Switzerland has a diverse and significant event and tourism industry that includes events from the ski world cup Wengen to the Omega European Master Golf tournament. This research plan will consider cultural tourism within Switzerland, looking at target demographics for the region and current interaction with attractions.
Tourism within Switzerland was steadily rising, however post-covid there has been a decline in international tourists both visiting and staying in the country overnight indicating business tourism and day tourism is the primary form of tourism for the country currently. Statistics show a 52.98% decline in tourism between 2019 and 2020 (Switzerland Tourism, 2023) as a direct result of the pandemic, marketing is therefore vital to aid Switzerland's recovery within the industry.
At a revenue of approximately 27.5 GBP bn in 2021, Switzerland’s tourism industry is increasing and recovering from the impacts of covid and the associated travel restrictions (CEIC, 2021). Revenue has increased by 12.5% between the years 2020 and 2021 (CEIC, 2021), application of appropriate marketing techniques such as retargeting and historical optimisation will support further revenue growth, allowing development (Chi, 2021).
Cultural tourism is arguably the original form of tourism and accounts for 37% of global tourism (Goss, 2017). The definition of cultural tourism adopted by the World Tourism Organisation is that it relates to all movements of individuals that satisfy the human need for diversity, tending to raise the cultural level of the individual and giving rise to new knowledge, encounters and experiences (World Tourism Organisation, 1985). This form of tourism requires sustainable development to ensure the preservation of cultural patrimony (Flutur & Nedelea, 2018).
Switzerland has a rich culture ranging from Swiss chocolate to folk arts, by looking at cultural tourism in Switzerland a research plan has been proposed to consider the target demographic for this form of tourism along with reviewing possible solutions to increasing relevant revenue.
Research will be conducted into the events and tourism sector in Switzerland, taking consideration of the countries target market, sector development and financial engagement in relation to the Lindt chocolate factory and national museum in Zurich. This research project will be undertaken alongside Elinor Haskins and Megan King. 
There are many forms of data collection methods to consider while researching cultural tourism including quantitative and qualitative research methods. Quantitative research is associated with numerical data or data that can be measured and includes surveys and structured observations while qualitative research is a type of scientific research method where evidence is collected to produce answers and includes focus groups and unstructured interviews (Troy, 2021). 
When collecting data about the cultural attraction of Switzerland and what demographic cultural attractions entice and how many, quantitative data will be the primary focus of the research as it is the most relevant.
Both qualitative and quantitative research provide valuable and relevant information about Switzerland's tourism and events industry. By applying a mixed research method, it allows a better understanding of the topic to be achieved and produces a more complete picture. Combining the two research methods allows access to the benefits of both, producing stronger evidence and therefore more confidence in the findings. In the events industry this research method will benefit the operations, allowing the exploration and analysis of data and producing a broader perspective on the issues. As both forms of research are relevant to the industry combining them to produce supported research is beneficial and logical.

When researching Switzerland's tourism industry, a form of quantitative analysis that will be applied is survey research, to analyse destination attendance and identify tourists age demographic allowing easy identification of Switzerland's marketing target demographic.
Gathering this research through customer touchpoints allows the monitoring of customer relationships and allows the correct marketing mix to be implemented to reach the desired target demographic for cultural tourism in Switzerland (Kotler, 2020).
Observational research can be undertaken with the purpose of experiencing and understanding cultural tourism. It refers to qualitative and non-experiential research that seek to systematically observe, record, and analyse a particular society and will be completed on the excursion day (Gautam, 2022). This data collection method produces highly accurate results at a low cost and effort, in relation to Switzerland this method is beneficial as it does not require willing participation so can occur despite possible language barriers (Prasanna, 2022). In addition, it offers an insight and explanation with open-ended results, however it can be argued these results are less reliable (Gautam, 2022).
Furthermore, to gather information on the target demographic a quantitative data survey will be conducted collecting age demographic and total attendance within the visited locations, this will give a clear insight into the demographic Swiss tourism best attracts and therefore identifying the target market. By identifying the target demographic for cultural tourism in Switzerland a marketing proposal can be produced to increase and develop the events and tourism industry in the country.

	Risk Factor
	Rating Profile
	Risk Indicator
	Actions required to reduce risk

	Travel / Transport Factors
	Medium
	· Significant distance to travel to location (2+ hours).
· Unknown travel route and system.
· Foreign language on most transport links.
	· Detailed prior planning.
· Produce contingency plan in case transport is missed.

	Personal Factors
	Low
	· Limited health issues.

	· N/A

	Location Factors
	Medium
	· Travelling in unknown location where signal is not guaranteed.
· Foreign languages spoken.
	· Stay in groups of 3+ 
· Always have a charged phone. 
· Remain in public/tourist areas.

	Safeguarding
	Low
	· Theft.
· Terrorism threat.
· Contact with large quantities of unknown people.
	· Zip pockets in public areas.
· Travel in groups.
· Avoid carrying expensive possessions. 

	Health / Environment Factors 
	Low
	· Covid-19.
· Trips and falls. 
· Altitude sickness
	· Maintain proper hygiene.
· Wear masks where necessary.
· Take necessary medication away.

	Switzerland Specific
	Low
	· Avalanches 
	· Ensure safety procedures are clearly understood.

	Insurance
	Low
	· Broken or lost possessions. 
	· Ensure all items are fully insured prior to departure.




Itinerary
8:00 – Breakfast
8.30 - Leave hotel (walk to train station)
9:02 - Train from Lauterbrunnen
11:28 - Arrive at Zurich
11:35 - Train from Zurich
12:03 - Arrive in Kilchberg ZH, Lindt and Sprungli, Switzerland
12:30 - Begin tour of Lindt chocolate factory to observe the culture associated with the Swiss chocolate industry. 
14:00 – Finish the tour and visit the gift shop.
14:17 – Bus from Kilchberg ZH, Lindt and Sprungli, Switzerland
14:48 – Arrive in Zurich (opportunity for photographs)
15:00 – Visit the National Museum Zurich to learn about the development of Swiss culture and undertake short survey on attendance at venue.
17:02 – Train from Zurich
19:25 – Arrive in Lauterbrunnen
20:00 – Evening meal at hotel

Conclusion
To conclude, this research plan is proposed with the purpose of developing an understanding of Switzerland’s cultural heritage and the target demographic this tourism has for the country to allow a better application of available marketing tools and resources. By following the proposed research plan appropriate data can be collected and analysed to produce the best marketing mix for Switzerland’s cultural tourism.

Bibliography
CEIC (2021) Switzerland tourism revenue growth | 2002 - 2023| economic indicators ... Available at: https://www.ceicdata.com/en/indicator/switzerland/tourism-revenue-growth (Accessed: February 27, 2023).
Chi, C. (2021) 18 of the Best Marketing Techniques for 2022, HubSpot Blog. HubSpot. Available at: https://blog.hubspot.com/marketing/marketing-techniques (Accessed: February 27, 2023).
Gautam, S. (2022) What is an observational research: Steps, types, pros and cons, Sociology Group: Welcome to Social Sciences Blog. Available at: https://www.sociologygroup.com/observational-research/ (Accessed: February 27, 2023).
Goss, T. (2017) Cultural tourism: A huge opportunity and a growing trend - tourism marketing: The goss agency, Tourism Marketing | The Goss Agency. Available at: https://culturaltourism.thegossagency.com/cultural-tourism-whitepaper/#:~:text=According%20to%20the%20Travel%20Industry%20Association%20of%20America%2C,their%20choice%20of%20destination%20on%20their%20last%20trip. (Accessed: February 27, 2023).
Kotler, P. et al. (2020) Principles of marketing. Eighth European edition. Harlow, England: Pearson.
Lavinia Mădălina FLUTUR and Alexandru Mircea NEDELEA (2018) ‘CULTURAL TOURISM’, Revista de Turism: Studii si Cercetari in Turism [Preprint], (25).
Prasanna (2022) Advantages and disadvantages of Observation Method: Merits and demerits of Observation in marketing, A Plus Topper. Available at: https://www.aplustopper.com/advantages-and-disadvantages-of-observation-method/ (Accessed: February 27, 2023).
Switzerland Tourism (2023) Switzerland tourism statistics 1995-2023, MacroTrends. Available at: https://www.macrotrends.net/countries/CHE/switzerland/tourism-statistics#:~:text=1%20Switzerland%20tourism%20statistics%20for%202020%20was%209%2C994%2C000%2C000.00%2C,2017%20was%2020%2C399%2C000%2C000.00%2C%20a%203.09%25%20increase%20from%202016. (Accessed: February 27, 2023).
Troy, C. (2021) Quantitative vs qualitative research, Research Prospect. Available at: https://www.researchprospect.com/quantitative-vs-qualitative-research/ (Accessed: February 27, 2023).
World Tourism Organisation (1985) The State's Role in Protecting and Promoting Culture as a Factor of Tourism Development. WTO, Madrid.

