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THE PROJECT ALPSHEALTHCGIO® TO IMPROEBMPETITIVENESS
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THE PROJECT ALPSHEALTHC®HEY QUESTIONS
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THE PROJECT ALPSHEALTHCOME SURVEY

Germany 1.607 interviews (CATI)
January / February 2007
MARPLAN Offenbach (D)

Italy 1.000 interviews by phone

June / July 2007

CISET Venice (1)

Same questionnaire but adapted to specific
situation (e.g. Alps in Italy not 100%
Of ShehsEsera Ay aidSI R
wellness

Open (e.g. associations) and closed questions

Sample Size
total DE = =1.000
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ALPINE SPACE AS DESTINATION

having haddiiday¢5 days or moseithin the laStyearqrows a

short trip dgejumnsinthe Alpine Space
Germany Italy
never|once | twice | four |total never once |twiceor| four |Total
or | times|Ger three | times | Italy
three | or |many times| or
times| more more
?g'&dgf never 67% 64% 32% 16,39 67% 6,4% 1,9% 14,9% never
or more
Wil once 24994 4,1% 3,2% 0,79 33,04 2,1% 9,6% 6,79 0,994 19,3% once
the last FVIS=ols twiceor
SREEEN three | 24,39 1,3% 4,19 1,39 31,1% 2,4% 2,0% 8,6% 54% 18,4% three
times times
four four
times | 12,044 0,9% 2,299 4,59 19,7% 25,694 2,8% 3,9% 15,1% 47,4% times
ormore ormore
total 61,2% 13,1% 15,9% 9,7% 100,0% 30,1% 21,1% 25,5% 23,4% 100,09 total
D £=22,3% D % =55,0%
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LPINE SPACE AS DESTINATION

Schweiz

Affinity to Alpine Holidays =

Regions (IT)/ Lander (DE) .
B veylow
u low '

low - medium
medium

medium - high
high

B very high

Intensity of Alpine Vacation
short and longer stays within last five years

=<Imostly each year short and long

<=Jnearly yearly short and long

=<=Inot yearly but regulary

~sdrarely but at least short and long

== ance long or at least twice shart

== no vacation or only one short stay
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ASSOCIATION®EPENDING FROM EXPERIENCES

Associations "Alps and Holidays

alpine nature in genera

all kind of summer sports
recreation, health and wellbeing
air and climate

alpine nature in winter

all kind of winter sports

geographic region or locatior

40 60 80 100

o
N
o

% of nominations (up to three open answers possibl

B DE medium to high affinity DE low affinity ~ ®IT medium to high affinity IT low affinity

Question if youhearthewordsa ! f LJA & |y Rhatcdm2suipinybudnind?
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PINE SPAGEEXPERIENCES AND PERCEPTION

Schwekz

Associations Alps & Holidays
Mot mentoned topics % (mumiple answers) | ¢ U ——
W aipine naturs in general X F
I et sporis © .
1 sipine nature in winter B
L wnter sparts.
O recreation. health, wellbeing =]
[ air and climate -

E 0
30
15

Summer - Winter Ratio Nature
ratio associatians summer towinter

| O
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AFFINITY TO HEALTH AND WELLNESS / SPA IN GENERAL

experiences with health and wellness

(SPA) holidays within last 5 years Higherinterestin Italy (21,5%)
ltaly (N=984) comparedto _Germany
(14,8%)relativeto total
Germany (N=1.607 market X
Eno myes 6 éo 4‘0 éo éo 160

in case of experiences, how often ..

Italy (n=205)
X higher
repetition rate in

Italy
Germany (n=239)

Attention: question without
premsedgflnltlo_n of chealth / 0 20 0 60 80 100
wellnessivacation

monce  twice three times ' four times ™ five and more
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AFFINITY TO HEALTH AND WELLNESS / SPA

=
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AFFINITY TO HEALTH AND WELLNESS / SPA

Schweiz

Associations Wellness Holidays
mostmentioned topics %
O weliness andbeauty services
O sportsandfitnessservices
sauna, steam bath
W swimming
[ recreation. relaxing, outof daily e

60
30
15

Wellness Services Associations
average mentions wellness services percapia
> 05- 507
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TOP 10 EXPECTATIONSALOINEHEALTH AND WELLNESS VACATIONS

Expectations Germany Expectations Italy
1. treatments standard 35,3 1. treatments standard 25,0
and regional and regional
2. Sauna, steam bath, solariu 30,9 2. recreation and relaxation 17,4
3. swimming pools 3. sports and fitness
4. guided / preorganized hikes 4. sauna, steam bath, solariu
5. sports and fitness 78 5. healthy food, nutrition
6. beauty and cosmetics 7.4 6. staff, qualified and friendly
7. healthy food, nutrition 7.1 7. ice skating
8. baths medical, regional, 6,9 8. meals typical for the region 11,6
physical delicious food
9. recreation and relaxation 6,5 9. swimming pools 10,5
10. thermal bath / spa 6,3 10.regional products 9,1
| | | | | used for treatments | | | | |
00 100 200 300 400 00 100 200 300 400
nominationsin %of population nominationsin %of population
Question What do you expect of an alpine health and wellness vacation?
P, Or. Thomasauseh CBTS 2008
T 13 S §

EXPECTATIONS Il: ADDITIONAL SERVICES WELCOME?

sports& fitnesswhat is more important to you?

\ \ \
Italy

Germany

0% 20% 40% 60% 80% 100%

B support and instruction self reliance / doing things by myse

nutrition what is more important to you?
\ \ \ \

Italy
Germany
! | | | | |
0% 20% 40% 60% 80% 100%
M balanced nutrition and instruction delicious food with large choict
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servicefield

sport& fitness

nutrition

relaxationand
recreation

mentaltraining

beautyandbody
treatments

medical thearp.
consultancy

groupexperiences activitieswith other guests

EXPECTATIONS II: ADDITIONAL SERVICES WELCOME?

all

supportandinstruction 69 52
selfreliant training 31 48
balancednutrition and instruction 63 40
deliciousfood and largechoice 37 60
relaxingand getting pampered 47 59
beingactivewhile relaxing 53 41

46 37
by my own/ with partner or family 54 63
specialoffers mental training 43 52
mental activitiesby myself 57 48
typicalregionalproducts 71 75
well known products/ brands 29 25
consultancyandtakingcare 80 76
stayinghealthyselfreliant 20 24

DOnlywellness/ healthvacationexperienced; significantgroupdifferences (Chisquaretest a.=0,05)
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EXPECTATIONS Il: ADDITIONAL SERVICES WELCOME?

balanced nutrition and instructioversusdelicious food and large choige
support and instructionersusself reliant training

relaxing and getting pamperegrsusbeing active while relaxing
special offers mental trainingersusmental activities by myself
activities with other guestsersusby my own/ with partner or family
consultancy and taking carersusstaying healthy self reliant
typical regional productsersuswell known products / brands
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