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[bookmark: _Toc48230650]Executive Summary
	Swiss tourism statistics are based on information collected from various tourist accommodation, as Switzerland does not collect statistics on arrivals at the border (this is due to the fact that tourists can enter the country by many land routes), thus making it difficult to estimate the size of different markets. Almost 60% of the accommodation of foreign guests (which is 13 million people) is in the hotel sector, while 62% of domestic tourism (about 2 million people) is located in the self-service sector (apartments in private houses, chalets, camps). The Swiss tourism industry comprises a number of industries. This is the hotel business, the catering sector, the service of alpine guides, training in skiing, the production and sale of souvenirs. All of these activities bring significant profits to the country. The Swiss tourism industry consists of companies that produce goods and services, without which modern tourism cannot exist. The study has included a detailed analysis of the Swiss tourism industry, its downfall, problems and the impact of COVID 19. Switzerland has a moderate climate with well-established transportation system. Thousands of tourists visit Switzerland every year. However, COVID 19 has affected the tourism industry badly.
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[bookmark: _Toc48230651]Introduction
The current trends in the development of world tourism are considered: globalization and localization, sustainable tourism, responsible tourism, affordable tourism, diversification, individualization, liberalization of entry-exit, technologization, e-tourism, virtualization, postmodern trends in tourism and post-tourism, niche tourism, demographic trends in tourism, the transition from a "service industry" to an "experience and experience industry. The study explores the tourism industry of Switzerland. 
[bookmark: _Toc48230652]Switzerland
Switzerland has always been and still remains the direction of natural recreation, not spectacular or eventful. The tourism industry has existed in Switzerland for 150 years, so it has a great heritage and long traditions. One of them is the tradition of resort tourism: nature, mountains, landscapes. These are things that have not changed, and it will be wrong if we stop respecting the established order of things. Therefore, it is great that Switzerland is perceived by many as a paradise for outdoor recreation (Mussalam & Tajeddini, 2016). It has magnificent nature, beautiful mountains, clean lakes. But it is also wrong to say that Switzerland has only that.
Switzerland is in the form of small villages and are called as “boutique cities”. But many of them are cities anyway - with a city atmosphere, infrastructure, roads and transport like in cities, and not like in small villages, with museums. Basel has a great collection of art, Zurich has great shopping, Geneva is a true international center. Therefore, the balance is observed: if you travel all over Switzerland, you can see the diversity of life. 
[bookmark: _Toc48230653]Climate
	Moderate continental, alpine. It is not characterized by extreme heat, cold, or humidity. In January-February, daytime temperatures range from -1 ...- 5 ° C (Vöhringer et al., 2019). In the north and central part of the country, the weather is determined by the influence of the Atlantic; in the south, a mild Mediterranean climate prevails. (Kuščer, Mihalič & Pechlaner, 2017) The average temperature in Geneva in December-February is +2 ° C.  
[bookmark: _Toc48230654]Switzerland as a summer destination
Switzerland became known as a summer destination, then as a ski resort. It depends on the market. There are markets where there is no demand for ski holidays as such - not only in Switzerland, but in principle, because they do not have a culture of winter tourism, winter recreation. For example, in India. Hindus come mainly in the spring, for them the high season is April, May, June, then they disappear again until next spring. Chinese tourists, after Beijing won the right to host the Olympic Games - 2022, have become more interested in winter recreation and winter sports, but historically they prefer summer holidays, so for now they come more in summer. Russians come more in winter, but not by much, the ratio of winter to summer is about 55%, so one can see a uniform interest in the market. It should also be borne in mind that the summer season is longer than the winter: winter lasts a maximum of three months, sometimes shorter if there is no snow, summer begins in May and sometimes lasts until October (Falk, 2013). But one can't say that the country is specifically working on the balance of summer and winter vacations, or are striving to increase one of them, as Switzerland   not very interested in this. It is more important to equalize the number of visitors throughout the year (Regazzoni, Kalbaska & Cantoni, 2018). For example, autumn has always been perceived more as a continuation of summer - if the weather allowed, then in the autumn months the offer for tourists was the same summer activities. But since this year we have a separate team and a separate budget for the promotion of autumn. This is a period of 2-3 months, depending on the weather, and we are now considering proposals for this particular time. So, it is more important and more interesting to promote Switzerland as an all-season destination spot. 
[bookmark: _Toc48230655]Vision and Strategy
Switzerland no longer divide guests into winter or summer ones, it also does not focus on the duration of the visit, now it divides all guests into so-called segments. For example, "nature lovers" - they do not go in for cycling, but love walking, when choosing a hotel, they choose the one with a picturesque view and a terrace. They can come for two days or a week. Another group - outdoor enthusiasts, those for whom sports are important: they can run, ride a bike, and go in for cycling. They no longer enjoy nature as a beautiful view, but rather use it for sports. Or tourists who want to see different aspects of Switzerland in one trip, travel a lot and spend no more than one day in one place. But we don't look at age - it doesn't matter anymore.
Furthermore, one need to respect the local residents, their culture, their order - there is no doubt about that. If a state, city or country attract the wrong audience, of course, one can get problems. The worst is when locals begin to negatively treat tourists, as happened in Barcelona, ​​where locals write on the walls of buildings: "Tourists, go home." We don't want that. Therefore, in Switzerland they have tried to develop as much as possible those areas of tourism that are close to the culture of local residents and do not violate the established order of things. The example is not related to snowboarders being loud or misbehaving. Most likely there was an incident, maybe at some period the number of tourists reached a peak and there were dissatisfied, but this is definitely not a systemic phenomenon and not a phenomenon that lasts 365 days a year. In any case, Switzerland has followed the opinion of local residents, always ask for feedback, then analyze the data. But we must separate: if these are complaints that come all year round, this is one conversation, but if someone is dissatisfied, maybe he is just having a bad day. But these issues are not allowed to take their course, the tourist flow must be regulated, and Switzerland is constantly doing this. Switzerland has many very small villages that attract a large number of tourists, so, of course, it has to be monitored, to see that the flow does not become too large and does not disrupt the natural course of life. But Switzerland is quite coping with this, except for one-time complaints, no problems arise, given the fact that representatives of various cultures and religions come to Switzerland.
[bookmark: _Toc48230656]Tourists to Switzerland
The most important market is domestic: its share is 45%. In 2nd place is Germany, which is the most important foreign market. Followed by the USA, Great Britain, China, France. Guests from nearby regions arrive by train or car, but guests from the USA, UK, China, Russia, Japan all arrive by plane. Even tourists from Northern Germany and some of the more distant places in Europe also travel to Switzerland. For example, we have train tours along the most scenic routes. The most convenient way to travel between Swiss cities is by trains that follow the timetable and are equipped with all amenities: from dining cars to play areas for children. It doesn't matter when exactly a person arrives - in winter, summer, autumn, spring, he/she will see Switzerland anyway, and it will be absolutely comfortable.
[bookmark: _Toc48230657]Tourism, in a Democratic State
The airports of Geneva and Zurich do not accept or send flights from midnight to 6 am (Zouaoui, 2019). This is a rule. It’s a democratic country, and people decide what the authorities should do. If the locals voted for certain rules, that's the law. This is not the only such solution. Likewise, people decided they didn't want shops to be open on Sundays. Of course, as a person who is involved in the development of the industry, it would be easier for me if the shops were open, but the Swiss decided so, so there is no active shopping in Switzerland on Sundays. It's the same with flights and overnight trains. At the referendum, it was decided that planes do not fly at night. This is also because many airports are very close to residential areas and traffic noise disturbs local residents.
[bookmark: _Toc48230658]Problems faced by Switzerland
Tourism is one of the largest and fastest growing sectors of the world economy [4]. It plays a key role in job creation, export earnings and domestic value added and contributes directly to an average of 4.2% of gross domestic product (hereinafter referred to as GDP), 6.9% of employment and 21.7% of exports of services. [five]. International tourist arrivals are growing every year despite political divisions, sanctions and a general rise in global tensions. In the context of the rapid development of the tourism economy, the main long-term trends, such as changing demographic indicators, changing demand, creating a digital environment, climate change, open up new opportunities and pose new challenges. Thus, a new trend in the field of tourism is an increased attention to global trends, as well as an awareness of the need to develop strategic approaches to adaptation in a dynamically developing society, to modernize the regulatory framework based on the wide involvement of stakeholders and taking into account new business approaches to the provision of services. Switzerland is still strongly associated with a picturesque, stable and prosperous country. Switzerland traditionally occupies one of the first places in the list of those countries where you must visit at least once in your life. Switzerland's leading position in such ratings is unlikely to be a consolation for the owners of Swiss hotels and ski resorts suffering from a decline in tourist flow, and this despite the fact that the global tourism industry is now experiencing a stage of rapid development. According to the United Nations World Tourism Organization (WTO), in 2013-2015, the number of persons who entered Switzerland for tourism purposes remained unchanged, but the total income of the country's tourism industry for some reason decreased by 7%. 2016 saw a further moderate decline in the Confederation, and during the last ski season, the country's mountain resorts faced serious problems due to erratic weather. In the report on the tourism competitiveness of the countries of the world presented in April 2017 by the World Economic Forum (WEF), Switzerland dropped from 6th to 10th place. This is because of Franc. Switzerland has seen a sharp rise in the Swiss franc, especially against the euro, as a result of which Switzerland began to lose price competition with its rivals in the old-world tourism market.
[bookmark: _Toc48230659]Impact of COVID 19 on the tourism industry of Switzerland
The coronavirus crisis has hit the Swiss tourism industry hard. This summer, she is pinning all her hopes on domestic tourism, but it is already clear that the Swiss alone will not be enough to save the entire hospitality industry, and Swiss tourism may not be enough for a return to normal operation for several years. Véronique Kanel of the Swiss National Tourism Office Schweiz prefers not to embellish the situation. According to her, “our forecast for the summer is still very cautious, but with the occupancy rate in hotels, we will at best reach 24% and 42% in the quasi-hotel sector (hostels, hostels, etc.)”. According to a study conducted by the HES-SO Valais School of Social Sciences of the Canton of Valais, Swiss tourism, which accounts for 2.9% of national GDP, could lose up to 8.7 billion francs in 2020, which for almost a quarter of all tourism enterprises bankruptcy. Different regions of the country experience it in different ways. Big cities like Lucerne, Geneva and Zurich, which have already lost their business tourism this spring, will continue to calculate their losses. According to forecasts of the Center for the Study of Business Problems and Economic Forecasts ETH Zürich KOF, the number of overnight stays in hotels traditionally popular with tourists cities this year will decrease by almost 50%, but rural mountain regions can hope for a "bonus of domestic tourism" and there comparable indicators will drop only by 20-30%, and this is understandable. The Swiss Alps - with the exception of a couple of popular destinations such as Interlaken or Zermatt - are traditionally much less dependent on foreign tourism than urban centers.
The current crisis is different from previous events, such as the outbreak of SARS or the collapse of the euro, which had a rather local impact. The coronavirus pandemic is jeopardizing tourism jobs as restaurants, hotels and ski resorts are closed. The Swiss tourism industry could lose more than 5.5 billion euros this year, revenues will fall by 18%. According to the study, 57% of the surveyed companies are currently quarantined, another 21% are partially closed. From March to May alone, the Swiss hospitality business could lose more than EUR 1.8 billion, while its total revenues for the year are approximately EUR 9.6 billion. “These losses are almost double the initial forecasts of Switzerland Tourism's national tourism office,”.
In addition, hotels and restaurants in Switzerland, where more than 250 thousand employees work, may be closed. The annual turnover in the hotel and restaurant segment of the country is 26.7 billion euros. “For example, in the canton of Graubünden in eastern Switzerland, only 8% of hotels are open. According to local hoteliers, the hotel business in the southeast of the country could lose up to 190 million euros due to the coronavirus. And companies' revenues in March and April will almost halve (Gerber & Hollinger, 2020). On March 17, the Swiss authorities announced the suspension of flights and the quarantine of the country due to the coronavirus pandemic, that is reopened from the month of August for selected countries. 
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· Franc problem is raised because of high value of the currency that can be regulated by the country and banking system
· In case of COVID 19, it is recommended to reopen for the countries that have decreasing graph for COVID 19 
· Country should take precautionary measures in order to have least impact of COVID 19.
· Country has well established hospitality business that requires governmental support to cope with the impact of COVID 19
· Advertisements and marketing strategies also need to be adopted to reduce the impact of COVID 19 on tourism industry.
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