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ABSTRACT 

The Nextep Sàrl company was commissioned by the Edelweiss Paradise Association to define 
the vison and strategic approaches which would enable it to exploit is current assets through the 
development of a project based on a three-seasons + winter concept and on leveraging the La 
Braye cableways. The aim of this document is to lay out these visions, strategies and activities 
and to demonstrate their medium- and long-term viability. 

 

The criteria on which the success of such a 3 seasons + winter project comprise a variety of 
activities, along with the integration of the “Magic Pass” and the mutualization of resources with 
neighbouring resorts. 
 
It is now clear to even to the most recalcitrant that global warming is seriously impacting the 
strategies of resorts focused on winter activities. The numbers of visitors – even if somewhat 
improved these last two years – have not stopped declining over the last ten years. In such 
resorts, the number of summer visitors struggles to reach a quarter of annual traffic (the Swiss 
average is 27%). A rebalancing of activities over the whole year has not yet got underway. It is 
also noteworthy that two-thirds of the clientele of Swiss resorts actually resides in Switzerland. 
This factor is crucial and allows us to consider that the integration of the “Magic Pass” to the 
project will have a significant effect on global visitor rates in the Pays-d’Enhaut. Taking both of 
these considerations into account, it is clear that the project outlined in this document meets the 
present moment perfectly. 
 
The project’s objectives have been elaborated in harmony with the regional strategy for the Pays-
d’Enhaut and with that of the Regional Nature Park (RNP). The principal goal is to create an 
ecosystem of partners with whom to develop activities, and of which the cableways are simply a 
means (just like the Montreux-Oberland Bernois Railway – MOB). The potential experience of the 
clientele is absolutely central to all our thinking. 
 
This ecosystem is therefore the first and foundational element informing the elaboration of our 
programme of activities. The other elements consist of the “3 seasons + winter” concept, 
“professionalism and service quality”, “accessibility”, “public-private governance” and “the integration 
of the Magic-Pass”. 
 
In this perspective, activities planned to be available from the start are: mountain biking, with the 
preparation of numerous tracks of varying levels of difficulty; spectacular zip lines, of which one would 
be the third longest in Switzerland; an alpine garden, which would also serve as the starting point for 
a number of walking and hiking trails, suitable to every level of fitness; and an entirely renovated 
restaurant offering a varied and original cuisine. Investments are planned to be spread over a period 
of seven years and would amount in total to the sum of CHF 6,511,200.00. 

 

The project, taking its place within the regional ecosystem, must serve as a driver for the economic 
development of the entire region. In its planned form, it would directly create 23 new full-time jobs in 
the region, along with several dozen new jobs indirectly (on a total employment of 1,260 jobs, thus 
around a 4% increase). Some businesses will develop, others will be reborn, all of which amounting 
to the growth of economic activity and to the reinforcement of the region’s attractivity to residents both 
permanent and secondary. And this will in turn produce a positive impact on communal finances and 
regional fiscality in general. The project as conceived is self-sustaining. Indeed, the cash flow 
generated should allow the possibility of development and renovation investments. without the need 
of borrowing. 
 
At present, given that the availability of quality hotel and para-hotel capacity is insufficient, the resort’s 
clientele consists for the most part of day trippers. The probable increase in visitors driven by the 
integration of the “Magic-Pass” will go some way to remedying this, which constitutes yet another 
virtuous-circle effect on the regional economy and jobs. 
 
The principal risk to the project lies in a lack of sufficient support from the region, the commune or 
permanent residents. Without the enthusiastic support of all these actors, developing the project in 
the way envisaged will not be possible. Château-d’Oex would see the continued erosion of its hot-bed 
capacity and the shrinking of its economy would continue. The village would then feel the full force of 
the competition coming from neighbouring resorts, which did seize their opportunities before it was 
too late and were able to invest in their futures.  
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1. Introduction and basic information 

 
1.1 Context 

 

The Edelweiss Paradise Association (hereafter EP) and the cableway company Télé-Château-
d’Oex SA (hereafter TCO) did, on 15 June 2020 formally commission The Nextep Sàrl to 
validate the 2019 business plan, define the vision, strategic approaches, access the suitability of 
existing assets and thus approve goals both aligned with the strategy and operationally realistic.  
 

 

The role of this document is to lay out the business plan and its recommendations.  

 
1.2 Methodology 

 

The studies carried out in the context of this phase of the commission were based on: 

 The analysis of existing reports (non-exhaustive list in appendices), 

 Directed interviews with the various local actors of tourism and culture, 

 A watching brief over tourism and cultural aspects in the sector.  

 Our expertise and capabilities. 

1.3 History 
 

TCO, an entirely privately-owned company, manages the cableway infrastructures on the Braye. 

Up to 2017, financial results were kept positive only thanks to the commune, which was   

injecting CHF 350,000.00 annually and which also financed all large-scale maintenance on the 

cable car and chairlift. 

 
A request for a 5-year prolongation of the operating authorization and concession was tabled in 

2013 and reached its term in June 2018. 

 
A list of requirements was issued by the Federal Transport Office (FTO) for further a 
prolongation of the Braye’s concession and operating permit. 

 
The cableways have not been in operation since 2018. A recommendation from the PERET 

Commission (Pays d’Enhaut Region Economy and Tourism), caused the Edelweiss Association 

to venture a last attempt to develop a viable 3 seasons + winter business plan, guided by a team 

of tourism experts, Mme Vindou Duc et M. Gerhard Romanescu. 

 
1.4 Basic information 

 

The principal cable line (Château-d’Oex-Praz Perron cable car and Praz Perron-La Montagnette 

detachable chairlift) is subject to an FTO concession running valid to 2038. The operating 
permits for both cable car and chairlift ran out at the end of 2018. 

 
Two drag lifts “Le Grin” and “Le Poma” are subject to a FTO concession to 2037, while their 

operating permits are still valid. None of these various cable lines are in operation, and all need 

to be brought up to standard before further operation is possible.  
 

TCO SA is an operating company with a share capital of CHF 200,000.00. 

All the heavy infrastructure on the Braye is owned by TCO SA. Its total purchase value is CHF 

15 million, while its fiscal value is CHF 831,000.00. 
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1.5 Assumptions on figures, calculations and information 
 

In order to ensure projections are realistic as possible, the following assumptions are based on 
conservative assumptions:   

 

• Attendance and operating figures were based on TCO reports from 2012 to 2016, given that the 
2017-2018 season was partial and that the facilities had not been in operation since 2018.  

 

• No rate increase over 5 years. 
 

• Increase in Magic Pass winter attendance: 5% in 2022 and 2% in 2023.  
 

• Revenues are calculated on the number of lift journeys. Expenses have been mostly annualized.  
 

• The 2021 figures are estimated for a period from August 1 to December 31, the winter season 
has been calculated over 1 month (December 2021). 

 

• Investments have been spread over a 5-year period. 
 

• All investments mentioned in the business plan are based on tendered offers, some of which are 
more than 18 months old. The accuracy of the figures can then vary by +/ - 15%. 

 

The table below shows the historical number of visits to the Braye facilities between 2012 and 2016.  
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2. Current situation for Swiss tourism  
 

2.1 Alpine destinations 

 
According to the study by Laurent Vanat (2019), the ski market in Switzerland has experienced many 
years of decline, and the number of skiers (measured in skier-days or first lift trips) has consistently 
trended significantly downwards. This evolution is observed at both national and regional levels. 
Fortunately, the last two winters have benefited from more favourable weather conditions, which 
have helped to redress the trend somewhat, although it is not clear yet whether the trend will prove 
sustainable. 
 
This is observed in an article in the Swiss business magazine Bilan (December 2019 - January 
2020): "the strong franc, hectic winter seasons, strong foreign competition, global warming and new 
federal legislation on land use planning and second homes are pushing destinations to rethink their 
governance and business models". 
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As far as Swiss ski lifts are concerned, we see that, from 2015, two-thirds of the clientele are 
Swiss residents. If we add to this, the market shares for Germany and the United Kingdom, we 
reach 80%. Considering that our project plans to integrate the "Magic Pass" program, this is 
particular important, proving that our targeted clientele is the right one. Being part of the Magic-
Pass community can have a definite influence on the increase in attendance., 
 
Since 2012, the performance of alpine tourism in Switzerland, and more specifically in the 
Fribourg/Vaud region, has been far from satisfactory. 
 

 

 
According to the 2019 RMS (Swiss Ski Lifts) study, in mountain regions, 1 franc in 5 is generated 
directly or indirectly by tourism. Similarly, 1 in 4 people in mountain regions work directly or indirectly 
for tourism. 
 
According to Federal Office for Statistics (FSO) data; overnight stays have decreased between the 
2017/2018 season and that of 2018/2019. 
 

Federal Office for Statistics
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These statistics, along with the various reports published in recent years, show that the project will 
insert itself into a situation of decline in winter tourism due to the lack of snow. 
 
As far as ski lifts are concerned, the figures show that in Switzerland, winter transport still accounts 
for an average of 73% of all transport carried out per year. This share varies greatly from region to 
region: in Graubünden it is 92%, while in Ticino it is only 20%. This demonstrates that, for the time 
being, ski lift companies are still betting a great deal (too much?) on winter seasons and that the shift 
to "4-seasons" has not yet really begun. 
 
At the same time, we also note that the share of summer transport has increased by an average of 
220 percent since 2008. An increase of 40 percent has occurred in the last 5 years alone. This 
implies that summer has been perceived as a season in its own right by ski lift companies and that a 
lot of effort and investment has been made in this direction over the last decade. 
 
The present project is therefore well aligned with current trends and is emerging at exactly the right 
time for its optimum implementation. 
 
2.2 Main risks in the sector 
 
Demographics: At present, destinations have to tailor their offer to the needs for four generations, 
each with different profiles and expectations. The resorts must be careful not to concentrate their 
offer on any one single group, but rather think to satisfy all their customers. The definition of a target 
clientele becomes all the more important. 
 
Climate change: global warming is no secret: the visible melting of glaciers, as well as all the 
research and reports on the subject make it clear enough. The Institute for Snow and Avalanche 
Research (SLF) in Davos has noted that the number of snow days in the last two decades is the 
lowest in over a century. All studies converge to predict a reduction in the number of ski resorts able 
to benefit from favourable snow conditions (natural or cultivated). The winter season has also shifted 
on the calendar, with snow arriving later, less snow cover and fewer days of it. 
 
The diversification and growth of competition: the competition for leisure activities is vast today: 
connectivity, video games, TV and video on demand, fitness, spas, amusement parks, low-cost 
travel, etc... With this wide range of leisure activities, customers are becoming more demanding in 
terms of the quality and diversity of the services offered. 
 
Customer loyalty: with globalisation, economic problems and the high cost of sport, the value of 
skiing is declining. It is no longer a family sport, learned from generation to generation. The
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challenge facing us is, on the one hand, to bring former skiers back to the resort while, on the one 
hand, to cause a new clientele, unfamiliar with the mountains, want to discover them.  
 
Covid-19: The impact of the pandemic has changed the way in which travel and leisure activities 
are consumed. It will be fascinating, over the coming years, to observe the impact and 
sustainability of this change on local tourism – quite possibly with a revival of the values of 
proximity, authentic, family and ecological tourism. 



 

 

3. SWOT Pays-d’Enhaut Analysis 
 

The strategies outlined in the previous table constitute our responses to the SWOT analysis, i.e. strengths, weaknesses, opportunities 
and threats. It is these that have defined the programme,s objectives.

10 
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4. "Edelweiss Paradise” Objectives: an ecosystem 
 

4.1 Definition 
 
The Pays-d’Enhaut region is rich in the diversity of its people and its activities, from the NRP to the Carving 
Museum, via the Espace Ballons or the mountain schools. It presents an opportunity to design an 
ecosystem that will build bridges between all and write a common history. 
 
Today we know that visitors no longer travel to experience an activity but to live an experience. He/she is 
looking for a programme where all the activities are connected and tell him/her a story. 
 
In this spirit, this project will only be a success if it fits into the existing range of activities and complements 
the 3 seasons and winter offer. 

 

 

4.2 Values 

 
The vision is of a natural park, surrounded by green and gently sloping mountains, which offers a 
wide range of activities for all, in full respect of the natural environment and the core values of the 
region, from base to summit: 
 

• Ecotourism and respect for the environment, 

• Quality of service and family-oriented activities, 

• Emphasis on authenticity through the promotion of regional products, agriculture and agritourism, 

• Health through outdoor activities for all, recognising the needs of people with disabilities, 

• Education through the discovery of a region rich in history, and through the diversity of its 
activities and products. 

 
All the activities will be developed in the spirit of proposing experiences that are unique, evolving and 
modular.
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4.3 Main objectives 
 

The programme focuses on the development of "3 seasons & winter" activities while actively 
integrating with the regional strategies of the Pays-d’Enhaut Tourist Office and that of the Regional 
Nature Park (PNR). 
 
The activities have been and will be designed in accordance with the values of the region and 
developed in partnership with local stakeholders.  
 

• 3 seasons + skiing: "The monoculture of skiing is over", declares Professor Dominique Fumeaux 
firmly. This change is linked to globalisation and to intergenerational tourism. To reduce 
dependency on winter sports, a reinforcement of 3-season tourism and the development of 
attractive experiences for all regional users are necessary, and this while capitalising on the 
region’s assets and respecting the regional tourism strategy. The objective is to have a range of 
modular and evolving activities, thus meeting the needs of all.   The region possesses a sporting 
environment accessible to all everyone, from the Olympic swimming pool to the mini golf. It is a 
region where sport is part of life. 

 
By developing activities attractive to everyone, it will become everyone’s "project": mountain bike 
trails of varying degrees of difficulty, downhill trails for Cimgos (tandem downhill wheelchairs), 
footpaths accessible to all and patrolled, etc. 
 
Our gentle mountain is complementary to the Videmanette. Its proximity would allow us to offer a 
complete range of services to the skier, whether beginner or experienced. The more family -
oriented skiing in Château- d’Oex will perpetuate a tradition: "This is where we learned to ski". 
 

• Ecosystem: Research shows that customers want to discover new horizons. With the lack of 
snow, along with competition from other resorts and the diversity of new activities, it is clear that 
gondola lifts operating entirely for themselves, on their own, no longer make money. They have to 
become part of the economic and tourist ecosystem of the region. The Pays-d’Enhaut region is 
rich in the diversity of its players and their respective activities, such as the Regional Natural 
Park, the Espace Ballons, the Paper-Cutting Museum. It is an opportunity to develop an 
ecosystem that will create a bridge between all and be capable of uncovering and extending a 
story common to all of us. The programme will enrich a range of products and upcoming events 
(walks, hikes, FIB, Festival au Pays des Enfants, etc.). All activities will be developed in 
collaboration or partnership with the actors of the Pays-d’Enhaut region and with the Tourist 
Office, creating and supporting jobs. 
 
Key players in the region have expressed their desire to develop joint activities, optimise 
synergies and contribute to each other’s objectives. 
 

• Increasing the number of visitors and the visibility of the region: integrating the "Magic Pass" 
programme and developing a partnership with the MOB allows the opportunity of achieving this 
objective – by benefiting from their respective digital platforms to highlight the advantages of the 
region, by promoting soft mobility (proximity of the station to the base station). Mobility and soft 
mobility will be one of the challenges of the next few years: how to get to the resort and how to 
get around once there. The proximity of the base station to the railway station is a major asset 
that must be highlighted, knowing as we do how other resorts are seeking to develop such 
positioning (for example the extension of the Aigle-Leysin line). 

• The integration into the "Magic-Pass" programme allows us entry into another ecosystem, 
comprising other ski resorts, by which to gain visibility with a broad public base and to have 
access to another promotional platform. It allows people to discover the region and, thereby, to 
increase the number of visitors. The strength of the proposal is that it is part of a network.  But if 
this is to be achieved, we must first of all still have functioning ski lifts! 
 

• This project fits in with the regional strategy, offering authentic 4-season experiences in a 
preserved valley, with an emphasis on nature, sports and leisure for all. It is part of the excursion 
centre as defined in the regional tourism strategy. The project uses all possible synergies with 
local stakeholders to develop a range of innovative and regularly renewed activities, thus 
contributing to the dynamics of the regional economy. It meets the objective of improving 
residential attractiveness for the population and secondary residents, working people and all 
generation. 
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• Homeowners and secondary residents see the positive impact of the project on tourism, property 
and land values, on the economy as a whole and, ultimately, on taxation.  

 

• The conservative approach taken in identifying activities and calculating visitor numbers makes it 
possible to aim for the project’s profitability and keeping sight of the objective of self-financing so 
as to eliminate dependence on the communal authorities for operational costs and winter 
activities alone. Restoring the confidence of the regional and cantonal authorities and the 
population will make investment and development opportunities in the region possible. 
 
While aiming at self-financing, there is an opportunity to rebalance the management of the ski lifts 
by developing a public-private partnership, setting up a structure dedicated to the management of 
the ski lifts and its activities and thus meet everyone ’s expectations and concerns. 
 
According to Professor Fumeaux, "nowadays, loyalty to a resort no longer exists as a matter of 
principle. If you don’t provide customers with the product they expect, they leave. And that 
includes second home owners”. 
 
TCO’s proposed new organisational structure, its partnership with the Tourist Office and other 
players in the region will enable it to develop activities in the spirit of customer service and 
professionalism. This will be an opportunity to make a difference. 
 
By developing 3-season activities, the dependence on the ski lifts alone will be reduced or even 
cancelled. 

 
The activities developed will respect the following guiding principles:  

 

• Reduce dependence on winter tourism and develop new products and attractive experiences for 
3-season and winter tourism, 

• Eliminate dependence on the municipality for operating costs, 

• Contribute to the economic dynamics of the region and create jobs,  

• Highlight the advantages of the region, promoting soft mobility (proximity to the departure station),  

• Ensure accessibility for people with reduced mobility, 

• Integrate into regional and cantonal policy: excursion centre, Regional Nature Park –Gruyère 
Pays-d’Enhaut with an authentic positioning, 

• Use all possible synergies with local actors to reduce the financial burden on TCO,  

• Integrate the "Magic-Pass" programme, 

• Develop a partnership with the MOB Goldenpass for an original offer targeted at national and 
international excursion tourism, 

• Strengthen the collaboration with La Videmanette and the Swiss Ski School by developing a 
complementary winter project focusing on classic skiing and learning,  

• Optimise the efficiency of existing transport facilities with a focus on the Château-d’Oex - Praz-
Perron - La Montagnette main line. 
 

 
4.4 Success criteria 

 
For such a programme to succeed, there are a number of criteria and measures to be respected:  
 
1. Marketing 
 
The diversity of activities and the integration of the "Magic-Pass" programme will strengthen the 
marketing strategy and allow for different communications and promotional platforms, while having 
an aligned communication strategy. 
 
The objective will be to develop a marketing and communication strategy in partnership with the 
Tourist Office in order to promote the entire region. 
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2. Professionalism and service 
 
Within the framework of a private-public partnership, the assurance that f PERET, the communal 
authorities and the Tourist Office are represented on the TCO board of directors. A reorganisation of the 
existing operating structures towards real public-private governance is an opportunity to rebalance the 
programme’s management by setting up an appropriate structure for each part of the project and 
activities and thus ensure that everyone can participate and contribute. 
 
In line with the Canton’s request, continue discussions with other ski resorts on the pooling of resources 
and skills. 
 
The organisational structure of the activities and the annualization of hiring and training will constitute an 
opportunity to make a real difference in terms of professionalism and service. 
 
3. Financial management 
 
A reorganisation of the existing structures is necessary to ensure adequate governance and competence. 
Encouragement of and search for regional partnerships – in the spirit of the ecosystem – so that all 
contribute to the success of the region. 
 

The following diagram summarises the interaction between the different components of the project and 
how they contribute to the realisation of the vision. 

 

 

 
 

4.5 An ecosystem 
 

The goal is to develop a range of modular and upgradable 3-season & winter activities in complete respect 
for the quality of life and values of the region: family, authenticity, discovery, activity for all, eco-tourism – 
all this capitalising on regional assets and respecting the regional tourism strategy. 
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Integrate the "Magic-Pass" programme and intensify collaboration with the MOB Goldenpass so as to benefit 
from their respective ecosystems and clientele. 
 
In partnership with the RNP and the EO, promote walking trails in a safe environment, ideal for families and 
children. 
 
With the Swiss Ski School and the Ski School, to create ski-learning parks and a piste specially designed for 
beginners, while promoting the use of natural snow and the exceptional quality of the ski slopes. 
 
Develop a partnership with La Videmanette to offer skiing for all, beginners and experienced skiers alike. 
 
Create an attractive toboggan run for families. 
 
With key partners such as the Tourist Office, the Regional Nature Park and the Bike Club, identify and develop 
mountain bike trails with different degrees of difficulty. 
 
To develop a luxury experience at the summit with a glamping concept and a chef’s table. 
 
To maximise synergies with existing facilities, optimising the number of lifts, with the aim of substantially 
reducing operating costs and concentrating investments on the main line. 
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4.6 MOB - Magic-Pass - Coming to Château-d’Oex 

 

Château-d’Oex and the MOB: a "love" story that’s lasted over a hundred years. The railway station 
was modernised in 2015 to welcome GoldenPass passengers in comfort and elegance. 

 

Integrating the Magic-Pass programme will allow a developing 
opportunity to diversify the source of our clientele and intensify the 
collaboration with the MOB. It is another source of partnership and 
of different, original, authentic and family activities, such as the jazz 
train at the next Montreux Jazz Festival. 

 

Château-d’Oex station could be the start of a treasure hunt through 
the region, in all seasons: a turnkey exploration of the Pays-
d’Enhaut through riddles made available on an app. 

 

The reopening of the ski lifts will enable the "Magic Pass" 
programme to be reinstated. The programme was created in 
response to the decline in the number of visitors to mountain 
destinations in French-speaking Switzerland. It has recently been 
extended to the summer season as well. The programme currently 
covers 30 resorts and is expanding continually. The growing 

development of Magic-Pass confirms its success and its impact on station attendance. All member 
stations benefit from the positive results of the programme, both large and medium-sized ones. Its 
philosophy is in line with that of this project, which is to work in an ecosystem. The resorts are 
complementary to each other, knowing that the customer is not loyal these days.  

 
4.7 Departing for… an experience 
 
An exceptional location: a departure station 200 metres from the train station. It needs to be 
highlighted just what a major asset this constitutes, especially when you know that other resorts 
are looking to develop products of this kind. 
 
An opportunity to encourage green tourism and sportsmen and women in compliance with the 
recommendations of sustainable development. 
 

The base station for the "restaurant in the stars" to admire the 
fauna and flora or just to take the time, in the spirit of slowing 
down and recharging one’s batteries. 

 
Reach Praz-Perron and feel different adrenaline intensities, 
through a zip-line experience, a mountain bike departure. Or 
go to the top for a descent in a mountain kart or a cimgo. 

 
The access to Praz-Perron is unfavourable to cars and buses. 
The narrow road restricts traffic and the possibility of 
crossroads. Additional traffic would prevent the circulation of 
all emergency vehicles. 

 
In line with the times, together with the key partners (OT, RNP, 
Cycling Club) identify and develop mountain bike trails with 

different degrees of difficulty, the easiest also serving as a cimgo trail and the most difficult for 
more advanced mountain bikers. 
 
A giant zip line is being studied. It will leave from Praz-Perron and arrive at the village base station. 
It will be one of the longest zip lines in French-speaking Switzerland. It will be divided into four 
segments to allow everyone to experience it. It will be complementary to the existing zip line at the 
summit. 
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And in winter, enjoy the simple pleasures of the snow: such as the start of an attractive toboggan 
run for the whole family, a ski-learning park and a special beginners run: a "slow piste". 
 
A project that optimises existing transport facilities by concentrating on the main line.  
 
 

4.8 Head in the stars 
 
A restaurant at the top, amid a preserved landscape, accessible to all, all year round, which will 
also propose a luxury experience: a glamping concept and a chef ’s table. All this will be part of the 
experience at the summit. The dishes will be developed largely around regional products.  

 
Knowing that the customer is always looking for something new, in the 
summer, the restaurant and its glamping will provide a differentiating 
product within the region: sleeping under the stars in the comfort of 
your bed, in the heart of the natural environment. 
 
In partnership with hotel schools, attract young chefs who will come to 
liven up the Table du Chef: the original culinary experiences will be 
renewed periodically, ensuring that they meet the expectations and 
curiosity of the guests. And why not, on reservation, allow guests to 
develop and/or cook their menu based on local produce and plants 
from the garden? 
 
Allow children to expend their energy by developing their sense of 
balance and agility in a mini adventure park in the open air, while 
parents enjoy their meal to the sounds of a concert.  
 

Organise regular or one-off, seasonal events such as mountain brunches, breakfast at sunrise, 
etc... 
 
Organise, in partnership with regional or cantonal museums, artist residencies.  
 
 

4.9 Awakening the senses 
 
In the heart of a regional nature park, a range of fun and educational activities are offered for all, 
against a magnificent backdrop of mountains and valleys receding into the distance, making the 
concept of mountains for all a reality. These are activities, expected by the visitor, but not a source 
of income.  
 

In partnership with the RNP, the project team will ensure a diversity of 
plants in an alpine garden to discover or rediscover native flora. Visitors 
will be able to discover the flora thanks to original brochures and the 
website. The alpine garden could be twinned with other alpine gardens, 
such as the Rochers de Naye garden via collaboration with the MOB.  
 
In partnership with the RNP and the EO, the development and 
promotion of walking and hiking trails for all – from 15 minutes to 4 
hours – in a safe environment, ideal for families and children. For 
example, a short trail, the Sarouche trail to admire the roof of Europe, 
the Panorama trail or the Rochers du Midi hike for the more 
experienced. 
 
The beginners, trail can also be used for mountain kart or cimgo 
descents, allowing the region to differentiate itself and offer an activity 

for people with disabilities. 
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A moment of harmony combining introspection and physical wellbeing with yoga or meditation 
sessions. 
 
In collaboration with the Beekeeping Society of Pays-d’Enhaut, we wish to develop hives at 1,600m 
to produce organic honey - an educational subject for young and old alike. 
 
  

4.10 Edutainment 
  
 

In the idea of the visitor looking for something new, 
to live original experiences, we aim to develop a 
playful and educational product around the themes 
of balloons and paper cutting, travelling exhibitions, 
a garden with a didactic approach to native flora. 
This “edutainment” concept can contribute to making 
Château d’Oex a centre of competence for schools 
in the mountains. Here are some of the ideas that 
are currently being discussed and evaluated. 
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5. The economic impact 
 

5.1 The creation of 23.45 jobs (FTEs) 
 

The programme will provide a positive contribution to the region’s economic ecosystem, as well as 
to its development and attractiveness to tourists. 

 

The implementation of the project will lead to the creation of 23.45 direct full-time jobs and probably 
several dozen other indirect jobs. 

 
 

Given a 10-month operating period, employment positions have been annualised in such a way as to 
ensure one month’s holiday, one month’s maintenance work and, above all, employee loyalty and 
commitment. 

 
Within the operating company, a position dedicated to the development of activities and their 
coordination with partners has been planned for. 

 

5.2 Usage assumptions 
 

The aim of the project is to contribute to the dynamization of the region, by developing diversified 
activities over 3 seasons. This will make it possible to increase substantially first arrivals in spring, 
summer and autumn in order to optimise the existing infrastructures and increase their frequency of use 
in winter. 

 
The baseline in the calculation of the number of visitors was taken at 80% of the average number of 

people ascending La Braye between 2012 and 2016, i.e. 28,000 passages. 

 
With the integration of the "Magic Pass" programme, an increase of 5% in 2022 and 2% in 2023 is 
assumed. Passenger numbers will stabilise from 2024 onwards. 
 
The summer season (May-October) has seen an increase in the number of visitors due to the 
implementation of mountain biking and zip line activities: 
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- Mountain biking - 7,860 passages over 6 months. By way of comparison, La Berra recorded 37,000 
visits over the same period, 
- Zip lines – 12,000 passages, calculated over 20 days/month for 6 months. Le Fantasticable (Châtel - 
France) counts between 10 and 14,000 passages according to Laurent Vanat. 
 
Winter attendance - mid-December to mid-April: 28,000 people, including pedestrians and non-skiing 
activities. The Magic-Pass represents 43%. 

 

Summer attendance - mid-May to the end of October: 32,000 people, with the Magic-Pass representing 
23.5%. 

 

 

The graphs above represent the distribution of summer-winter attendance (left) and the distribution of 
attendance by activity (right). 
 

 The restaurant does not appear in these graphs. In fact, restaurant attendance is directly dependent on 
traffic activity. 
 

5.3 Weighted average price 

 

 
Pricing assumptions have been made on the basis of the latest prices for the 2016-2017 season, as well 
as on those charged by competitors in similar activities. The daily price determines the calculation basis 
for the moneys paid to Magic-Pass (MP. The weighted average prices for the lifts do not include activity 
prices and was calculated based on the number of adult and child passes (mostly in the proportion of 2/3 
- 1/3 respectively). The same logic has been applied for the Magic-Pass winter, zip lines and mountain 
bikes. 
 
Weighted average prices allow an 80% efficiency ratio for all lifts, which is justified by the fact that the 
average prices are among the lowest on the market. For the activities, as the prices considered are 
already very low, no yield ratio has been taken into account. 
 
It is important to stress here that the average prices used for the calculations of this business plan are not 
the same as those to be set by the commercial and marketing strategy. These will have to ensure that 
activities are correctly priced so that a person not in possession of the Magic-Pass will still want to come 
and discover the mountains and the region. 
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5.4 Revenues by activity 
 

Our calculations assume that no price increase will occur during the first five years. The annual 
operation has been calculated on the basis of the number of passages. For 2021, all calculations have 
been made on a 5-month basis, i.e. from 1 August 2021. 
 
For the summer period, we have generally planned a 6-month operating period from May to October. 
We have considered the months of April and November as off-peak months that will be used for the 
upkeep, maintenance and preparation of facilities, equipment and activities. 
 
For the winter period, we have planned a 4-month operating period from mid-December to mid-April. 
 

The workstations have been annualized to ensure the month of holiday and the maintenance periods of 
the installations. 

 

 
Ski lift revenue has been broken down by activity and is proportionate to the turnover of each activity. 
Skiing and tobogganing represent only 25% of annual revenue. 
 
The project’s overall turnover is not based on any single activity but is well distributed between the 
different activities. As a result, the risks inherent in a low-snow winter are diluted. 
 
The business plan shows that operational costs are covered by the activities, the participation in the 
Magic-Pass and an intensified collaboration with the MOB. 
 
The restaurant’s turnover has been based on the number of visits to which a coefficient ranging from 20 
to 60% has been applied, depending on the activities: 
- The average coefficient for meals is 28% (it is estimated that one out of every four customers will 
consume a meal). 
- The average coefficient for beverages is 43% (it is estimated that about 2 out of 5 customers will
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have a drink) 
- The average occupancy rate is set at 32%. 
- The occupancy rate for the chef’s table is estimated at 45%. 
- The occupancy rate for the glamping is set at 25%. 
 
This means that a total turnover of CHF 2,507,000 is expected in 2023 (when all activities will be 
100% available over a full year). 
 
Revenues are balanced between the different activities. Nevertheless, it is essential to constantly 
imagine and develop new activities in order to maintain the attractiveness of the company. Similarly, 
activities with a high contribution value (low investment for high return) must also be implemented. 
 
In conclusion, this project is built around a few key projects, such as mountain biking, zip lines and 
glamping. The objective is to start with a realistic but rather diversified approach, in order to be able to 
respond to a clientele looking for novelty. The aim is to offer evolving and modular activities. 
 

5.5 Estimated profit before financial result and taxes (EBIT) 

 

 
The assumptions made for our calculations for the period 2021 - 2026 constituted a conservative 
approach to traffic: operating figures taken from 2015 - 2016 operating reports, along with 
consultations with suppliers and experts, and an annual operating figure based on the number of 
passages. 
 
The 2021 figures are estimated for the period from 1 August to 31 December. The figures for the 
winter season are therefore estimated for December alone. Between 2024 and 2026, the investments 
planned for the electrical elements of the chairlift, the replacement of the cable cars, the renewal of the 
bubble seats and the development of the restaurant have an impact on depreciation (in 2024, this will 
increase from 15.7% to 17.3%) and thus directly condition the final result, 
 
Based on these assumptions, analyses confirm financial equilibrium. In order to maintain a positive 
and sustainable EBIT, it is necessary to generate turnover from activities with high contributory value.
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EBIT -359,154 92,449 110,857 7,271 -17,196 138,834 

5.6 Earnings and costs by activity, 2021 – 2026 
 

 
Activity 

Element 

 
 

2021 2022 2023 2024 2025 

 
 

2026 

 
 

Drag lifts and sledges 

Revenues 156,435 636,418 640,903 640,903 640,903 640,903 

Personnel costs 131,404 343,058 343,058 343,058 343,058 343,058 

Operating costs 50,283 128,195 144,845 189,095 149,745 108,595 

Debt servicing 50,580 42,580 42,580 51,706 62,476 65,152 

EBIT -75,831 122,586 110,421 57,045 85,625 124,099 

Zip lines 50,620 333,978 441,928 441,928 441,928 441,928 

Personnel costs 77,628 299,954 290,468 290,468 290,468 290,468 

Operating costs 15,198 41,500 69,210 74,160 75,920 74,160 

Debt servicing 25,358 45,358 87,358 94,051 101,949 106,,11 

EBIT -67,565 -52,834 -5,,08 -16,751 -26,409 -28,811 

Mountain bikes, e-bikes, Cimgo, Mountain Kart, etc. 

Revenues 96,950 169,280 169,280 169,280 169,280 169,280 

Personnel costs 43,104 59,704 59,704 59,704 59,704 59,704 

Operating costs 24,527 53,000 55,440 61,240 87,880 57,240 

Debt servicing 27,421 30,621 30,621 33,055 35,927 30,240 

EBIT 1,898 25,955 23,515 15,281 -14,231 22,096 

Restaurant and glamping 

Revenues 206,459 589,092 603,010 603,010 603,010 603,010 

Personnel costs 135,814 292,023 292,023 292,023 292,023 292,,23 

Operating costs 100,616 259,351 263,332 265,582 271,032 270,232 

Debt servicing 51,227 70,427 70,427 85,969 89,559 73,451 

EBIT -81,198 -32,709 -22,772 -40,564 -49,604 -32,696 

Alpine garden, exploration paths, disk-golf 

Revenues 75,852 200,936 200,936 200,936 200,936 200,936 

Personnel costs 45,824 64,499 64,499 64,499 64,499 64,499 

Operating costs 21,347 24,950 31,195 33,220 33,940 33,220 

Debt servicing 23,707 32,041 32,041 31,445 26,343 28,045 

EBIT -15,026 79,446 73,201 71,772 76,154 75,171 

Common 

Revenues 199,586 451,000 451,000 451,000 451,000 451,000 

Personnel costs 133,306 283,539 283,539 283,539 283,539 283,539 

Operating costs 93,507 99,250 105,655 110,380 112,060 110,380 

Debt servicing 94,206 118,206 130,206 136,594 144,133 78,106 

EBIT -121,433 -49,994 -68,399 -79,513 -88,732 -21,025 

TOTALS 

Revenues 785,902 2,380,704 2,507,057 2,507,057 2,,507,057 2,507,057 

Personnel costs 567,079 1,342,777 1,333,291 1,333,,91 1,333,291 1,333,291 

Operating costs 305,479 606,246 669,677 733,677 730,577 653,827 

Debt servicing 272,498 339,232 393,232 432,818 460,385 381,105 

 
This table shows earnings, personnel expenses, operating expenses and operating results before 
financial results and taxes (EBIT) for each activity. Income and expenses from ski lifts have been 
allocated to the activities since they are only a means of carrying out an activity. Apart from the first 
year, which will be loss-making since only 5 months of operation are accounted for, the other years 
all produce a positive EBIT. As far as 2025 is concerned, the result takes account of significant 
maintenance and upkeep costs. 
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5.7 Earnings et costs by activity 2021 – 2026 
 

Activity 2020 2021 2022 2023 2024 2025 2026 

Element        

Drag lifts, sledges 0 156,435 636,418 640,903 640,903 640,903 640,903 

Skier day passes 0 84,044 336,175 336,175 336,175 336,175 336,175 

Magic-Pass winter 0 53,391 224,243 228,728 228,728 228,728 228,728 

Sledging activity 0 19,000 76,000 76,000 76,000 76,000 76,000 

Zip lines 0 50,620 333,978 441,928 441,928 441,928 441,928 

Ascents 0 0 99,190 99,190 99,190 99,190 99,190 

Magic-Pass summer (share out) 0 6,370 15,288 15,288 15,288 15,288 1,,288 

Current zip line  0 44,250 44,250 44,250 44,250 44,250 44,250 

New zip line(s) 0 0 158,250 253,200 253,200 253,200 253,200 

Photos new zip lines 0 0 17,000 30,000 30,000 30,000 30,000 

Mountain bike, e-bike, Cimgo, Mountain Kart, etc. 0 96,950 169,280 169,280 169,280 169,280 169,280 

Ascents 0 31,250 75,000 75,000 75,000 75,000 75,000 

Magic-Pass summer (share out) 0 4,200 10,080 10,080 10,080 10,080 10,080 

Use of trails 0 3,,500 46,200 46,200 46,200 46,200 46,200 

Grass scooter rentals  0 18,000 18,000 18,000 18,000 18,000 18,000 

Kart rentals 0 5,000 20,000 20,000 20,000 20,000 20,000 

Restaurant and glamping 0 206,459 589,092 603,010 603,010 603,010 603,010 

Food 0 104,810 371,369 373,402 373,402 373,402 373,402 

Beverages 0 43,899 148,723 149,358 149,358 149,358 149,358 

Glamping - 5 tents 0 33,375 39,000 44,625 44,625 44,625 44,625 

Half-board 0 24,375 30,000 35,625 35,625 35,625 35,625 

Alpine garden, exploration trails, disk-golf  0 75,852 200,936 200,936 200,936 200,936 200,936 

Winter walkers  0 11,400 45,600 45,600 45,600 45,600 45,600 

Summer walkers  0 42,900 102,960 102,,60 102,960 102,960 102,960 

Magic-Pass summer (share out) 0 6,552 15,726 15,726 15,726 15,726 15,726 

10-ascent pass 0 15,000 36,000 36,000 36,000 36,000 36,000 

Honey sales 0 0 650 650 650 650 650 

Operating company 0 199,586 451,000 451,000 451,000 451,000 451,000 

Support contribution  0 137,919 331,000 331,000 331,000 331,000 331,000 

Participation contribution  0 41,667 100,000 100,000 100,000 100,000 100,000 

Sponsoring 0 10,000 10,000 10,000 10,000 10,000 10,000 

EP contribution 0 10,000 10,000 10,000 10,000 10,000 10,000 

TOTALS 0 785,902 2,380,704 2,507,057 2,507,057 2,507,057 2,507,057 

 
This table details earnings for the various activities. The allocation of lift revenues to each activity are 
clearly visible. 
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5.8 CHF 6,511,200.00 of investments between 2020 and 2026 
 
 

The investment budget is planned over a seven-year period. Accumulated cash flow from 2022 
onwards will make it possible to finance to large extent planned investments in 2025 and 2026 from 
the company’s own funds without recourse to borrowing. Depending on their nature, the investments 
are amortised over between 5 and 20 years. 

 
Activity 2020 2021 2022 2023 2024 2025 2026 

Element        

Cable lifts 101,500 2,315,300 - - 608,400 718,000 378,400 

Drag lifts, sledges - 83,000 - - - - - 

Zip lines 10,000 200,000 420,000 - - - - 

Mountain bike, e-bike, Cimgo, Mountain Kart, 
etc. 

10,000 136,000 26,000 - - - - 

Restaurant and glamping 50,000 530,000 - - 250,000 - - 

Alpine garden, exploration paths, disk-golf 20,000 69,600 25,000 - 30,000 - - 

Operating company - 350,000 120,000 60,000 - - - 

TOTALS 191,500 3,683,900 591,000 60,000 888,400 718,000 378,400 

CCUMULATED TOTALS 191,500 3,875,400 4,466,400 4,526,400 5,414,800 6,132,800 6,511,200 

 
To get the project off the ground, funding of CHF 4,466,400.00 is required for the period 2020 – 2022. 
This includes heavy investments in infrastructure, the construction of zip lines and mountain bike trails, 
the renovation of the restaurant as well as the project costs. 
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5.9 Provisional operating budget, 2021-2025 
 
 

 TOTAL 

2021 2022 2023 2024 2025 
 

OPERATIONAL INVESTMENT  

 

OPERATIONAL REVENUES  
OTHER REVENUES 

 
TOTAL REVENUES 

 

OPERATIONAL COSTS 
Personnel 

 
 
Direct costs 

Equipment costs (purchase and hire)  

Third-party service provision costs 

Costs of merchandise destined for sale  

Energy costs (electricity, gas, carburants, water) 

Other costs for materials, merchandise and services 

Building costs (maintenance, cleaning, rental, etc.)  

Maintenance, repair and replacement of machines  

Maintenance, repair and replacement of materials 

Maintenance, repair and replacement of furnishings 

Maintenance, repair and replacement of tools 

Leasing of production equipment 

Vehicle costs (maintenance, insurance, taxes, fuel)  

Insurances: assets, natural disaster and liability 

Authorisations and permits 

Energy costs (electricity, gas, water, sewage)  

Administrative costs 
IT costs  

Advertising costs 

Total of direct costs  

EARNINGS   (EBITDA) 

DEBT SERVICING AND VALUE CORRECTION 

 

EARNINGS BEFORE INTEREST AND TAX (EBIT)  

FINANCIAL EARNINGS 

EARNINGS BEFORE TAX (EBT) 

 
 
TAXES 

Cantonal tax on capital 

Cantonal tax on profits 

Communal tax on capital 

Communal tax on profits 

Federal tax 

Total Taxes          

FINAL BALANCES 

3,875,400 591,000 60,000 888,400 718,000 

 
724,232 

 
2,243,702 

 
2,357,055 

 
2,357,055 

 
2,357,055 

61,667 137,000 150,000 150,000 150,000 

785,899 2,380,702 2,507,055 2,507,055 2,507,055 

 
567,080 

 
1,342,779 

 
1,333,293 

 
1,333,293 

 
1,333,293 

 
3,230 

 
3,000 

 
19,000 

 
23,000 

 
19,000 

12,200 27,200 27,200 27,200 57,200 

50,802 178,301 179,232 179,232 179,232 

36,650 80,100 80,100 80,100 80,100 

9,200 18,700 18,700 18,700 18,700 

5,000 14,000 17,000 14,000 26,650 

5,000 17,000 50,500 121,000 76,000 

2,550 4,100 4,100 4,100 4,100 

17,246 12,890 22,890 15,390 22,890 

0 0 0 0 0 

5,750 29,100 29,100 29,100 24,850 

9,375 30,495 30,495 30,495 30,495 

21,293 44,043 44,043 44,043 44,043 

17,633 30,800 30,800 30,800 30,800 

16,667 40,000 40,000 40,000 40,000 

11,700 14,000 14,000 14,000 14,000 

4,167 10,000 10,000 10,000 10,000 

77,017 52,517 52,517 52,517 52,517 

305,480 606,246 669,677 733,677 730,577 

-86,660 431,677 504,085 440,085 443,185 

272,498 339,232 393,232 432,818 460,385 

-359,159 92,446 110,853 7,267 -17,200 

-7,000 -14,000 -14,000 -14,000 -14,000 

-366,159 78,446 96,853 -6,733 -31,200 

 
187 

 
1,006 

 
1,079 

 
1,163 

 
1,163 

0 0 4,056 4,992 0 

95 513 550 593 593 

0 0 2,067 2,544 0 

0 0 6,630 8,160 0 

283 1,519 14,382 17,452 1,756 

-366,441 76,927 82,472 -24,185 -32,956 

 

 
Tabled above is a breakdown of what the operating costs of the future operating company are likely to 
be. This table was used to prepare the previous tables (see § 5.6 and 5.7 above). It also takes 
account of financial expenses related to the envisaged financing method, as well as the various types 
of tax liability. 



 

 
 

5.10 Finance details and liquidity plan 
 

 
in ,000 of CHF 

RECEIPTS 

2021 2022 2023 2024 2025 2026 

T1 T2 T3 T4 T1 T2 T3 T4 T1 T2 T3 T4 T1 T2 T3 T4 T1 T2 T3 T4 T1 T2 

      

Earnings from activities 0 0 296 260 517 420 719 301 517 416 886 319 517 333 965 319 517 254 974 319 517 245 

Other earnings 0 0 56 82 75 101 80 75 75 101 80 75 75 101 80 75 75 101 80 75 75 101 

Contributions and sponsoring 0 0 10 52 0 0 10 110 0 0 10 110 0 0 10 110 0 0 10 110 0 0 

Equity 1,200 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

Bank loans 350 0 350 0 0 0 0 0 0 0 0 0 0 0 0 600 0 0 0 0 0 0 

FET / FER loan 0 500 0 500 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

LADE / LPR loan 500 500 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

Non-repayable aid 0 0 567 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

TOTAL RECEIPTS 2,050 1,000 1,279 894 592 521 809 486 592 517 976 504 592 434 1,055 1,104 592 355 1,064 504 592 346 

OUTLAYS 
                      

Investments    

Personnel costs 

Operating costs       

VAT 

Taxes 

Interest payments 

Financial servicing 

FET/FER (15 yrs)  

LADE/LPR (15 yrs) 

187 

14 

0 

0 

0 

0 

 
0 

0 

2,193 

33 

37 

-13 

0 

2 

 
0 

0 

1,207 

194 

140 

-159 

0 

2 

 
0 

0 

587 

326 

129 

-71 

0 

4 

 
0 

0 

280 

372 

215 

-27 

0 

4 

 
17 

17 

86 

303 

113 

7 

0 

3 

 
17 

17 

254 

347 

148 

23 

0 

4 

 
17 

17 

16 

320 

129 

28 

2 

3 

 
17 

17 

16 

372 

217 

17 

0 

4 

 
17 

17 

16 

300 

148 

26 

5 

3 

 
17 

17 

16 

343 

149 

25 

5 

4 

 
17 

17 

16 

319 

155 

57 

4 

3 

 
17 

17 

97 

372 

215 

16 

0 

4 

 
17 

17 

97 

300 

187 

20 

6 

3 

 
17 

17 

108 

343 

148 

11 

6 

4 

 
17 

17 

0 

319 

182 

56 

5 

3 

 
17 

17 

0 

372 

215 

15 

0 

4 

 
17 

17 

0 

300 

197 

27 

0 

3 

 
17 

17 

0 

343 

148 

11 

0 

4 

 
17 

17 

773 

319 

169 

65 

2 

3 

 
17 

17 

0 

372 

208 

-39 

0 

4 

 
17 

17 

407 

300 

158 

27 

2 

3 

 
17 

17 

TOTAL OUTLAYS 201 2,251 1,384 975 878 546 810 533 660 532 576 588 738 647 653 599 640 561 540 1,365 579 932 

Opening balance         

Cash flow variance     

Closing balance 

0 

1,849 

1,849 

1,849 

-1,251 

597 

597 

-105 

492 

492 

-81 

412 

412 

-286 

125 

125 

-25 

100 

100 

-1 

99 

99 

-47 

52 

52 

-68 

-15 

-15 

-15 

-30 

-30 

400 

370 

370 

-84 

285 

285 

-146 

139 

139 

-213 

-74 

-74 

402 

328 

328 

505 

832 

832 

-48 

784 

784 

-206 

578 

578 

524 

1,102 

1,102 

-861 

241 

241 

13 

254 

254 

-586 

-331 

 
The cash flow statement above, organized by calendar quarter, shows that the future operating company may need to borrow at certain times to 
ensure its cash flow (Q1 and Q2 2023, Q2 2024, Q2 2026). The amount for Q2-2026 relates to major investments made at the end of 2025 and mid-
2026 (CHF 1,180,000.-). These will cosequently be financed by 72% of the company,s equity. 



 

5.11 The operating company 
 

All proposed activities will be coordinated and/or managed by Télé-Château-d,Oex SA (TCO), 
which owns the La Braye facilities. 
 
The objective is to create a strong and efficient organisation in order to optimise the 
management and marketing of tourist, leisure and cultural infrastructures, while reducing 
operating costs. In this way, solvency with respect of banks and private investors is increased. 
 
TCO,s mission is to, "allow people to discover the gentleness of the Alpine environment through 
the richness of its region and its activities”. 
 
Its vision is, "to offer, in a natural park, a range of varied activities for all, from the base station 
to the top, while respecting the values of the region". 
 
All activities will be developed with the aim of offering unique experiences. They will be 
progressive and modular. To ensure this continuous evolution, TCO will recruit a person 
dedicated to the development and coordination of activities. 

 
All the projects identified, including snow sports, will meet the following criteria: 

 

• Ecotourism 

• Family, for all 

• Profitability, self-financing 

• Job generator 

• Improvement of the resort’s image 

• Discovery of the region and education. 

 

The TCO structure will be finalised according to the decision on the continuation of the project. In the 
spirit of a public-private partnership, the desire would be to have representation from the communal 
authorities, PERET and the Tourist Office on the board of directors. 
 

TCO is currently an under-capitalised company. For this reason, the contribution of equity 
capital should be achieved through a substantial capital increase, the subscription of which 
would be widely open to the inhabitants (permanent or not), the region’s businesses and 
companies and, more widely, to any interested investor. 
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6. Details by project 

 
6.1 Cable lifts and sledges 
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Key  dates 
 

Sabert analysis 

Finance 

Renovation 

Opening 

Completed November 2020 

End of February 2021 

March 2021 

August 2021 

Objective: 
 
To support the development of all proposed activities, all cableways must be brought up to date and up to standard. To support the 3 seasons + ski 
strategy, whereas La Videmanette caters to the needs of experienced skiers, La Braye will enable families to ski with their children, rediscover 
classic skiing, have slopes on which to learn to ski, and enjoy the simple pleasures of the snow, such as sledging or snowshoeing.  
 
The main line of La Braye as well as the buildings necessary for the operation are maintained and renovated:  
 
Château-d’Oex - Praz Perron cable car 
Praz-Perron chairlift - La Montagnette 
Le Poma" and "Le Grin" ski lifts (winter only) 
La Montagnette 
Annex buildings 
 
Between the carried cable lifts and the dragged ski lifts, 11 new posts have been created. 
 

Carried lift stations:            Dragged lift and sledge stations: 
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The investments required to bring the cableways up standard are as follows: 
 

Activity 

Element 

 
2020 

 
2021 2022 2023 2024 

 
2025 2026 

 
 

Cableways 101,500 2,315,300 - - 608,400 718,000 378,400 

Sabert technical study, phases 1 and 2 101,500 

Concession 10,000 

Technical renovation of stations 59,100 

Motors, lines, gearing, counter charge 468,800 

Building renovation 230,000 

Electrical installations 627,600 

Technical study, installation, documentation 334,800 

Revision of bogeys 80,000 

Additional costs (transport) 12,300 

New cabins 378,400 

Electrical 105,000 608,400 

Garaventa revisions 127,700 

Civil engineering 50,000 

Hydraulics and breaks 75,000 

Building renovation 135,000 

78 new covered chairs, including installation 718,000 

Drag lifts, sledges - 83,000 - - - - - 

Restart Poma + Grin 50,000 

Snowmobile 15,000 

Purchase of 40 sledges 8,000 

Concession 10,000 

 

 
The estimation of the results of the operation of drag lifts and sledging, and including the costs of the cableways are as follows:  

 

Activity 

Element 

 
Drag lifts and 
sledges 

 
2021 2022 2023 2024 2025 

 
2026 

Incomes 156,435 636,418 640,903 640,903 640,903 640,903 

Personnel costs 131,404 343,058 343,058 343,058 343,058 343,058 

Operational costs 50,283 128,195 144,845 189,095 149,745 108,595 

Debt servicing 50,580 42,580 42,580 51,706 62,476 65,152 

EBIT -75,831 122,586 110,421 57,045 85,625 124,099 

T
é

lé
s
iè

g
e
 

T
é

lé
c
a

b
in

e
 



32 

 

6.2 Restaurant & Glamping 
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Key dates 
 

Infrastructure analysis 

Design 

Call for tenders 

Renovation 

Opening 

End of November 2020 

End of December 2020 

January 2021 

April 2021 

August 2021 

Objective: 
 
This project corresponds to at least two of the identified strategies: professionalism/service and attractiveness of the region, adding a new  product and 
allowing a differentiating approach in the field of hospitality. 
 
To completely respect our vision of authenticity and discovery, the summit restaurant must be accessible to all, all year round. It will be part of the summit 
experience, and the menu will be developed largely around regional products. 
 
In partnership with hotel schools, we aim to attract young chefs who will come to liven up the Table du Chef: these original culinary experiences will be 
renewed periodically, ensuring that they satisfy the expectations and curiosity of the guests. And why not, by reservation, allow guests to develop and/or 
cook their own menus based on local produce and plants from the garden.  
 
Initially, the basement, ground floor and terrace will be renovated, including the sanitary facilities and kitchen s, ensuring accessibility for people with reduced 
mobility. In a spirit of the “carnotzet”, the chef’s table would be installed in the basement, to benefit from an exclusive atmosphere and above all from the 
magnificent view that can be admired from the basement’s hidden windows. 
 
In a second phase, the first floor of the restaurant will be renovated as a reception and relaxation area. The roof will also be transformed into a permaculture, 
to develop a bucolic lounge bar concept: "enjoy your drink with your feet in the fresh grass at 1 ,650 metres.” 
 
Knowing that clients are always on the lookout for something new and to provide a truly differentiating product, the project plans to develop a glamping 
concept (glamorous camping) at the top. This is a type of camping that responds to the essential values of a return to nature . Very much in vogue, it offers 
authentic accommodation, but with a certain degree of comfort, in the heart of the natural environment. The complex would include five tents, 
accommodating a maximum of 12 people. It would initially be open for five months of the year from May to September. Depending on conditions and 
demand, the possibility of extending it over a longer period should be studied. 
 

The restaurant and glamping will create 5 jobs.  
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Required investments are as follows: 

 
Activity 

Element 
2020 2021 2022 2023 2024 2025 2026 

Restaurant and glamping 

Purchase of restaurant 

Renovations and furnishings 

50,000 

50,000 

530,000 

 
220,000 

- - 250,000 - - 

Installation of kitchens, buffet, tableware 

Exterior installation including terrace 

 200,000 

20,000 

 
150,000 

Alpine Lounge   100,000 

Glamping development  90,000  

 
Various hypotheses were integrated to estimated operational results:  

 
- 10% of the costs & depreciation of the ski lifts were allocated to the restaurant and glamping,  

- The occupancy rate is based on the figures of the ski lift passages,  

- The average occupancy rate is 32%, 

- A proposal to develop a chef’s table with a 45% occupancy. The estimated operating returns for the restaurant and glamping are:

Activity 

Element 

 
Restaurant et glamping 

2021 2022 2023 2024 2025 2026 

 

Revenues 206,459 589,092 603,010 603,010 603,010 603,010 

Personnel costs 135,814 292,023 292,023 292,023 292,023 292,023 

Operational costs 100,616 259,351 263,332 265,582 271,032 270,232 

Debt servicing 51,227 70,427 70,427 85,969 89,559 73,451 

EBIT -81,198 -32,709 -22,772 -40,564 -49,604 -32,696 
 

As the EBIT has shown, regular activities need to be offered at the summit so as to generate a sufficient and dependable clientele if operations are 
to be profitable. 
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6.3 Alpine garden, exploration paths, beehives, disk golf and play area. 
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Objective: 

 

To develop a multitude of activities at the summit, to make the concept of “the mountain for all” a reality. These activities are expected by 
the clientele but are not a source of income. Nevertheless, they will help to ensure regular attendance to support  the restaurant’s activity. 

 

The Alpine Garden is a concentrated display of the vegetation and flora of the region. The development of beehives at 1 ,600 metres is an 
opportunity to produce organic honey which can then be sold in the restaurant. It also represents an educational opportunity for young 
and old alike. 

 
 

Walking trails are an important part of the concept, for these allow visitors to 
discover the richness of the mountain and the diversity of its flora and fauna 
through hiking. The well-marked and signposted trails allow easy and safe hikes 
suitable for families and children. They are integrated in or complementary to 
existing offers, such as the ant educational trail. 

 

4 circuits are planned: 
A. The 15-minute "Découpage" circuit (easy) - a tour of the restaurant which will 
be arranged so that people with disabilities and families with prams can fully 
enjoy the mountain and its treasures. 
B. The "Sarouche" trail which will take hikers to the nearby Sarouche to admire 
the roof of Europe: Mont-Blanc. 
C. The Panorama Trail 
D. The Rochers du Midi hike for experienced walkers. 



 

Alpine garden and 
beehives 

 

 
At the top of the chairlift, visitors have a breath-taking view of the floral beauties of the garden. In partnership with 
the RNP, the project team will ensure a diversity of plants representative of the region and the Waldensian Alps. 
Visitors will be able to discover these thanks to original brochures. 

 

Opportunities present themselves to develop the Alpine garden in partnership with other gardens, such as that at the 
Rochers de Naye, in a spirit of twinning. 
 
The installation of beehives at 1,600 metres, in collaboration with the Pays-d’Enhaut beekeeping society, is an 
opportunity to produce organic honey which could then be sold in the restaurant. It is also an educational subject for 
young and old alike. 

 

 
 
 
 

Disk golf, children’s playground 

 
 

While waiting for an offer from the company, Altitude Montage to create an adventure park -type 
approach in the vicinity of the restaurant, for children of all ages.  

 

The goal is to keep them happily occupied while their parents enjoy the mountains. 
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Estimated investment requirements are:  

 
Activity 

Element 
2020 2021 2022 2023 2024 2025 2026 

Alpine garden, exploration paths, disk-golf 

Purchase and planting of plants 

Development of beehives 

20,000 69,600 

10,000 

10,000 

25,000 

10,000 

5,000 

- 30,000 - - 

Creation of a stream 

Playground equipment 

  
20,000 

 
10,000 

30,000 

Development of walking paths 20,000 20,000   

disk-golf course and baskets  9,600   

 
Estimated operational returns take account of revenue generated by the cableways: 

 

Activity 

Element 

 

Alpine garden, exploration paths, disk-golf 

 
2021 2022 2023 2024 2025 

 
2026 

 

Revenue 75,852 200,936 200,936 200,936 200,936 200,936 

Personnel costs  45,824 64,499 64,499 64,499 64,499 64,499 

Operating costs  21,347 24,950 31,195 33,220 33,940 33,220 

Debt servicing  23,707 32,041 32,041 31,445 26,343 28,045 

EBIT -15,026 79,446 73,201 71,772 76,154 75,171 

Key dates 
 

Planting 

 Installation of hives  

Disk golf 

Opening 

Under 

way  

To be 

decided 

January 

2021 

August 2021 
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Key dates  
 

Infrastructure analysis August 2020 

Design Autumn 2020 

Call for tenders January 2021 

Standard testing Spring 2021 

Opening Summer 2021 

6.4 Mountain bikes, Cimgo, Grass scooters, Mountain Kart 
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Objective: 

 

The region was lucky enough to host the Mountain Bike World Championships in September 1997. Today, the activity has become very popular 
indeed. A scalable product will need to be created. At the start, the project foresees two tracks: the first – already in existence – will be 
dedicated to beginners, the Mountain Kart and Cimgo. A second track will be created for more advanced mountain bikers, lookin g for a more 
complex and demanding route. 

A track for the Cimgos will allow the region to differentiate itself by offering an in-demand activity (and indeed there is already a strong demand) 
for people with disabilities. 

In extension of this scalability, the establishment of a bike park near the restaurant would be advantageous. The product will not be in 
competition with those of the surrounding resorts but will complement them. By being part of the Magic -Pass, Château d,Oex will constitute a 
new place to be initiated to mountain biking at a reasonable price and will allow this new clientele to discover new spaces and new sensations. 

Working within the ecosystem, these trails are currently being developed with the Tourist Office and the various actors in the area. 

A patroller’s job will be created to monitor the footpaths and mountain bike trails. The estimated investments are: 
Activity 

Element 
2020 2021 2022 2023 2024 2025 2026 

VTT, e-bike, Cimgo, Mountain Kart, etc. 10,000 136,000 26,000 - - - - 

Mountain bike trails  

Mountain Karts 

Grass scooters 

10,000 100,000 

6,000 

30,000 

20,000 

6,000 

 
Estimated operational returns take account of revenue generated by the cableways: 

 

Activity 

Element 

 
VTT, e-bike, Cimgo, Mountain Kart, etc. 

 
2021 2022 2023 2024 2025 

 
2026 

 

Revenues 96,950 169,280 169,280 169,280 169,280 169,280 

Personnel costs 43,104 59,704 59,704 59,704 59,704 59,704 

Operating costs 24,527 53,000 55,440 61,240 87,880 57,240 

Debt servicing 27,421 30,621 30,621 33,055 35,927 30,240 

EBIT 1,898 25,955 23,515 15,281 -14,231 22,096 
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6.5 Zip lines 
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Objective 
 
In addition to the existing zip line at the summit, four new ones running from Praz-Perron to the finish (base station, route de la Ray) are 
being studied. 
 
The separation into four sections, will allow everyone to try it. The starting point will be located at Praz-Perron and it will finish at the 
departure station of the village. The total length will be approximately 1,500 metres (along the main cable line), the longest section of which 
is estimated at 1,100 metres. It will therefore be one of the longest zip lines in French-speaking Switzerland. 
 
For the most courageous, the lines will deliver high-grade adrenaline thrills. This zip line will be complementary to the existing one at the 
top, near the restaurant. 
 
The product should be accessible to all, with a marketing and pricing strategy designed to develop regular use. M. Travelletti (Magic-Pass) 
made the following suggestion: "It would be better to have several accessible zip lines that children could do several times, rather than one 
large one that will generate only a single passage”. 
 
The zip lines will create the equivalent of 6 jobs: 

 

 

Necessary investments are: 

 
Activity 

Element 

 
 

 
2020 2021 2022 2023 2024 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
2025 2026 

 

Zip lines 

Revision of current zip line 

Construction of new zip line(s) 

10,000 

10,000 

200,000 

 
200,000 

420,000 - - - - 

 
400,000 

Photo booth   20,000 

Key dates 
 

Analysis of options End November 2020 Finance

 December 2020 – March 2021 

Construction From April 2021 

Opening May 2022 
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Estimated operational returns take account of revenue generated by the cableways: 

 
 

Activity 

Element 

Zip lines 

 
2021 2022 2023 2024 2025 

 
2026 

Revenues 50,620 333,978 441,928 441,928 441,928 441,928 

Personnel costs 77,628 299,954 290,468 290,468 290,468 290,468 

Operating costs  15,198 41,500 69,210 74,160 75,920 74,160 

Debt servicing 25,358 45,358 87,358 94,051 101,949 106,111 

EBIT -67,565 -52,834 -5,108 -16,751 -26,409 -28,811 
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7. Planning and future stages  

 
The planning takes into account a decision made by regional authorities in mid-September to aim for an opening of the facilities on 1 
August 2021. Should the first milestone of the regional decision be postponed, the planning will be shifted by the same am ount, 
postponing the opening probably to the beginning of the summer season in May 2022. The schedule below is therefore provisional. 
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