
Target Groups of the Cycle Week

Cycle Week Survey 2025

• Place of Residence and Age
• Bike Affiliation and Interest
• Buying Behavior
• Satisfaction

Cycle Week Communication
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Over 90,000 visitors and passers-by across 4 days and 3 locations:

• 80,000 at Europaallee

• 8,500 at Brunau

• 2,500 at ZüriDirt

Visitor numbers have steadily increased over the years.

Around 1,500 participants attended 137 workshops, covering both practical and theoretical topics.

85,000 active website users generated over 2 million interactions (January - June 2025).

Media reach of 59 million (compared to 51 million in 2024) including:

29 million contacts through mentions in 150 media reports.

Expo highlights: 120 exhibitors, 250 brands, 550 test bikes

1,500 people joined the bike parade for the opening of the new city tunnel for bikes, led by 70 primary school 
children and city politicians.

Despite slightly grim weather the opening of the new city tunnel on Thursday, May 22, 2025, attracted many visitors. 
Integrated into Cycle Week, it provided the City of Zurich with an ideal platform to showcase its goals in sustainable 
mobility and bike promotion - right where a broad audience and key players of the cycling scene gathered.

The growth in attendance, offerings and media coverage confirms that Cycle Week has established itself as 
Switzerland’s leading bike festival.





As Switzerland’s only bike 
festival Cycle Week unites all 
cycling disciplines and brings 
together people with a wide 
range of interests.
This creates an event that appeals to 
a broad audience and celebrates the 
passion for cycling in all its forms.

Everyday Cyclists (Commuters, Leisure Riders)
Age: 25–65 years
Income: Medium
Education: Diverse, often medium to high educational level
Lifestyle: Environmentally conscious, pragmatic, health-oriented
Motivation: Time savings, cost reduction, physical activity
Attitude: The bike is seen as a practical means of transportation

Cargo Bike Users
Age: 30–50 years
Income: Medium to high
Education: High
Lifestyle: Urban, family-oriented, ecological
Motivation: Transporting children, shopping, car replacement
Attitude: The bike is seen as a sustainable mobility solution

Seniors
Age: 65+
Income: Pension, often stable
Education: Diverse
Lifestyle: Health-conscious, safety-oriented
Motivation: Maintaining mobility, physical activity, social participation
Attitude: The bike (often an e-bike) is seen as a means of independence

Children and Teenagers
Age: 3–18 years
Income (Parents): Variable
Education: Students
Lifestyle: Playful, learning mobility
Motivation: Fun, independence, physical activity
Attitude: The bike is seen as a toy or a means of transportation

Mountain Bikers
Age: 20–50 years
Income: Medium to high
Education: Often academic
Lifestyle: Sporty, outdoor-oriented, tech-savvy
Motivation: Adrenaline, fitness, nature experience
Attitude: The bike is seen as a sports device

E-Mountain Bikers
Age: 30–60 years
Income: Medium to high
Education: Often tech-savvy
Lifestyle: Active, nature-loving, performance-oriented
Motivation: Fun, extended range, access to challenging trails
Attitude: The bike is seen as a sporty leisure device

Road Cyclists
Age: 25–60 years
Income: Medium to high
Education: High
Lifestyle: Performance-oriented, health-conscious, status-aware
Motivation: Training, competition, self-optimization
Attitude: The bike is seen as an expression of discipline and style

Gravel Bikers
Age: 25–55 years
Income: Medium to high
Education: Often academic
Lifestyle: Adventurous, nature-loving, sporty
Motivation: Freedom, flexibility, exploration off the beaten path
Attitude: The bike is seen as a versatile tool for sport and travel

Touring and Travel Cyclists
Age: 30–70 years
Income: Medium to high
Education: Above average
Lifestyle: Nature-loving, adventurous, sustainable
Motivation: Slowing down, experiencing nature, seeking challenges
Attitude: The bike is seen as part of an active lifestyle

City E-Bikers
Age: 30–65 years
Income: Medium
Education: Diverse
Lifestyle: Urban, efficient, environmentally conscious
Motivation: Comfort, car-free mobility, time savings
Attitude: The bike is seen as a smart everyday companion



One third of the visitors come from the city 
of Zurich itself, one third from the Canton 
of Zurich, and one third from other parts of 
Switzerland.

The age group between 25 and 54 
years is strongly represented, accounting 
for 68% of all attendees.
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Bio-mountain bikers and everyday cyclists 
are the most strongly represented in 2025, 
making up 68% of participants.

Gravel bikers and road cyclists are also well 
represented, accounting for nearly 60%.

The e-bike categories (E-City, E-Gravel, E-
Road, E-Mountainbike) show a slight 
increase.

The “non-rider” groups are shrinking - 
especially for gravel bikes (≈ 7 percentage 
points) and mountain bikes (≈ 4 
percentage points).
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Visitor interests are becoming broader 
year by year, both at Europaallee and at 
Brunau.
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44% of respondents spend between CHF 
2,500 and 5,500 on a new bike, while 36% 
spend between CHF 5,000 and 10,000.

More than half of all respondents purchase 
a new bike within five years.
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High overall satisfaction across all target 
groups - from single athletes to families.
Most visitors are satisfied to very 
satisfied, especially with the atmosphere 
and organization.

Cycle Week works well as a broad event 
format. Its core offerings (expo, shows, 
test rides) appeal to diverse target groups 
and interests, and receive excellent 
satisfaction ratings.

The willingness to return next year is 
very high: over 90% say they want to 
attend Cycle Week again - they are not 
just guests, but part of a growing 
community.
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Will you attend Cycle Week again next year?

… and this is what visitors are saying:

«Great atmosphere, friendly people – Cycle Week is a big gathering of the bike community.»

«I was positively surprised by the variety of exhibitors.»

«I especially enjoyed the test rides and the wide range of workshops.»

«The workshops were fantastic – exciting, well organized, and very educational – I really took 
something away.»

«I was particularly impressed by the atmosphere during the social rides – sporty, friendly, and 
really well led.»

Number of respondents: 263



In addition to important and very effective 
word-of-mouth promotion, social media, 
online media, and communication through 
partners and exhibitors are the key pillars 
of Cycle Week’s communication strategy.

Number of respondents: 263
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High visibility across all media types, 
especially online and print:

29 million contacts generated through 
mentions in 150 media reports.

Grafik: Landau Medien



Particularly strong media placements in:
Tages-Anzeiger, NZZ, SRF, Nau, 20Min, 
Blick (German/French), TCS newspaper 
(German/French/Italian).

Content focus: Velo tunnel, Cycle Week 
success, specific products, tourism.

Target audiences reached: the general 
public as well as a varity of individual 
stakeholders, such as professionals, 
politicians and urban city strategistsand as 
well as those genrally interested in 
mobility.

Auszug Review: Landau Medien



Over 30,000 clicks led to strong website 
activity, with more than 85,000 active 
users.

A click-through rate of 2.18% is an 
impressive result and shows that the 
content is actually and effectively sparking 
interest.

High-reach content such as the tunnel 
opening, shows and expo was successfully 
distributed via social media.

The social media campaign, along with 
promotion by partners and exhibitors, 
significantly contributed to reach, website 
traffic and event attendance.



BikeDays.ch GmbH
Stauffacherstrasse 106
CH-8004 Zurich
info@bikedays.ch

What exhibitors and partners explicitely liked:

«High contact quality and visibility for brands and products – positive atmosphere, inspiring 
environment, strong image transfer.»

«Access to an active, affluent target group with a strong connection to mobility and sports.»

«Direct feedback from end customers on site.»

«Opportunity to test and showcase new products and innovations.»

«Exchange with other industry players.»

«Cycle Week is the meeting point for the Swiss cycling scene.»


