lovers and outdoor enthusiasts who travel to 
Switzerland for the mountains, Polish guests value 
sustainable travel (while remaining highly attached to 
their cars, though).

§ This is why Switzerland Tourism will launch the 
#Swisstainable campaign as a further Swiss 
differentiator on the Polish market this year.



Our Strategy for 2021-2022.

1. Sustainability, GToS, InS in focus
2. Short, attractive, dynamic, live, modern, targeted – we draw attention

3. We are especially focusing on women

4. Partnerships with media focused on outdoor, food, life style, touring
5. Focus on SoMe influencers (bloggers, YT, instagramers) 
6. Non touristic partnerships: trampoline park, Ricola, others
7. Trade: targeted support development for our segments

8. Budget: Summer - 60%, Winter – 30%, Cities – 10%
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KAM – back to Switzerland.

1. Bringing guests back to Switzerland for diverse experience, also according
to the market partners' needs - GToS, scenic train rides, best of the 
mountains trips, winter fun. 

2. Joint marketing campaigns with TOs bringing most guests to Switzerland in 
Summer and Winter (e.g. Itaka, Logostour, Feel the Flow, Taksidi, Funclub, 
Zero Gravity, Interhome). 

3. Mix of marketing activities B2B and B2C: online, Social Media, print, 
media/influencers, sales channels. 

4. Obligatory integration of ST messages - InS, #, films, key visuals.
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KMM – influencer’s projects.

1. Diverse group and individual project with reliable influencers, e.g.: 
§ Weekend meeting with travel bloggers living in Switzerland, encourage to travel.

§ Outdoor Women Adventure with different hiking and biking trails, various regions and our 
iconic hiking trails and bike routes.

§ Switzerland Diverse, different segments, meet for the first day together in hosting region 
then will go for 3 days to different parts of Switzerland for various activities (outdoor, GToS, 
GTToS, campings, cities with mountain day trips etc.). 

§ Tasty Switzerland – culinary/travel/lifestyle bloggers discover Swiss Autumn.

§ Autumn nature with photographers, Trailrunning with the experts and non experts.

2. Individual projects according to our segments and needs.
3. Fees incl. own promotion of influencers in their SoMe to their target groups.
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Swisstainable.

1. 360° project with NGTraveler with print, online, SoMe
and invited influencers. 

2. Focus not only on nature and outdoor activities but 
also on responsible travel, eco-friendly transport, smart 
cities, local traditions and slow food. 

3. We want to inspire an eco-aware and sensitive 
audience while presenting them travel, adventure and 
photography experiences by the best influencers. 

4. Integration of the partner with all relevant activities incl. 
media/influencer trips.
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What works in our market?

1. Message for individuals – print, events, influencers, recommendations
2. Flexibility and creativeness – last minute changes possible

3. Allotments for tour operators – whole residences in low season

4. Mountains, culture, trains, touring and active holiday – from ski to bike
5. Our segments!!!
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Why invest in Poland?

§ Large market: 38 mln inhabitants, of which 21% plan their holidays abroad
§ Fastest economic recovery from COVID-19 amongst EU countries and 

great economic growth prospects for the next years
§ Switzerland is a top choice destination: +71% hotel ON in the last decade 

(no other European source market grew as strongly as Poland)
§ Polish guests traveling to Switzerland are young (53% are under 35 

years old), they love mountains and touring
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Become our market partner!

§ Packages starting from CHF 3’000
§ Mix of diverse activities, print, online, events, trade
§ Focus on your segments
§ Main campaign & individual for you organized activities
§ We invest 20% on top of the price of your package in the project
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Our campaigns. Gazeta.pl, wyborcza.pl
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Our campaigns. NGT, photoprojects.
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Our projects. Fam & media trips.
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Swiss Embassy in Warsaw.
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Questions?

Reach out to adriana.czupryn@switzerland.com or 
marta.piechota@switzerland.com

Fot. Agora



Danke. Merci. Grazie. Grazia.
Dziękujemy.




