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RUOTSI
597 300

289 M€

NORJA
199 400
60 M€
TANSKA
1SO - 113 600
BRITANNIA Ak
585 800
136 M€
YHDYS-
VALLAT
268 700
ALANKO-
137 M€ M AATO BiLSGOIDA
227 400
44 M€

ESPANJA
162 400

51 M€

VISIT FINLANDIN KOHDE-
MARKKINAT JA MUUT
SUOMEN MATKAILULLE

MERKITTAVAT MARKKINAT

Yopymiset ja matkailutulot
Suomessa 2017

RAN SKA
280 100

VENAJA
.- 821 700
219 500 B €
185 M€
SAKSA
623 000
178 M€
ITALIA KIIN A
Y -’ & HONG
KONG
361 800
152 M€
INTIA

SVEITSI
167 500
45 M€

YOPYMISET 2017
KESAKAUSI

YOPYMISET 2017
TALVIKAUSI

PAAMARKKINAT

VAKAAN KASVUN
MARKKINAT

NOPEASTI
KASVAVAT & UUDET
MARKKINAT

78 600

Ulkomaisia yopymisia 6,7 miljoonaa.
Matkailuvienti 4,0 mrd € (arvio 2017).

Kotimaisia yopymisia 15,2 miljoonaa.

ETELA-
KOREA
51 600

Kotimaiset matkailutulot 10,2 mrd. € (v. 2016).

Léhteet: Tilastokeskus - Visit Finland, tilastopalvelu Rudolf

JAPANI
238 300

59 M€



Matkailun suuralueet

ja niiden matkailijomaarat

T
]
]
I
8,3 milj. ulkomaista matkailijaa, |
joista 35 % lomamatkalla Suomessa :

]

]

]

I

1.9M
(+20 %)

____________________________

Lahde: Visit Finland Matkailijatutkimus 2017
Visit Finland



Lakeland kohdemarkkinat
Kiina, Saksa, Vendijd, Japani

Top ldhtémaat Jarvi-Suomessa 2017
398 300 yopymisten lukumddrd ja muutos edellisvuoteen

+12 %

114 300
+22 %

25800 11 200
+55% 6%
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Visit Finlandin Matkailijatutkimus 2017
Mikd Suomessa kiinnostaa ja mitd matkailijat harrastivat

Lomamatkailijat

Yopyneista matkailijoista

M Harrasti 1 kiinnostaisi
56 % kertoi
0 Kkertol 0% 20% 40% 60% 80%  100%
harrastaneensa Rakennukset, linnat, monumentit, museot [ N
kesdaktiviteetteja Shoppailu NN 5

[ Kavely, vaellus, retkeily luonnossa ]_ |
Suomalaiset makuelamykset | NN 3

Naiden lisaksi 32 %

I Muut ulkoilma-aktiviteetit SN < -~ | ySpyneisti of
harrastanut ulkoilma-

l Kansallispuistot I- R | |
aktiviteetteja (sis. niin |

Vuoden 2014 yopyneistd
matkailijoista seuraavista

Muut talviaktiviteetit ja kokemukset (mm... [l B | Kedds. koin
Kulttuuritapahtumat |l |
Suomalaiset (kesd)mokit | I
Talviurheilu (hiihto, laskettelu,... |l B |
Perhekohteet (huvipuistot yms ) |l "8
Konsertit ja musiikkifestivaalit [l "l
Hyvinvointipalvelut ja hoidot il "M
*  Pydrdily [ Pyoraily, maastopyoraily ]. - |
* Kalastus Urheilutapahtumat [l "l

*  Eldinten tarkkailu ja
VISIT FINLAND MATKAILIJATUTKIMUS 2017 & 2014 TUTKIMUS- JA ANALYSOINTIKESKUS TAK OY @

kesdaktiviteeteetteja harrasti 25

%

*  Patikointi, vaellus,

talviaktiviteettejd)

luonnonpuistot
*  Vesiaktiviteetit (melonta, soutu,
purjehdus, uinti...)

-valokuvaus




Outdoors Finland
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Kesaaktiviteetit

Outdoors Finland combines the strategic points of activity travel in the summer -
pure nature, national parks and various activities

the woods
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WALKING,
HIKING,
TREKKING

CYCLING,
MOUNTAINBIKING

Qutdoor U Visit Finland

KAYAKKING,
CANOEING

Euroopan maaseudun
kehittamisen maatalousrahasto:
Eurooppa investoi maaseutualueisiin
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Saddle up

EQUESTRIAN

7

Vaellusratsastus & kevyet
aktiviteetit osana muita
matkailupalveluita
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Motive based
segmentation to
optimize marketing
activities

Research conducted for Visit Finland by Nepa

10
@ Visit Finland



Situation based segmentation
will answer the following...

What should we communicate (Content)?

To whom should we communicate (Target groups)?

Where should we communicate (Channel choice)?

When should we communicate (Timing for travel and decision)?

@ Visit Finland

@ Visit Finland



Method of the segmentation project

Conducted in four countries:

)
]

AN

7/

"

f?f'

N

London and

Berlin, Bavaria and Tokyo and Nationally
Manchester area

Nordhein-Westfalen area Osaka area representative

@ Visit Finland

@ Visit Finland



Qualitative study conducted first

Kick-off workshop

Desktop research (Nepa)

Stakeholder interviews (Nepa)

Conclusions of stakeholder interviews (Nepa)
Development of segmentation model (Nepa)

Segmentation model workshop

Final segmentation model for
the questionnaire:
Five main travel motives to
measure



The process of the segmentation solution

Analysis conducted in the process of formatting the segmentation
solution included the following

v’ Frequency analysis

v’ Country differencies

Based on these analysis we
v . have estimated the optimal
Factor analysis solution for the segmentation

v' MDS (multidimensional scaling)

v’ Correlation analysis

v Overlap calculations

v’ Drivers analysis (maxdiff)
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Based on analysis six main segments were identified

Nature
Nature Wonder Exolorers
Hunters P
Luonto-

Luonnon ihmeiden

e nautiskelijat
metsistijit J

Activity
Enthusiasts

Aktiiviset
seikkailijat

City

"Comfort Seekers” Breakers Authentic Llfestyle

Seekers
”Suomalainen City- .
luksus” breikkaajat Altog.(-i.en
etsijat




Example of segmentation overlap

The higher the icon is in the graph the higher the overlap between segments

42% Luontonautiskelijoista on
70% my®os Luonnon ihmeiden

metsastajia 37% Aitouden etsijoistd on

60% - . .
my&s Citybreikkaajia
50%
City breaker
40%
Nature explorer
30%
Nature Wonder Hunter
20% Activity Enthusiast
10% Authentic Lifestyle Seeker
Comfort Seeker
0%

Q: Which are the most likely motives for you to make a leisure trip to Europe?
Base: 154-381 IP



Introduction to segments

Luontoeldmykset

ah

City-
breikkaajat

Gender distribution quite
even, older age distribution.
Does more weekend trips
than other segments.

Important when travelling
Safety, but also history and
buildings/sights drive
travelling for segment.

Top interests include

. Historic attractions

. Cultural places and
design districts

. Culinary experiences

Luonto-
navutiskelijat

More men than women,
consumers from all age
groups.

Important when travelling
Safety as well as peacefulness
and quietness of the
destination.

Top interests include

. Natural parks and
forests

. Northern lights

. Enjoying surrounding
nature

Luonnon
ihmeiden

metsdistdjat

In UK and Germany more
female than male, in China
and Japan more male than
female. Older than other
segments.

Important when travelling
Safety and peacefulness. For
Chinese and Japanese the
destination needs to be also
exotic.

Top interests include

. Northern lights

. Natural parks and forests

. Midnight sun and white
nights

Aktiiviset

seikkailijat

Both male and female, young
segment. Travels more with
family than other segments.

Important when travelling
Most important drivers for
travelling are destination
being safe and secure, also
peacefulness valued. Food is
also an important aspect.

Top interests include

. Experiencing winter
. Skiing

. Hiking

Aitouden

etsijat

Somewhat older segment,
gender distribution
dependent on country.

Important when travelling
Authentic Lifestyle Seekers
value an opportunity to get to
know a new culture or way of
life.

Culinary culture and safety
also important.

Top interests include

. Experiencing local
lifestyle

. Museums displaying
local culture

. Local events

“Suomalai-nen

luksus”

Younger segment, more male
than female travellers.

Important when travelling
Safety and culinary
experiences. Also important
that the destination is
genuine and idyllic.

Top interests include

. Special accommodation
. Husky/reindeer ride

. Wellbeing treatment

Kaupunki-
kulttuuri

Kiireetto-

myys,
vaivattomuus

Eksotiikka,
Once in a
lifetime —

elamykset

Aktiviteetit,

palvelut
saatavilla

Turvallisuus Turvallisuus, rauha Aitous

Like a local

Korkea
laatu ja

palvelun

taso

Visit Finland



Overview of situational segments and most relevant interests

Main
—J
segments

Most
relevant
interests

City-
breikkaajat

Historic
attractions

Shopping

Culinary
experiences

Luonto-
nautiskelijat

Luonnon
ihmeiden
metsastadjat

Aktiiviset
seikkailijat

i

Extreme sports
(e.g. bungee
jumping)

Cross
country
skiing

Wild animals

Hiking

Experiencing
China specific winter

Aitouden “Suomalai-nen

etsijat luksus”

Museums
displaying
local art

n Germany specific ]

Local culinary
experiences

UK specific

13

Source: Visit Finland Segmentation Study 2017

Visit Finland



Which segments should we focus on?

Size / Value:

The segment needs to be large enough

Current image:

Finland’s strengths today needs to
be taken into consideration

Desired image:

The desired position of Finland

@ Visit Finland



Segment sizes

® & ® ®

Luonnon
City- Luonto- ihmeiden Aktiiviset
breikkaajat  nautiskelijat metsdstdjat  seikkailijat
UK

Germany

Japan

China ;
Average E

All respondents are consumers who have made a leisure trip to Europe/Nordics last 12 month or who are
planning to make a leisure trip the next 12 months

® ®

Aitouden “Suomalainen
etsijat luksus”

@ Visit Finland



= cold Helsinki

no

snow sauna Natll re fios

ice

reindeer

people I a ke s forests

@ Visit Finland
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Country summary China

Image of Finla




Country summary UK

Image of Finland

Helsinki
northern

lapland

good
lakes

beautiful

Weather

nature

people

winter




Winter and cold are the main motives for travelling to Finland?

good aall cold Helsinki
lakes Co northern beautiful northern
beautiful lapland snow sauna Nature o
i “e reindeer
ang:her S n ow e people I k forests
People country reindeer a es

. helsinki
claus £3 I Nights island COll I'Itl'
aUlora fj?af.g C“?’di anary SNOW lake aurora y
white , santa ‘ ﬁnngﬁl icethousand .. el

m oo m I n helsinki

nokiaclaus northern

Q: What is the first thing you
think about when you think

: r,\ - e :
’QO' Visit Finland



NO! Summer is equally interesting once people get informed

B Winter holiday experience

® Summer holiday experience Summer holiday experience
100%

90% 82Y% 86% 85%
80% 7% 739
70%
60%
50%
40%
30%
20%
10%

0%

60% 62%

UK Germany Japan

Very interested (sum 5-7)

All respondents are
consumers who have
made a leisure trip to
Europe/Nordics last
12 month or who are
planning to make a
leisure trip the next
12 monthsc




What’s unique for Finland compared to other countries

Activities associated with Finland -
Points of difference (POD) vs other countries

Experienc.ing Experiencing Experiencing Experiencing Experiencing
Northern lights Local nature Natural Forest Lakes Winter

@ Visit Finland



Compared to other travel destinations Finland stands out when it comes to
Northern Lights and Nature as well as Winter experiences in general

Activities associated with Finland - Points of difference (POD) vs other countries (=" I;O_D_ Y
l
o - | Finland |
o il | S v
35% 1 — Average
30% A
26%
25%
20% - 9% 18%  qpy  18%  18%

16%

15% A

10% -

5% 7

Jarvet
Metsat Paikallinen Sauna

luonto Talvi
Husky- ja porosafarit

- J y @

Revontulet




Uniqueness gives Finland the possibility to
win within several segments interested in

NV
N

different =
types of nature experiences .
High interest in
segment
Luonnon
City- Luonto- ihmeiden Aktiiviset Aitouden ”"Suomalainen
breikkaajat nautiskelijat  metsistsjat  seikkailijat etsijat luksus”

POD Finland

v’ Experiencing Northern lights

______________________________________________________________

i S ——

v’ Experiencing Winter

All respondents are consumers who have made a leisure trip to Europe/Nordics last 12 month or who are
planning to make a leisure trip the next 12 months 3 se
Visit Finland



Core segments

Luonnon
ihmeiden
metsastajat

Luonto-
nautiskelijat

Aktiiviset
seikkailijat

Supporting segments

Aitouden etsijat

“Suomalainen
luksus”

City-breikkaajat



Main focus
due to Finland
being strong
on nature

Core segments Supporting segments

Luonnon . -
ihmeiden Aitouden etsijat
metsastdjat

Luonto- “Suomalainen

nautiskelijat luksus”

Aktiiviset City-breikkaajat

seikkailijat

Visit Finland



@ Visit Finland

B,

Wants to achieve special
experiences during
holiday.

Important to see
wonders of the nature
and capture as well as
share them.

Schedule of the trip can
be tight, wants to see
everything that has been
planned.

Once in a lifetime
attitude separates from
Nature explorer, also
older than them



Activity Enthusiasts:

Why does the

segment travel? S

set seikkailijat

Story behind the
segment name

Wants to be active
during holiday and this
gives great mood and
energy to these
travellers.

Enthusiastic to try new
and unique/special
sports.

Also important to
experience beautiful
scenery trough activities.



Nature Explorers : nautiskelijat

Story behind the

Why does the segment name
segment travel?

Wants to rewind in nature

Natural park and enjoy the peace and
Forests beautiful scenery.
Lakes

G onuine natu Slow life, no rush.

Northern ligh

Midnightsnt
Retrites

Berries, mushro

@ Visit Finland : ; %

Enjoying the purity of
nature to get balance in
hectic everyday life.




Slido.com

#finland

egmen 'IIe voisi kehlﬂa ?

Kiireettomyys

UNESCO-kohteet Kansallispu

Camping

Vaellusretket

Mindfulness, retriitti

Vaivattomuus, kiireettomyys  Karhut ym. villieliimet, hylje < — i


https://wall2.sli.do/event/xuxn3pg0

Comfort See

" e
Why does the
segment travel? «

@ Visit Finland

dinen luksus

Story behind the
segment name

Wants to feel good
emotionally and fysically
(body&soul).

Ready to invest more in
expensive and special
accommodation and
activities.



hy does the

segment travel?

Getting .

to know
local lifestyle

wF

u_v'

< @ Visit Finland

festivals,

Local

Food,c
Culture de

Wants to blend in with
the locals and avoid
places with lots of
tourists.

Important to achieve
feeling of what it would
be like to live in the
country.

Versatile experience of
lifestyle of the country.



City Bregkers :

Wishes to see and explore the
specialities of a city, areas
where there’s interesting
experiences to see and do.

y cult
Museu
Design dis

Gegeral Stories and history of
the city important.

Desire to experience the

lifestyle of the city but clearly
from a travellers perspective.

\



What data has been analysed on country level?

UK: Nature Wonder Hunters

Nature wonder hunter

M Total

Overview
Segment value Budget Age Media usage Information from Inspirationfrom
89% Online travel sites 7% 64%
e ey O 0 o0 I Online travelstes | 5%
40 % 39%
0,
12/7 Of 795 36% 1B% Facebook 7769%% Travel related blogs SZZ * Travel related blogs a9 ;U *
Male | 41% value GBP S 2% I I ]
share Youtube _533; N wach evon . Watch televbion ey o
61% 38%
Online newspapers I 613% Paper versions of magazines 332:; Instegram .
Female = 59% L
18-30 3150 5175 Paper versions of newspapers _5“:_‘;% e — 0% Paper versionsof magadnes 33:;2
32%
. 76 %
Travels with: Most important when
2% o1% deciding destination
B Bk | 415 ” ¢
°* A7% 31%
3% Entire trip through online travel zw;s% F°% « Experiencingthe Northern
agengy | .
23% Lights
Paﬂ"{myse;f;:::layrmmugh - e o 18% * > B e pa S Gi ine & idylli
9 16 * Genuine & idyllic
and forests
10% . . . .
Package rom an operator gy « Experiencingthe Midnight ~~ * Safe and secure
ite ni * Opp. to get to know
Norway  Sweden  Finland  Denmark Tailored trip through a tour 6% Sun/White nights pp.to g 4
operator m « Enjoyingthe surrounding culture/way of life
Atun Winter  Spring_ Summer nature * Culinary culture and local
Friends 15% 45 % * Attend a husky or food
° . reindeer safari * Peaceful & quiteness
would likely visit Finland on Booking most commonly 2-3 months Typical travel duration
their trip before departure 1 week

Base: Segment 188 IP, Total 1000 IP

All respondents are consumers who have made a leisure trip to Europe/Nordics last 12
month or who are planning to make a leisure trip the next 12 months




Next steps

* USP:t ohjaavat tuotesisaltoja ja tuotteita

* Hyédynnetaan ohjelmien / projektien tuotekehityksessa,
tuotteistamisessa

ja sisaltojen luomisessa

@ Visit Finland



Next steps

 Kohderyhmaopas elinkeinon kayttoon

e Visit Finland Akatemian valmennuskokonaisuus

Slido.com
#finland

https://wall2.sli.do/event/xuxn3pg0

@ Visit Finland


https://wall2.sli.do/event/xuxn3pg0

BUSINESS FINLAND JA VISIT
FINLAND - ARVOT

3%

\\

70N

INNOLLA ISOSTI YHDESSA SISULLA
WITH PASSION THINK BIG ALL TOGETHER WITH SISU
#showyourpassion #setbenchmark #beinclusive #actionsmatter

Visit Finlandin matkailuyrittajan kansainvalistymiskriteerit ja kansainvalistymisopas:
http://www.visitfinland.fi/wp-content/uploads/2015/04/VisitFinland Kansainv%C3%A4listymiskriteerit.pdf?dl
http://www.visitfinland.fi/wp-content/uploads/2014/09/2014-MEK Kansainvalistymisopas.pdf?dl

Perustietoa tuotteistuksesta, Ourdoors Finland tuotesuositukset:
http://www.visitfinland.fi/tuoteteemat-ja-tyokalut/tuoteteemat/kesaaktiviteetit-outdoors-finland/tuotesuositukset/

@ Visit Finland



http://www.visitfinland.fi/wp-content/uploads/2015/04/VisitFinland_Kansainv%C3%A4listymiskriteerit.pdf?dl
http://www.visitfinland.fi/wp-content/uploads/2014/09/2014-MEK_Kansainvalistymisopas.pdf?dl
http://www.visitfinland.fi/tuoteteemat-ja-tyokalut/tuoteteemat/kesaaktiviteetit-outdoors-finland/tuotesuositukset/

My Stay —tuoteportaali

Esittelee Suomen kansainvdlisille yksittdismatkailijoille suunnattuja palveluja

Visit Finlandin taktinen tyckalu

lImainen palvelu yrityksille kunhan tayttad
kriteerit

Yli 3 000 kotimaista matkailualan palvelua
ja tuotetta

Jaottelu alueittain, kategorioittain,
vuodenajoittain ja top picks

Yli miljoona vierailua/vuosi,

n. 2 minuutin viipymd, yli 600 000 katsottua
tuotekorttia, yli 140 000 klikkausta yritysten
sivuille

Ldhes puolet kavijoistd on pdadattdnyt tulla
Suomeen eli hyvin potentiaalista yleiséd

Destinations
Archipelago Helsinki Lakeland
| B4

Ot
R S

Top Experiences

Activities




My Stay —tuoteportaali

Esimerkki hevosmatkailutuotteesta

Horse Riding Safari in Lapland and P&yrisjarvi

CATEGORIES

CONTACT

MyStay tuotekriteerit:

http: //www.visitfinland.fi /wp-content /uploads /2018 /04 /My-Stay-ABC-1.pdf2d|I

O


http://www.visitfinland.com/mystay/product/trail-riding-treeless-fell-lapland-horse-riding-safari-lapland-poyrisjarvi/653/
http://www.visitfinland.fi/wp-content/uploads/2018/04/My-Stay-ABC-1.pdf?dl

Visit Finland

Sini Markoff

Tilastosuunnittelija - Planner, Statistics
Visit Finland, Business Finland
sini.markoff(@businessfinland.fi

+358 50 462 2142



http://www.visitfinland.fi/studies/visit-finland-segmentation-study-2017/
mailto:sini.markoff@businessfinland.fi

