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• Hypothesis on Soaring 

• Starting point in Schänis 2002 

• Vision for Schänis Soaring: 
To become the „Competence 
Center in Soaring in Switzerland“ 

• Implementation, Meassurements 

• Results after 10 years 

• How do you get there? 



Hypothesis - 1 

• 90% of the general public have no clue about soaring 



Hypothesis - 2 

• Out of the 10% of the general public who have some clue about soaring, 

80% associate the following with soaring: 

Club hierarchy  

Club structures 

= obligations 

Voluntary 

work 

Old men‘s 

sport 

boaring 

Un-dynamic 

Old fashioned/ 

Traditional 



Hypothesis 2 - continued 

• Glider-pilot   vs. Hangglider-pilot 

• Old men sport, bound by rules, history and tradition – 

urgent need to modernize!!!! 



Hypothesis - 3 

• 70% of passengers who participate in a thermal flight, rather sooner 

than later will.........you know...... 



Hypothesis - 4 

• For 90% 

of all Soaring Clubs, 

guests only disturb 

the idillyc atmosphere 

on their airfield – 

they are viewed 

as disturbers 

• Most of the clubs 

have no interest 

in guests 

who like 

to learn more 

about soaring – 

you don‘t believe this? 

Watch this............ 



How not to do it.... 
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How not to do it.... 



Hypothesis- 5 

• The most important problem of soaring are soaring pilots 

themselves! – Bundle resources 

 

 

 

 

 

 

 

 

 

 

• 1 Airport – 4 Soaring Clubs – 1 FTO (Flight Training Organisation) 



Starting point in Schänis in 2002 

• Airport with only glider-operation 

– No cross financing from power planes 

– Short season = excess capacity 

 

• Gouvernement financed 

flight training stopped 

– Loss of gross revenue in the area of 

CHF 45‘000 p.a. 

– Gouvernement model brought plenty 

of youngsters into soaring 

 

• Soaring FTO significantly 

lost business 



FVS             Sphair 
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 Schänis Soaring 

to become the 

Soaring Competence Center  

in Switzerland  
 



Organisation 

• Schänis Soaring bundles all organisations which are active on the airfield in Schänis  

• Schänis Soaring strengthens the competence of the Soaring Competence Center Schänis 

http://www.schaenissoaring.ch/assag.cfm?SelectedMenuID=54
http://www.schaenissoaring.ch/sgl.cfm?SelectedMenuID=55
http://www.schaenissoaring.ch/ocs.cfm?SelectedMenuID=57
http://www.schaenissoaring.ch/saga.cfm?SelectedMenuID=122


Efficency-Modell 
word of mouth marketing 

• Provide people with a 
positive experience and 
they will communicate this 
amongst friends and family 

• Social networks accelerate 
this processus significantly 



Funnelmodell 

• Awareness 

 

• Interest 

 

• Preference 

 

• Action 

 

• The more people you feed into the funnel, the more 
students result from it! – Always provided, they have a 
positive experience!!! 



Differentiation Fitness Center vs. Sports clubs  
by Kasper Lund Kirkegaard 

• No organisational obligations 

• Not bound by rules, history and traditions 

• Dare to challenge traditions – 
to rethink classic sports logic into popular fitness logic 

• Develop new products and concepts that appeal to more customers 

• Specialise in flexibility – 
to reach new customers in all ages and all income groups 

• Works on lowering the entry-threshold by requiring few or no initial skills 

• Respond quicker to changing market-conditions 

• Only take up profitable activities 

• Quickly and unsentimentally drop non-profitable acitivities 

• Try all the time to expand the customer base to fill out capacity 

• Do not have to legitimise public funding 

• Re-educate instructors all the time 

 



Results after 10 years 

• Modern fleet of gliders 

• Full year operation 

• No waiting time 

• Stable prices 

• Clients, Revenue, Profit 

• Further education – i.e.  

X-country-training 

• Self Launcher 



Economical results after 10 years 
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Trend Switzerland 
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Development of Schänis Soaring 
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How do you get there? 

• Change of culture 

 - From disturbers to clients 

• Consolidation of resources –  

from single to “roof” brands  

Economy of scale 

• Success factors – 

a few examples 



Success Factors I 
Target / Strategy 



Success Factors II 
Planning – Marketing-Plan 



Success Factors III 
Communication 

1‘250 Recipients 

75% Guests / Prospects 



Offers of Schänis Soaring 
Target group: prospects with aviation affinity 

• Experience Day 
– Number of days per year (Saturdays) 9 

– Offer 

• Theoretical introduction – Duration approx. 40 minutes 

• Flight – Duration minim. 1 hour 

• Price CHF 250 

– Target – Get prospects with aviation affinity closer to 
soaring – RC pilots, Paraglider- /Deltapilots etc. 

• Experience week – Trial week 
– Number of weeks per year  3 

– Offer 

• 1 week trail w/o burocracy 

• 12 flights 

• Price CHF 980 

– Target – Get prospects with aviation affinity closer to 
soaring – RC pilots, Paraglider- /Deltapilots etc. 



Offers of Schänis Soaring 
Target group:  Everybody 

• Guest flights on Sunday‘s 
– Every Sunday from April to October 

– 3 slots available per Sunday 

– Guest pilots share these Sunday-sessions 

– Offer 

• Flight-duration approx. 1 hour 

• Price CHF 200.- 

– Objective: offer an outstanding soaring-
experience to as many people as possible 



Offers of Schänis Soaring 
Target group:  Pilots 

• Introduction to self-launch 
on ASK-21-Mi 
– Individual Training 

– Objective 

• Offer a training-solution to this very popular launch method 

• Structured training was identified as an opportunity  

• Charter-offer Arcus-M 
– Individual charter 

– Objective 

• Test the power-plane-model in soaring-charter 

• Offer high-performance-ship for vacation, 
contests and X-Country fllying 

• Structured X-Country training with well trained instructors 



Offers of Schänis Soaring 
Target group: members / pilots 

GliderCup 
Number of days per year 

• Planned days  6 

• Reserve   2 

• Final/party  1 

Objective 

• Structured X-Country training of youngsters 

• Introduction to contest-flying 

• Fly more 

• More fun when flying 

• Shared moments and experiences 

 

Learn more 

• Pocket‘s, Smartphones, Logger & Co.  

Format 

• Per contest day 5 high performance double seaters 
with corresponding instructors available 

• More experienced pilots participate in single seaters 
with instructor assisting & coaching 

 



What’s planned for the next 10 years? 

• Continue 

with successful measurements, 

continuous improvements 

• Experiments with new ideas 

• Bring new heads 

into the Marketing-Team 

• Improve / Fine tune 

– Self-launch-concept 

– Charter-concept 



Any questions? 


