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1.  Introduction 

The primary aim of this master thesis is to contribute to the development of fu-

ture train related tourism products along the old Gotthard1 railway route. It fo-

cuses on the Southern side of the Gotthard massif. This first chapter introduces 

the reader to the topic, the structure of the research and explains the relevance 

of the research at this point of time. Subsequently a literature review and back-

ground information about transportation, the tourism sector in the Gotthard re-

gion and on product development follow, before the methodology is explained in 

depth and the results are presented. 

1.1 Choice of topic 

The origins of this thesis lie in a curiosity-driven enthusiasm of the author who a 

year ago started to reflect about the tourism industry in the Gotthard region and 

the future of the Gotthard mountain railway track. Several occasions provoked 

and intensified that interest. In a travel guide about Switzerland from 1914 that 

he bought on a flea market, the region is described with much detail. The train 

infrastructure gets praised for its splendidness, the route for its richness of sce-

nic beauties and nearly all the villages along the line are described as “Luftku-

rorte”, with grand hotels and sights to see (Richters Reiseführer, 1914: pp. 114-

116). The region had a rich touristic past. Secondly the author did some tourism 

fieldwork in the village of Giornico in 2013. It has many sights to offer from a 

touristic point of view and connoisseurs from all around the world make the ef-

fort to visit its unique attractions. To a wider public it is not much known. There 

is no motorway exit. The train runs through the village, but the train station is 

not operated. What would need to be done to make it better known? The third 

element that shaped the research interest was the approximating opening of the 

new Alptransit base tunnel. What would happen with the old train track? Is it go-

ing to be closed down? What would the consequences for the tourism industry 

and the people of the villages be? One day in late autumn 2013 the author had a 

first spontaneous idea: “Would it be possible to run a panoramic train on the un-

used railway track and use the moment of change to push and position the his-

                                       
1 The spelling ‘Gotthard’ is used to write about the region in general. ‘Gottardo’ is used in 
existing product names (e.g. Sasso San Gottardo), for own product creations like ‘Got-
tardo Express’ and in Italian quotes. 
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torically and culturally very important region?”. This is how the research started, 

and after some time the research questions (chapter 1.2) crystallised out. The 

next three sub chapters introduce the reader to some background information 

about the new tunnel that is going to be built and about the discussions that are 

going on about the future use of the railway. Based on these the author decided 

to conduct a research that shows what a future Gottardo Express would need to 

look like and what touristic offers could attract visitors to the Gotthard region. 

1.1.1 Alptransit and “Bergstrecke” 
The Gotthard Base tunnel is part of the ‘New Rail Link through the Alps’ (NRLA, 

in German referred to as the NEAT). It is a 57 kilometres long, flat and nearly 

straight route and goes from Erstfeld in the Canton of Uri through the Gotthard 

massif to Bodio beside Biasca in the Canton of Ticino. It is said to be the next 

„Quantensprung im alpenquerenden Verkehr (ViaStoria; Elsasser, K., 2007: p. 

5)“, after the construction of the Gotthard railway line in 1882. The high-speed 

rail link is mainly built for more efficient cargo rail transport, but will also allow 

shorter travel times in international and national passenger traffic. The tunnel is 

scheduled to be operational by December 2016 (Alptransit, 2014).  

The Swiss Federal Railways (SBB) will use new railway stock and will, until 2019, 

run national trains once an hour and after the opening of the second NRLA tun-

nel, Monte Ceneri, every half an hour. Together with reparations of the railway 

tracks North of the base tunnel the ride from Zürich or Luzern to Ticino and its 

first stop in Bellinzona will be 35 to 40 Minutes shorter (SBB, 2014a). 

The Gotthard mountain route is going to stay open. When the research for this 

thesis was started it was not yet sure, what company would operate the public 

transportation services over the mountain. By the end of June 2014 the Federal 

Office of Transport (FOT) decided that the SBB will have to run hourly connec-

tions on the Gotthard mountain route (BAV, 2014). The SBB informed on the 4th 

of July 2014 how their integrated Gotthard concept for the future shall look like. 

The core element for the mountain route is going to be the regional Express train 

TILO, whose network will be extended from Bellinzona over the old route to Erst-

feld (SBB, 2014a). The value of the research of this paper is not harmed by this 

decision, potentially useful results could get applied to the SBB/TILO concept. 
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1.1.2 Consequences, fears and similar places 

A general fear of stakeholders and politicians is that the Gotthard region could 

lose importance, business and tourists, and that the service on the old track gets 

too expensive and at some point stopped, if the upcoming change is not accom-

panied by measures who permit to valorise the heritage of the old line, combined 

with the new infrastructure, and if risks are not mitigated (Cavadini, De Gottardi, 

Geninazzi, & Maggi, 2012; ERSBV, 2013; FIF, 2006a; Huber, 2013; ICOMOS, 

2014). 

In research there is a long tradition of works analysing the regional impacts of 

new traffic infrastructure for a region. Especially the impact of new high-speed 

railways has been studied. (More information and quotes in Chapter 2). In most 

of the cases it is the connected metropolitan areas that feel the greatest impacts 

(e.g. Thomas & O’Donoghue, 2013). Besides the fact that the regions in between 

those centres do not profit of the infrastructure there is little written in academic 

papers about how these places try to overcome their situation or how they want 

to make use of it to attract more tourists. This is where the interest of this study 

lies, in the region that is not directly served by the new traffic infrastructure, but 

thanks to the new infrastructure does also have less congestions and less 

through-going traffic.  

Two similar cases were found. One is also connected to the NEAT: the Lötschberg 

line with its base tunnel that opened in 2007. The former Alp crossing mountain 

track is now run on with a regional express and became a feeder line to different 

excursion sites. Together with all tourism partners the operating company BLS 

bundled the marketing budgets and developed the brand ‚Lötschberger’. Under 

this brand they now market several products that had existed already before. 

According to Martin Gäggeler, product manager of the BLS, the frequencies of 

passengers since the initiation have risen constantly (M. Gäggeler, personal 

communication, June 2, 2014). In the second case Hamilton & Alexander (2013) 

explored the role of the community in the regeneration of former social places 

for the promotion of the local tourism in Scotland. There exists a community en-

gagement program called ‘adopt a station’, where train station buildings get re-

used by the public population.  
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1.1.3 Discussions about the future tourism development 

The future of the Gotthard mountain railway has been in the focus of several dis-

cussions of political groups, tourism stakeholders, preservationists and one other 

master thesis that had been written at the University of Berne. The author of this 

master thesis has in addition talked to several people in order to see what is go-

ing on in practice, before starting to conduct his own research2. At a symposium 

about the ‘Verkehrslandschaft’ Gotthard in September 2013 different stakehold-

ers discussed about the future of the line and a potential candidature as an 

UNESCO world heritage site. In the final report of the meeting it says that by the 

opening of the new tunnel the region must offer first new touristic products. 

Those could be historical trains, but it also needs new touristic offers along the 

line to make people get off the train. The touristic valorisation is an indispensable 

part of the awareness process of the local population to get to know the 

strengths of the region and to use them for tourism. A Gotthard project could 

further become a facilitator towards an overall destination management 

(ICOMOS, 2014). Different experts and stakeholders have stated that there is a 

need for new products on and along the old Gotthard railway, a need for better 

cooperation and especially marketing, in order to profit from the better accessi-

bility to the NEAT stations Bellinzona and Altdorf (Huber, 2013). Products are 

needed that utilize the track, because if not, the mountain track will be put into 

question soon (S. Coray, personal communication, June 2, 2014). Also the Swiss 

Federal Council favours economical and touristic enhancements in the region as 

this leads to synergies with the railway system on the ‘Bergstrecke’ (BAV, 2013). 

The cantonal politicians of the regional development section elaborated different 

suggestions related to the opening of Alptransit. Among those are also the “Man-

tenimento e valorzzazione della linea di montagna del San Gottardo” and the 

“miglioramento dell’offerta turistica” (ERSBV, 2013: pp. 13-14). The mountain 

railways future function is to be a feeder line for tourists. The existing potential 

of natural, historical, cultural and culinary attractions in the region need to be 

given a value by including them in products that get marketed (Nydegger, 

2014). The Gotthard mountain region does not have to be negatively affected by 

the new tunnel, assuming that the touristic potentials of the region get marketed 
                                       
2 People the author talked to in the early stages of the thesis to find out if any plans for 
tourism projects exist: Charles Barras – Ticino Turismo, Simon Coray – Programm San 
Gottardo 2020, Roland Richard – RailAway, Ruth Nydegger – Canton of Ticino, Walter 
Hofstetter & Martin Ruckstuhl – SBB Historic, Andreas Friedli – Bundesamt für Verkehr, 
Martina Stadler (only via Email) – Uri Tourismus. 
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and used more strongly and if an efficient regional transportation system is put 

into place. Huber’s (2013) data further shows that a new orientation and a spe-

cific marketing of the ‘Bergstrecke’ is wanted, for example with the creation of a 

“Gotthard-Express”, in order to design the journey in the region as an experi-

ence. Ticino Turismo receives an additional 2 Million Swiss Francs for promotional 

activities in connection with the opening of the tunnel (Repubblica e Cantone Ti-

cino, 2013), but as by May 2014 did not know of any concrete products for the 

‘Bergstrecke’. This task is in the hands of the regional tourism offices. Except 

SBB Historic (SBB Historic 2013), which is planning train-related museums and 

more rides with historical rolling stock3 none of the stakeholders or studies could 

tell any concrete ideas what a (train-related) product would need to look like 

„per fare risalire le persone da Bellinzona verso la Leventina ed Uri (C. Barras, 

personal communication, January 20, 2014)”.  

Some further points of the mentioned master thesis and report of the regional 

development section can be found in the ‘product development chapter (4.3)’.  

1.2 Research Aim 

The author of this paper is of the opinion that even though tourism products 

could have been developed also during the past years that now the opening of 

the Alptransit tunnel should get used as a kick-off moment to get the attention 

back again on the old railway line and onto the surrounding areas. 

One learned by now that new products are wanted and needed, but do not exist 

yet. Nor has anyone given academic reasoning what these products should look 

like and has tested what visitors and locals would be interested in having. The 

study of the mentioned reports, combined with the gained knowledge from the 

master courses in the previous years and intense discussions with the supervisor 

led the author to the decision, that more insights about potential products and 

the interest of tourists about these ideas need to be studied. The primary aim of 

this master thesis is to contribute to the development of future train related 

tourism products on and along the old Gotthard railway route - an important top-

ic and timing, as this change is happening now.  

                                       
3 SBB Historic, in collaboration with the Club del San Gottardo, has plans to open the 
‚Erlebniswelt Gotthard’. Since May 2014 a Project Manager is working on it. The core el-
ements shall be weekly rides with historical trains and exhibition centers in the former 
train depots of Erstfeld and Biasca SBB Historic. (2013). Projektauftrag "Bahnerlebniswelt 
Gotthard" - "Aus der Pionierzeit in die Moderne". 
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As it is an exploratory study, there are different research interests and questions 

to answer and some suggestions to test, but no hypothesis in the classical sense 

of the term to test. Interests lie in the ‘region’, the ‘train’ and the ‘attractions’. 

The methodology chosen to get answers to the questions is a quantitative survey 

with potential Ticino tourists and excursionists. A questionnaire got developed 

and distributed to recipients of the TicinoWeekend newsletter and through the 

Facebook page of Ticino Turismo. This study population and method got chosen 

because realistic tourism products and ideas get tested. Two blocks of research 

interests guide the thesis. The first block (the Pre-Questions) includes questions 

to find out about peoples knowledge and associations about and with the 

Gotthard region.  

Q1: What do people associate with the Gotthard region? 

Q2: Have people been to the region? Do they know the villages along the 

line? 

• Are there any differences between sub groups? 

The answers of the first two questions, combined with the general socio-

demographic information and characteristics of the respondents of the later ex-

plained questionnaire can be used to build further sub groups to compare looking 

at the answers of Q3, Q4 and Q5. As already outlined in chapter 1.1, the train 

should be in the centre of the future product offerings. As can be seen in later 

chapters, this train can be an attraction by itself or a feeder train to attractions 

along the line. For this study, the author developed a rough concept of a poten-

tial ‘Gottardo Express’ and wants to find out, what potential motivators and bar-

riers are to use such a new offer on the old mountain track. Besides trying to find 

out what the new train should be like a further goal is to find out what attrac-

tions and elements along the line have a touristic potential and should therefore 

be marketed in the future. The second block (the ‘main questions’) tries to an-

swer the points about ‘the train’ and ‘the attractions’. 

Q3a: What product and information offers are wanted on the ‘Gottardo 

Express’ train and at the train stations by the potential visitors? 

Q3b: What is the likeliness of the respondents to use the proposed ‘Got-

tardo Express’? 
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Q4: Trip suggestions: What bundles of attractions are the most interest-

ing ones for the potential tourists? 

• Are there any differences between sub groups? 

1.3 Outline 

The Gotthard mountain railway is in the centre of the research. Its route is 

roughly defining the destination for which tourism offers are needed. The reason 

why this topic is on everybody’s lips is the opening of the new base tunnel. 

Therefore chapter 2 is dedicated to transportation and tourism. Touched subjects 

are the different usages and meanings of transportation for tourists and how new 

transportation infrastructure can have an influence for the tourism industry. 

Chapter 3 starts with a section on transportation infrastructure in the Gotthard 

region and the impacts it had on the region and its inhabitants. It is followed by 

a discussion of the tourism history of the region and the actual tourism situation 

at the moment. The next chapter (4) introduces background information about 

suggested ways of tourism product development, as the aim of this thesis is to 

help developing tourism products for the Gotthard railway and the region. Chap-

ter 5 covers the research methodology. The research aim gets looked at in more 

detail. The author describes how the questionnaire was developed and designed, 

how the sample was chosen and how the data was analysed. After having dis-

cussed the needed contextual backgrounds of the research topic, the results of 

the questionnaire are presented in chapter 6. In the concluding chapter 7, a 

summary and discussion of the findings and their relevance for future tourism 

development is offered, combined with outlooks for future studies and followed 

by the limitations of this thesis and critical reflections by the author.  
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2. Transport and Tourism 

2.1 General 

Tourism and Transport are strongly linked. Any tourist or excursionist usually 

takes some mode of transport to reach the destination or uses transportation at 

the destination. Some transportation infrastructure gets built especially for tour-

ists, but most of the time visitors, including excursionists and tourists, use 

modes that were built for other purposes and share them with locals of the host 

community, who might, but do not have to be involved in the tourism sector 

(Hall, 1999).  

From a supply side of tourism transport, four spatially roles have been identified: 

transport, that links the source market with the host destination, tourism 

transport for access and mobility within a region or within an actual tourism at-

traction and tourism transport to facilitate travel along a recreational route that 

is a tourism experience itself (Hall, 1999). Also from a user perspective different 

types of tourism transport have been distinguished. Some travellers see the 

transport as the necessary evil of their journey, as a facilitator, where others en-

joy the transportation as such and see it as an attraction (Duval, 2007). 

Lumsdon & Page, (2004: p. 7) designed a continuum of tourism transport that 

reaches from transport as utility, with a low intrinsic value, to transport as tour-

ism with a value as a tourism experience that is highly intrinsic (figure 1). 

 

Fig. 1: Tourism Transport Continuum. Own graph, based on Lumsdon and Page (2004, 
p.7) 



 9 

2.2 Transportation for Tourism 

Transportation in the tourism sector is mostly studied from a pure economical 

perspective. Travel in research is often discussed as derived demand (Dickinson 

& Lumsdon, 2010). The travel cost method is used to analyse transportation op-

tions. Either financial costs should be low, or the time spent travelling minimised 

(Lumsdon & Page, 2004; Prideaux, 2000). Transportation time is seen as nega-

tive and a trip as a cost. Prideaux (2000) for example studied the accessibility of 

destinations and what impacts a transport system can have on the development 

of the tourism industry. With a rational, economical background he stated: “If 

the ability of tourists to travel to preferred destinations is inhibited by inefficien-

cies in the transport system, there is some likelihood that they will seek alterna-

tive destinations (Prideaux, 2000: p. 53).” If the transportation facilities get im-

proved, the time needed to access the destination is reduced and allows the 

tourist to spend more time in the holiday place and this maximises his or her 

utility (Masson & Petiot, 2009). In the case of the Gotthard it might be interest-

ing how the two transport types (transport for access and transport as tourism) 

can be combined. Thanks to the new Alptransit tunnel, people will travel much 

faster through the mountain in one direction and would have more time to travel 

“slowly”, when returning over the pioneering route, or vice versa. The idea is dis-

cussed as “oben rüber, unten durch (Nuber, 2014: p.105)”. 

2.3 (Tourism-) Impacts of new traffic infrastructure 

Even though they were focusing on the final train stations of a high-speed rail-

way, the results of Masson and Petitot (2009) are believed to be valid also for a 

well-connected regional line. Without potentials in the local tourism destination 

the (new) transportation infrastructure will not bring any advantages. The provi-

sion of transport infrastructure is necessary for the development of the tourism 

industry. But having more or faster transportation options does not automatically 

bring tourists to a place. Positive effects may only appear if tourism potential ex-

ists and if accompanying measures are set up. (Masson & Petiot, 2009; Prideaux, 

2000). A high-speed network can help to link urban centres, or peripheral re-

gions to urban centres, but very probably at the expense of the direct hinterland 

(Duval, 2007) and the places that were served by the older slowly services. This 

was also the case when the Channel Tunnel was built. The greatest impacts have 

occurred in metropolitan regions that are far away from the tunnel entrance, like 
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Lille or East London, and not in Nord-Pas-de-Calais. (Thomas & O'Donoghue, 

2013). Also in the case of the Furka train tunnel that was opened in 1982 the 

train company and the more distant towns of Brig, Visp and Zermatt profited, 

while in the directly connected areas Goms and Urserental not much value was 

created (FIF, 2006b). In the case of the Lötschberg the fears and expectations 

sounded very similar prior to the opening like now in the Gotthard region. The 

base tunnel led to more passengers on the stretch, especially work and educa-

tion related, and the number of day trips to the canton of Wallis increased. An ex 

post analysis five years after the opening revealed though that the worsened ac-

cessibility of the Kander- and Lötschental had been substituted by innovation, 

improved tourism offers, increased marketing efforts and entrepreneurial acting 

of the regional and local stakeholders (ARE, 2012).  

2.4 Transport as Tourism & Slow Travel 

Transportation can be integral to the tourist experience and might in some cases 

be the main reason for doing a trip. Transport tourism can be regarded as a kind 

of niche tourism (Hall, 2005). In academia, and also in the tourism world this 

phenomenon has been undervalued, but it gets more acknowledgements today. 

There are different reasons why transportation can be an attraction in its own 

right. There are unique experiences, based on the mode of transport and the lo-

cation where the transportation takes place. There are added-value experiences, 

when transport product and services get combined and staged as an experience 

and there are visitors whose interest and reason to travel is the actual transport 

form, for example railway enthusiasts (Dickinson & Lumsdon, 2010; Hall, 1999; 

Hall, 2005; Lumsdon & Page, 2004).  

Slow travel is a term often used, when it comes to describe the joy of travelling 

consciously and with excitement.4 The definition is not set in stone. Some as-

pects are important to analyse transportation. They prepared a list of ingredients 

and point out that while the focus is mostly on the travel component, slow travel 

also refers to the whole holiday, including the time one lives at a destination. It 

is an umbrella term for a new kind of tourism, reflecting different motivations 

and perceptions, like low-carbon, mode of transport (as discussed), environmen-

tal concerns or the travel and destination experience. Spending more time adds 

                                       
4 Adetailed discussion can be found in ‘Slow Travel and Tourism’ by Dickinson and 
Lumsdon (2010). 
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to the travel experience. For people who wish to take time on the journey this is 

a travel benefit and not perceived as a travel cost. Besides price and time, slow 

travellers apply additional criteria while making decisions. They choose a specific 

mode for travelling and therefore have expectations about that part of the trip 

(Dickinson & Lumsdon, 2010). 

The previously discussed faster connections can also be important for slow tour-

ists, as getting there faster means having more time for a potential human pow-

ered transportation activity, like hiking or biking. 

Tourism research has recently moved from people’s motivations to take part in 

activities to focus on the tourism experience (Dickinson & Lumsdon, 2010). 

“Slow travellers are involved in the co-creation of experience, through their in-

teraction with people and place (Binkhorst, as cited in Dickinson & Lumdson, 

2010: 88)”. (More on co-creation in chapter 4.2). Pine and Gilmore (1998) are 

often called the pioneers of the ‘tourism experience studies’. The two marketing 

researchers developed “the four realms of an experience” model. These are: “en-

tertainment, educational, esthetic or escapist (Pine & Gilmore, 1998: p. 102).” 

The four categories differ in two dimensions; one goes from ‘absorption’ to ‘im-

mersion’, where the other dimension is about the participation that can either be 

‘active’ or ‘passive’. Slow travellers can become part of the experience (immer-

sion) or just experience the environment while passing by (absorption) (Dickin-

son & Lumsdon, 2010). 

Interesting is that Clawson and Knetsch divided a tourist experience into five 

stages already back in 1966. Two are interesting for this study ‚travel to the ac-

tual site experience’ and the ‚on-site experience’ (Clawson & Knetsch, 1966, as 

cited in Dickinson & Lumsdon, 2010: 67). A further distinction was made by 

Rhoden & Lumsdon (2006) who separated transport tourists according to the 

characteristics of involvement in the transport experience into four categories. 

People who do transport as tourism can be active (e.g. a hiker) or passive (e.g. 

on a heritage railway). Some travellers, who see transport as a functional part 

for tourism, can still enjoy the journey. They are positive transport tourists in 

contrast to the reluctant transport tourist. Depending on the travellers intention 

the Gotthard mountain railway can be seen as ‘tourism of transport’ to get to a 

place of interest, as ‘transport tourism’ because the trip itself can be an experi-

ence or also as transportation tourism, if a person is interested in visiting the 

unique railway infrastructure.  
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‘Slow’ modes of travel provide different possibilities to break the voyage at inter-

esting places en-route (Dickinson & Lumsdon 2010). As can be seen in the ‘Got-

tardo Express’ suggestions, this point gets included with the ‘hop on hop off’ 

strategy.  

2.5 Rail tourism 

In this paper the focus is on the Gotthard Bergstrecke and therefore on railway 

transportation, even though other modes, like hiking or biking get touched (see 

survey) for the transportation from the train station to the attractions. Of course 

some of the theory mentioned in chapters 2.1.-2.4 can also be applied to rail 

travel. Rail-based tourist travel has not been focused on much in academia. An 

exception make Blancheton and Marchi (2013) dedicating a whole article on the 

French rail tourism. They group rail tourism offers into different groups. One are 

the tourist railways, lines that are dedicated exclusively to tourism practices and 

do not provide public service. Among those are panoramic railways, amusement 

railways and living museum railways, preserved by enthusiasts. A second group 

are the meter gauge railways on which tourist traffic accounts for a significant 

number and often majority of travellers. Other journal articles and chapters in 

transportation books do often focus on heritage railways (Duval, 2007; Hall, 

2005; Halsall, 2001) or the impacts of new high-speed railway infrastructure on 

tourism attractiveness (Masson & Petiot, 2009). Like any other transport mode 

railways can be used for inter-destination transport, intra-destination transport 

or the train can be seen as the destination itself. In the latter the environment 

through which the train passes, the infrastructure, the train stations et cetera 

are all an integral part of the travel experience (Dickinson & Lumsdon, 2010). 

“For some, the journey is the thing. For others, the train is at least a pleasant 

enabler, and at best, an integral part of a holiday which makes it distinctive or 

partially different from everyday life (Dickinson & Lumsdon, 2010: p. 105).”  

2.5.1 Motivation for train travel 
Some people travel by train for pro-environmental reasons, others to maximise 

their personal enjoyment, but the most important motivational factor is probably 

the views one gets from the train across landscapes (Dickinson & Lumsdon, 

2010). A few studies have examined the motivation and experiences of train 

tourists. A study by Su and Wall (Su & Wall, 2009), investigating the relative im-

portance of the train journey for guests travelling from Beijing to Lhasa, conclud-



 13 

ed that the train journey was considered an important part of the overall holiday 

and for some people equally important as the destination experience. The most 

important motivational factor was the possibility to enjoy views from the train. 

During a train trip, a tourist is always a co-producer. One moves around, sees 

landscapes and buildings, and interacts with other people. Train journeys involve 

movement, other people and buildings. The trips are multifaceted and multi-

sensory (Dickinson & Lumsdon, 2010). Larsen (2001) uses the term tourist 

glance for the way travellers take snapshots of the surroundings the train passes 

through. Railways stood at the start of the mobilised gazes, with which we frame 

passing scenery, but also other travellers (Urry, 2001). Halsall (2001) studied 

the tourist gaze in combination with railway heritage.  

2.5.2 Heritage Railways 
As will be seen in chapter five (research design), the author does not aim for a 

purely historical or heritage railway product, as in his opinion a strong focus 

would narrow the segment of potential tourists too much. The idea of SBB His-

toric (SBB Historic, 2013) could of course get included, as one of many attrac-

tions in the Gotthard region. Nonetheless, also if the Gotthard Bergstrecke gets 

run on with modern Regio Express trains, there is an heritage component in it, 

as the route, the buildings, the stories connected to the railway date back to 

1882. Some aspects could therefore be interesting: Heritage railways are a mean 

of transport and the attraction itself, a mode of transport that is integrated in the 

tourism experience (Duval, 2007). But not only the wagons, also old railway 

structures and architecture along the line that remain from the past like icons 

are heritage parts that can be admired by contemporary passengers (Dickinson & 

Lumsdon, 2010). These trips usually involve entertainment and education. 

Preservation is not just a historical gesture, but also done as a commercial and 

ideological commitment5. Social and cultural identities get stronger than nostal-

gia when they have become attached to heritage railways. Heritage always 

needs human interpretations (Halsall, 2001). In any way “transport attractions 

need to complement, and be promoted alongside other attractions in their region 

as part of ‘place promotion’ and as a means of becoming embedded within per-

ceived attraction clusters and circuits (Hall, 2005, p. 94)”. (Also see Chapter 4). 

                                       
5 An economic approach on the sustainability of heritage railways can be found in Till-
man’s feature in the Japan Railway & Transport Review (Tillman, 2002). 
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3. Gotthard 

This chapter covers different aspects of the Gotthard region6. It starts with a sec-

tion on the history of transportation in the region and the impacts this had for 

the people and the economy. With the railway it also developed as a tourism re-

gion. It follows a section on tourism in the region today and about tourists and 

tourism cards in Ticino in general. 

3.1 History of the transportation landscape 

“Am Gotthard jedoch fanden wir die grosse Ernüchterung. In Amsteg war eine 

schwarze Fahne ausgehängt, und die armen Leute hatten nicht unrecht; denn 

der Verkehr, der täglich mit mehr als 400 Pferden stattfand und grossen Ver-

dienst brachte, hörte nun auf, […] die Lokomotive […] nahm alles weg […]. Es 

hat mich diese Urner Misere immer mehr in der Überzeugung bestärkt, dass bei 

internationalen Alpenbahnen die in den Alpen liegenden Strecken verlieren und 

die weiter entfernt liegenden Zentren gewinnen.” 

(Federal Councellor Bavier 1882,  

as quoted in Frey (2007: p. 70) and Simonett (1983: p.116).) 

The Gotthard region and its inhabitants are and have always been influenced and 

shaped by traffic routes and infrastructure. To make these possible, plenty of 

unique structures were built. The transportation landscape is therefore called a 

traffic-history monument of national and international importance (ICOMOS, 

2014). Since the overcoming of the Schöllenen Gorge above Göschenen around 

1220, according to a myth with the help of the devil, the muleteer tracks over 

the pass had become a route for merchants, pilgrims and later on for the first 

travellers to cross the Alps, but it was for long not the most important route. This 

changed in 1882 when the Gotthard railway, a structure of a century, with the 

back then longest tunnel of the world and seven helical tunnels around Wassen 

and in the Biaschina Gorge, started operating. The railway line project though 

that became the heart of Switzerland was only possible through international co-

                                       
6 The Gotthard region, “the centre of Switzerland” is not a fixedly defined space. In its 
center is the Gotthard massif with the Gotthard pass. In recent regional development 
projects it includes parts of the cantons Uri, Wallis, Graubünden and Ticino (Programm 
San Gottardo 2020). For this thesis and chapter the author focuses on the region that is 
touched by the railway line: Uri and Ticino, between Altdorf and Bellinzona, with a focus 
on the Southern side of the Alps. 
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operation and the investments of Italy and Germany (Schueler, 2008). The locals 

had to realise that “la ferrovia è stata costruita in Leventina […] e non per la Le-

ventina: la funzione di servizio si manifesta a scala nazionale e internazionale e 

non nel contesto locale (Coscienza Svizzera, 2006: pp. 156-157)”. Train stations 

were built at strategic locations to refill coals and water, sometimes far away 

from the villages. Technical facts and speed took precedence over a potential so-

cial utility (Coscienza Svizzera, 2006; Häfliger, 2007). During the building phase 

the village at the tunnels end, Göschenen and Airolo were turning into gold dig-

ger boom towns (Vogel, 2007). But what happened then was a creative destruc-

tion, to say it in the economist Schumpeters’ words. The new train did not only 

make winners. The valleys were not travelled through anymore like in the days 

of horse carriages, now they got mainly crossed and many locals who had 

worked in the traditional transportation business, like coachmen, blacksmiths or 

innkeepers lost their existence (Frey, 2007). In the same year the last postal 

coach crossed the pass. The first documented car ride over the pass was in 

1904. In the sixties the street got enlarged and in 1980 the motorway tunnel 

was inaugurated, a “Zäsur in der Geschichte der Gotthardbahn (ViaStoria & El-

sasser, 2007: p. 158)”, as until then they had the monopoly for goods and 

transported cars.7 

Like in the 19th century it is also today the rapid economic development in Eu-

rope that asks for more direct and faster connections between the North and 

South of Europe (ViaStoria & Elsasser, K., 2007). 

3.2 Tourism History in the Gotthard region 

Already before the railway construction the Gotthard path invited early voya-

geurs to explore and cross the Alps. The most famous traveller was probably 

Goethe, who was three times on the Gotthard. The new railway was an impulse 

for tourism development in relatively poor mountain regions and for the 

lakesides in Ticino (Schueler, 2008). Close to train stations new quarters with 

hotels arose. Faido for example became a little touristic center reaching Europe-

an levels, with belle époque hotels and wealthy Milanese visitors (Broggini, 

1983).  

                                       
7 More information on the construction and uniqueness of the railway line can be found in 
the books of Waldis (2002) and ViaStoria & Elsasser, K. (2007). An in depth study of the 
consequences of new traffic infrastructure for people living along pass routes can be 
found in the articles of Simonett (1983). 
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The new train connection brought tourists. Even though the Gotthard Railway 

was not constructed as a tourist attraction, the travel guides described it as such 

(Schueler, 2008). In Göschenen they would have a feast in the station buffet. In 

the early years people came to take a trip on a technical masterpiece with helical 

tunnels and the main tunnel as a victory of men against nature. The nature ex-

perience through the wild Alps and the breath-taking optical spectacle were a 

main attractor for tourists, the change from Northern landscapes to the sunny 

South an experience. Already in 1883 first wagons with panoramic platforms 

were driving over the Gotthard (Frey, 2007).  

„Yet the connection threatened to marginalise Switzerland as a tourist destina-

tion because tourists would simply speed through Switzerland towards their Ital-

ian destinations. To prevent this from happening, an avalanche of leaflets maps, 

posters and travel guides saw the light, which recommended tourists to visit the 

region with the Gotthard Railway.” (Schueler, 2008: p. 83) 

Lobbying was done to attract people from Germany and England. Everything was 

mobilised in order to establish an attraction. Stories, myths and legends about 

the Gotthard got collected and described. In guidebooks one could read the sto-

ries of Wilhelm Tell, the “Rütlischwur” and about the devils bridge. It was also a 

trip into the typical Swiss mountainscape. It was the time when nationalistic de-

bates developed and as the described elements were all in the Gotthard region 

the trip became a trip into the heart of Switzerland and was sold as a “Bildungs-

reise”. Soon the “Gotthard experience” was set and got repeated in various 

guidebooks. A trip with the Gotthard railway “wurde zur wichtigsten touristischen 

Attraktion der Schweiz (Schueler & Elsasser, 2014: p. 44)”. One third of all for-

eign tourists around the turn of the century in Switzerland took a trip from Lu-

cerne to Ticino. The dominant Gotthard image though was created by and for 

people from outside the region and the locals “never profited from the [Gotthard] 

image’s fame (Schueler 2008: p. 154)”. 

In some ways the situation resembles today’s one. Some saw a chance for tour-

ism. Locals realised that the new infrastructure could also be a chance and in 

1909 they reopened the Gotthard postal coach for tourism purposes (ViaStoria, & 

Elsasser, 2007). The railway company acted as a sponsor of national sport 

events in the Gotthard region, to get a positive image and to establish new at-

tractions along the lines for tourists to use the train to get there (Elsasser K. , 

2010). Also did authors of guidebooks advice visitors to get off the train. “Rail-
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ways constantly confronted the tourist with the choice to enjoy the beauty from 

the train or to explore the region by foot (Schueler, 2008: 96).” What is also 

comparable to today’s situation is, that guidebooks included the old routes in 

their suggestions. Schueler (2008) found books that present the trip over the 

pass from Göschenen to Airolo as an interesting detour. Passionate tourists were 

advised to take the route over the Gotthard. 

Swiss guests 

The Gotthard line as a tourism attraction shaped the national identity (Elsasser, 

2010). With the outbreak of the First World War the advertising got adapted 

from travelling the Gotthard as a way to experience Switzerland to travelling the 

Gotthard as a typically Swiss experience. The already standardised tourist gaze 

of the belle époque fit the Swiss market as well. Domestic tourism got important 

and the Gotthard a symbol for a united Swiss nation. The Gotthard was made a 

destination, a trip through which was a “mental journey (Schueler, 2008: p. 

90)”, more than a leisure trip. It is a region full of legends and myths. “The 

popularisation of the Gotthard Railway paralleled the revival of historical sites 

and legendary places in Switzerland (Schueler, 2008: p. 93).” At the bottom of 

the mountains the William Tell story took place and the Railway was built just af-

ter the founding of the new nation. A state needs some founding stories. Like 

this the region received a sense of historical importance. With the train it was 

possible to visit these important places. 

3.3 Tourism Today 

Due to time and space restrictions the author decided after the research phase to 

focus only on the Southern side of the Gotthard region, in other words the area 

situated in the Canton of Ticino. In the later developed survey some topics, for 

example the motivators and barriers to use a potential Gottardo Express are rel-

evant for the whole railway track between Erstfeld and Biasca, while other ques-

tions, for example the trip suggestions were for the moment only elaborated for 

the Italian speaking side. 

This subchapter starts with some tourism information about the Gotthard region, 

followed by findings about Ticino and railway-using tourists from the Tourism 

Monitor Switzerland research by Switzerland Tourism, an explanation about ex-
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isting tourism offers in the Gotthard region and information from studies about 

tourism cards. 

3.3.1 Tourism Numbers of the Gotthard region 
Unfortunately tourism statistics are made based on overnight stays. One does 

not know how many day excursionists have visited the Gotthard region. Still, the 

overnight numbers give a feeling about the tourism sector compared with other 

regions in the canton. Only 7.3% of all overnights in Ticino during the year 2013 

were in the region ‚Bellinzona e Alto Ticino’, one of four tourism regions in the 

canton (O-Tur, 2014). The size and numbers of hotels in the villages along the 

Gotthard route show that the accommodation structures are rather small. In av-

erage there are only thirteen rooms available per village that is situated at the 

Gotthard railway from Altdorf to Biasca (BFS, 2014). With nine providers, Faido 

has the biggest option. Giornico has only one with two rooms. 

3.3.2 Tourism Monitor 2013 
The data of the Tourism Monitor Switzerland 2013 (TMS) (Schweiz Tourismus, 

2014), conducted by Switzerland Tourism, was filtered for tourists who visited 

Ticino and for tourists who travelled by train. Some of these answers helped to 

develop the idea of the Gottardo Express, to understand the guest structure in 

Ticino and supported the author in the creation of the answer categories of his 

survey. The results also helped to understand that the Ticinese Gotthard region 

is not equal to the Ticino tourism region in general. 

78.1% of all interviewed tourists in Ticino were Swiss. 82.5% of the train users 

in Ticino were Swiss. 

65.2% of the tourists interviewed in Ticino use a private transportation mode, 

42.4% use trains and 20.4% use public busses. 40.2% of the people who travel 

by train in Ticino do also use a public bus, which means that onward connections 

are important. 

The most important non-sportive activities that received more than 40% of the 

votes of trains users in Ticino (they do not differ much from all Ticino tourists) 

are: ‘enjoy an elegant meal’ (48.2%), ‘taste the regional cuisine (specialties)’ 

(47.7%), ‘excursions outside of your destination’ (44.8%), ‘excursions by boat’ 

(44.8%), ‘shopping’ (43.7%) and ‘excursions by mountain railways and gondo-

las’ (43.7%). Still voted for by more than 20% were ‘visit natural attractions’ 
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(32.4%), ‘visit historic and cultural attractions’ (23.6%) and ‘attend concerts, 

open airs, festivals’ (20.8%). Underrepresented in Ticino are the train users who 

like to ‘visit art museums of cultural history/exhibitions’. Only 8.5% of the Ticino 

tourists ticked that option, compared to 21.4% of the overall train using sub 

sample. 

Peoples top needs (min. 30% of respondents) of the train using people in Ticino 

are ‘pleasant climate/weather’ (47.6%), ‘lake/rivers’ (43.5%), ‘nature’ (37.2%), 

‘hospitality’ (36.9%), ‘easy to reach’ (36.7%), ‘good price/benefit ratio’ (36.5%), 

‘atmosphere’ (34.7%) and important for this thesis, also ‘public transport at the 

location’ (33.2%). Underrepresented in Ticino is the need for mountains. Only 

24.1% ticked the need ‘mountains’, where as all over Switzerland 48.4% of all 

respondents need mountains. 

The top sporting activities in Ticino of all respondents are ‘walking’ (66.5%), 

‘swimming’ (54.5%), ‘hiking’ (43.2%) and ‘riding a bike’ (15.7%). Extremely un-

derrepresented in Ticino is the sporting activity ‘alpine skiing’ with only 1.5% of 

the respondents compared to 28.4% of respondents who go skiing somewhere in 

Switzerland. 

These results show that the Gotthard region does not equal the Ticino that tour-

ists have in mind. From its history and topography it is more about mountains, 

hiking, skiing and culture, rather than about swimming and walking. It fits well 

with the need for regional cuisine, excursions outside the destination and with 

gondolas, but not at all with boat trips, shopping and festivals. 

3.3.3 Present tourism products and tourism card offers 
The Gotthard region, as stated, is full of history, myth and had an interesting 

touristic past. For guests with a niche interest, for example railway enthusiasts it 

is a paradise, but for the general tourist it is not known as a tourism hotspot, 

even though there are many single attractions. But no overall destination or 

product is holding the single offers together. As the aim of this thesis is to con-

tribute to the development of future train related tourism products along the old 

Gotthard railway route one of the first steps (see also chapter 4.3) was to do a 

baseline study of all existing tourism offers, accommodation, trails and potential 

attractions that do exist to find out what tourism experience on the Gotthard 
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route can be like. Everything was written down on big A3 papers8 and marked 

with different colours for potential themes for clusters. Circuit products got 

marked. Of interest was also whether the train stations are in use. Some of the 

existing offers and trails shall get mentioned here. 

Wilhelm Tell Express 

The SBB, in collaboration with the shipping line of lake Lucerne and Ticino tour-

ism offer this product. It includes a boat ride from Lucerne to Flüelen, where the 

traveller changes on a panoramic train wagon attached to an Inter-Regio train of 

the SBB to Locarno or Lugano. On board one gets a brochure with rough infor-

mation about the trip and during summer months a multi-lingual travel guide 

explains the characteristics of the track. This product has existed for several 

years. A drawback was that the Premium version (Salon Liberté, with moveable 

chairs and multimedia show) had to be stopped. (M. Nicoletti, Ticino Turismo, 

personal communication, June 2014; C. Wipf, SBB, personal communication June 

20, 2014; SBB, 2014b). The Wilhelm Tell Express is a well-known product, but it 

does not create any tourism traffic or bring excursionist to the region, villages 

and attractions along the line, it just passes the places. 

‘Gottardo Wanderweg’ – Hiking along the Gotthard railway 

The hiking trail was initiated in 2007 on the occasion of the 125 years celebra-

tions of the construction of the railway. In the North the hiking trail leads from 

Göschenen to Erstfeld. In the South there are two shorter sections in the Piottina 

Gorge and in Giornico. There are 51 (14 in the South) information boards along 

the trail that tell facts about the region, the train, but also about culture and na-

ture in the Reuss valley (North). Twice a year a packaged culinary “speciality” 

trip with guidance is organised in the North. According to the overall concept of 

the hiking trail (IG Bahnwanderweg, 2008) the target markets are ‚railway fans, 

‚families and grandparents with grandchildren’ and ‚teachers/schools’. Since the 

opening a decrease of visitors has been assessed. The association is trying to at-

tract more visitors to the trail with events and offers and hopes that the NEAT 

opening will stimulate the trail usage (M. Stadler, Uri Tourism, personal commu-

nication, May 25, 2014). 

 

                                       
8 The scanned paper can be found in the appendix 2 
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SwissTrails 

In Switzerland exists a wide net of signalised hiking and biking trails (schweiz-

mobil.ch). The ones touching or crossing the Gotthard region are - Hiking: ViaG-

ottardo (Route 7), Trans Swiss Trail (Route 2), Vier-Quellen-Weg (Graubünden 

Route 49) - Bike: Nord-Süd Route (Route 3) (Bicycle) and the Gottardo Bike 

(Route 65). The SwissTrails GmbH offers different hiking- and biking packages 

on these routes. All their bookable SchweizMobil packages include accommoda-

tion in standard hotels (usually 3 star), breakfast, daily luggage transport, infor-

mation material about the trail and a helpline. A four-day trip costs around CHF 

500.00 (SwissTrails GmbH, R. Jaisli, personal communication June 18, 2014). 

SBB: ‘Mythos Gotthard’ 

With the goal to “valorise the region (R. Richard, RailAway, personal communica-

tion May 20, 2014)” the SBB and its partner firm RailAway offer 20% reductions 

on the public transport and certain attractions in the region. In 2014 for the first 

time they produced a nicely designed map and leaflet with the name “Erleben Sie 

den Mythos Gotthard” with thirteen suggested attractions in the region, but also 

on the mountain and neighbouring valleys. Roughly the author put the sugges-

tions in four categories, ‘train related’, ‘nature and excursions’, ‘sport’ and ‘cul-

ture and myth’. Along the Gotthard line in Ticino the following attractions are 

mentioned: ‘funicular Ritom’, ‘Gottardo hiking trail South’, ‘Leventina museum in 

Giornico’ and the ‘Alptransit Infocenter Poleggio’. 

Tourism Cards 

For the canton of Ticino exists a tourism card – the ‘Ticino Discovery Card’. It 

costs CHF 87.00, or CHF 69.00 excluding public transportation. The card is valid 

on three days during a week and allows getting admission to various tourism at-

tractions in Ticino that would cost more if bought separately. In 2013, out of 52 

attractions, only two were situated between Bellinzona and the Gotthard pass. In 

2014 the museum Sasso San Gottardo was added. In the summer season 2013 

4891 cards were used, and on average 4.08 attractions were visited by one 

cardholder. The attractions along the Gotthard route are not among the most 

visited. 2% went up to Ritom (111 people) and 1% used their Ticino Discovery 

Card to access Pesciüm in Airolo (30 people) (Carta Turistica AG, 2013). 

Prior to the launch of the Ticino Discovery Card Zoltan and Masiero (2012) wrote 

a study about tourism cards based on surveys conducted in Ticino. Natural and 
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cultural attractions are the elements that a card should be based on. Social, 

sportive or entertaining activities can give additional benefits, but they cannot be 

the core of the product that gets marketed. Information about new features of 

the cards is what guests value the most. A must are further that brochures or 

mobile applications with all the descriptions and information about the included 

highlights accompany the destination cards.  

Analysing usage data of destination cards gives valuable insights for future prod-

uct development and destination marketing. In a recent study Zoltan and 

McKercher (2014) tried to understand the tourists’ movements and activities 

within Ticino by analysing the data from the Ticino Discovery Card. The behav-

iour of the users was more influenced by the spatial geography of the destination 

than by the products that were included in the tourism card. Very important are 

the sales points. Most sales points for the Ticino Discovery Card are in the South 

of the region and hardly any visits were recorded for some attractions in the 

Northern part of the canton that are more than an one hour drive away. Better 

products are needed if the North would want to profit. The available attractions 

in the Northern part of the Canton do not offer sufficiently superior experiences 

that could convince visitors to do a round trip from their bases in the South.  

They identified four clusters of card users. Only one used the card to move also 

outside the region where it was bought. They conclude that the card itself is not 

enough of a pull factor to attract people from the touristic hotspots to more re-

mote areas of the Canton. To motivate people to travel further additional actions 

are needed. The study suggests to have tailor-made products for the geography 

clusters found, instead of having one for the very dispersed canton.  

This is one element that shall get tested in the survey (chapter 5.4), where par-

ticipants get asked if they like the idea of having a ‘Gottardo Card’.  
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4. Tourism Products (+ Destinations) 

“Leider ist das Image einer langweiligen, durch Verkehrslandschaften beein-

trächtigten Gegend in weiten Teilen der mitteleuropäischen Bevölkerung immer 

noch verbreitet. Die Besonderheiten der Landschaft und der Kultur müssen dem 

Betrachter bewusst gemacht, lokalisierbar und in Wert gesetzt werden." 

(Danielli, 2014: p. 95) 

As the previous chapters have shown new products for the Gotthard region and 

the Gotthard railway are wanted. The goal of this thesis is to help develop such 

products. Therefore it is important to take one step back and see what tourism 

product development actually is. Of all the information that can be found on 

tourism destinations and tourism product development some papers and aspects 

got picked, that could potentially be applied to the case of the St. Gotthard rail-

way and region. 

4.1 General 

According to a handbook of the United Nations World Tourism Organisation 

UNWTO tourism product development is a process in which the assets of a desti-

nation are moulded to meet the needs of the guests. It does not matter if it is a 

package or put together by the tourist, a tourism product is “an amalgam of 

many different products and services supplied by different entities (UNWTO, 

2011: p. 6)”. Tourists do not care about boundaries of traditional administrative 

destinations. Coordination is needed therefore. Strategic product development 

calls for an integrated approach with a strong inter-sectoral networking in the 

region (Pechlaner, Fischer ,& Hammann, 2009). Tourism product development is 

the construction of sets of experiences for visitors, which are based on accessible 

and logical combinations. These can be geographic areas or themes (UNWTO, 

2011). Transportation issues must get incorporated into destination develop-

ment, planning and marketing choices (Duval, 2007). Transportation attractions 

need to complement and be promoted together with other attractions in the re-

gion to become embedded within circuits and perceived attraction clusters if wid-

er markets should get attracted (Kotler et al. as cited in Hall, 2005). Inherent to 

railway lines, pass streets and muleteer tracks and the appending buildings is 

that they are monuments of a long length with a missing centre that could be the 
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point of departure or centre for experiences. They need to be promoted as a 

whole (Elsasser, 2014). 

The UNWTO (2011) distinguishes between ‘flagship and hub development’ and 

‘clusters, circuits and events’. The Gotthard region is both a geographic area, on 

a route and there might be common themes. Cluster development is about mak-

ing groups of things to see and do in a defined area that are already accessible 

on a route. For doing so there is a need for a linking theme or interest. “The 

route should provide distinct attractions and activities along it, with a range of 

facilities at key places along it. It is the integrated development based on a spe-

cific theme that makes the route attractive (UNWTO, 2011: p. 54).” Creativity, 

marketing and promotion are necessary parts of tourism product development as 

well (UNWTO, 2011) and so is the co-creation. 

4.2 Co-Creation of the tourism experience 

No matter what facilities and services a company or a tourism office offers, at 

the end it is only through the choice of the visitor and the interaction of the 

guest with the providers that the product is created. The word prosumer has 

emerged for tourists who take part in the co-creating process of a product in or-

der that this satisfies their needs in the best possible way (Niezgoda, 2013). The 

tourists produce tourism products. Destinations are according to Maggi (2013) 

places of production. According to him there are no tourism products as such, 

but only ways of production. Attractions, shops, rental services et cetera are only 

input providers. Therefore in the same spot, village or region tourists produce 

different experiences. “The consumer participates within the given structure and 

reacts and interacts with what is presented there and then (Poulsson, 2013: p. 

63).” Maggi (2013) uses the metaphor of ‘Lego’ bricks. Tourism regions shall 

have thematic sets, but still with the choice for variations which bricks to take for 

the visitor.  

Co-Creation is “an essential ingredient in experience products (Poulsson, 2013: 

p. 63).” Poulsson identified seven key factors that evoke experiential value: Sen-

sory richness and intensity, social aspects, novelty and familiarity, elements of 

challenge, suspense and surprise, elements of storytelling and interactivity. Ex-

periential value is at all times co-created. External stimuli of the provider induce 

a subjective reaction in every consumer (Poulsson, 2013).  
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“Modern consumers want context related, authentic experience concepts and 

seek a balance between control by the experience stager and self determined ac-

tivity with its spontaneity, freedom and self expression (Binkhorst, 2006: p.2).” 

Binkhorst stresses the point that a focus on the person who is a potential tourist 

is needed. A man or woman who eventually becomes a tourist hides most of the 

inputs to the co-created product and “as customers are increasingly gaining 

power and control, organizations today have to enter into a dialogue with them 

(Binkhorst, 2006: p.3)”. Researchers should do this while the tourist is still in his 

daily context, where according to the definition he or she is no tourist yet. Be-

cause it is there, where travellers spend most of their lifetime and where they 

take the decisions about future touristic activities (Binkhorst, 2006). This leads 

the author to the next chapter, the procedure of product development. Research 

should not be done only at the destination, because then decisions have been 

taken already, but back home, where decisions are formed and taken. One focus 

must be on investigating people’s needs and values. 

4.3 Tourism product development 

Tourism product development starts with market research. It “can be designed 

from a demand or a supply perspective: it can provide analyses and assessments 

of the market, or be tailored to investigate the potential for specific product de-

velopment (UNWTO, 2011: p. 38)”. The survey of this thesis applies to both, but 

with a focus to the latter, but nonetheless knowing the situation is important. 

Market research usually involves multiple methods, including the results of pri-

mary and secondary data. As products must match the market it is important to 

do a comprehensive assessment of a destinations’ political, economic, sociocul-

tural and technological situation (PEST) and to do a full inventory of all existing 

products and potential tourism resources or assets (natural, cultural, historical). 

A baseline study of all existing tourism offers and potential attractions was done 

by the author and can be found in the appendix 2. The existing products were 

described in chapter 3.3.3. The UNWTO says to combine these insights in a 

SWOT analysis to understand the actual situation that must be developed. 

The regional development department of Bellinzona and the valleys made a 

SWOT analysis regarding tourism in Ticino in general after the opening of Alp-

transit (ERSBV, 2013: p.8). Huber (2013) made one about the Gotthard region, 

from a tourism stakeholder’s perspective with regard to the opening of the Alp-
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transit tunnel. They are regarded as being sufficient to build up on. Table 1 

shows the SWOT of Huber, translated to English. In red are additional elements 

of the ERSBV SWOT graph. Their results, combined with the findings of the pre-

vious chapters and the discussions about the touristic future of the Gotthard line 

as stated in the introductory chapter, were used by the author as the base to de-

velop the train and product suggestions that are described in chapter 5. 

Table 1: SWOT Tourism Gotthard Region. Own presentation based on data from Huber 
(2013) and ERSBV (2013) 

Strengths: 

- Nature / Unpolluted landscape herit-
age (e.g. Ritom-Piora) 

- Active Tourism / Wide and diverse 
offers for excursionists 

- Myths of the region 
- Pioneering Achievements in the 

transport sector 
- Connection to the motorway 
- Geographical situation 
- Typical historical, cultural and archi-

tectonical elements 
- Climate 
- Culinary traditions / local products 

Weaknesses: 

- Collaboration in the tourism sector 
- Missing of a coordinated, multifacet-

ed quality tourism offer (packages, 
unique offers) 

- Price level 
- Partly weak tourism destination 
- Regional transportation system / 

missing public transport for tourists 
in peripheral regions  

- Marketing 
- Few tourists travelling with public 

transport 
- Hospitality to improve 
- Missing accommodation 

Opportunities: 

- NLRA train stations as regional plat-
forms and starting points / Im-
provement of the accessibility. 

- Impulse from the NLRA train stations 
- Possibilities to shape the old railway 

line 
- New organisation of the tourism 

segments / Development of new 
tourism forms (day tourism, mass 
tourism) that ask for the creation of 
packages adopted to the new needs 

- PSG2020 as a regional marketing 
platform 

- Special tourism segments 
- Media interest during the opening 
- Potential UNESCO world heritage 

Threats: 

- Deconstruction of the old line 
- Relative loss of attractiveness 
- Day tourism / Transformation of the 

tourism type: shorter stays and 
fewer overnights. 

- Transit region / Ticino as a corridor 
and not as a place to stay 

- Missing regional collaboration 
- Unprepared for the opening 
- Touristic products cannot be experi-

enced 
- Weak areas become weaker / Mar-

ginalisation of the valleys in the ab-
sence of plans for public transport 
and accompanying measures. 

- Losing of the awareness of certain 
values 

- Politics are required 
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5. Research Design 

5.1 Elaboration of ideas: Gottardo Express & Trip Suggestions 

Based on all the qualitative and quantitative data and discussions that were 

mentioned in the previous chapters and the insights the author got about the re-

gion while researching, the author decided that he wants to test what kind of 

tourism products could actually have a chance in the Gotthard region. As the 

Gotthard mountain train track and the expected changes to the transportation 

sector stand at the beginning of all the discussions it was decided that for the fu-

ture tourism products the train would need to be the core element.  

The idea of a future ‘Gottardo Express’9 was elaborated. It is an experience and 

feeder train for excursionists as well as a commuter train for the whole mountain 

line. Like this it would also be applicable to the most likely future SBB connection 

with the TILO regional express trains on the Gotthard stretch and would help the 

trains to be used also during the day, when local commuters will not use it much. 

The train runs on an hourly schedule. It is a hop-on, hop-off train that allows 

travellers to get off and on in all the following places, where there are train sta-

tions: Airolo, Ambri-Piotta, Rodi-Fiesso, Faido, Lavorgo, Giornico, Bodio, Biasca 

and Bellinzona. Some stations the author had decided would need to be put back 

into operation in order to have a real Gottardo-Express destination, with attrac-

tions in all villages. This would be possible as there is not much other traffic on 

the tracks. At all these stations the train stops. The historic station buildings get 

used and there are attractions to be visited. On the train and at the destinations 

visitors will get informed about interesting facts. Due to time and space con-

straints and a more convenient sampling method, the focus of the core questions 

of this thesis is as already stated in the introductory chapter on the Ticino side of 

the Gotthard railway track.  

5.2 Elements to test 

Two blocks of research interests guide the thesis. The first one (the Pre-

Questions) includes questions to find out about peoples knowledge and associa-

tions about and with the Gotthard region. Different themes, potentials and topic 

suggestions that got mentioned in papers (e.g. Nydegger, 2014; Huber, 2013 or 

                                       
9 The name ‘Gottardo Express’ got first used by some interviewees in the work of Huber 
(2013). 
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Danielli, 2014) or get used in the promotion (e.g. sbb.ch/gotthard) were used to 

build the questions to answer Q1. 

 

Q1: What do people associate with the Gotthard region? 

Q2: Have people been to the region? Do they know the villages along the 

line? 

• Are there any differences between sub groups? 

The answers of the first two questions, combined with the general socio-

demographic information and characteristics of the respondents of the later ex-

plained questionnaire could be used to build further sub groups to compare while 

looking at the answers of Q3, Q4 and Q5. 

As already outlined the train should be in the centre of the future product offer-

ings. This train can be an attraction by itself or a feeder train to attractions along 

the line. For this study the author developed a rough concept of a potential ‘Got-

tardo Express’. The goal is to find out, what the potential motivators and barriers 

are to use such a new offer on the old mountain track. Besides trying to find out 

what the new train should be like, a further goal is to find out what attractions 

and elements along the line have a touristic potential and should therefore be 

marketed in the future. The second block (the ‘main questions’) tries to answer 

the points about ‘the train’ and ‘the attractions’. 

 

Q3a: What product and information offers are wanted on the ‘Gottardo 

Express’ train and at the train stations by the potential visitors? 

Q3b: What is the likeliness of the respondents to use the proposed ‘Got-

tardo Express’? 

Q4: Trip suggestions: What bundles of attractions are the most interest-

ing ones for the potential tourists? 

• Are there any differences between sub groups? 
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5.3 Data collection Method: Survey 

Surveys with questionnaires are the most common source for primary tourism 

data. They are used to collect original empirical information like opinions of a po-

tentially large number of people. “These groups may represent the general popu-

lation in an area, or- more commonly in tourism – a subpopulation that shares 

some characteristic, such as being visitors to a destination or belonging to cer-

tain segments (Smith, 2010: p. 62).” A web-based respondent-completion for-

mat, where the respondent fills out the answers without the involvement of the 

interviewer was chosen. This quantitative survey form is used, because quanti-

fied information of a specific population is needed. According to Smith (2010) for 

a desired confidence interval of five per cent and a study population of one mil-

lion (assumption of potential Ticino tourists) a sample size of 384 is required. It 

is assumed that respondents presentation of their past experiences, thoughts 

and attitudes towards the Gotthard region and suggestions can be accepted and 

trusted as a source of information. A rest caution that respondents might exag-

gerate their interests or involvement must be kept in mind when reading numeri-

cal results (Veal 2006). 

5.4 Questionnaire Design 

The survey was conducted with the online software ‘Qualtrics’. Quite some time 

has been invested in the graphic appearance of the questionnaire, as this shapes 

a respondent’s first impression of the survey (Smith, 2010). The survey had 

been published in three languages: German, English and Italian. The trimmed 

average time to fill out the survey was according to Qualtrics fifteen minutes. 

The survey can be found in appendix 1. It comprised 29 multiple-choice ques-

tions of which some varied slightly according to previously chosen answers.  

It started with a short description about the context in which this survey was 

conducted. The questionnaire can be roughly structured into 6 sections. 

In the first two ‘ice breaking’ questions respondents got asked to indicate where 

they are from and to write down the postal code of their hometown. If they are 

not from Ticino they were further asked if they had been to Ticino before during 

a day trip or on vacation. These results help the researcher to see if the point of 

origin has an influence on the knowledge about the attractions described and the 

likelihood that someone wants to use the products offered. 
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Section two introduces the Gotthard region. Participants got asked with what 

they associate the Gotthard region. This might help to make thematic clusters or 

to know why tourists do not visit the area. In question 4 people are asked if they 

know the Ticinese villages along the Gotthard railway line, whether they would 

like to go there and in case they have already been, whether they would like to 

go back.  

Section three and four are the heart of the study. It was decided to put them 

quite early in the survey, in order that they get filled out focused and to continue 

with touristic profile questions in section five. Section three explains the situation 

of the ‘Bergstrecke’ and introduces the idea of the Gottardo Express. Some pic-

tures of potential Regio Express and panorama trains got included for the re-

spondents not to think of a historical heritage railway and to understand the idea 

that the ‘normal’ commuter train would also become an experience and feeder 

train. The readers get told that they will be presented two trip suggestions for 

every village along the Gotthard train track. But as the Gottardo Express is only 

the transportation mode to and within the Gotthard destination to the train sta-

tions they got first asked in question 5 what kind of transportation they would 

choose for the transportation within the villages to get to the sights. Questions 6 

to 17 are trip suggestions, two each per train station, with a concise title and ar-

ranged around a certain theme that was elaborated analysing the existing offers, 

the baseline study of the author and suggestions of the studies mentioned in this 

paper. Every suggestion got illustrated with photos to support the described at-

tractions and to get people in the mood. A 5-point Likert scale, measuring re-

sponses along one dimension, about one topic was used and ranged from ‘very 

interested’ to ‘not at all interested’. Assuming that the answers are interval data, 

powerful statistical tests like the t-test or analysis of variance can be used to an-

alyse the results. If one is more conservative and treats the data as ordinal fre-

quency tabulations, bar charts and non-parametric tests are used (Smith, 2010). 

Section four focused on the second crucial element of train-related products and 

experiences - the train itself and the information needs of the potential visitors. 

The elements to test were chosen analysing similar train offers (Rhätische Bahn 

Albula Line, Lötschberger, postal busses), the discussed literature and knowledge 

gained from university courses, internships, discussions with the supervisor and 

own experiences. Question 18 focused on the Gottardo Express concept in gen-

eral. Ten statements were presented in a Likert like scale matrix to measure 
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whether a statement is a motivator or a barrier for the respondents to use the 

proposed Gottardo Express. Respondents were asked how strong these options 

(statements) would affect their decision to undertake a trip with the Gottardo 

Express on the mountain line or to one of the places along the railway line. 

Question 19 used the same structure, but the ten elements were all different in-

formation sources and guidance options that could affect a decision to undertake 

a trip with the Gottardo Express. Question 20 asked how much people would be 

willing for an application with the latest technologies. The section is ended with 

two questions about the travel intension. On a five point Likert scale participants 

got asked how likely they are to use the Gottardo Express in the future and if 

their hometown is not in Ticino they needed to answer whether this would be 

more likely to be a daytrip from home or an excursion during a Ticino holiday.  

As mentioned above questions 23 and 24, or section 5 are two more information 

sources for the travel behaviour, characteristics and touristic profile of the re-

spondent to conclude section 1. People got asked what their three favourite ac-

tivities in Ticino are. Question 24 asked how often they use the train to get to 

Ticino or to get around in Ticino. The questions got only presented to people who 

stated that they had already been to Ticino and an adapted version got present-

ed to Ticinese residents.  

In section 6 demographic information got asked to see if these variables, besides 

the knowledge about the Gotthard, the favourite activities and the region of 

origin, have an influence on the interest in the Gottardo Express and the trips 

suggested. Participants were asked about their gender (25), their age (26), their 

education (27), whether they have used RailAway tickets before (28) and if they 

possess a ticket for the public transportation (29). To end there is the option to 

take part in the prize draw of three RailAway Vouchers, followed by a ‘thank you 

message’. 

5.5 Sampling procedure 

An integral part of survey research is the selection of the sample. To gain accu-

rate and valid final results the size and quality of the sample matter. Therefore a 

properly selected sample is crucial to generate unbiased and representative re-

sults of the study population. The sampling process starts with the decision what 

larger population should be studied and continues with the selection of an in-

creasingly targeted set of individuals that will eventually get studied (Smith, 
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2010). Chapter 4.2 showed the importance of studying the needs of potential 

tourists who are at home where decisions are taken. Therefore the author decid-

ed that the sample to study would be from the population of people who are (po-

tentially) interested in doing trips and or vacation in Ticino. In order to reach 

such people surveys were distributed via the Newsletter of TicinoWeekend and 

the Ticino Turismo Facebook Page. This allows the researcher to also do compar-

isons between these two subsamples, besides doing tests on other socio demo-

graphic influences. 

TicinoWeekend is a website, published by the Ticino based publishing company 

Rezzonico that also produces the Tessiner Zeitung, the only German written 

newspaper of Ticino. It offers suggestions for activities that one could do in Tici-

no. Every Monday they send out a German email newsletter to around 20‘000 

registered Ticino friends who mostly live in the German speaking part of Switzer-

land. According to a NZZ (2007) article the readers’ ages are fifty and above. On 

Monday, the 18th of August 2014 the link to the survey got published on the 

head of the newsletter, together with a photo of the researcher and an invitation 

to please fill out the survey about the touristic future of Ticino.  

A second survey with the exact same questions was distributed through the Fa-

cebook channel of Ticino Turismo, the cantonal Destination Management Organi-

sation. The channel is operated for all fans of the tourism region. It has nearly 

25‘000 followers (August 2014) from Ticino, the rest of Switzerland and all 

around the world. The Survey link got published 3 times between the 20th and 

25th Of August 2014. Several users forwarded the link.  

The author can see who answered the ‘Ticino Weekend Survey’ and who re-

sponded to the ‘Ticino Turismo Facebook Survey’, but not if the person received 

the link directly or if it got forwarded by some friends. It is therefore not possible 

to state with 100% accuracy that answers are from TicinoWeekend readers and 

fans of the Ticino Turismo Facebook page only, but there is a strong likelihood 

that the profiles of people who received the link from friends have a similar pro-

file. 

The aim of choosing these two distribution channels was to get answers from 

people who know Ticino and who are potential visitors to the region. This need 

was met. Of all 531 respondents only 5 have not yet been in Ticino. 93% of the 
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Non-Ticinesi have been in Ticino for a holiday and 40% for day trips. A closer 

look at the samples follows in chapter 5.8. 

5.6 Reliability and Validity 

During the questionnaire creation process the author discussed and adapted the 

questions, answer options and the structure with Professor Rico Maggi and Dr. 

Stefano Scagnolari to be sure they are suitable for the analysis. Before publish-

ing the link the questionnaire was pre-tested with fellow students from the Ger-

man part of Switzerland and with the publisher of Ticino Weekend.  

Regarding the reliability the author is sure that the results would be very similar 

if the survey was conducted again on the same two platforms. As reported in the 

previous chapter the choice of respondents was accurate also for the wish of 

wanting to ask people who have been to Ticino and are potential future tourists 

to the region. With 531 respondents in total, including 390 Swiss-German re-

spondents the required sample size of 384 is met. 

5.7 Analytical procedures 

Trying to answer the questions described in chapter 1.2 and 5.2 different analyti-

cal procedures were used. In a first step the author always used a descriptive 

approach and presented absolute numbers, percentages and means. If suitable a 

table or graphic got used to ease the understanding. Graphs and charts were 

produced with Microsoft Excel. To do calculations and statistical tests the soft-

ware SPSS Statistics10 was used.  

To do comparisons between subgroups regarding the answers to questions one 

and two (associations and knowledge) that include nominal categories, cross-

tabulations were used and Chi-Square tests were conducted. It is important to 

state that the test for significance can show relations, but it does not show cau-

sality. To interpret the results further theoretical considerations are needed. 

To compare subgroups in the sample description and to answer the questions 

three and four where Likert scales were used the following tests were performed: 

T-tests to compare two subgroups (their means) or Welch T-tests if the signifi-

cance level of the Levene test for equality of variances was <0.05 and the two 

subsamples do not have a homogeneity of variances. Even though the t-test is 
                                       
10 All the result pages of the SPSS statistics software are saved on the researchers com-
puter and can be inquired. 
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said to be robust against violations of the requirements (normal distribution, 

homogeneity of variances) an additional non-parametric Mann-Whitney U-test 

was conducted, especially if the sub sample sizes were very different, to test if 

the results of the t-test can be confirmed. In case of three or more different 

means of groups to compare for significant differences a one-way analysis of 

variance (ANOVA) was used. Before reading the results, like with the previously 

described t-test, a test of homogeneity of variances was conducted. In case of 

heterogeneity of variances a robust test of equality of means (Welch) was con-

ducted to check for differences. As the output of ANOVA (or Welch) only shows if 

there is a significant difference between some of the groups tested but not be-

tween which, post-hoc tests were used. The author chose these two post-hoc 

tests: The Games-Howell post-hoc test for comparisons with unequal variances 

(after a significant Welch test) and unequal sample sizes or the Hochberg GT2 

post-hoc test, which allows unequal sample sizes after a significant ‘normal’ 

ANOVA test (IBM, 2014). In addition the non-parametric Kruskall Wallis H-test 

was conducted in some cases to reconfirm the results (IBM, 2014; Smith, 2010; 

Veal, 2006). 
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5.8 Samples 

By the 15th of September 2014 the surveys on Qualtrics got closed. By that date 

a total of 531 participants had completed the survey. 663 people had started it, 

which gives a dropout rate of around 20%. Of the 531 fully completed surveys 

130 respondents accessed the questionnaire through the link that was shared on 

Ticino Turismo’s Facebook page and 401 participants accessed it through the link 

that was shared on Ticino Weekends weekly Newsletter on the 18th of August 

2014. In order to see differences between the two survey sources, whenever 

possible the descriptive analysis graphs are shown for both of them. Below the 

questions of section one, five and six are presented. The socio demographic in-

formation and characteristics of the sample are summarised.  

5.8.1 Origin 
Of all the 531 participants (figure 2) nearly three out of four participants (73.4%, 

n=390) live in the German speaking part of Switzerland, 3.8% (n=20) are from 

the French speaking part and 13.9% (n=74) from Ticino itself. Germans repre-

sented 4.1% (n=22), Italians 1.9% (n=10) and 2.8% (n=15) come from another 

country. While Ticino Weekend respondents were very likely to be from the Ger-

man speaking part of Switzerland (82.5%, n=331), only 45.4% of the Ticino Tur-

ismo respondents (n=59) were from the German speaking part of Switzerland. 

The second big difference between the two sources is, that nearly one third of 

the Ticino Turismo respondents live in Ticino (31.5%, n=41), but only 8.2% of 

the Ticino Weekend respondents (n=33). There are in percentages more Ger-

mans in the Ticino Weekend sample (4.5%, n=18) (Ticino Turismo 3.1%, n=4), 

but less Romands (3.2% vs. 5.4%), Italians (0.5% vs. 6.2%) and also less peo-

ple from other countries (1.0% vs. 8.5%).  

Swiss people got asked to provide the researcher with the postal code of their 

hometown. Picturing the named postal codes of the 484 Swiss respondents cer-

tain clusters can be seen (figure 3). Using the Swiss postal code regions it can be 

said that 35% are from the wider Zurich region (Postal Codes 8000-8999), 15% 

are from Ticino (6500-6999) and another 10% are from the Basel region (4000-

4999). 
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Fig. 2: Origin of respondents by questionnaire (in %) 

 

Fig. 3: Origin (Postal Codes) of Swiss respondents 

5.8.2 Age and Gender 

The number of men and women in the overall sample are very equal (266 vs. 

265 participants). As shown in figure 4, nearly half of all participants are aged 55 

or older (49.7%, n=264), 31.6% (n=168) are between 35 and 54 years old and 

only 18.6% are younger than 35 (n=99). These age categories are going to be 

used for future comparisons in order to have comparable group sizes. There are 
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strong differences in the age structure of the two subsamples. The Ticino Week-

end sample has a mean (the groups were codes from 1 to 7) of 5.59 

(SD=1.311), which gives us an assumed average age of around 60 years. 80% 

of the Ticino Weekend users are older than 44. The Ticino Turismo Facebook sub 

sample has a very uneven distribution. 41.5% of the respondents are between 

25 and 34 years old. The assumed average age (M=4.13, SD=1.517) is an age 

of around 45 years. A Welch t-test proves that the two subsamples regarding the 

age are significantly different (t(195)=9.815, p=.000).11  

 

Fig. 4: Age groups of the (sub-) samples 

5.8.3 Favourite Activities in Ticino 

Figure 5 shows the favourite activities in Ticino of the respondents who have 

been in the region before (n=526). It is obvious that there are three activities 

that are most popular among the sample members to do in Ticino during the free 

time or during holidays. More than 50% visit Ticino valleys and villages (58.4%, 

n=307), like doing outdoor sports like biking, hiking, water- and snow sports or 

sunbathing (54.8%, n=288) and like tasting local specialties (52.9%, n=278). 

Trips with cable cars was listed by 26.6% (n=140) as one of their three favourite 

activities in Ticino, boat trips got mentioned by 24.7% (n=130), visiting cities by 

21.9% (n=115) and bit less than a fifth chose visiting festivals (17.9%, n=94). 

13.9% usually visit historical sites and churches (n=73), 8.9% come because of 

shopping (n=47) and 5.7% have museum visits among their top three activities 

(n=30).  

                                       
11 To double-check the result a non-parametric test was run in addition. Also the Mann-
Whitney U-test showed a highly significant difference between the two sub samples (z=-
9.029, p=.000). 
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It is visible with the naked eye that users of Ticino Turismos Facebook page do 

like outdoor sports better (62.5%) and that their boat trip (14.8%) column is 

smaller than the one of the Ticino Weekend respondents. Chi-Square tests were 

conducted to see if differences between the two source sub samples are signifi-

cant. It revealed that Ticino Turismo respondents are significantly more into out-

door sports (χ2 (1, n=526)=4.098, p=.043) and that boat trips are a more 

popular activity for Ticino Weekend respondents (χ2 (1, n=526) = 8.859, 

p=.003). The percentages of these two activities are marked with a frame in the 

figure.12 

 

Fig. 5: Activities respondents usually do in Ticino (in %) 

Chi-Square tests were also conducted to see if the differences that can be seen 

in figure 6 between Ticinese participants and Swiss-German respondents are sta-

tistically significant. Compared to respondents of the German speaking part of 

Switzerland the locals visit more often museums and exhibitions (χ2 (1, 

462)=13.030, p=.000) and historical sites and churches (χ2 (1, 462)=7.665, 

p=.006). Swiss German people are significantly more interested in trying local 

specialities in Ticino (χ2 (1, 462)=4.742, p=.029) and in doing boat trips (χ2 (1, 

462)=7.002, p=.008). 

                                       
12 Important to note that in the figures one can see the percentages of answers. This is 
only a visual aid. Chi-Square does use actual counts and compares observed distributions 
with expected values if the variables were not related (Smith 2010). 
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Fig. 6: Activities done by people from Ticino and German part of Switzerland 

5.8.4 Train usage 
Of all respondents 43% (n=227) do very often or always use the train to get to 

Ticino or to travel around their home region in the free time. 31% (n=161) do 

sometimes (20-50% 

of the trips) use the 

train and 26% 

(n=138) do hardly 

ever or never use the 

train. Comparing the 

two subsamples it is 

apparent, that the Ti-

cino Turismo re-

spondents are more 

likely to use the train 

in Ticino. 55,5% said 

they very often or al-

ways use the train, 

whereas only 39.2% 

of the Ticino Weekend respondents use the train. With a t-test it was found that 

this tendency to more train usage is significant (t (524)= 3,477, p=.001).13 

                                       
13 Also the non-parametreic Mann-Whitney test confirmed the differences (Z=-3.454, 
p=.001) 

Fig. 7: Train usage in or to Ticino 
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6. Results 

The results chapter is guided by the four research questions. First the answers to 

‘Q1 What do people associate with the Gotthard region?’ are presented. In sub-

chapter 6.2 follow the results to ‘Q2 Have people been to the region? Do they 

know the villages along the line?’. Next comes the section about the proposed 

Gottardo Express. Answers to Q3b about the likeliness of respondents to use the 

proposed ‘Gottardo Express’ are going to be presented first, because then Q3a 

‘What product and information offers are wanted on the ‘Gottardo Express’ train 

and at the train stations by the potential visitors?’ can get answered for the sub-

group of likely future ‘Gottardo Express’ users. In subchapter 6.5 follow the re-

sults of Q4 ‘Trip suggestions: What bundles of attractions are the most interest-

ing ones for the potential tourists?’. In every subchapter first a general descrip-

tive answer is given for the overall sample. Then different subsamples, resulting 

from Q1 and Q2 and as seen in the chapter ‘Samples’, are compared and tested 

for significant differences. It ends with a summary of the results. 

6.1 What does the Gotthard stand for?  

 

Fig. 8: Associations Gotthard Region 

Participants had the chance to tick up to three boxes. In figure 8 the different 

options can be seen. The bigger the word, the more it was chosen. Only 112 re-

spondents (20.1%) do not associate the Gotthard region with the railway line, 

the motorway or a transit region. More than half of the respondents (53.5%, 

n=284) ticked the box ‘railway line’, followed by ‘motorway & traffic jam’ 

(43.3%, n=230). Around every fourth person has in mind a ‘hiking & biking par-
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adise’ (27.1%, n=144) or ‘Swiss history / national cohesion / reduit’ (23.0%, 

n=122). Around 20% associate the Gotthard region with ‘culinary specialities’ 

(22.2%, n=118), ‘pioneering achievements’ (21.1%, n=112), a ‘transit region’ 

(19.6%, n=104) or a ‘water world & alpine lakes’ (19.2%, n=102). Less chosen 

were ‘churches & historical sites’ (13.6%, n=72), ‘historic muleteer tracks’ 

(7.9%, n=42), ‘myths’ (7.5%, n=40) and ‘snow sports’ (7.2%, n=38). In a next 

step the author investigated if there are significant differences in the subsamples 

and whether ‚questionnaire source’, ‚origin’, ‚age groups’ ‚favourite activities’ and 

‚train usage’ appear to be related to a certain association.14 

6.1.1 Comparison of subsamples 

Source 

With a Chi-Square test three statistically significant relations were found. Ticino 

Weekend respondents do associate the Gotthard more with culinary specialities 

(χ2(1,n=531)=5.763, p=.016) than Ticino Turismo respondents. Chi-Square fur-

ther revealed that the stronger relationship between Ticino Turismo respondents 

and the association ‘water world & alpine lakes’ (χ2(1,n=531)=12.017, p=.000) 

and ‘snow sports’ (χ2(1,n=531)=14.415, p =.000) are real and highly signifi-

cant.  

Origin 

The railway line and the ‘motorway & traffic jam’ option were the ones most cho-

sen by Swiss from North and South of the Gotthard pass. But the results for the 

German Swiss respondents seemed more extreme as can be seen in figure 9.  

The following relationships were statistically significant. Swiss from the German 

speaking part do associate the Gotthard region more with ‘motorway & traffic 

jam’ (χ2(1, n=464) = 4.178, p=.041) and ‘culinary specialties’ (χ2(1, 

464)=4.010, p=.045). Respondents from Ticino associate the region more likely 

than Swiss from North of the Alps with a ‘water world & alpine lakes’ (χ2 (1, 

464)=5.596, p=.018), a ‘transit region’ (χ2(1, 464)=9.973, p=.002) and ‘snow 

sports’ (χ2(1, 464)=11.046, p=.001). The results in the ‘railway line’ column 

seemed also very different, but the difference is only significant for young people 

                                       
14 Important to note that in the figures one can see the percentages of answers. This is 
only a visual aid. Chi-Square does use actual counts and compares observed distributions 
with expected values if the variables were not related (Smith, 2010). 
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(under 34). Young Swiss-Germans do associate the Gotthard more often with 

‘railway line’ than the young Ticinese participants. (χ2 (1, 464)=4.529, p=.033).  

Age Groups 

Chi-Square tests were run to see if there are differences between the age groups 

regarding the associations. The standardised residuals above 1.96 were used to 

identify what age group is responsible for significant results. Young respondents 

do associate the Gotthard region more likely with ‘snow sports’ (χ2 

(1,531)=16.592, p=.000) (standardised residual ‘young’ = +3.3, standardised 

residual ‘old’ = -2.0) and a ‘ transit region’ (χ2(1, 531)=17.979, p=.000). 

(‘young’ +3.1 and ‘old’ group -2.2) than the older participants. 

Young (χ2 (1, 531) = 5.491, p=.019) and middle-aged people 

(χ2=(1,531)=9.751, p=.002) have a stronger association with the ‘motorway’ 

than old respondents. There is also a difference regarding the association with 

‘churches and historical sites’ (χ2(1, n=531) =15.527, p=.000). The contrib-

utors to the difference are the middle-aged group (-2.5) and the ‘older’ group 

(+2.5). 

Activities in Ticino 

An assumption that emerged was that people with different hobbies in Ticino 

(n=526) could have different associations with the region. Therefore the author 

tested if any relationship exists. H0 was always: there is no relationship between 

Fig. 9: Associations by Source and Origin 
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‘favourite activity chosen’ and a certain ‘association’. Only some results where 

the relation can be explained with common sense are presented here. 

There is a positive relationship between outdoor sports fans and the associa-

tions ‘hiking & biking paradise’ (36.8% outdoor sports vs. 15.1% no outdoor 

sports)15 (χ2 (1, 526)=31.077, p=.000) and ‘snow sports’ (10.1% / 3.4%) (χ2 

(1, 526) = 8.967, p=.003) significant at the 1 per cent level. ‘Outdoor sports’ 

people do associate the Gotthard statistically significantly less with ‘culinary spe-

cialties’ (15.6% / 29.8%) (χ2 (1, 526)=15.301, p=.000) and ‘churches & histori-

cal sites’ (9.7% / 18.5%) (χ2 (1, 526) = 8.474, p=.004) than expected. 

People who like to visit Ticino valleys and villages have a positive relationship 

with the associations ‘Swiss history / national cohesion / reduit’ (27.4% / 16.9%) 

(χ2 (1, 526)=7.906, p=.005) and ‘historic muleteer tracks’ (10.1% / 4.6%) (χ2 

(1, 526)=5.442, p=.020) and do associate the region less with ‘motorway & traf-

fic jam’ than expected (38.4% / 49.8%) (χ2 (1, 526)=6.695, p=.010). 

People who like to visit historical sites / churches have a higher than ex-

pected relationship with the association ‘churches & historical sites’ (35.6% vs. 

10.2%) (χ2 (1, 526)=34.499, p=.000) and a lower one with ‘transit region’ 

(8.2% / 21.6%) (χ2 (1, 526)=7.132, p=.008). 

Train usage  

The comparison between non-Ticino respondents (n=452) who have mostly trav-

elled to Ticino by train (51-100%) and the people who have not taken the train a 

lot (0-50%) regarding their associations with the region are illustrated in figure 

10. Train users unsurprisingly have a stronger statistically significant association 

between the Gotthard and the railway line (71.5% vs. 42.5%) (χ2 (1, 

452)=37.640, p=.000) and are less likely to associate the region with ‘motorway 

and traffic james’ (34.2% vs. 52.5%) (χ2 (1, 452)=15.004, p=.000). Train users 

connect the Gotthard less with ‘culinary specialities’ than car users (17.1% vs. 

28.2%) (χ2 (1, 452)=7.572, p=.006), but they seem to be more interested in 

churches (19.2% vs. 9.7%) (χ2 (1, 452) = 8.466, p=.004). 

                                       
15 To get a feeling of the differences percentages are presented here, but Chi-Square 
compares observed distributions with expected values if the variables were not related 
(Smith 2010). 
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Fig. 10: Associations by former train usage 

Free Answers 

Of the open answers (n=22) that were given the associations clusters named 

most are that the Gotthard region is a boarder, a “Kulturgrenze”, a “Tor zum gu-

ten Wetter” or the “Tor zum Süden”. Several also named the weather, the sun, 

the summer feeling or directly Italy. Also mentioned got the army, the lovely 

pass street, childhood memories or the tourism project of Sawiris in Andermatt.  

6.1.2 Interim Summary Q1 
The aim of this chapter is to find answers to the question what people associate 

with the Gotthard region. Participants were allowed to tick up to three associa-

tion options. The numbers and graphs manifestly show that ‘railway line’ 

(53.5%) and ‘motorway and traffic jam’ (43.3%) are the two most common as-

sociations. Only one fifth of all participants does not associate the Gotthard re-

gion with some kind of traffic, be it railway, motorway or transit. The statement 

of Danielli (2014) in chapter 4 about the boring region that is affected by the 

transportation landscape can partially be confirmed. A lot of people connect the 

Gotthard region with traffic. But this does not automatically mean that they think 
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the railway line is boring, or that they cannot have other positive associations 

besides traffic. And they do exist.  

The highest ranked non-traffic association is ‘hiking & biking paradise’ (27.1%), 

but also ‘Swiss history’, ‘culinary specialities’, pioneering achievements’ and ‘wa-

ter world’ are associations shared by around 20% of participants. But not all as-

sociations received a high quote that might have been expected reading the lit-

erature. For example were ‘myths of the region’ (7.5%) and ‘typical historical el-

ements’ (13.6%) in the SWOT analysis listed as strengths, but apparently not in 

the heads of the people.  

There are some differences between subsamples. While Swiss Germans have in 

mind the motorway, for Ticinesi it is more likely just a transit region. The locals 

see more ‘water’ and ‘snow’, while Swiss Germans associate culinary specialities 

with the region.  

Not surprising was that train riders have a stronger association with the railway, 

whereas people who do not use the train a lot associate the region more likely 

with the motorway. Interesting though is that car drivers seem to associate the 

region much more with gastronomy and train riders do associate the region 

much more with historical sites and churches.  

The activity examples show that people who do specific activities in Southern 

Switzerland that could also be done in the Gotthard region do associate the re-

gion with elements that suit their hobbies and reach very high percentages. One 

could say the ‘ones who know, know’. For example do 35.6% of the fans of his-

torical sites and churches associate the region with ‘historical sites’ (vs. 13.6% of 

the total sample) or outdoor sports lovers associate the region much more likely 

with a hiking and biking paradise and snow sports than people who do not do 

outdoor sports in Ticino.  
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6.2 Knowledge of the Gotthard region 

Participants got asked if they know the villages along the Gotthard railway line 

that have a train station (that could potentially be used again). In case that they 

know the village or if they had already been to it, they had to answer if they 

would like to go there (again). Figure 11 illustrates the percentages of answers 

that were given of the overall sample (n=531) for every village. 

 

Fig. 11: What villages are known along the Gotthard line 

Of all the villages, Airolo is the best known. Only 8.10% do not know it. Also Bi-

asca (17.1%), Ambri-Piotta (20%) and Faido (22.6%) are known by more than 

75% of the participants. Giornico (40.3% don’t know it), Bodio (44.4%), Lavorgo 

(50.8%) and Rodi-Fiesso (53.1%) are not as well known. 

6.2.1 Comparison of subsamples 
Source 

Comparing the two sub samples, only two villages show a significant difference 

on the 5% level. Ticino Turismo respondents have been to Faido (44.6% vs. 

33.9%) (χ2(1, 531)=4.848, p=.028) and Rodi-Fiesso (27.7% vs. 18.5%) 

(χ2(1,531)=5.102, p=.024) more likely than Ticino Weekend respondents. 

Origin 

Everyone whose main residence is in Ticino has heard of Airolo. It is the only vil-

lage where no one ticked ‘I don’t know it’. People who live in Ticino (n=74) are 

more likely to have been in all villages in percentage, than the respondents who 



 47 

live in the German speaking part of Switzerland (n=390) (see figure 12). χ2-

tests showed a significant relationship at the 1% level (χ2(1, 464) between 

12’000 and 28’000) for all villages between origin (Ticino or German speaking 

part) and the people who have been to a village. 

 

Fig. 12: Been to villages - TI vs. DE-CH in % 

Age groups 

Without wanting to list all chi-square tests it can be said that in six out of eight 

villages χ2 was statistically significant and that for all eight villages the standard-

ized residuals in the column ‘been there’ of the cross tabulation were positive for 

the age group ‘55+’, and always negative in the fields of the age groups ’35-54’ 

and ‘younger than 35’. In other words, older respondents are more likely to have 

been in the villages along the Gotthard line. 

Train usage 

Comparing the people who always or very often take the train to travel to Ticino 

with the ones who never or sometimes use the train no differences could be 

found regarding whether they know or have been to the villages. 

Activities in Ticino 

Several Chi-Square tests were run to see if there is a relationship between ‘ac-

tivities’ people like doing most in Ticino (n=526) and the number of people who 

have been to the villages (‘I have been there / I would go again’ and ‘I have 

been there / I would not go again’). For four activities it was found that the 

number of people who like doing this activity is related to the number of people 

who have been to a certain village.  
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Respondents whose favourite activity is ‘visit historical sites / churches’ 

(n=73) have been more to Giornico than could be expected from the null hy-

pothesis. 43.8% ‘historical sites visitors’ have been to Giornico versus 29.6% of 

the respondents who do not prefer the this activity (χ2(1,526)=5.915, p=.015).  

Museum and exhibitions lovers (n=30) have more often than expected been 

in Bodio (50.0% vs. 19.6%) (χ2 (1,526)=15.644, p=.000), Rodi-Fiesso 

(36.7% vs. 20.0%) (χ2(1,526)=4.774, p=.029) and Biasca (66.7% vs. 47.8%) 

(χ2(1,526)=4.037, p=.045).  

The relationship between the favourite activity ‘trips with cable cars / funicu-

lars’ (n=140) and ‘having been to Ambri-Piotta’ is stronger than expected 

(51.8% vs. 38.3%) and significant at the 1% level (χ2(1,526)=7.231, p=.007).  

An assumption for the reason of the last found significant relation is not easy to 

make. Only 42.7% of the respondents who like going shopping in Ticino the 

best (n=47) have been to Airolo, where as 58.7% of the ‘non shoppers’ have 

been there. This is less than expected by the null hypothesis (χ2(1,526)=4.538, 

p=.033). 

Association 

Several Chi-Square tests were run to see if there is a relationship between ‘asso-

ciations’ people have about the Gotthard region and the number of people who 

have been to the villages. Different statistically significant relations were found. 

Due to time and space restrictions not all χ2 values get listed. The author will not 

go into the details of the results, because the relations between single associa-

tions and certain villages cannot get explained without guessing (e.g. why people 

associating the region with a ‘water world’ should have been more to Bodio than 

expected, or why ‘snow sports’ associates have been more to all eight villages 

than expected.). Nonetheless it was impressive to see that whenever a test with 

a ‘traffic association’ (motorway (7x), railway (1x), transit (4x) and also pioneer-

ing achievements (1x)) was statistically significant, without an exception the 

people sharing this association have been less to the village than the ones who 

do not associate the region with a traffic topic. And also without exception, if a 

relation between a non-traffic association (snow sports (8x), myth (1x), Swiss 

history (3x), hiking & biking (6x), water world (4x)) and a ‘been there’ number 

of a village was tested statistically significant, the people who share the associa-

tion have been more than expected in the village. 
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6.2.2 Interim Summary Q2 

The by far most known village along the line is Airolo, followed by Biasca, Faido 

and Ambri that are known by around 80% of all participants. Giornico leads the 

second half of the table with 60% who know it and less known are the villages 

Bodio, Lavorgo and Rodi-Fiesso, the last two known by less than half of the par-

ticipants. It is apparent that three of the four best-known villages are Inter Regio 

train stops and Ambri has a national ice hockey club. Unfortunately the study did 

not allow people to tell whether they know the village or a certain attraction and 

to express their understanding of ‘knowing’.  

Respondents who live in Ticino have been more in all of the eight villages. Statis-

tical tests were highly significant. Also are respondents aged 55 and above more 

likely to have been to these places. The former train usage to travel to Ticino 

does not make any difference. 

People who like doing a specific activity in Ticino are more likely to have been in 

certain villages. Possible explanations are that there might be attractions suiting 

their interest. Statistically significant were the following relationships: People 

who like to visit historical sites and churches have been more to Giornico. Maybe 

because there are seven churches in Giornico and it is a place with a lot of histo-

ry. Museum and exhibitions visitors have been more than expected in Bodio, 

Rodi-Fiesso and Biasca, maybe because there are unique museums in these vil-

lages like the ‘Dazio Grande’ in Rodi-Fiesso or the AlpTransit museum in ‘Bodio’. 

Ambri-Piotta has been visited more than expected by people who like taking trips 

with cable cars and funiculars, probably because the main attraction in Ambri-

Piotta is the Ritom funicular. 

And finally the Chi-Square tests on the one hand revealed for many cases that 

whoever associates the region with some sort of traffic, for example the motor-

way or transit, is less likely to have been in the villages. On the other hand, peo-

ple who associate the region with something else than traffic, for example with 

sports, history or natural aspects, have been statistically significantly more in 

many villages. These findings turned around could be interpreted as who ever 

has been in the region does not associate it with traffic.  
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6.3 Likeliness of using the Gottardo Express 

This subchapter analyses the question Q3b “What is the likeliness of the re-

spondents to use the proposed ‘Gottardo Express’?” Q3b gets looked at first, in 

order to use the new subsample of likely future users in the analysis of Q3a 

about the motivators and barriers towards the use of the proposed train.  

The results of the 

whole sample regard-

ing the likeliness of 

using the Gottardo Ex-

press are presented in 

figure 13. 75% 

(n=402) of all re-

spondents answered 

that they are likely or 

very likely to use a po-

tential Gottardo Ex-

press in the future, 

30% are very likely to do so (n=161) and 45% are likely to do so (n=241). Only 

5% stated that they are not very likely or not at all likely to use a potential Got-

tardo Express (n=25) and 20% (n=104) are unsure if they would. The scale 

items were coded from 1 (not at all likely) to 5 (very likely). The mean of the 

whole sample is 4.004 which equals the answer option ‘somewhat likely’ 

(SD:0.858). 

6.3.1 Comparison of subsamples 
Origin 

Looking at the means of the different origin groups of the respondents it can be 

said that except of the German participants (M=3.50, SD 1.102) who would be 

considered to be unsure, all other groups with means between 3.90 and 4.39 can 

be considered likely future Gottardo Express users. The most convinced are the 

respondents from Ticino with 93% (n=69) very likely or somewhat likely mem-

bers and just one not very likely participant. 72% (n=283) of the respondents of 

the German speaking part of Switzerland are likely or very likely to use the Got-

tardo Express in the future and so are 80% (n=16) from the French speaking 

part, 80% (n=8) of Italians, 87% (n=13) of respondents of other countries and 

Fig. 13: Likeliness of using the Gottardo Express, whole 
sample 
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59% (n=13) of the German respondents. ANOVA (F(5,525)=5.541,p=.000) fol-

lowed by a Hochberg GT2 post-hoc test revealed that Ticinese respondents (M = 

4.39) are highly significant more likely to use the Gottardo Express in the future 

than Swiss Germans (M= 3.95, p=.001) and Germans (M = 3.50, p=.000). 

Favourite Activities 

In order to see if the favourite activity is related to the likeliness of a future use 

of the Gottardo Express two 

comparisons were made. A pure-

ly descriptive approach, looking 

at the percentage of category 

members who are very likely or 

somewhat likely to use the train 

in the future (overall = 76%), 

revealed that there is one cate-

gory, the people whose favourite 

activity is shopping, which had a 

much lesser percentage with on-

ly 55% likely users. All other 

categories range between 73% 

and 87%. Shopping lovers do 

have the biggest percentage of 

‘unsure’ members (34%, versus 

an average of 19%). In addition 

an ANOVA analysis showed that 

there is a statistically significant 

difference between the activity 

groups (F(9,1492)=3.181,p=.001). In figure 14 the average means for the dif-

ferent activity groups are illustrated. A post-hoc test (Hochberg) revealed that 

the following activity groups are statistically significantly more likely to use the 

Gottardo Express than shopping lovers (M=3.60): Visiting historical sites and 

churches (4.29, p=.000), visiting museums and exhibitions (4.23, p=.05), visit-

ing valleys and villages (4.12, p=.003) and doing trips with cable cars and funic-

ulars (4.06, p=.048). 

 

Fig. 14: Likeliness of using the Gottardo Express, 
by favourite activity 
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Train usage 

A Welch ANOVA test (F(3, 232.778)=14.893, p=.000) showed significant differ-

ences between non Ticinesi respondents former train usage and the likeliness to 

use the Gottardo Express in the future (n=452, M=3.95). Unsurprisingly the 

Games-Howell post-hoc test revealed that people who never or hardly ever used 

the train in the past to travel to Ticino have a statistically significant lower likeli-

ness of using the Gottardo Express in the future (M=3.53) than people who (al-

most) always (4.21, p=.000), very often (4.06, p=.000) or sometimes (4.06, 

p=.000) used the train. Nonetheless, positively speaking, still 53.7% of the peo-

ple who never or hardly ever used the train in the past are very or somewhat 

likely to use the Gottardo Express in the future and 35.8% are unsure. It shows 

that the Gottardo Express could be a chance to get many new users onto a train. 

As seen in a previous subchapter, Ticinesi respondents are the most likely to use 

the Gottardo Express. Also for them (n=74, M=4.39) the group of “never/hardly 

ever” past train users has the lowest mean (3.93), but this is very high and 

equals 80% of the people who never or hardly ever used the train in the past 

who would very or somewhat likely use the Gottardo Express in the future. 

Age 

The likeliness to use the Gottardo Express is significantly higher according to 

ANOVA (F(2,528)=13.399, p=.000) among older people (55+) (M=4.19) than 

for middle aged respondents (3.82, p=.000) and young respondents (3.82, 

p=.000) as found out with a Hochberg post-hoc test. 

6.3.2 Interim Summary Q3b 
75% of all participants stated that they are likely to use the Gottardo Express in 

the future. Only 5% are not very likely. Such a high number sounds very promis-

ing for the introduction of a new product, but as written in chapter 5.3 a rest 

caution that respondents might exaggerate their interests or involvement must 

be kept in mind when reading numerical results (Veal, 2006). Especially the 

Ticinesi participants are very likely (M=4.39) to use the potential train (93% of 

very or somewhat likely users). The likeliness is high throughout all origin sub 

samples. 72% of the German speaking Swiss are likely to use it. Only the Ger-

man respondents are a bit less sure with only 59% likely users. Regarding the 

activity subsamples the Gottardo Express is attractive for people with diverse 

hobbies with likelihoods between 73% up to 87%, except for shopping lovers 
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with only 55% interested people and a statistically significant smaller interest 

compared with other activities. Unsurprisingly people who hardly ever used the 

train in the past to travel to Ticino (0-19% of their trips) are less likely to use the 

Gottardo Express. Positively speaking though the study revealed that every se-

cond person that usually does not use the train would be likely to use the offered 

Gottardo Express (53.7%). A reason could be that it can be seen as an attraction 

by itself and not as a means to get there. Ticinesi respondents are all very likely 

to use the train in the future, also the ‘low users of the past’ with more than 

80% very or somewhat likely users. A general finding was that older people are 

more likely to use the Gottardo Express. 
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6.4 Elements of the Gottardo Express 

In this subchapter the proposed product and information offers for the Gottardo 

Express get analysed with the goal to find out which elements can be considered 

motivators or ‘must haves’ on a potential Gottardo Express and which elements 

would be barriers and harm the potential decision to use the Gottardo Express. 

This chapter tries to find answers to questions 3a, “What product and infor-

mation offers are wanted on the ‘Gottardo Express’ train and at the train stations 

by the potential visitors?”  

The following answers, if not stated differently, take into account only the re-

spondents who are likely or very likely to use the train in the future (n=402), in 

order to see what is important for potential clients. To analyse the means one 

must know that the answer options were coded from 1 = strong barrier up to 5 

= strong motivator. 

6.4.1 Gottardo Express Product Offers 
Figure 15 presents an overview of the different product options, ranked by their 

mean. Coloured green is the share of motivated respondents, red stands for bar-

rier percentages and light blue are the neutral answers. The category that was 

chosen most is highlighted with bold numbers. The means and standard devia-

tions for every option can be found in table 2. 

 

Fig. 15: Gottardo Express Product Elements - Motivators and Barriers (in % of likely us-
ers) 
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Table 2: Gottardo Express Product Elements - Means and Standard Deviations 

!

Panoramic)win+
dows)

'Gottardo+
Card')

Information)
counter)with)
brochures)

Stations)
branded)as)
'Gottardo')/)
info)plates)

Shops)with)
local)speciali+
ties)and)sou+
venirs)

Mean! 4,47) 4,37) 3,95) 3,94) 3,88)

Std.Dev.! ,632) ,731) ,783) ,821) ,854)

!!

Separate)pay+
ments)(attrac+
tion)or)rental))) Dining)car)

Tourist)wag+
ons)are)sepa+
rate)wagons)

G.E.)stops)in)
all)15)villages)

Mini+Bar)Ser+
vice/snack)
machine)

Mean! 3,81) 3,72) 3,61) 3,60) 3,43)

Std.Dev.! ,907) ,878) ,811) 1,074) ,812)

 

Knowing the general concept of the Gottardo Express (as described in chapter 5) 

94% of all likely Gottardo Express users would be motivated by ‘Panoramic Win-

dows’. A ‘Gottardo Card’ that allows someone to visit all the attractions would be 

motivating for 87.3%. Around two thirds would like to have information counters 

with brochures’ (71.4%), that the stations get branded as ‘Gottardo destinations’ 

with info plates (69.7%) and that there are shops with ‘local specialties and sou-

venirs at the stations (65.2%). The possibility to also pay separately for every 

attraction is appreciated by 62.4% and a bit more than 50% see these three op-

tions as motivators as well: ‘The Gottardo Express stops in all 15 villages (55%), 

Tourist wagons are separate wagons’ (54%) and the Gottardo Express has a 

‘dining car’ (51.2%). Only the option ‘mini-bar service / snack machine’ (40.3%) 

is not a motivator for the majority. 

There are a high number of neutral answers (except for the two top elements 

‘Gottardo Card’ and ‘Panoramic Windows’ all options got more than 25%). Twice, 

for the option ‘there is a mini bar/snack machine’ on board (53.5%) and there is 

a ‘dining car’ (46.5%) the neutral answer was the one chosen most. This shows 

that these options are for many people not the reasons why they would use the 

Gottardo Express, but they are also not hindering them in taking the train.  

The only option that sticks out as a potential barrier for a reasonably big number 

of people is that the ‘Gottardo Express stops in all 15 villages’. 16.4% of all likely 

users see this as a barrier. 
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6.4.2 Comparison of Subsamples 

The author did diverse tests to see if there are any statistically significant differ-

ences among different subgroups. 

Daytrip versus Ticino holidays 

Day-trippers are more interested in having a ‘mini bar or snack machine on the 

train’ compared with non-Ticinesi who use the train during their holidays in Tici-

no. A t-test showed that this difference is statistically significant (M= 3.58 vs. 

3.31) (t(331)=2.898, p=.004)16. 

Age 

An ANOVA comparison (F(2,399)=3.779, p=.024), followed by a Hochberg post-

hoc test, revealed that older people (M=3.71) are more motivated by the option 

‘tourist wagons are separate wagons’ than younger respondents (3.43, p=.043). 

A Welch ANOVA test (F(2, 177.083)=12.249, p=.000), followed by a Games-

Howell post-hoc test, showed that older respondents (M=3.86) are also statisti-

cally significantly more motivated by the option of having a ‘dining car’ than 

middle aged (3.68, p=.015) and young respondents (3.33, p=.000).17 

Source 

T-tests showed that the options ‘the Gottardo Express stops in all 15 villages’ 

(M=3.85 vs. 3.52) (t(400)=-2.755, p=.006) and ‘all stations get branded as Got-

tardo destinations and there are info plates’ (M=4.12 vs. 3.87) (t(400)=-2.615, 

p=.009) are more likely to be motivating for likely users from the Ticino Turismo 

Facebook page (n=102) than for Ticino Weekend newsletter respondents 

(n=300). A Welch t-test further revealed that also the difference in the option ‘a 

Gottardo Card allows you to visit all the attractions’ is statistically significant 

(M=4.55 vs. 4.31) (t(209.334)=-3.199, p=.002).18 

Origin 

Many options are more motivating for Ticinesi. Four options are statistically sig-

nificant more likely to be motivators for the likely local Gottardo Express users 

compared to the respondents from the German speaking part. Their votes were 

higher for the following options: ‘a Gottardo Card allows you to visit all the at-

                                       
16 Mann-Whitney U-test (Z=-2,940, p=.003) confirmed this difference. 
17 a non parametric Kruskall-Wallis test confirmed the differences for these two options. 
18 Mann-Whitney U-tests confirmed these differences. 
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tractions’ (M=4.55 vs. 4.29) (t(350)=-2.643, p=.009), ‘information counter with 

brochures’ (M=4.12 vs. 3.89) (t(350)=-2.195, p=.029), ‘branded as Gottardo 

destinations and there are info plates’ (M=4.10 vs. 3.87) (t(350)=-2.131, 

p=.034) and ‘for every attraction or rental one can pay separately’ (M=4.01 vs. 

3.75) (Welch-t (112.662)=-2.294, p=.024). 19  A previous test with ANOVA 

showed that Italian respondents (n= only 8) are very motivated by the ‘Gottardo 

brand’ (M=4.75) and ‘stops in all 15 villages’ option (M=4.63). The later option 

was also a strong motivator for German respondents (n= only 13) (M=4.23). 

6.4.3 Interim Summary Q3a Product Offers 
The development of the Gottardo Express aims to get visitors, be it excursionists 

or tourists, to travel on the old Gotthard railway track and visit the places along 

the line once Alptransit is open. Two elements are highly recommended to im-

plement. Panoramic windows and a ‘Gottardo Destination Card’ are wanted, with 

which the owner can visit all attractions in the region without separate pay-

ments. Nonetheless the option to pay single elements separately should still be 

given. Motivating for a wide majority (minimum 65%) of likely users and there-

fore recommended to implement as well are a clear branding and ‘corporate 

identity’ at the train stations, where visitors would like to have information 

plates, counters with brochures and some shop to buy local specialties. 

A dining car, mini bar or snack machine are not the elements that would be re-

sponsible for a decision taking. They received the most ‘unsure’ answers and do 

not need to be first priority. Same counts for ‘separate wagons for tourists’. If, 

then dining cars and separate wagons would be more motivating for ‘older’ re-

spondents and mini bars more attractive for day-trippers. 

The most controversial element is the idea that the Gottardo Express should stop 

in all 15 villages between Erstfeld and Biasca. For 16.4% this would be a barrier 

to use the train. On the other hand a majority of 55% would be motivated by it, 

among those more participants of the Ticino Turismo sample and especially the 

few participants from Italy and Germany. The author’s suggestion is that it 

should be possible to stop in all villages on request. It needs to stop at least in 

all villages where trip suggestions (chapter 6.5) exist, because all these offers 

got positive replies with more than 80% of people (very) interested in visiting 

places where the train currently does not stop.  

                                       
19 A Mann-Whitney U-test confirmed these differences 
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6.4.4 Gottardo Express: Information offers 

 

Fig. 16: Gottardo Express Information Elements - Motivators and Barriers (in % of likely 
users) 

Table 3: Gottardo Express Information Elements – Means and Standard Deviations 

!!
Info)plates)at)all)
the)POIs) Direction)signs)

Infos)
about)re+
gion)and)
attractions)

Brochure)per)
village)

Website)(re+
sponsive)de+
sign))

Mean! 4,33) 4,32) 4,22) 3,92) 3,91)

Std.Dev.! ,687) ,677) ,683) ,845) ,954)

!! Video)screens)

Application)
(Smartphone/)
Tablet))

At)Place:)
personal)
tour)guide)

G.E.)book)
(whole)line)) Loud)speakers)

Mean! 3,79) 3,72) 3,69) 3,69) 3,28)

Std.Dev.! ,859) ,931) ,926) ,869) 1,119)

 

Figure 16 presents an overview of the different information options, ranked by 

their mean. In green is the share of motivated respondents, red stands for barri-

er percentages and light blue are the neutral answers. The category that was 

chosen most is highlighted with bold letters. The means and standard deviations 

for every option can be found in table 3. 

Knowing the general concept of the Gottardo Express (as described in chapter 5) 

91.3% of all likely Gottardo Express users see info plates at all the points of in-

terest as a motivator to decide to go on a trip with the Gottardo Express. Direc-
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tion signs 90.3% would be motivated by direction signs in the villages and 

87.3% would like in general to get information during the journey about the re-

gion and the attractions. For around two thirds having a separate brochure per 

village (71.4%), having a website that can be opened on a smart device (65.7%) 

and seeing information on a video screen in the train (65.4%) are motivators. 

Applications for smartphones and tablets are appreciated by 59.2% of all likely 

users and a bit more than half of them would be motivated if there was a Got-

tardo Express book with information about the whole line (55%) and if there was 

a personal tour guide at the places (56.5%). Only the option that one would get 

information via loud speakers (47.3%) was not a motivator for the majority of 

likely users. 

The top three answers have hardly any negative respondents and only few neu-

tral answers. All other options have between 24% and 40% of neutral answers. 

Twice, for the ‘book’ and ‘tour guide’ option the neutral answer was the one cho-

sen the most. This shows that these options are for at least one fourth of the 

likely users not the reasons why they would use the Gottardo Express, but they 

are also not hindering them in taking the train. 

The only option that sticks out as a potential barrier for a reasonably big number 

of people is that the ‘information comes via loud speakers’. 25.6% or all likely 

users see this as a barrier. None of the other information options seems to be a 

big barrier (0.7% - 7.2%). 

6.4.5 Comparison of Subsamples 
The author did diverse tests to see if there are any statistically significant differ-

ences among different subgroups. 

Age 

An ANOVA comparison (F(2,399)=7.469= p=.001), followed by a Hochberg post-

hoc test, revealed that older people (M=3.45) are more motivated by the option 

of having information via loudspeakers than middle aged people (3.14, p=.046) 

and are extremely more motivated than young respondents (2.91, p=.001). This 

was found to be statistically significant. A Welch ANOVA showed statistically sig-

nificant differences for the options ‘smartphone application’ 

(F(2,189.912)=12.913, p=.000) and ‘website with responsive design’ (F(2, 

186.789)=16.300, p=.000). With a Games-Howell post-hoc test, it was found 

out that young respondents (M=4.19) are statistically significantly more motivat-
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ed by the option ‘application’ than older people (3.55, p=.000), but also than 

middle aged people (3.77, p=.002). The finding that older people are less moti-

vated by the option ‘website with responsive design’ (M=3.75) than middle aged 

(4.02, p=.021) and young respondents (4.30, p=.000) was also statistically sig-

nificant.20 

Source 

T-tests identified significant differences. Ticino Weekend respondents are more 

motivated by the loudspeaker option (3.34) than Ticino Turismo respondents 

(3.08) (t(400)=2.073, p=.040). But they are significantly less motivated by five 

other information options. According to t-tests they are less motivated by the op-

tions ‘responsive website’ (3.80 vs. 4.23) (t(400)=-3.931, p=.000), ‘Gottardo 

Express book’ (t(400)=-2.926, p=.004) and having a ‘personal guide’ (3.63 vs. 

3.87) (t(400)=-2.328, p=.020). A Welch test showed significant differences for 

the options ‘application’ (3.58 vs. 4.12) (t(214.507)=-5.741, p=.000) and ‘video 

screens’ (3.72 vs. 3.97) (t(213.114)=-2.801, p=.006).21 

Origin 

ANOVA, followed by a Hochberg post-hoc test showed that three differences be-

tween Swiss German respondents and likely Gottardo Express users from Ticino 

are statistically significant. Swiss Germans are less motivated by the information 

options ‘application’ (F(5,396)=4.745, p=.000) (M=3.60 vs. 4.07, p=.002), ‘re-

sponsive website’ (F(5,396)=4.570, p=.000) (3.79 vs. 4.30, p=.001) and ‘Got-

tardo Express book’ (F(5,396)=7.363, p=.000) (3.54 vs. 4.30, p=.000). For the 

last option, the book, the Hochberg test revealed that also the German likely us-

ers are statistically significantly more motivated by it than the Swiss Germans 

(3.54 vs. 4.38, p=.006).22 

6.4.6 Interim Summary Q3a Information offers 
On a future Gottardo Express train travellers must be able to receive information 

about the region and the attraction in some way or the other. At the destinations 

direction signs to the attractions are a necessity and there should be information 

plates at all the points of interest. These three elements are motivators through-

                                       
20 A non parametric Kruskall-Wallis test confirmed the differences for these two options. 
21 A Mann-Whitney U-test confirmed these results. It further revealed a difference in the 
option ‚information during the journey’ (TW 4.18 vs. TT 4.33) (z=-2300, p=.021) 
22 Kruskall-Wallis test confirmed that there are differneces in those information options 
and further revealed a difference in the option ‚information during the journey’ (p=.041). 
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out the whole sample. How information should get distributed to the visitors is 

another question and interests do differ.  

By far the only potential barrier is the ‘loudspeaker’ option. The author therefore 

suggests not having information via loudspeakers. Audio information could still 

be included in the ‘website’ or ‘application’ options. An exception could be made 

in separate wagons, as loudspeakers as well as the wagons were only more mo-

tivating to older respondents. Brochures per village, video screens, a website 

with responsive design or an application are all acceptable and potential options 

and motivating for a majority of respondents.  

The ‘unsure’ answer was the one chosen the most for the information elements 

personal tour guides and a book for the whole line. These elements do not dis-

motivate anyone to travel with the train, but are also not first priority to take the 

decision. But there are differences between the subsamples and Ticinesi and 

German respondents for example see the book as highly motivating. In general 

participants from Ticino and from the Ticino Turismo Facebook subsample see 

the information offers, for example the video screens, the application or the 

website, as more motivating than Swiss-Germans and the Ticino Weekend sub-

sample. A reason might be the age structure of these subsamples. Older people 

are much less motivated by the elements ‘website’ and ‘application’, than middle 

aged and young respondents. The author argues for the implementation of a re-

sponsive website, instead of an application, as it got higher means in the overall 

sample, but also in the subsample comparisons.  
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6.5 Trip Suggestions and Destination Offers 

In this first part about the transportation method, if not stated differently, only 

the 402 likely users of a potential Gottardo Express got looked at, because these 

transportation options are meant to be used to continue from the train stations. 

The answers on the following pages about the destination offers usually include 

the answers of all 531 participants, because even though train usage would be 

appreciated, the villages and attractions can also be reached with private trans-

portation. 

6.5.1 Transportation method 
As can be seen in figure 17, 56% 

(n=225) of all likely Gottardo Express 

users would like to walk from the train 

station through the village or to the at-

traction. Every fourth person would like 

to have e-bikes (n=99) and 19% 

(n=78) would like to get transported in 

a horse carriage.  

Age 

The relationship between age and transport method is significant at the one per 

cent level (χ2(4, n=402) = 36.904, p=.000). The standardized residuals bigger 

than 1.96, are in the e-bikes column: Older respondents (-3.5, 13.1% within 

older age group), middle aged (+3.0, 38.7%) and young respondents (+2.4, 

39.1%).  

Gender 

There is a significant relationship between gender and the preferred transport 

method (χ2(2, n=402)=9.804, p=.007), with men having a tendency towards e-

bikes (29.8% within male group, women 19.6%) and women towards horse-

carriages (24.5% versus 14.1%), but none of the standardized residuals reach-

ing 1.96. 

 

 

Fig. 17: Preferred transportation method 



 63 

Source 

There is a significant relationship between the questionnaire source and the pre-

ferred transport method (χ2(2, n=402)=12.323, p=.002). The field contributing 

the most to the significance is that Ticino Turismo respondents have a higher 

percentage of people that chose e-bikes (37.3%, +2.6 standardised residuals). 

Favourite Activity 

There are statistically significant relationships between the favourite activities 

‘outdoor sports’, ‘boat trips’, ‘trips with cable cars’ and ‘visiting valleys and vil-

lages’ and the preferred transportation method. Chi-Square tests were run in a 

2x3 cross table between the people who chose the activity versus the respond-

ents who did not tick that activity. In table 4 the numbers of the respondents 

who chose the activities are presented. The fields contributing the most are 

marked. 

Table 4: Relationship between favourite activity and preferred transport method 
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6.5.2 Trip suggestions in the villages 

The author elaborated two trip suggestions for each of the six villages along the 

Gotthard line that do have a train station that is used or could potentially be 

used. The destination offers were constructed based on the knowledge about 

these places, gained from all the research done so far and if possible structured 

around a certain theme. The exact descriptions and the pictures that got pre-

sented to the participants of the survey can be studied in the questionnaire in 

the appendix 1. All participants (n=531) were asked how much they are inter-

ested in the trip suggestion that they got presented. On a five point Likert scale 

5 was ‘very interested’, 3 ‘unsure’ and 1 ‘not interested at all’.  

This subchapter tries to find answers to the research question 4: ‘What bundles 

of attractions are the most interesting ones for the potential tourists?’ 

In figure 18 the different suggestions are listed, ranked by their mean that can 

be found in table 5 below. In the bar chart the percentages of every answer cat-

egory are presented. For all twelve offers the ‘somewhat interested’ option got 

chosen the most. Rodi-Fiesso’s ‘a lake shrouded in legend and myth’ (83.6% 

very or somewhat interested) and Ambri-Piottas ‘Biology & spectacular nature’ 

(80.2%) trip suggestion were the ones that made more than four fifth of the 

sample interested in going. Three quarters are interested in the suggestions 

Fig. 18: Destination offers ordered by mean, whole sample 
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Airolo ‘alps & cheese’ (77.4%), Faido ‘waterfall spectacle’ (75.9%) and Giornico 

‘the pearl of Ticino’ (74.2%). Still more than two thirds are interested in Rodi 

‘customs and historical routes’ (72.5%), Ambri-Piotta ‘hydro power’ (71.9%) and 

Airolo ‘buildig and protecting traffic routes (69.5%). Except of the ‘Belle Epoque’ 

suggestion in Faido (44.8%), all ideas received interest by more than 50% of all 

participants, also the low ranked Biasca ‘pilgrimage & holy waterfalls’ (61.8%), 

Biasca ‘railways yesterday & today’ (56.3%) and Giornico ‘traffic, history & archi-

tecture’ (50.8%). The ‘Belle Epoque’ suggestion is also the only one that more 

than a fourth are not very or not at all interested in doing. 

Table 5: Destination offers - means and standard deviations 

)
RODI)2)) AMBRI)2)) AIROLO)2)) FAIDO)2) GIORNICO)1)) AMBRI)1))

Mean! 4.12) 4.11) 4.00) 3.94) 3.92) 3.88)

Std.!Dev.! 0.857) 0.935) 0.992) 0.895) 1.026) 1.040)

)
RODI)1)) AIROLO)1)) BIASCA)2)) BIASCA)1)) GIORNICO)2)) FAIDO)1)

Mean! 3.83) 3.76) 3.68) 3.50) 3.42) 3.29)

Std.!Dev.! 0.931) 1.048) 1.044) 1.105) 1.074) 1.099)
 

Top offer of every destination 

Even though the different input elements of a village could also get arranged dif-

ferently, the author was interested if the two suggestions per village are statisti-

cally significantly different from each other. To see whether there is a preferred 

trip suggestion for every village a paired samples t-test was conducted. For all 

villages it can be said that there is a significant difference at the 1% level be-

tween the better-ranked trip suggestion and the second trip suggestion.23  

Questioning the ranking 

As many of the green bars and means look very similar the author wondered if 

this ranking could be trusted unchallenged. Therefore paired sample t-tests were 

conducted between all villages to compare their overall means and to test if the 

ranking list (figure 18) was just by chance. The tests revealed that not all trip 

suggestions means are significantly different from the others. The two highest 

ranked suggestions (Rodi 2 and Ambri 2) are not significantly different. This 

means, Ambri 2 could also be the most attractive. In the centre of the ranking 

list nearly all suggestions could be moved two or four positions. The lowest mean 

                                       
23 Also with the non-parametric Wilcoxon test the differences were highly significant. 
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is Faido 1. Its mean is significantly different from all others. Giornico 2 and Bias-

ca 1 are fixed to the second and third to last position, but could get exchanged. 

6.5.3 Comparison of subsamples 
Origin 

Respondents from Ticino had higher interests in all twelve offers than the partici-

pants from the German speaking part of Switzerland. With a t-test it got tested if 

this finding is statistically significant and it is, for all trip suggestions except Bias-

ca 1 and Faido 2. 

Source 

Three differences were not by chance and are statistically significant. Respond-

ents from the Ticino Turismo subsample are compared to the Ticino Weekend 

participants on average more interested in the suggestions Ambri ‘Biology & spe-

catacular nature’ (M=4.32 vs. 4.04) (529)=-2.942, p=.000), Rodi-Fiesso ‘a lake 

shrouded in legend and myth’ (4.33 vs. 4.05) (t(529)=-3.219, p=.001) and 

Faido ‘waterfall spectacle’ (4.14 vs. 3.88) (Welch-t(270.332)=-3.221, p=.001).24 

Age 

In the cases of Rodi ‘a lake shrouded in legend and myth’ (F(2,528)=3.320, 

p=.037), Faido ‘Belle Epoque’ (F(2,528)=3.138, p=.044) and Giornico ‘traffic, 

history & architecture’ (F(2,528)=8.795, p=.000) there was a statistically signifi-

cant difference between the age groups as determined by one-way ANOVA. A 

Welch-ANOVA further revealed a statistically significant difference for the sug-

gestion of Giornico ‘the pearl of Ticino’ (F(2,243.585)=7.257, p=.001). 

The Games-Howell post-hoc test revealed that the suggestion ‘traffic, history & 

architecture’ in Giornico was statistically significantly of higher interest for older 

tourists (M=3.61) than for young (3.28, p=.025) and middle-aged (3.20, 

p=.000) respondents. Hochberg post-hoc test showed that the significant differ-

ence in the suggestion ‘the pearl of Ticino’ is between the older group (4.08) and 

the middle-aged group (3.69, p=.000). As the usually used Hochberg post-hoc 

test did not show any significant results for the cases of Faido ‘Belle Epoque’ and 

Rodi ‘a lake shrouded in legend and myth’ exceptionally a LSD post-hoc test that 

                                       
24 A Mann-Whitney U-test confirmed these results all as highly significant. Plus it re-
vealed a significant difference in the trip suggestions Airolo ‘alps & cheese’ (Z=2.344, 
p=.019). Ticino Turismo respondents are more interested in it (M=4.15 vs. 3.95). 
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uses t-tests was used. For the Rodi offer it showed a significant difference be-

tween the older group (4.03) and the more interested middle aged group (4.21, 

p=.026). In the case of Faido it showed that older people (3.41) are more inter-

ested than young respondents (3.12, p=.026). 

Knowledge of the Gotthard region 

As one of the goals of a potential Gottardo Express and the villages within the 

Gotthard Destination must be to attract new customers, the researcher looked at 

the interest to visit the villages of participants who had previously stated that 

they do not know the villages. For all twelve trip suggestions the percentages of 

the subgroups ‘I have been there/I would go again’ and ‘I know it / I would like 

to go there’ had the highest mean compared to the other three choices regarding 

the interest in the proposed trip suggestions. Ranked third is in ten out of twelve 

cases the knowledge group ‘I don’t know it’. As a very positive result it can get 

stated, that for every village that got showed, there is at least a chance of 

59.3% that the participants who did previously not know the village would be 

very or somewhat interested in going there and visit one of the attraction clus-

ters presented. The percentages of respondents who did not know a village be-

fore but would be interested in going there are illustrated in figure 19. 

Fig. 19: Percentage of interested people who had previously not known the village 
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6.5.4 Associations and trip suggestions 

Even though all twelve trip suggestions had reasonably high numbers of re-

spondents who were interested in them and one could see this as a reason to 

suggest people in charge of these villages to include these attractions in future 

marketing efforts et cetera, the author wondered, if there are certain kinds of 

tourists, regarding their associations about the region that are more interested 

by these offers.  

This section analyses if there are any differences between respondents who 

share a certain association about the Gotthard region and the ones who did not 

share this association. The number of people who chose a certain association 

was described in chapter 6.1. One should keep in mind that respondents were 

allowed to tick up to three associations and that the number of respondents per 

category ranged from only 38 (‘snow sports’) up to 284 for ‘railway line’. In a 

first step the average interest in the trip suggestions for all association sub-

groups was calculated, without looking at any specific destination. At first sight it 

is noticeable that there are certain associations that do have a much higher gen-

eral interest in the offered trip suggestions in the Gotthard region (figure 20). 

People who answered that they associate the region with ‘myth’, ‘water world 

and alpine lakes’ or ‘churches and historical sites’ do rank the twelve suggestions 

on average with a rating of four or higher, which would be equal to ‘somewhat 

interested’. At the other end of the spectrum there are the associations ‘transit’ 

and ‘motorway and traffic jams’. Their average interest, with 3.62 and 3.65, 

goes more towards ‘unsure’.  

It seems that if someone associates the region with some kind of traffic, is it the 

motorway, transit in general or also the railway line, he or she is less interested 

in visiting the Gotthard region, no matter how good the attractions would be. It 

Fig. 20: Average interest in the twelve trip suggestions, by association 
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is also only these three associations where there were statistically significant dif-

ferences between ‘people who ticked the association’ and the one who ‘do not 

share the association’ and the later was statistically significantly ranked higher.  

Differences between associations25 

In a second step it was analysed if people who associate the Gotthard region 

with something specific do appraise the trip suggestions differently from re-

spondents who do not share the association. In order to determine whether there 

are any significant differences t-tests were conducted and as usual to reconfirm 

the results, an additional Mann-Whitney U-test was done. All means and differ-

ences for every of the twelve trip suggestions are illustrated in figures 21 and 

22. The !-symbol represents the mean of the people who do associate the 

Gotthard region with that specific theme (e.g. yes myth), the "-symbol is the 

position of the mean of the people who do not associate the region with that 

specific theme (e.g. no myth). If a statistically significant difference between ‘as-

sociation yes’ and ‘association no’ could be found with the t-test the two symbols 

were highlighted with green ! and red " and the corresponding means got in-

cluded. The line is on the height of the average interest this trip suggestion re-

ceived by the overall sample, as described in table 5 and helps as a reference 

point. Underlined in the text are potential explanations for this difference. 

General findings 

People who associate the region with the motorway are statistically significant 

less interested in all twelve suggestions compared to respondents who do not as-

sociate the region with a motorway. The association groups ‘motorway and traffic 

jams’ (12x less interested), ‘churches and historical sites’ (8x more interested, 

according to Mann-Whitney U-tests 11x) and ‘water world and alpine lakes’ (11x 

more interested) show the most significant differences between members and 

non-members. Marketing a product to people who link the region to water or his-

torical sites are very likely to create an interest among these groups. Participants 

who chose ‘culinary specialties’ and ‘snow sports’ do never differ from the partic-

ipants who did not choose these two associations. 

                                       
25 to make it easier for the reader the corresponding t-test results from SPSS (degrees of 
freedom, M, SD, t-value, p-value) are not included in the text. They can be found in the 
appendix 3. Included in the figures 21 and 22 are the cases with statistically significant 
differences at the 5% (*) or 1% (**) level.  
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Airolo 1 – building and protecting traffic routes 

This trip suggestion is the only offer that is statistically significant better liked by 

respondents who share the association ‘pioneering achievements and transporta-

tion landscape’ (**) and one of the only two offers that are statistically better 

liked by people who have the association ‘Swiss history, national cohesion, re-

duit’ (**) compared with the participants who do not share this association. This 

Fig. 21: Destination offers 1-6, a comparison between associations 
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makes sense to the author, as this offer description has a strong focus on the 

fort, the strategic position and the construction of the railway tunnel and streets. 

Airolo 2 – Alps & Cheese 

The Airolo 2 offer received a statistically significant higher interest by the associ-

ation hiking and biking (*) that could potentially get explained with the alpine 

surroundings on 1200meters above sea level. On the other hand the association 

‘railway’ led to a weaker interest (*) that cannot easily be explained. 

Ambri-Piotta 1 – Hydro Power 

‘Water world and alpine lakes’ is the only association that clearly sticks out (fig-

ure 21). It is the only association that led to a statistically significant greater in-

terest in this offer that is obviously connected to water (**). Besides the ‘motor-

way’, the ‘transit’ association got a statistically significant weaker interest (*). 

Ambri-Piotta 2 – Biology & Nature 

With a mean of 4.47 by the association-members of ‘water world and alpine 

lakes’ (**) this offer compared to all other eleven offers received the highest in-

terest by a single association. Besides this and the ‘churches and historical sites’ 

(*), in addition this suggestion is also highly statistically significantly better 

ranked by people who associate the region with a ‘hiking and biking paradise’ 

(**). This seems comprehensible as the offer is all about alpine lakes, paths and 

incredible landscapes. The association with ‘railway’ led to a smaller interest (*).  

Rodi-Fiesso 1 – Customs & historical routes through the canyon 

Besides the three associations ‘water world’, ‘historical sites and churches’ and 

‘motorway’ (all *), the association with the highest mean (4.15) is ‘myth’. The 

difference to the mean of the respondents who do not share this association was 

statistically significant as well (*).  

Rodi-Fiesso 2 – a lake shrouded in legend and myth 

The offer with the overall highest mean (see table 5) received, besides ‘water 

world’ (**) and ‘motorway’ (*), a statistically significantly higher interest by the 

participants who share the association ‘hiking and biking paradise’ (**), com-

pared to the people who do not associate the region with that. This seems logical 

as also in the description the great hiking options are mentioned. 
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Faido 1 – Belle Epoque 

Overall (table 5) the Belle Epoque suggestion for Faido received the lowest inter-

est by all participants. Nonetheless there are three association groups that stick 

out (figure 22) with means that go towards the mark of ‘somewhat interested = 

4”. Special for this offer is that the people who associate the region with ‘myth’ 

(**) are statistically significantly more interested in the Belle Epoque suggestion 

than the people who do not share this association. The highest mean reached the 

association ‘historical sites and churches’ (**). The offer is all about diving into 

the glorious past and the imagination how it must have been back then, there-

fore these two exceptions are understandable. Associating the region with ‘trans-

it’ (**) or the ‘motorway’ (**) makes people less interested in visiting Faido.  

Faido 2 – Waterfall spectacle 

The only non-regular (besides ‘motorway’26 (*), ‘water world and alpine lakes’ 

(**), ‘historical sites and churches’ (*)) association that showed statistically sig-

nificant different means is ‘transit’ (*). People who associate the region with 

‘transit’ are less interested in visiting the waterfalls of Faido. The highest mean 

got the ‘water world’ association (4.25), which seems understandable as the of-

fer is all about the waterfalls and the electricity plant. 

Giornico 1 – The pearl of Ticino 

The offer described as the pearl of Ticino with its seven churches, the battle and 

a lot of ancient buildings unsurprisingly received the highest mean in the asso-

ciation ‘historical sites and churches’ (**, 4.43). That is the second highest mean 

of all associations in all twelve offers. The second highest interest mean (4.17) 

got reached by the association ‘historic muleteer tracks’, but was not statistically 

significantly different. The people with the association ‘Swiss history, national 

cohesion and reduit’ are according to the t-test statistically significantly more in-

terested in the offer (*)27, which can be understood with the topics included in 

this offer. 

 

                                       
26 According tot he Mann-Whitney U-test this is the only offer where the difference 
between associatoion ‚motorway yes’ and ‚motorway no’ is not significant. (Z=1.864, 
p=.062) 
27 According to the Mann-Whitney U-test there is no statistical significance for this diffe-
rence (Z=-1.853, p=.064) 
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Giornico 2 – Traffic, History & Architecture 

Even though the offer is ranked quite low in the overall ranking the people with 

the association ‘historical sites and churches’ (**, 3.96) and ‘historical muleteer 

tracks’ (*, 3.76) stick out (figure 22) with means that go very close to an overall 

mean of ‘somewhat interested =4’. The only additional negative significance was 

found for the association ‘transit’ (*).  

Fig. 22: Destination offers 7-12, a comparison between associations 
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Biasca 1 – Railways yesterday & today 

It is the most balanced trip suggestion. Only two statistically significant differ-

neces were found. It is the only offer where people who associate the region with 

the ‘railway’ have a statistically significantly bigger interest in than respondents 

who do not share the association (**). As the suggestion is all about railways 

this finding is explainable, even though that associating something does not au-

tomatically mean having an interest in something. 

Biasca 2 – Pilgrimage & holy waterfalls 

The trip suggestions to the chapels, the church and the waterfall is statistically 

significantly more interesting to respondents who associate the region with ‘hik-

ing and biking’ (*), ‘historical muleteer tracks’ (*) and the usual ‘water world and 

alpine lakes’ (*) and ‘historical sites and churches’ (**), compared to the people 

who do not share this specific association. Elements of all these associations can 

be found in the description and therefore this interests seem to be understanda-

ble. 
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6.5.5 Activities and trip suggestions 

This section analyses if there are any differences between respondents who 

share a certain favourite activity in Ticino and the ones who do not share this in-

terest, regarding the trip suggestions. The number of people who usually do a 

certain activity was described in chapter 5.8.3. Readers must keep in mind that 

respondents were allowed to tick up to three activities and that the number of 

respondents per category ranged from only 30 (museums / exhibitions) up to 

304 (visit Ticino valleys/villages). More than 50% of the participants share the 

interest in the activities ‘visit Ticino valleys/villages’, ‘outdoor sports’ and ‘tasting 

local specialties’.  

In a first step the average interest in the twelve trip suggestions for all activity 

subgroups was calculated, without looking at any specific destination. At first 

sight it is noticeable that there are certain activities that do have a much higher 

general interest in the offered trip suggestions in the Gotthard region (figure 23). 

People who answered that they like visiting historical sites and churches or mu-

seums and exhibitions do rank the twelve suggestions on average with a rating 

of four or higher, which equals the rating ‘somewhat interested’. The other ex-

treme is the activity ‘shopping’ with an average of 3.52 that is more towards an 

‘unsure’ interest. It seems that someone who usually goes shopping in Ticino is 

less interested in visiting the attractions in the Gotthard region, no matter how 

good the attractions would be.  

Differences between activities 

In a second step it was analysed if people who like a certain activity do appraise 

the single trip suggestions differently from respondents who do not share this 

interest. In order to determine whether there are any significant differences t-

tests were conducted and as usual to reconfirm the results, an additional Mann-

Fig. 23: Average interest in the twelve trip suggestions, by activities 
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Whitney U-test was done. All means and differences for every of the twelve trip 

suggestions are illustrated in figures 24 and 25. The !-symbol represents the 

mean of the people who usually do this activity in Ticino (e.g. yes ‘visit festi-

vals’), the "-symbol is the position of the mean of the people who do not share 

this favourite activity (e.g. no ‘visit festivals’). If a statistically significant differ-

ence between ‘activity yes’ and ‘activity no’ could be found with the t-test the 

two symbols were highlighted with green ! and red " and the corresponding 

means got included. (! and " are used, if only the Mann-Whitney U-test showed 

a statistically significant difference, but the t-test did not). The line is on the 

height of the average interest this trip suggestion received by the overall sample, 

as described in table 5 and helps as a reference point.28 Underlined in the text 

are potential explanations for this difference. 

General findings 

The activity ‘visit historical sites / churches’ (9x more interested, according to 

Mann-Whitney U-tests 11x) shows the most significant differences between 

members and non-members. Marketing a product to people who like this activity 

is very likely to create an interest among this group. Second and third most sig-

nificant differences were revealed for ‘shopping’ (5x less interested), ‘visit val-

leys’ (4x more interested) and the only bipolar activity ‘outdoor sports’ (2x more, 

2x less). People who like visiting cities do never differ from people who do not 

share this favourite activity.  

Airolo 1 – building and protecting traffic routes & Airolo 2 – alps & 

cheese 

For both offers in Airolo not much difference can be seen between the different 

activity sub groups. Only outdoor sports fans are slightly less interested in both 

ideas (*29). None of the suggestions includes anything sporty. The higher interest 

of the fans of historical sites and churches can be explained by the historical con-

tents in Airolo 1 (*), but must be understood due to the general higher interest 

in the trip suggestions for Airolo 2 (**). 

 
                                       
28 to make it easier for the reader the corresponding t-test results from SPSS (df, M, SD, 
t-value, p-value) are not included in the text. They can be found in the appendix 3. In-
cluded in the figures 24 and 25 are the cases with statistically significant differences at 
the 5% (*) (or of course 1% (**)) level. Additionally categories that were only significant 
in the Mann-Whitney U-test got marked with brighter colours. 
29 Airolo 1: Mann-Whitney U-test not significant. / Airolo 2: t-test not significant. 
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Ambri-Piotta 1 – hydro power & Ambri 2 – biology & spectacular nature 

The only statistically significant difference was found between people who like 

trips with cable cars compared to those who do not share this favourite activity 

(**). The offer includes a trip with one of the steepest funiculars existing and 

could be attractive for that reason. Interesting is to see that in the second Ambri 

offer there is no significant difference in the cable car subgroup, even though 

their mean is the second highest, most probably because many ‘non-cablecar-

lovers’ are also very interested in this offer that besides technical aspects does 

Fig. 24: Destination offers 1-6, a comparison between activities 
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also offer natural and physical activity aspects. This might explain why people 

who like ‘outdoor sports’ (*) and ‘visiting valleys/villages’ (*30) like this sugges-

tions statistically significantly more than the respondents who do not share this 

offer. That ‘shoppers’ (**) and ‘boat trip’ (*) lovers are less interested in this 

suggestion is statistically significant. 

 
                                       
30 According to Mann-Whitney U-test no significant difference 

Fig. 25: Destination offers 7-12, a comparison between activities 
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Rodi-Fiesso 1 – Customs & historical routes thorugh the canyon 

The higher interest of people who like visiting historical sites and churches in Ti-

cino in the offer about the old customs building and the historical tracks is highly 

statistically significant (**). Plus it seems that people who especially like local 

food are less interested in this trip idea (*). 

Rodi-Fiesso 2 – a lake shrouded in legend and myth 

The extraordinary lake is described as a great starting point for hikes. Outdoor 

sportsmen are more interested in the trip suggestion than people who do not 

share this interest (**). The offer is less interesting for people who like boat trips 

(**) and shopping (*31). 

Faido 1 – Belle Epoque 

Even though Faido’s touristic past trip suggestion received the fewest interest of 

all twelve offers, it is very interesting for two activity subgroups. As can be seen 

in figure 25, two columns, ‘museums / exhibitions’ (3.97, **) and ‘historical sites 

/ churches’ (3.93, **) stick out a lot and their mean is nearly a four, which 

stands for somewhat interested. Faido might not be for the masses, but could 

definitely win this niche of people. 

Faido 2 – Waterfall spectacle 

Faidos second offer received a very good general result and had the second 

smallest amount of ‘not interested’ votes of all, but there is not a specific activity 

group that has a statistically significant higher interest in waterfall trip. 

Giornico 1 – The pearl of Ticino & Giornico 2 – Traffic, History & Archi-

tecture 

Giornico with its many attractions and intact village core is as expected very at-

tractive to people who like visiting typical ‘Ticino valleys and villages’ (** /*), 

‘historical sites and churches’ (** / **) and with the new Leventina museum in 

suggestion one also to people who like ‘museums and exhibitions’ (*). The dif-

ferences in these categories between activity-sharers and people who do not 

share this favourite activity are statistically significant. With a mean of 4.52 by 

the people who like historical sites and churches, the pearl of Ticino suggestion 

got the overall highest interest by a single activity group throughout all offers. 

                                       
31 According to Mann-Whitney U-test, no significant difference. 
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The mean of 2.98 for Giornico 2 by the shopping sub group is the lowest interest 

of all.  

Biasca 1 – Railways yesterday & today 

Only the interest of people who like trips with cable cars and funiculars is signifi-

cantly higher (**) compared to the people who do not like this activity best. One 

reason could be the potential rides on diverse railway stock, or that these people 

are also much into the technical aspects and therefore like cable cars. It is the 

only suggestion, where no significant difference could be found for the activity 

‘historical sites and churches’. 

Biasca 2 – Pilgrimage & holy waterfalls 

Only the ‘historical sites and churches’ people’s column sticks out (**). Plus this 

offer does not evoke much interest among people who do not like visiting valleys 

and villages (*) or who usually go to Ticino for shopping (*32) 

6.5.6 Interim Summary Q4 
For six villages along the Gotthard line on the southern side of the Alps two trip 

suggestions each were elaborated, with elements that do exist at this point of 

time. The author tried to bundle the attractions as good as possible around a 

certain theme that can be imagined reading the offers’ titles. A simple finding is 

that the region has many interesting attractions with a high potential. 

Interests of people are of course different and still, for every village there was 

one trip suggestion that made at least 61.8% of all participants very or some-

what interested in. The mean for all twelve suggestions is above 3 (=’unsure’) 

and except the offer Faido ‘Belle Epoque’ (44.8%) all ideas got more than 50% 

of all participants answering ‘very or somewhat interested’. One of the most im-

portant suggestions for the future, no matter if the Gottardo Express will be put 

into practice or not, is to market the region and the attractions better. This belief 

comes from the finding that for every village there is a minimum of 59.3% of the 

respondents who previously stated that they ‘do not know’ this village that would 

be interested in the trip idea suggested. The top ranked trip suggestion is Rodi 

Fiesso’s ‘a lake shrouded in legend and myth’ with 83.6% very or somewhat in-

terested people. Rodi-Fiesso at the same time is the village that the least partici-

                                       
32 According to Mann-Whitney U-test, no significant differnce 
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pants knew (chapter 6.2). The other top ranked suggestion is Ambri-Piotta’s ‘bi-

ology and spectacular nature’ with 80.2% very or somewhat interested people.  

The reasonably high numbers of respondents who were interested in the twelve 

trip suggestions could be a reason enough to tell the people in charge to include 

these attractions in future marketing efforts. In the cases of the lower ranked Bi-

asca ‘railways, yesterday & tomorrow’, Giornico ‘traffic, history & architecture’ 

and Faido ‘Belle Epoque’ a potential focus could be on niche markets. Still the 

author wondered, if there are certain kinds of tourists, regarding their associa-

tions about the region or favourite activities they usually do in Ticino that are 

more interested by these offers.  

No matter what the trip suggestion includes and where it is situated, people who 

associate the region with traffic, especially with the motorway and traffic jams 

are always statistically significant less interested in the ideas compared to people 

who do not associate the region with the motorway. Differently expressed the 

message is that people who do not associate the region with the motorway are 

much more likely to be interested in a trip suggestion for the Gotthard region. 

Marketing a product to people who link the region to water or historical sites on 

the other hand is very likely to create an interest among these groups who are in 

eleven out of twelve suggestions statistically significantly more interested in the 

idea than people who do not share this association. For most of the villages there 

are outstanding associations. These findings could help the responsible people 

with which associations and mental pictures they could play in the process of 

constructing the marketing messages or the focus of their attractions. Potential 

explanations for the findings that were statistically significant are underlined in 

the paragraphs above. 

People who like visiting historical sites and churches or museums and exhibitions 

do have high means of four an above and therefore seem to be generally inter-

ested in the attractions described in the Gotthard region. The first mentioned ac-

tivity group was eleven out of twelve times statistically significantly more inter-

ested in the trip suggestions than the people who do not share this favourite ac-

tivity. The counter part in the activity tests is the ‘shopping lovers’. Their interest 

was five times statistically significantly lower from people’s means that do not go 

shopping in Ticino. Four times the mean of the interest of people who like visiting 

valleys and villages was statistically significantly higher than the one who do not 

share this favourite activity. Outdoor sports lovers are the only bipolar activity 
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group. Twice its members had a significantly higher interest and twice a signifi-

cantly lower interest. For most of the villages, but less than in the associations’ 

comparison, there are outstanding activity groups. Potential explanations for the 

findings that were statistically significant are underlined in the texts above. The 

highest interest in any of the trip suggestions within these two comparisons re-

ceived Giornico’s ‘the pearl of Ticino’ with a mean of 4.52 by the activity group 

‘visit historical sites and churches’. The lowest of all was as well Giornico, but the 

‘traffic, history & architecture’ offer with a mean of 2.98 by the activity group 

‘shopping’. 
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7. Summary and Conclusion 

This final chapter starts with a brief review of the background of this thesis and 

the literature that was studied. The results of the research questions get summa-

rised and the proposed Gottardo Express and trip suggestions get discussed. This 

is followed by some reflections about necessary actions that should be undertak-

en and critical reflections about the approach and limitations of this master’s dis-

sertation. 

The aim of this master thesis was to contribute to the development of future 

train related tourism products on and along the old Gotthard railway route. It is a 

region with a rich past in transportation-, tourism- and national history. In 2016 

the new Alptransit base tunnel between Erstfeld and Biasca is supposed to open. 

The so far used ‘Bergstrecke’ will be less used and the big question during the 

last months and years has been what is going to happen with it. By now it is offi-

cial that for the next couple of years a regional train will continue running on the 

historical track, but the future, once this concession is run out, is still uncertain. 

From different sides a need for new products that utilize the track, but also in-

clude the natural, historical, cultural and culinary attractions of the region are 

needed. The author has taken up that issue, as he had not found any clear plans 

by none of the tourism offices or transportation companies. It is urgent to act 

now and even though the touristic potentials of the region could have get tested 

and pushed more already before the author sees the opening of the new trans-

portation infrastructure as a great kick-off moment go get the attention back 

again on the old railway line and onto the surrounding areas. He decided to re-

search what would need to be done to get visitors and locals to travel on the old 

track in the future and thereto developed the idea of the Gottardo Express, an 

excursionist and commuter train that runs on an hourly schedule on the Gotthard 

stretch. It is a hop-on, hop-off system. During the trip and at all train stations 

and POIs the traveller receives information about interesting facts. In addition 

two trip suggestions for six villages with a potential train station along the 

Gotthard railway line on the Southern side of the Alps got elaborated. 

The literature part of the study started with a section on transport and tourism. 

Transport can have different meanings for different kinds of tourists. It can be a 

utility to get to a place for some, for others it is an attraction by itself or part of 

an experience. Motivations to take a train differ. New traffic infrastructure does 
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always have an impact, but economically positive change often happens in met-

ropolitan areas further away and not at the place where the main constructions 

were built.  

In a next chapter the Gotthard region got scanned, with a focus on its transpor-

tation landscape and its touristic past and present. The Gotthard region had a 

rich touristic past that was closely connected with the building of the railway line 

in 1882. Today it is a place that many seem to connect with a transit region. The 

Northern part Ticino, where the Gotthard is situated is one of four tourism re-

gions in the Canton. Less than a tenth of all overnights of tourists in 2013 were 

there and most tourism structures are small. Even though there are many small 

and partly unique attractions, they are not visited by the usual Ticino guest, as 

could be seen in a study that evaluated the tourism cards (Zoltan & McKercher, 

2014). Some efforts for tourism products for the region and the railway track ex-

ist, but they do for example in the case of the Wilhelm Tell Express not bring any 

guests to the region, or are only for a specific niche, for example the 

‘Wanderweg Gottardo’. What is completely missing is a structure that holds all 

the possibilities together, something like a roof brand or destination organisation.  

The last literature chapter focused on the product development process and con-

tent. Tourism product development is the construction of sets of experiences for 

or by visitors, which are based on accessible and logical combinations, be it a 

theme, a geographic area or a route in the case of the railway line. An important 

element is the co-creation of the experience by the guest. To develop new ideas 

it is indispensable to investigate people’s needs and values, to do a full inventory 

of existing elements and market research. Two SWOT analyses about the region 

(ERSBV, 2013; Huber, 2013) got combined and served as one of many starting 

points for this research. 

In order to answer the research questions the author developed a survey. An 

online questionnaire got distributed via the Newsletter of Ticino Weekend and the 

Facebook page of Ticino Turismo, in order to reach a sample of potential future 

Ticino tourists. 531 people completed the questionnaire. The results got calculat-

ed and evaluated with the software SPSS Statistics.  
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7.1 Discussion of the Results 

This chapter gives a short summary of the main points per question followed by 

a short discussion and possible recommended actions. The focus is on the second 

block of questions where the author has elaborated trip suggestions and the idea 

of the Gottardo Express. 

Q1: What do people associate with the Gotthard region? 

Shortly speaking the region is strongly associated with transportation and traffic. 

Only 20% of all participants did not tick a traffic association. ‘Railway line’ 

(53.5%) was chosen the most, followed by ‘motorway & traffic jam’ (43.3%). 

‘Transit region’ was ticked by 19.6%. This does not automatically mean that the-

se associations must be connoted negatively. Most chose a second or third asso-

ciation that is not traffic related. ‘Hiking & Biking paradise’ was chosen by more 

than 25%. Around 20% chose ‘culinary specialties’, ‘pioneering achievements’ 

and ‘water world and alpine lakes’. Expected from the literature were a higher 

percentage of people who would associate the region with ‘myth’ or ‘historical 

sites’.  

Associations differ among different subgroups. Ticinesi people, who live closer by 

have a stronger association with water world and snow sports. Swiss Germans 

think more of culinary specialties, and so do car drivers. Heavy train users do 

more likely associate the region with historical sites. One could say that the 

ones, who know, know. Because also people with certain favourite activities in 

Ticino that could be done in the Gotthard region associate the region more likely 

with that, for example with sports or historical sites.  

# Traffic associations are top of mind. It cannot be denied that the region had 

been impacted a lot by the transportation infrastructures. But seeing how many 

people have as their favourite activities in Ticino for example ‘visiting valleys and 

villages’, ‘outdoor sports’ or ‘tasting local specialties’ that could all be practiced in 

the region along and beside the Gotthard line, the author sees a need to enhance 

communication about these possibilities. The association with railway line or mo-

torway is not per se bad, but it is important that it connoted positively, as part of 

an experience or as a link to the main activity place.  
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Q2: Knowledge of the Gotthard region 

Airolo is the most known village. Only 8.1% do not know it. Nearly 50% have 

been there and would go again. Biasca, Faido and Ambri-Piotta are also known 

by around 80%, but this does not mean that people have been there yet. Less 

known are Giornico (40.3 % do not know it), Bodio (44.4%), Lavorgo (50.8%) 

and Rodi-Fiesso (53.1%). If the survey would have been done with random peo-

ple these results could be acceptable, but 99% of the sample have been or live in 

Ticino and therefore especially in the case of Giornico and Rodi-Fiesso the results 

are disappointing. Especially as can be seen in the results to question four below 

there are attractions in these two villages that are very appealing to a wide ma-

jority of participants. 

Findings to question two can be related to results written above for question one. 

It was found that people who associate the region with some sort of traffic are 

less likely to have been in the villages. Whoever associates the region with a 

non-traffic theme, for example sports, history or natural aspects is more likely to 

have been in the villages. Without prove, but with some logical reasoning this 

could be interpreted as whoever has been in the region doesn’t associate it with 

traffic.  

# Therefore there is a need for people to a) know that there is something to see 

and to do in the Leventina valley and b) to experience it themselves. They must 

be brought to get off the motorway or step out of the train in this region. One 

suggestion to get to this point is the Gottardo Express discussed in this thesis, 

but the author further suggests a wider communication and the promotion as a 

Gottardo destination. 

Q3a & Q3b: The Gottardo Express 

After an intense first research phase the author came up with the conviction that 

in the future an excursionist and commuter train could run on the old railway 

stretch, similar to the ‘Lötschberger’ between the cantons Valais and Bern, but 

even more well-thought-out. Therefore the rough idea of the ‘Gottardo Express’ 

got developed and presented to the participants of the survey in the following 

way: It runs on an hourly schedule on the whole mountain line. It is a hop-on 

hop-off train that allows one to get off and on in all the villages with a (potential) 

train station. The historic station buildings get used and there are attractions to 
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be visited (tested in Q4). On the train and at the destinations one would get in-

formed about interesting facts. 

Likeliness to use the proposed ‘Gottardo Express’ 

75% of all participants stated that they are likely to use the Gottardo Express in 

the future. Only 5% are not very likely. Especially the Ticinesi participants are 

very likely (M=4.39) to use the potential train (93% very or somewhat likely us-

ers). People who used the train in the past to travel to Ticino are also more likely 

to use the Gottardo Express, but very positively to interpret is that 53.7% of the 

respondents who usually had not used the train (only 0-19% of their trips to Ti-

cino) would be likely to use the proposed Gottardo Express. A reason could be 

that it can be seen as an attraction by itself or as an excursionist trip during the 

Ticino vacation and not as a means to get to Ticino. A general finding was that 

older people are more likely to use the Gottardo Express. # Such high numbers 

sound very promising for the introduction of a new product, but a rest caution 

that respondents might exaggerate their interests or involvement must be kept 

in mind when reading numerical results. The author is nonetheless positively 

surprised by the positive reception of the elaborated idea and sticks up for it, in 

the hope that in the near future the railway track and attractions in the region 

get used and visited by tourists and excursionists and that this research can con-

tribute to the process of shaping the touristic future and using the actual situa-

tion to its best.  

Gottardo Express product offers 

For a future Gottardo train and the Gotthard tourism region it is nearly a must 

that the trains have panoramic windows (a motivator for 94%). This fits well with 

the theory in chapter 2.5.1 about the views and travel glances. Also a Gottardo 

tourism card (87.3%) with which all attractions can be visited is highly recom-

mended, without losing the possibility to also pay separately (62.4%). Further 

wanted and worth working on is a clear branding of the ‘Gottardo destination’ at 

the train stations and that there are information plates, counters with brochures 

and some shop to buy local specialties (all minimum 65%). Dining cars, mini 

bars or snack machines on board are only an extra, but not first priority. Around 

50% of the participants are neutral about these options; they are not the rea-

sons why someone would choose the Gottardo Express or not. # In general the 
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author would suggest to not make separate tourist wagons or only once tests will 

have been done together with the information offers (see below).  

The most controversial element is the idea that the Gottardo Express should stop 

in all 15 villages between Erstfeld and Biasca. For 16.4% this would be a barrier. 

On the other hand a majority of 55% would be motivated by it.  

# The author’s suggestion is that it should be possible to stop in all villages on 

request, or at least in all villages where trip suggestions (chapter 6.5) exist, be-

cause all these offers got positive replies with more than 80% of people (very) 

interested in visiting places where the train currently does not stop. This should 

not be too costly either and is seen necessary to create a feeling of connectivity 

and belonging to a Gotthard destination. Plus the aim had been to come up with 

train related tourism products.  

Gottardo Express information  

In unison the potential users agree that travellers must be able to receive infor-

mation on the train about the region and the attraction in one way or the other if 

wanted. Necessities in the villages are information plates at all the POIs and di-

rection signs to the attractions. The author discourages the responsible decision-

makers from implementing a loudspeaker information system. It was by far the 

only potential barrier. Audio files could still get included in a potential application 

or website. The researcher tends to pursue the idea of having a website with re-

sponsive design for all devices instead of an application (as it got higher means 

in the overall sample and subsample comparisons), to have video screens in the 

coaches and to have the possibility to listen to potential audio information in the 

movies through personal headphones. Also different brochures, but with a corpo-

rate design are recommended to have. The Gottardo Express book about the 

whole line and personal tour guides on the spot are not the first priority. They 

received the most neutral answers and are not the reason why someone chooses 

to take the Gottardo Express.  

# The first three elements should be a matter of course. The other elements if 

possible should get analysed in a test stage. Suggested is also to do a wider 

benchmark with best practice excursion transportation systems or destinations 

and their information elements. Costs are a crucial element as well. A wide col-

laboration of all stakeholders, providers and of course the railway company in 
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the region must be sought after, for diverse reasons like the costs, the Gottardo 

card, the trip offers below and the easiness for visitors in especially. 

Transportation method 

The majority of potential visitors (56%) prefer to travel on by foot from the train 

station to the attractions. Having e-bikes available (25%) could be an option for 

destinations that are more popular among younger guests and the ones who like 

to outdoor sports in Ticino. Horse-Carriages are not to be implemented on a 

broad stage. They could be an option for special events or organised round trips 

for a mainly female audience and guests who would otherwise enjoy boat trips or 

cable car rides. # Before installing an e-bike rental system at the train stations it 

should get analysed if the local population would also be interested in using such 

an offer in their daily lives. 

Q4: Trip suggestions  

The researcher elaborated two trip suggestions each for six villages along the 

Gotthard line with input elements that do already exist and tried to bundle them 

as good as possible around a certain theme. Even though in reality every guest 

creates his own product and experiences as a co-creator, with this approach of 

bundles the author wanted to find a feasible way to test what kind of attractions 

are more appealing.  

The overall impression of the results is very promising. No matter if the Gottardo 

Express will be put into practice or not, it is suggested to market the region and 

the attractions better, because people are attracted by its offers. All twelve trip 

suggestions have a mean above 3 and are therefore on the positive side with 

more interested than uninterested participants. Very positive is also that for eve-

ry village there is at least one trip suggestion that reached an interest of 59.3% 

of the people who previously stated that they do not know the village. All offers 

except the ‘Belle Epoque’ one of Faido got more than 50% of all the participants 

answering very or somewhat interested. 

The two overall most attractive trip suggestions are ‘a lake shrouded in legend 

and myth’ in Rodi-Fiesso and ‘biology and spectacular nature’ in Ambri-Piotta 

with 83.6% and 80.2% very or somewhat interested respondents. The sugges-

tions ‘Alps and cheese’ in Airolo, ‘waterfall spectacle’ in Faido, ‘the pearl of Ticino’ 

in Giornico, ‘customs and historical routes’ in Rodi-Fiesso, ‘hydro power’ in Am-

bri-Piotta and also ‘building and protecting traffic routes’ in Airolo all received 
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more than 70% very or somewhat interested votes. The better-ranked offer in 

Biasca, ‘pilgrimage and holy waterfalls’, follows with 61.8%. ‘Railways yesterday 

and today’ in Biasca and ‘traffic, history and architecture’ in Giornico are just 

above the 50% mark.  

These high results are already a reason enough to tell the decision makers to in-

clude these attractions all in future marketing efforts et cetera. Nonetheless the 

author wondered if having certain associations with the region or liking special 

activities are related to the interest in a specific trip suggestion.  

Some general findings are that people who do not associate the region with the 

motorway and traffic jams are statistically significantly more likely to be interest-

ed in a trip suggestion for the Gotthard region and so are visitors and locals who 

associate the region with a water world and alpine lakes or who associate it with 

or like visiting historical sites and churches (11 times each statistically signifi-

cant). For most of the villages there are unique outstanding associations. These 

findings could help the responsible people to know who to focus the marketing 

on and how to frame the offers. Especially in the lower ranked trip suggestions of 

Biasca, Giornico and Faido it is important to know the niche markets to attract. 

The offer ‘Belle Epoque’ received an overall mean of 3.29, but four activities and 

associations had statistically significant higher results that are very close to the 

label ‘somewhat interested’. To promote the ‘Belle Epoque’ offer the focus could 

be on people who like visiting museums and exhibitions (M=3.97), historical sites 

and churches (3.93) and the ones who associate the region with myth (3.73) or 

historical sites (3.90). The ‘traffic, history and architecture’ offer in Giornico is 

popular among people who visit historical sites and churches (3.99) or who asso-

ciate the region with historical sites and churches (3.96) or historical muleteer 

tracks (3.76). The railway topic of Biasca was ranked significantly higher among 

people who like cable car rides and who associate the region with the railway. 

# The findings convince the researcher that there is potential to attract visitors 

to the region along the Gotthard Bergstrecke. It is now very important that the 

findings get studied by the people in charge and that the regional destination 

management organisation, the political entities and the railway company take 

the chance to work out something unique. All providers and stakeholders in the 

region who are included in the offers must pull in the same direction. The market 

research must get extended and potential attractions that the author had not 
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known about can get included and evaluated. Times of change and the approach-

ing kick-off point could also be a chance for some entrepreneurial entrant.  

The author is persuaded that the combination of a connecting, branded Gottardo 

Express, the recognisable Gottardo destination train stations and information 

materials, together with all the well rated attractions can put the region along 

the Gotthard Bergstrecke onto the Swiss touristic excursionist map. The system 

with different input factors for every village would allow every visitor to create 

his own, unique and personalised Gotthard experience with the help of the to be 

developed ‘Gottardo Card’. 

7.2 Limitation and critical reflection 

Some limitations of this research need to be acknowledged. First of all the issue 

that got tackled is huge and it is impossible to approach it from all perspectives 

within the framework of a master’s thesis.  

One challenge was the existing literature. Articles had been written about trans-

portation for and in tourism and on tourism product development. Studies on the 

impact of new transportation infrastructure exist, but not many studies had pre-

viously been published about the Gotthard region or in general about how a rail-

way line can get reused for touristic purposes on a stretch that is still going to 

stay open as a public line and therefore not a classical heritage line. 

The author has travelled a lot on the line, has lived in Ticino, has worked for the 

cantonal tourism organisation, but still he is no local of the Gotthard region. At 

the same time this external perspective can also be a plus. The author tried hard 

to gather all information available. Someone else would maybe have bundled the 

attractions differently. 

With the choice of the Ticino Weekend newsletter and Ticino Turismo’s facebook 

page as distribution channels for the questionnaire, the findings are limited to 

their subscribers and fans’ knowledge and opinions. The sample members are 

definitely people who have been in the region and with certain affection to this 

tourism region, plus the TicinoWeekend editors can get valuable insights about 

their subscribers. Nonetheless additional distribution channels could be used in 

addition to reach a wider public. Also it is suggested, especially now with the re-

sults present, to contact tourism stakeholders and the involved local population. 

The study was done with a lens of a tourism researcher. Equally important for 
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the implementation of the Gottardo Express will be to analyse the situation of the 

local commuters who use or could use the public transportation between Erstfeld 

and Bellinzona. 

A single personal feedback to the author criticized the choice of the name ‘Ex-

press’ for a train that stops a lot and travels slowly compared to the new high-

speed train through the base tunnel. The author had read ‘Gottardo Express’ in 

the paper of Huber (2013) and for him it made sense as the train would be a 

perfect quick feeder to all small places along the Gotthard line. The name is a 

provisional working title and not set in stone. Another participant would have 

liked clearer definitions of ‘knowing a village’ compared to ‘having been to a vil-

lage’. 

With a bigger time and workforce budget it would have been interesting to leave 

space for more open answers, to let participants explain their answer choices or 

to add categories.  

It is hoped that the present results can get used to base further research and fu-

ture feasibility studies on. The work should get enlarged to include the Northern 

part of the Gotthard region as well. The current findings are not final, but are 

considered to give valuable insights, inputs and an optimistic belief in the future 

of the Gotthard Bergstrecke and the touristic potentials of the Gotthard region. It 

is important to include additional stakeholders and decision makers during the 

next steps. Also the financial aspects need to be given a closer look and bigger 

importance.  
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Appendix 2: Baseline Study Gottardo Region 

(first draft – no guarantee for completeness) 
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Appendix 3: SPSS Outputs 

All t-tests and Mann-Whitney U-tests that showed statistically significant results 

in the comparisons between people who share certain associations or favourite 

activities versus the ones who do not share that association or activity regarding 

the trip suggestions were exported from the Software packages SPSS and saved 

in a separate word file with around 100 pages. The word file or the SPSS file can 

be requested from the author. 


