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1. Study design

1.1 Objectives:

§ Analysis of the image of Switzerland in Japan: overall image, assessment of
Switzerland based on relevant image dimensions, importance of the image
dimensions, comparison with the image of Germany and the image of France in
Japan

§ Analysis of the effect of knowledge and short-term information about Switzerland
on the perception of the image of Switzerland

1.2 Survey method:

§ Telephone interviews (computer-assisted telephone interview — CATI)
with the general population, opinion leaders and students.
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Study design

1.3 Samples:
A total of six different target groups were surveyed:
- the general population,
- students, and
- four different target groups of opinion leaders

8§General population:

1,000 adults, age 18 or older, broken down by region, age and gender so as to be
demographically representative

§ Students (university or college students):
500 students, 50% male and 50% female.
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Study design

§ 4target groups of opinion leaders:

@ 120 managers (company managers)

Japanese managers in Japanese companies: 60 managers from companies with 100-500
employees and 60 managers from companies with 500 employees or more.

@ 120 journalists (media officials):
Editors, writers, senior managers and above. 75% print media, 25% other groups (TV, radio).

@ 120 politicians (politicians and civil servants):

50% of this sample are politicians or civil servants (in municipalities, prefectures or at the
national level) in senior management positions or above, 50% are individuals from other
groups: trade association directors and heads of other political groups.

@ 120 research institutes
Research institutes having different main fields of study, both public or private, no quota.
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Study design

1.4 Survey period:
§ 10 February — 3 March 2003

1.5 Survey carried out by:
§ INTAGE Inc., Japan
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Questionnaire structure

Ques. 1 Ques. 2 Ques. 3 Ques.4 Ques.5 Ques. 6 | Ques. 7-12 Ques. 13 F1 ff.
Overall Active Importance Image profile Supported Overall Socio-
image knowledge of image (18 dimensionen) knowledge image demo-
dimensions of the three countries about graphic
1st rating Switzerland 2nd rating questions
(6 topics)
Scale of open Scale of Scale of | Scale of Scale of Scale of Scale of
1-100 1-10 1-10 1-10 1-10 1-4 1-100
CH,D,F,J,Al CH,D,F D CH F CH CH
GP ST GP GP GP ST GP ST GP GP ST GP ST
M M J M M J M J
P RI P RI P RI P RI P RI
GP = General population  J = Journalists & media officials
ST = Students P = Politicians
M = Managers RI = Research institutes
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2. The iImage of Switzerland in the
general population of Japan

§ Basis: 1,000 adult individuals in Japan
(general population)
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The overall image of Switzerland compared with Germany,
France, Austria and Japan

Switzerland 71.7
France 64.5

64.3

Austria

20 40 60

0

Basis: general population, 1000 individuals
Question 1, scale of 1-100, 1 = very poor, 100 = very good

80 100
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The overall image of Switzerland in different population groups:

sex and age

Bl Sex

Male 70,7

WAGe groups |

18- 24
25 - 29
30 - 34
35 - 39
40 - 44
45 - 49
50 - 54
55 - 59
60 - 64
65 - 69

6,92

0 20 40 60 8

Basis: general population, 1000 individuals
Question 1, scale of 1-100, 1 = very poor, 100 = very good

0
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Importance of image dimensions for assessing countries

How importants is it, that a country...

Has warm and friendly citizens
Cares for a sound environment
Is politically stable

Top 6

Is forward-looking

Items of
top importance

Works toward international cooperation

Supports humanitarian and human rights issues }

Is an enjoyable place to visit

Is highly regarded world-wide

Is regarded as a nation of culture
Has top-level education and research

Has products that are of world-class quality
Has companies recognized as sound & trustworthy business partners

Items of
average importance

Has companies known for ethical & responsible approach to business
Allows citizens to have a strong influence on political decisions

Has a high quality of life
Has companies that are internationally competitive
Has products that have innovative features /

Provides good investment opportunities

Items of
less importance

5 6 7 8 9 10

Basis: general population, 1000 individuals
Question 3, scale of 1-10, 1= not important at all, 10= very important
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Comparison of the top 3 image dimensions in different countries

Top 3 in Japan USA | UK D F Spain

*Has warm and friendly citizens avera top top top average
ge

«Cares for a sound environment top top top top top

*Is politically stable top top top low average
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Image profile of Switzerland — average values per dimension

Switzerland...

Cares for a sound environment /

Is an enjoyable place to visit

Is politically stable

Is regarded as a nation of culture

Has warm and friendly citizens

Is highly regarded world-wide

Has a high quality of life

Supports humanitarian and human rights issues
Has products that are of world-class quality
Works toward international cooperation

Is forward-looking

Allows citizens to have a strong influence on political decisions
Has top-level education and research

Has companies recognized as sound and trustworthy business partners

Has companies known for ethical and responsible approach to business

Has products that have innovative features Mean rating
Has companies that are internationally competitive Switzerland

Provides good investment opportunities

5 6 7 8 9

Basis: general population, 1000 individuals
Question 5, scale of 1-10, 1= not true at all, 10= very true
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Image profile of Switzerland compared with Germany

Cares for a sound environment / /
Is an enjoyable place to visit (
Is politically stable
Is regarded as a nation of culture >

Has warm and friendly citizens

Is highly regarded world-wide

Has a high quality of life [

Supports humanitarian and human rights issues
Has products that are of world-class quality
Works toward international cooperation

Is forward-looking

Allows citizens to have a strong influence on political decisions
Has top-level education and research

Has companies recognized as sound and trustworthy business partners

Has companies known for ethical and responsible approach to business
Has products that have innovative features

Has companies that are internationally competitive
i ) o 7 = Mean rating Switzerland
Provides good investment opportunities = Mean rating Germany
5 6 7 8 9 10

Basis: general population, 1000 individuals
Questions 4 and 5, scale of 1-10, 1= not true at all, 10 = very true
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Strengths and weaknesses of Switzerland compared with Germany

Weaknesses Strengths
-1,5 -1 -0,5 0 0,5 1 1,5

Is an enjoyable place to visit
Is politically stable

Cares for a sound environment

Has warm and friendly citizens

Has a high quality of life

Supports humanitarian and human rights issues

Is regarded as a nation of culture

Works toward international cooperation

Is highly regarded world-wide

Allows citizens to have a strong influence on political decisions
Is forward-looking

Provides good investment opportunities

Companies recognized as sound and trustworthy bus. partners
Has products that are of world-class quality
Has top-level education and research

Has companies known for ethical & responsible bus. approach

Has products that have innovative features

Has companies that are internationally competitive

Basis: general population, 1000 individuals
Questions 4 and 5, differences
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Strengths and weaknesses of Switzerland compared with France

Weaknesses Strengths
-1,5 -1 -0,5 0 0,5 1 15

Cares for a sound environment

Has warm and friendly citizens

Is politically stable

Supports humanitarian and human rights issues

Is an enjoyable place to visit
Has a high quality of life

Is forward-looking

Has companies known for ethical & responsible business approach
Provides good investment opportunities
Is highly regarded world-wide
Has products that are of world-class quality

Has companies recognized as sound & trustworthy business partners
Works toward international cooperation

Allows citizens to have a strong influence on political decisions
Has top-level education and research

Has products that have innovative features

Has companies that are internationally competitive
Is regarded as a nation of culture

Basis: general population, 1000 individuals
Questions 5 and 6, differences

Prof. Dr. R. Kiihn / Dr. M. Weiss Richard, Institut fir Marketing und Unternehmungsfihrung der Universitat Bern 16



Combined analysis of the assessment and importance of the
individual dimensions

Average 7.59

9 |
a | g
Swiss strengths of ! Swiss strengths of
lesser importance | great importance
|
|
|
|
|
|
: sound environment
|
'8 w g I enjoyable place -
© g 7 | ||
—_ |
Y] : politically stable
N ¢ | [ ]
HU_) i i- nation of culture warm & friendly
S = | Il highly regarded M itizens
% 'g high quality of Iife-_ | B human rights issues
< world-class qualityml |
8 'g T TTTTmmmmmTTTmmmT T 7intl. cooperation M forward-looking ~~
= . . I
% - [ Swiss weak- strong influence of citizens :
2 ] nesses of lesser on political decisions 'mm top-level education
. |
Importance sound & trustworthy il |
|
ethical & responsible I
innovative W P - |
features internationally competitive|
good W : Swiss weaknesses
investment opportunities : of great importance
6 |

6

7.

8

Importance of the individual dimensions

Basis: general population, 1000 individuals

Questions 3 and 5
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3. Active knowledge about Switzerland
In the Japanese population

§ Basis: 1,000 adult individuals in Japan
(general population)

Prof. Dr. R. Kiihn / Dr. M. Weiss Richard, Institut fir Marketing und Unternehmungsfihrung der Universitat Bern
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Active knowledge about Switzerland in the Japanese population

0% 10% 20% 30%

1 | Il

Permanently neutral country 25.5%
! |

Mountains 22.9%

Alps

]
]

Watches
9

1%

Nature

Peace or peaceful country 8.5%
Banks 7.2%
Scenery 6.6%
Tourist Country 5.4%
Cheese/Cheese Fondue 5.2%
A Girl of the Alps Heidi 4.9%
Skiing 4.3%
Precision Machinery 3.5%
Good social Welfare 3.4%
Lakes 3.3%

Chocolate 3.1% _ _

’ Rercentage of items cited;

Snow 2.3% total items cited for
Pure Air 2.0% Switzerland: 2002

Items cited by at least 2% of the respondents.
Basis: general population in Japan (N=1000)
Question 2
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Active knowledge about Switzerland in the Japanese population

0% 10% 20% 30% 40% 50%

60%

Scenery (mountains, 49.8%
Alps)
Peaceful neutral country

Products made in
Switzerland

Nature

Tourist country

Banks

Heidi, a girl of the alps

Percentage of items cited;

fotal items cited for
Good social welfare 3,8% Switzerland: 2002

Basis: general population in Japan (N=1000)
Question 2
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Active knowledge about Germany in the Japanese population

0% 10% 20% 30% 40% 50% 60%

Beer/Food 38,0%
Automobiles /Industry 34,4%

World War Il / Hitler / Nazi

Berlin Wall / Unification

Football
People
Medical Care
Percentages of items
Music / Art cited; total items cited
for Germany: 2011

Basis: general population in Japan (N=1000)
Question 2
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Active knowledge about France in the Japanese population

0% 10% 20% 30% 40% 50% 60%

Paris / sights of Paris 38.60%

Fashion / Fashionable

19.10%

French Cuisine / Food

Art / Art museum / painting 18.30%

40%

Wine

Politics / History Vo

Big-name Brands

Percentage of items cited,
total items cited for
France: 2062

Football

Basis: general population in Japan (N=1000)
Question 2
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4. The Image of Switzerland among
selected target groups

Basis: 1,000 adult individuals
500 students
120 managers
120 journalists
120 politicians
120 research institutes
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The overall image of Switzerland among selected target groups

75.7

Politicians

) . 72.6
Institutes

General Population

Journalists 70.6

50 55 60 65 70 75

Basis: general population 1000, politicians 120, managers 120,
research institutes 120, journalists 120, students 500
Question 1, scale of 1-100, 1= very poor, 100 = very good

Prof. Dr. R. Kiihn / Dr. M. Weiss Richard, Institut fir Marketing und Unternehmungsfihrung der Universitat Bern
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The overall image of countries studied - among selected target

grouEs

75.7
Politicians

I I ag

Manager P~ "T¢7
66.7

General Population PP s, -
64 B Switzerland

B Germany
O Austria

Journalists P |
66.5 H France
' l

50 55 60 65 70 75 80

Basis: general population 1000, politicians 120, managers 120,
research institutes 120, journalists 120, students 500
Question 1, scale of 1-100, 1= very poor, 100 = very good
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Switzerland’s lifestyle image among selected target groups

Is an enjoyable place to visit

Cares for a sound environment

Is politically stable -

Is regarded as a nation of culture |

Has a high quality of life |

Is highly regarded world-wide |

Has warm and friendly citizens:

Supports humanitarian and human rights issues |

Works toward international cooperation:

Allows citizens to have a strong influence on political decisions

Is forward-looking

Has top-level education and research

Students

— General population

— Managers
Journalists

— Research institutes

— Politi‘cians

Basis: general population 1000, politicians 120, managers 120,
research institutes 120, journalists 120, students 500
Question 5, scale of 1-10, 1= not true at all, 10= very true

5
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Switzerland’s business image among selected target groups

Has products that are of world-class quality

Has companies that are recognized as sound &
trustworthy business partners

Has companies known for their ethical & responsible
approach to business

Has companies that are internationally competitive

Has products that have innovative features

Provides good investment opportunities

Basis: general population 1000, politicians 120, managers 120,
research institutes 120, journalists 120, students 500
Question 5, scale of 1-10, 1= not true at all, 10= very true

Prof. Dr. R. Kiihn / Dr. M. Weiss Richard, Institut fir Marketing und Unternehmungsfihrung der Universitat Bern
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Students
— General population
— Managers
Journalists
— Research institutes
— Politi‘cians

8
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Assessments of the business and lifestyle images of Switzerland
and Germany in all target groups

8,2
0 Image of Switzerland Politicians
8,0 T Image of Germany Research institutes
Journalists
7,8 7 Managers
7,6 T
7,4 7 General populatjen
. 72 - Students Politicians
]
%’ Research institutes
E 7,0 - O
0 Journalists
Q 6,8 T
c Managers
0
a 6,6 - CGeneral population
Stud%nts
6,4
612 L] L] L] L] L] L]

62 64 66 68 70 72 74 76 78 80 82
Lifestyle image

Basis: all target groups
Questions 4 and 5, scale 1-10, 1= not true at all, 10= very true
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Strengths and weaknesses of the lifestyle image of Switzerland
(compared with Germany) in the view of opinion leaders

Weaknesses Strengths
-1.5 -1 0.5 0 0.5 1 1.5

Is politically stable 11

Is an enjoyable place to visit 1.0

Has warm and friendly citizens 04

Has a high quality of life 03

Cares for a sound environment 0.3

Supports humanitarian and human rights issues ]0.1

Is regarded as a nation of culture 0.0

Allows citizens strong influence on political decisions

Is highly regarded world-wide

Works toward international cooperation

Is forward-looking

Has top-level education and research

Basis: opinion Leaders, 480 individuals
Questions 4 and 5
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Strengths and weaknesses of the lifestyle image of Switzerland
(compared with Germany) in the view of students

Weaknesses Strengths
-1.5 -1 -0.5 0 0.5 1 1.5

Is politically stable 09
1 I

Has warm and friendly citizens 0.8
1 [
Supports humanitarian and human rights issues 0.7

Cares for a sound environment 06

Has a high quality of life op

Is an enjoyable place to visit 0.2

Allows citizens strong influence on political decisions ]o.l

Is forward-looking
Is highly regarded world-wide
Is regarded as a nation of culture

Works toward international cooperation

Has top-level education and research

Basis: students, 500 individuals
Questions 4 and 5
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Strengths and weaknesses of the business image of Switzerland
(compared with Germany) in the view of opinion leaders

Weaknesses Strengths
-1.5 -1 -0.5 0 0.5 1 1.5

Provides good investment opportunities

Has products that are of world-class quality

Has companies recognized as sound & trustworthy business
partners

Has companies known for ethical & responsible approach to
business

Has products that have innovative features

1

Ny

Has companies that are internationally competitive

Basis: opinion leaders, 480 individuals
Questions 4 and 5
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Strengths and weaknesses of the business image of Switzerland
(compared with Germany) in the view of students

Weaknesses Strengths
-1.5 -1 -0.5 0 0.5 1 1.5

Provides good investment opportunities

Has companies recognized as sound & trustworthy business
partners

Has companies known for ethical & responsible approach to
business

Has products that are of world-class quality

Has products that have innovative features

Ny

Has companies that are internationally competitive‘1

Basis: students, 500 individuals
Questions 4 and 5
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Cognitive and affective assessment of the image of Switzerland
by all target groups

80
78 ¢
Politicial
76 9 O
Managers
O
Students

74 O
o Reséarch institutes
% 72 Generalpopulation
= Joyrhalists
2 O
o 7049
o
=
>
N 68 o

66 o

64 9 .

Basis:
all target groups
62 < Questions 1 and 5

62 64 66 68 70 72 74 76 78 80
Assessment of image dimensions
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5. The effect of knowledge about
Switzerland on Switzerland’s image

Basis: 1,000 adult individuals

Prof. Dr. R. Kiihn / Dr. M. Weiss Richard, Institut fir Marketing und Unternehmungsfihrung der Universitat Bern
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Knowledge about selected Swiss-related topics in the Japanese
population

0% 10% 20% 30% 40% 50% 60%
The Red Cross was 18.5% 31.2% 49,7%
founded in Switzerland
Secrecy of Swiss 14.3% 22 7% 370k
Bank accounts
Switzerland is not a 12.9% 16.3% 9. 2%
member of the EU
Switzerland is a diverse 8.1% 17.0% 25.1%
country
Switzerland joined the UN 6.8% 12.1% 18,9% E Very aware and very
knoyledgeable (1
Switzerlands new airline: B0 oo O Sonmewhat aware|and
swiss 24 > T somewhat knowlgdgeable (2

Basis: general population, 1000 individuals
Questions 7-12
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Knowledge about Swiss-related topics among all target groups
surveyed (1/2)

IRed Cross
Politicians 70
Journalists 68
Research institutes

Managers
Students
General population

'WiSS bank accounts
Politicians
Journalists
Research institutes
Managers
Students
General population

Percentage of individuals
who describe themselves
as “very aware and

llot an EU-member

Politicians
Journalists knowledgeable” or
L ] “somewhat aware and
Research institutes 5Y somewhat knowledgeable®
Managers
Students

General population

0 20 40 60 80 100
Basis: all target groups, Questions 7-12
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Knowledge about selected Swiss-related topics among all target
groups surveyed (2/2)

53
63
68
44
36
|25

I Diverse country

Politicians
Journalists
Research institutes
Managers
Students

General population

Ioined the UN

Politicians 28
Journalists 31
Research institutes 33
Managers 23
Students 38
General population |[19
Percentage of individuals
llew airline: SWISS who describe themselves
Politicians 15 as “very aware and
Journalists 23 ‘l‘(sn:%v:::r?aeta:\:\irgrand
Research institutes 16 somewhat knowledgeable®
Managers 11
Students 11
General population 9
0 20 40 60 80 100

Basis: all target groups, Questions 7-12
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Effect of knowledge about selected Swiss-related topics on overall

iImage

Overall image of Switzerland — initial assessment

The Red Cross was 74.4
founded in Switzerland 68.9

Secrecy of Swiss 72.8
Bank accounts 70.9
Switzerland is not a 72.2
member of the EU 71.3

Switzerland is a diverse 72.7
71.2

country

71.9
71.5

Switzerland joined the
UN

B very aware and
knowledgeable
(1+2)

B not aware andl
knowledgeable
(3+4)

Switzerlands new airline: 71.8
SWISS 71.6
0 20 40 60 80 100
Basis: general population, 1000 individuals
Question 1

Prof. Dr. R. Kiihn / Dr. M. Weiss Richard, Institut fir Marketing und Unternehmungsfihrung der Universitat Bern
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Effect of knowledge about the Red Cross on assessment of

specific dimensions of the image of Switzerland

Image of Switzerland

Supports humanitarian and human rights issues
Is highly regarded world-wide

Is politically stable

Is an enjoyable place to wisit

Allows citizens to have a strong influence on pol. decisions
Is regarded as a nation of culture
Cares for a sound environment
Has a high quality of life
Has top lewvel education and research

Has warm and friendly citizens
Works toward International cooperation
Provides good investment opportunities

Has products that are of world class quality

Has products that have innovative features

Companies that are recognized as being sound and trustworthy
business partners

Companies that are known for their ethical & respons. appr. to bus.

Is forward-looking

Has companies that are internationally competitive

B Mean
rating
1+2)

@ Mean

rating
(3+4)

Basis: general population, 1000 individuals
Question 11

Prof. Dr. R. Kiihn / Dr. M. Weiss Richard, Institut fir Marketing und Unternehmungsfihrung der Universitat Bern
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Comparison of knowledge about Swiss-related topics among
individuals who have visited or never visited Switzerland

0% 10% 20% 30% 40% 50% 60% 70%

The Red Cross was founded in Switzerland

Swiss bank accounts secrecy

Switzerland is not a member of the EU

Switzerland is a diverse country

Switzerland joined the UN

Switzerlands new airline SWISS

Basis: general [l Percentage of individuals in the general population who have visited Switzerland and describe
population, themselves as “very aware and knowledgeable® or “somewhat aware and knowledgeable®.
1,000 individuals

Percentage of individuals in the general population who have never visited Switzerland and describe

Questions 7-12 O
themselves as “very aware and knowledgeable” or “somewhat aware and knowledgeable®.
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Effect of visits to Switzerland on assessment of the overall image

of Switzerland

Overall image of Switzerland

visited

Switzerland 16.5

never visited
Switzerland

0 20 40 60 80

Basis: general population, 1000 individuals
Question 1
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Effect of visits to Switzerland on assessment of the individual

dimensions of the image of Switzerland

Image of Switzerland

10

Has products that are of world class quality

Has products that have innovative feature

Is an enjoyable place to visit

Comp. that are recognized as being sound + trustworthy bus. partners
Is highly regarded world-wide

Has top level education and research

Has comp. that are known for their ethical + respons. Appr. to bus.

Allows citizens to have a strong influence on pol. decisions
Is politically stable

Has companies that are internationally competitive
Is regarded as a nation of culture
Provides good investment opportunities

Is forward-looking

Supports humanitarian and human rights issues
Has a high quality of life
Cares for a sound environment

Has warm and friendly citizens

8.7

8.1

8.3

B Mean
rating
(Switzerland
besucht)

8.1

B Mean
rating
(Schweiz
nie

B 8.5 besucht)

Works toward International cooperation

Basis: general population, 1000 individuals
Question 5
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Appendix
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Demography of general population

General population (N=1000)

Sex Male, 50%

Age 18-24 30-34 35-39 40-44 45-49 50-54 55-59
12.5% 12.6% 10.5% | 7.5% 8.7% 12.2% 7.7%
; Hokkaido
E%Ié/t;rlku 4.4%
’ Chugoku Shikoku
5.8% 3.2%
(Gl Tohoku |Kanto
Area 7.5% [6.2%
Some
university Some college
4.1% 3.0%
) Completed Grammar or
Education clemplerzs g Sehee) college sec. school
41.2% 15.7% 10.3%
<15 m.
2.6%
Annual < 4 million < 8 million <10 <12 m,
household income 25.6% 13.8% 7.4%  |48%
40% 50% 60% 70% 80% 90% 100%

0% 10% 20% 30%
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Demography of general population

General population (N=1000)

4
Number of 1 2 3(| 0.1%
children 12.7% 14.6%  |0.4%

Number of 2 5 6+
family members 20.1% 26.9% 13.2% 8.7%
Refused 1%
Chief Partner or spouse Other adult
ief wage earner 33% 22 1%

Retired w. priv.
pension/support
3.8%

Retired w. government
benefits/pension 3.3%

Part-time

2.7% Unemployed

0.6%

1%

Working status of Full-time
chief wage earner 86.4%
!
Retired w. private
pension/support
0,
Retired w. govt. 2.7%
beanits/pens.3.6% Unemployed
Working status Full-time Part-time
of respondent 50.6% 13.7%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
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Demography of students

Students (N=500)

F2. What’s your area of study? F3. Which year are you in at
your college or university?
Others
Education 9.0% LaW, economics or Graduate or above 1st year

12.6% 17.6%

social sciences
Art 20.8%

- 3.8%
Medicine,
pharmacy 4th year
6.8% 28.6%
Languages and
: 2nd year
cuItu;%I ;(t;dles 20.6%
Engineering i
17.0%
Business
Mathematics and 12.0% 3rd year
natural sciences 20.6%

9.6%
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10-19
22.5%

Demography of journalists

Journalists (N=120)

F3. Company‘s primary
business activity

TV, radio
25%

0%

F4. Number of people working
under your supervision

500-599 0
20-99 3% 13.3%
9.2%

1-4
34.2%

5-9
18.3%
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F5. Number of employees

500-599 1000 or more

400-499 \
3% \
300-399

6%
200-299
7%
Up to 99
57%
100-199
18%



Demography of politicians and researchers

Politicians (N=120)

Officials of trade associations or

F3. other political groups
50%
T T
0% 20% 40% 60% 80% 100%

Research institutes (N=120)

F2. Is your organization private or public?

Others
1.7%

Private research
institutes
52.5%

Public research
institutes
45.8%

F3. What is your organization’s main field of study?

Others

Agriculture,
13.4% g

forestry or fishery
25.3%

Service
16.9%

Political
3.3% Economics
Medical 17.7%
5.9% Energy
Manufacturing  Financial — ¢ 704

14.3% 2.5%
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Visits to Switzerland: general population

F1. Have you ever been to Switzerland?

Yes
9.5%

Basis: general population,
1,000 individuals
F1

F2: In what season did you LAST travel to
Switzerland?

Autumn
14.7%

Summer
48.4%

Winter
17.9%

Spring
18.9%
Basis: general population,
95 individuals
F2
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Reasons for visits

F3a. What were the reasons for your F3b. What sort of trip was it?
LAST trip to Switzerland?

Business Holiday
12.6% 87.4%

Visit to one or more cities
Holiday in the mountains
Holiday with my partner

Holiday with the family

Wellness/relaxation
holiday

Visiting friends
and/or relatives

Other
0% 10% 20% 30% 40% 50% 60%

Basis: general population,
83 individuals

Basis: general population,

95 individuals
F3 F3
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Reasons for not visiting Switzerland

F4. You have never been to Switzerland. For what reason?

No particular reason/don't know 33.3%

| know too little about Switzerland 19.8%

Switzerland is generally too expensive 19.4%

| | |

| have no/too little interest in Switzerland 15/1%

l I

Other reasons 10.7%

]

The exchange rate is not favorable enough 1.7%

Basis: general population,
905 individuals 0% 10% 20% 30% 40% 50%

F4
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Visits to Switzerland: all target groups

Have you ever been to Switzerland?

Yes No

Managers

Politicians

Journalists

Research
institutes

Students

General
population . ] ] , .
0% 20% 40% 60% 80% 100%

Basis: all target groups
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Business contacts with Swiss professionals

F2. Business contacts with Swiss professionals

Journalisten

Politiker

Manager

0%

2.5%

2.5%

7.5%

10%

Basis: journalists 120, politicians 120,
managers 120

Percentage of respondents who
have had contact with Swiss
media officials, Swiss companies
or Swiss politicians or government
officials.

20%
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