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1. Identification of the precise offerings with the highest utility for the 

target group, for each country market respectively

2. Understanding of the term "hiking" within the context of the target 

group. How is "hiking" being interpreted by members of the target 

group? (e.g. long distance hiking/ trekking, mountain climbing, 

altitude hiking,…)

3. Identification of motives, which aim at an impactful and efficient 

approach of the target group

4. Characterization of alpine hiking vacationers and identification of 

dissimilar segments - each with their own specific demands

5. Importance of the factor convenience in the course of alpine hiking 

holidays



Survey Areas1 Sample Size

Germany Bavaria, Baden-Württemberg, North Rhine- Westphalia, Hesse 500

Austria Lower Austria, Upper Austria, Vienna 500

Switzerland Aargau, Bern, Zürich 500

Netherlands Amsterdam, Rotterdam, Den Haag, Utrecht, Brabant, Limburg 300 ²

Belgium Flemish Region (conurbation Ghent, Bruges, Antwerp), Brussels 300 ²

Italy Veneto, Lombardy, Emilia-Romagna, Lazio, Friuli Venezia G. 500

France Île-de-France, Alsace, Lothringen 500

Great Britain South England, Greater London, Manchester, Birmingham 500

Czech Republic Greater Prag, Plzeň (conurbation) 500

1 According to estimations, 

these are the regions

within the respective

country markets with the

highest incidence rates in 

the target group of alpine 

vacationers with affinity

for hiking.

2 Due to low incidence rates

in the Netherlands and

Belgium the Research 

Institute could not 

guarantee a final sample 

size of n = 500 

(particularly with respect

to representivity).

3"Hiking" and vacationer typologies
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 In order to enhance the portfolio for hiking tourism - including country specific communication - the target group of hikers 

could be analysed in more detail.

 The meaning and demands of hiking vary according to the country of origin.

 Five hiking segments have been identified - with different motives for going on a hiking holiday as well as diverging demands 

towards their holiday experiences.

 The proportion of these hiking segments varies in the country of origin.

 Depending on the country market, small modifications make sense when addressing a specific hiking segment.
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