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Agenda

 1. Wikinger Reisen: 
Who are we and what do we do?

 2. German hiking market

 3. Distribution Channels in Germany

 4. General necessities for a succesful hiking vacation

 5. Trends & demands today and tomorrow

 6. Challenges & Key success factors

 7. COVID & Tourism



1. Wikinger Reisen

 50 years in tourism

 Family-owned

 Groups and FIT´s

 Source market: german speaking

 Tours worldwide

• 106 countries, over 1.300 programs in 2019 (950 in 2021)

• Market leader in Germany for hiking tours
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1.Wikinger Reisen

 Our guests:

• Average age: 54,5 years

• 65% single travellers

• 67% female

• 60% repeating customers

• 10er Club: 11.200 active members

• 25 er Club: 1.130 active members

• 50er Club: 69 active members

• 90% group travellers, 10% FIT´s
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1. Wikinger Reisen

 Pax numbers 2008 - 2018
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2019: 69.800 pax
2020: 28.750 pax



1. Wikinger Reisen

 Turnover 2008 - 2018
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2019: 123 Mio €
2020: 43 Mio €
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2. German hiking market

 Niche market with huge growth over the past decade

 Hiking is trendy! 

 Motives: maintain health, physical exercise, gain new impressions, 
expand of horizon, pleasure, stress relief, self-discovery, freedom
and time

 Target group: active people at the age of 25 – 80

• Biggest market today: Best Ager (55+)

• the LOHAS & increasing differentiation of interests
(product-wise) made hiking a lifestyle product

 Outlook: demographic development excellent for another 10-15 
years
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3. Distribution channels in Germany

 Before COVID: 10.800 travel agencies + thousands of mobile 
retailers

 Only 10% of travel agencies are independent; more than 90% 
part of travel agency chains or franchise agencies (e.g. DER, TUI 
Leisure Travel, RTK Group, TSS, Lufthansa City Center)

 Increasing market share for OTAs (e.g. Opodo, Expedia, 
Lastminute.com, ebookers.com)

 Growth of influential online community forums, such as 
Urlaubsguru, Urlaubspiraten, Travelzoo

 Online-Marketplace for tailormade FIT trips: Evaneos

 In general: stronger focus on direct (online) distribution, especially 
of the big players (TUI, FTI)



4. General necessities for Wikinger guests

 Easy to reach / moderate travel times

 Attractive location

• right within nature / close to nature

• Well-known highlights

 Accommodation that features the following:

• Preferably smaller, privatly owned hotels with personal touch

• Rooms with private facilities

• Local cuisine (that may also cater for allergies/special diets)

• Nice to have: additional facilities (bar for get-2-gether at night, 
relaxation facilities)

 Hiking trails nearby
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5. Trends & demands today and tomorrow

 Our client 20 years ago

• 10,5 years younger on avarage than today

• Fulfilment of basic needs (accommodation, food, transport)

• More adventure seekers than today (unplanned itineraries, 
camping trips, self-catered groups, sometimes
accommodation in mixed dorms)

• Minor importance of internet…
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5. Trends & demands today and tomorrow

 Our client today & tomorrow

• Fulfillment of basic needs won´t sell a tour

• Accommodation: middle-class or higher, rooms with shared facilities
sellable for special travel forms (TRK), certain locations or if truly
unique

• willing to pay for quality and good service and therefore travel with
high expectations

• Food is becoming part of the travel experience

• Authentic experiences are becoming more important

• Clear statement of USP´s

• Add-ons („just hiking“ not always enough)
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5. Trends & demands today and tomorrow

 Trends in hiking tourism

• Hiking & Culture

• Good mix of easy 

hikes and cultural

program

• Museums, guided

city tours etc.
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5. Trends & demands today and tomorrow

 Trends in hiking tourism

• Multi activity

• Diversity

• Intensity of nature

• Different perspectives

• No previous knowledge
necessary
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5. Trends & demands today and tomorrow

 Trends in hiking tourism

Theme-oriented tours

(Hiking + theme)

- Cooking/culinary

- Literature

- Film

- Art 

- Fotography

- Wellbeing

- Botany

- Kajak…

- …

14



5. Trends & demands today and tomorrow

 Trends in hiking tourism

• Solo/Single travellers

• Single rooms only

• No couples

• Travelling with like-minded
people in the same 
living situation

• Demografically interesting
(increasing single
households in GER)
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5. Trends & demands today and tomorrow

 Trends in hiking tourism

Aktiv & entspannt (active & relaxed)

• Easy & short hikes, late start

• Free-time with optional activities

• Nice hotels with extended facilities

• Door opener für new clients without

• Nice hotel with extended facilities

• Door opener für new clients

without hiking experience

• Keeping older clients who used

to do longer hikes
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5. Trends & demands today and tomorrow

 Trends in hiking tourism

• Megatrends: individualisation and flexibilisation

• Optional activities

• Extensional stays

• Combination of tours
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6. Challenges & Key success factors

• Challenges: 

• increased competition in the market

• Partly: rapidly increasing demand from other source
markets

• Extending seasons / sell shoulder- and off-season

• Desire for smaller group sizes

• Increasing demand for single room accommodation

• Stronger segmentation of our clients to meet exactly
their needs

• Last, but for sure not least: sustainable programs!!
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6. Challenges & Key success factors

 Key succuss factors:

• Product-wise

• Identifying adequate suppliers with hiking-affinity and who have
a certain focus on and passion for this market

• Innovations that meet the clients demand and create USP´s:

• „hardware“: activity-minded suppliers providing new
hikes/activities/accommodation etc.

• „software“: personal touch, add ons, local/authentic
experiences

• Marketing-wise:

• Market the USP´s through storytelling / add to the products´

emotional appeal (moving clients from print to online: our
website, partners website, social media, youtube)

• Cross marketing in order to generate new markets, new clients
through new products
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7. COVID-related Expectations
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• Leisure Travel will reach 2019-level in 2024, Corporate Travel 
much later

• Propensity to travel – 2022 will reach the level of 2019

• In the short term preference of destination will depend on actual
COVID rates

• Indirect damages will continue longer: loss of income, touristic
infrastructure, longer decline for poor countries including social 
unrest

• Traditional brands will benefit, high standard group travel will 
remain solid



7. Will tourism be the same after COVID?
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• Tourism will be more sustainable, flexible, individual and 
earthbound

• The choice of destination will be more important

• Future of tourism will be a question of quality: Trust, 
Relationship and intelligent communication

• Decline of mass tourism

• Regional tourism will become more attractive:

• Short distances give a sense of safety

• Familiar culture promises emotional safety
The choice of destination will be more important



Feedback, Opinions, 
Questions?

E-Mail: moritz.mohs@wikinger.de

Phone: 0049 – 2331 - 904783
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