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

ESPANJA
162 400

51 Ma

VISIT FINLANDIN KOHDE-
MARKKINAT JA MUUT
SUOMEN MATKAILULLE

MERKITT V T MARKKINAT

Y° pymiset ja matkailutulot
Suomessa 2017

RUOTSI
597 300

289 Mu

RAN SKA

VIRO
219 500
185 MU
SAKSA
623 000
178 M
ITALIA
155 600
41 Ma
280 100 .

EMIRAATIT
9 900
SVEITSI
167 500
45 M

Y¥ PYMISET 2017
KES KAUSI

Y¥ PYMISET 2017
TALVIKAUSI

P MARKKINAT

VAKAAN KASVUN
MARKKINAT

NOPEASTI
KASVAVAT & UUDET
MARKKINAT

VEN J
821 700

461 Mu

INTIA
78 600

ETEL -
KOREA
KITIN A
& HONG
KONG
361 800
152 Ma

Ulkomaisia y° pymisi? 6,7 miljoonaa.
Matkailuvienti 4,0 mrd U (arvio 2017).
Kotimaisia y° pymisi# 15,2 miljoonaa.

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

L2hteet: Tilastokeskus - Visit Finland, tilastopalvelu Rudolf

JAPANI
238 300

59 Md



Matkaillun suuralueet

ja niiden matkailijjamaarat

T
|
I
8,3 milj. ulkomaistamatkailijaa, |
joista35 % lomamatkallasSuomessa :

I

|

1

(+20 %)

Léhde VisitFinland Matkailijatutkimus 2017
Visit Finland



Lakelandkohdemarkkinat

Kiina, SaksaVenaja Japani
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VisitFinlandin Matkailijatutkimus 2017
Mika Suomessa kiinnostaa ja mita matkailijat harrastivat

Lomamatkailijat
m Harrasti 1 kilnnostaisi

O o
56 /0 kertoi 0% 20% 40% 60% 80% 100%

harrastaneensa Rakennukset, linnat, monumentit, museoi GG
kesaaktiviteetteja Shoppailu I 1
[ Kavely, vaellus, retkeily luonnos< Sl Wl
Suomalaiset makuelamyksefllll l EEE 3

Suomalainen sauna I W | Naiden lisaksB2 %

_______ Muut ulkoilma-akiviteeit SN W <~ yopyneist ol .
' harrastanut ulkoilma :

| Kansallispuistot |-

adzdzi GF € @AL 1 GA DA G SEMAGINE 1| 2 ‘E@We&ﬁeja@s niig
Kulttuuritapahtumat [0 | talviaktiviteetteja) |

Yopyneistanatkailijoista

Vuoden 2014/6pyneist
matkailijoista seuraavista

kesaaktiviteeteettejarrast25

% Suomalaiset (kesa)mokitilllill "l

A Patikointi, vaellus, ChfOAdNKSA dz GEAMMEG2S AT SHTST dEX
luonnonpuistot Perhekohteet (huvipuistot yms )l "

A Vesiaktiviteetit (melonta, soutu, Konsertit ja musiikkifestivaalitij il
purjehdus, uinti...) Hyvinvointipalvelut ja hoidot Il

A Pyoraily ( Py6raily, maastopyoréaily| il il

A Kalastus Urheilutapahtumat [l

A Elainten tarkkailu ja
-valokuvaus

VISIT FINLAND MATKAILIJATUTKIMUS 2017 & 2014 TUTKIMUSA ANALYSOINTIKESKUS TAK OY @
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Kesaaktiviteetit

OutdoorsFinland combinesthe strategicpoints of activity travel in the summer d
pure nature national parksand various activities

a the woods
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Saddle up

WALKING, KAYAKKING,
HIKING, CYCLING,

TREKKING

WILDLIFE FISHING EQUESTRIAN
MOUNTAINBIKING CANOEING TOURISM
_—7

Vaellusratsastus kevyet
aktiviteetitosanamuita
matkailupalveluita

. - Euroopan maaseudun
OUtdOOF ViSI‘t Flnland kehittamisen maatalousrahasto:
Eurooppa investoi maaseutualueisiin 7\



Motive based
segmentation to
optimize marketing
activities



Situation based segmentation
gAftt lIyagSNI GKS T2ttt 2

What should we communicate (Content)?

Towhom should we communicate (Target groups)?

Where should we communicate (Channel chojée

Whenshould we communicate (Timing for travel and decision)?

@ Visit Finland

@ Visit Finland



Method of the segmentation project

Conducted in four countries:
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London and Berlin, Bavaria and Tokyo and Nationally
Manchester area NordheinWestfalenarea Osaka area representative

@ Visit Finland
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Qualitative study conducted first

Kickoff workshop

Desktop researchiNepa

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

. 9



The process of the segmentation solution

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

V Frequency analysis
V Countrydifferencies

V Correlation analysis Based on these analysis we
) have estimated the optimal
V Factor analysis solution for the segmentation

V MDS (multidimensional scaling)
V Overlap calculations
V Drivers analysisrnaxdiff)
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Based on analysis six main segments were identified

Nature Wonder Nature
Explorers
Hunters
Luonto-

Luonnonihmeiden

metsastajat nautiskelijat

Activity City L
Enthusiasts £ComfortSeekers Breakers Authentic Lifestyle
Seekers
Aktiiviset E{d2 Yl I A VB .
seikkailijat t dz| & dza £breikkaajat Ag;’s‘fjif”




Example of segmentation overlap

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

42% Luontonautiskelijoisba
70% myosLuonnorhmeiden

metsastajla 37% Aitoudenetsijoistéon

60% e . .
my0sCitybreikkaajia
50%
City breaker
40%
Nature explorer
30%
Nature Wonder Hunter
20% Activity Enthusiast
10% Authentic Lifestyle Seeker

Comfort Seeker
0%

~ - ~ ~ a —_ ~ —_

Q: Which are the most likely motives for you to make a leisure trip to Europe?
Base: 154381 IP



Introduction to segments

Luontoelamykset

City-

breikkaajat

Gender distribution quite

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

even, older age distribution.

Luonte

nautiskelijat

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
metsastajat

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

oSuomalainen

luksush

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

Kiireetté
myys

vaivattomuus

Eksotiikka

Once in a
lifetimed

elamykset

Aktiviteetit

palvelut

saatavilla

Turvallisuus Turvallisuusauha Aitous

Kaupunki
kulttuuri

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- Luonto-
breikkaajat nautiskelijat

Historic
attractions

Shopping

Culinary
experiences

Luonnon

Aktiiviset
seikkailijat

i

Extreme sports
(e.g. bungee
jumping)

ihmeiden
metsastajat

Cross
country
skiing

Wild animals

Hiking

Experiencing
China specific winter

Aitouden dSuomalainen
etsijat luksus

Local events

Museums
displaying
local art

Germany specific ]

Local culinary

experiences
UK specific

13

Source: Visit Finland Segmentation Study 201

Visit Finland



Which segments should we focus on?

Sizel Value:

The segment needs to be large enough

Currentimage:
CAYflFIYRQa a0NBy3IGKa ¢ ! &
be taken into consideration

Desiredimage:

The desired position of Finland

@ Visit Finland



Segment sizes

®

G ® ® ® @

Luonnon
City- Luonto- ihmeiden Aktiiviset Aitouden dSuomalainen
breikkaajat nautiskelijat ~metsastajat seikkailijat etsijat luksus
UK
Germany
Japan
China
"""""""" Average

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

@ Visit Finland



= cold Helsinki

no

snow sauna Natll re fios

ice

reindeer

people I a ke s forests
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CountrysummaryChina

Imageoic Finlag




Country summary UK

Image 6f Finland

Helsinki
gecd northern
lakes
beautiful Iapland

Weather

winter
nature

people




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

good aall cold Helsinki

lakes Co northern beautiful Ll

beautiful lapland snow sauna Nature o

Weather n W . Sl reindeer
nature it eople f t
peoples oreindeer Ia kes orests

country

. 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

o
’QO' Visit Finland



NO! Summer is equally interesting once people get informed

m Winter holiday experience

L00% m Summer holiday experience Summer holiday experience
0

90% 829 86% 85%
80% 7% 739
70%
60%
50%
40%
30%
20%
10%

0%

60% 62%

Germany Japan

Very interested (sum &)

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
12monthsc




=~

2 KI G Q& dzyAljdzS F2NJ CAYElFYyR 02

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

Experien_cing 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%

15% A

10% -

5% 7

Jarvet

MetsatPaikallinen 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 O
High interest in
segment
Luonnon
City- Luonto- ihmeiden Aktiiviset Aitouden E{ d2 YI f
POD Finland breikkaajat nautiskelijat metsastajat  seikkailijat etsijat f dz]l a dza

V Experiencing Northerﬂightsi

______________________________________________________________

______________________________________________________________

V Experiencing Natural Fores:

1
_______________________________________ -
1

V Experiencing Lakes

1
_______________________________________ -+
1

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 s e
Visit Finland



Core segments

Luonnon
ihmeiden
metsastgjat

Luonto-
nautiskelijat

Aktiiviset
seikkailijat

Supporting segments

Aitouden etsijat

odSuomalainen
luksus

City-breikkaajat



Main focus
due to Finland
being strong
on nature

Core segments Supporting segments

Luonnon
ihmeiden
metsastajat

Aitoudenetsijat

Luonto-
nautiskelijat

adSuomalainen
luksus

Aktiiviset City-breikkaajat

seikkailijat

@ Visit Finland



@ Visit Finland

zar‘. i

Unigue.

e
Ty “‘ ‘
il e i

Wantsto achievespecial
experiencesduring
holiday.

Important to see
wondersof the nature
and captureaswell as
sharethem.

Schedule othe trip can
be tight, wantsto see
everythingthat hasbeen
planned

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



Activity Enthusiasts: set seikkailijat

Story behind the

segment name
Why does the

segment travel? .

PRS- AT Wantsto be active
during holiday and this
givesgreatmood and
energyto these
travellers.

e 4 =

Enthusiastido try new
and unique/ special
sports.

5
‘ | ~ <

Alsoimportant to
experiencebeautiful
scenerytrough activities.

@ Visit Finland



Nature Explorers t nautiskelijat

Story behind the

Why does the segment name
segment travel?

Wantsto rewind in nature
Natural park and enjoy the peaceand

Ferests, beautiful scenery
Lakes _
A > Gentine nat Slowlife, norush.

Enjoyingthe purity of
nature to get balancein

Retrites hecticeverydaylife.

Berries, mushrt

@ Visit Finland : ; %




Slido.bom

#finland

£

Kiireettomyys

Kansallispuistoien tarionta
UNESCO-kohteet RadliodiliafiUuiotoJGIl Laljulita

Puhtaus, aitous

Camping

Vaellusretket
Mindfulness, retriitti

Vaivattomuus, kiireettomyys  Karhut ym. villieliimet, hylje ij ~-


https://wall2.sli.do/event/xuxn3pg0
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' Coa
Comfori*See
—

. e Ll ) o |
Why does the
segment travel?«

@ Visit Finland

ainenuksus

Story behind the
segment name

Wantsto feel good
emotionally and fysically
(body&soul.

Readyto investmorein
expensiveand special
accommodationand
activities.



ﬁ/hy does the W
segment travel?

Getting

to know.
locallifestyle

Lo
o

wF

u_v'

< @ Visit Finland

Wantsto blendin with
the localsand avoid
placeswith lots of
tourists.

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

Versatileexperienceof
lifestyle of the country.
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City Brgakers :

J

C‘\ty cul

Museu

Design

d

Gelera

e*

Wishesto seeand explorethe
specialitiesof a city,areas
where i K S MiSresting
experiencedo seeanddo.

Storiesand history of
the city important.

Desireto experiencethe
lifestyle of the city but clearly
from atravellersperspective



What data has been analysed on country level?

UK: Nature Wonder Hunters

Naturewonder hunter

M Total

Overview
Segment value Budget Media usage Information from Inspiration from
Watch television 899% Ol ravel e s Oniine travel sies 64%
0% o | 0 % I 57 %
12% of 795 36% 3% Facebook 77690/‘1’0 Travel related Dlogs ey 53650% Travel related bogs ey 10 f/f %
]
Male = 41 % value GBP 250 27 %
share Youtube _53:’;% Watch television oy 31:"% Watch television oy 45?%%
. 38%
. ‘ Online newspap eIy S Paper versions o magaznc iy b INSIaGr oM i 4106
emale b
3150 5175 Paper versions of Hewspaper_so;;“% pierest 200% Paper versons of magazneggy 6%
2
. 76 %
Travels with: Most important when
62 % 61% s N .
a0 o Book myself =L 7% deciding destination
19 % 47 %
(¢ s Entie trip through online travel 28 ;/; w 0% e AExperiencing the Northem
I X
23% Lights
Partly mysel, partly through an 20% 2 AExperiencing natural parks
operator . 18% p! I*] parks . A
@ - 1 ) S AGenuine & idyllic
Package from an operalojy ;5 AExperiencing the Midnight ﬁSafe and securke
. ite ni Opp. to get to know
Fam||y 16 % 1 Norway ~ Sweden  Finland  Denmark Tailored trip through a tour 6% Su_n/ Whlle nlghts . pp 9 )
operator . AEnjoying the surrounding culture/way of life
. Autumn Winter  Spring  Surnmer nature Aculinary culture and local
Friends 15% @ 45 o AAttend a husky or food
S 0 . reindeer safari APeaceful & quiteness
) ) would likely visit Finland on Booking most commonly -3 months Typical travel duration
Friends & Famil 5% 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

AUSP:tohjaavat tuotesisaltdja ja tuotteita

AHyoddynnetaan ohjelmien / projektien tuotekehityksessa,
tuotteistamisessa

ja sisaltdjen luomisessa

@ Visit Finland



Next steps

AKohderyhmaopaglinkeinonkayttoon
AVisit FinlandAkatemianvalmennuskokonaisuus

Slido.com
#finland

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

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

Perustietoa tuotteistuksestaQurdoorsFinland tuotesuositukset
http:// www.visitfinland.fi/tuoteteematja-tyokalut/tuoteteemat/kesaaktiviteetitoutdoorsfinland/tuotesuositukset/

@ Visit Finland




