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5 Hypotheses to Start 

▪ Digital could not save tourism from the economic disaster 
of the pandemic

▪ Digital was important to manage the crisis and to cooperate
in and between companies (e.g. Zoom)

▪ Role of virtual campaigns aimed at making future visitors
patient by making them dream

▪ Digital was essential in stimulating domestic demand

▪ Digital will be key for rejuvenation and sustainable growth 
of tourism in a Post-Covid world (probably a With-Covid
world)
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Closed borders, travel restrictions and 

uncertainties are “killer” factors for travel

By Noir, CC BY-SA 3.0, https://commons.wikimedia.org/w/index.php?curid=1402275, https://www.lematin.ch/story/la-liste-rouge-de-la-suisse-sallonge-de-quinze-

pays-511268300809, https://www.unwto.org/news/covid-19-world-tourism-remains-at-a-standstill-as-100-of-countries-impose-restrictions-on-travel
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International Tourist Arrivals

https://www.unwto.org/international-tourism-and-covid-19
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All players of the tourism system are in the same 

boat (respectively same ecosystem)

Source: https://pixabay.com/de/photos/search/arche%20noah/
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Evolution of monthly website traffic (Nov. 19 –Aug. 

20): regional tourism organisations

Source: Own analysis based on data by similarweb.com

Cities (Zürich, 

Bern, Basel)

Mountain regions

(Valais, Ticino, 

Graubünden)
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Evolution of monthly website traffic (Oct. 19 –Aug. 

20): national tourism organisations (NTO)

Source: Own analysis based on data by similarweb.com
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Evolution of monthly website traffic (Nov. 19 –Aug. 

20): international hotel chains

Source: Own analysis based on data by similarweb.com
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Evolution of monthly website traffic (Nov. 19 –Aug. 

20): online travel agencies (OTA)

Source: Own analysis based on data by similarweb.com
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Crisis management with digital tools: Importance 

of (real-time) data and dashboards on national level

Source: Switzerland Tourism
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Crisis management with digital tools: Importance 

of (real-time) data and dashboards in Valais

Source: Valais Tourism Observatory (www.tourobs.ch)
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Source: https://qblog.qoqa.ch/fr/posts/4211

Stimulating domestic demand with digital 

marketing: case Vaud with eCommerce platform 

QoQa
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Stimulating domestic demand with digitally

distributed vouchers

Source: https://www.valais.ch/fr/information/landingpage/bon-100-francs

100 CHF vouchers in 
Valais -> stimulating
regional initiatives and 
collaboration between 
public players (State of 
Valais), regional provider 
of digital solutions and 
tourism service providers.
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Digital for sustainable growth: reduce costs

Source: https://www.holedo.de/2020/09/01/techhotels-konnen-

mit-30-40-belegung-profitabel-sein/

▪ Ulrich Pillau’s credo: consistent and 
efficient digitisation

▪ Fully automated hotels such as Stayyyery, 
Limehome or Cosy, which manage with few 
or no employees on site, are already 
operating quite profitably with "occupancy 
rates of 20, 30 or 40 percent and are 
producing significant profits," says Pillau.
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Digital for sustainable growth: innovation / new 

business models

Source: https://revenue-hub.com/hotels-pivoting-toward-more-

hybrid-meetings/
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Digital for sustainable growth: innovation / new 

business models

Source: https://www.marketwatch.com/story/what-could-save-the-hotel-

industry-amid-the-pandemic-a-hub-for-work-and-play-2020-08-25 & 

https://www.htr.ch/story/privatedeal-lance-un-service-day-use-28963.html
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To conclude

▪ Digital is not the saviour of the Covid, but an indispensible
tool.

▪ Power of information / need for information -> real-time 
dashboards

▪ Digital media cannot bring tourists in when borders are closed 
or when people are afraid -> but provide fast, visual and 
correct information and optimise processes

▪ Digital marketing and online sales essential to attract new 
(local) customers

▪ Digital tools can reduce costs (e.g. hotels) and help reinvent 
tourism businesses (new business models).
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