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Chapter 1: Key Learnings
“The German Traveller

« Germany is an important pilar of the Finnish Travel Industry. In return,
Finland is not yet among the Top 25 destinations of Germans.

+ Germans are keen to travel — this covers holiday trips as well as short
trips. If they don‘t go on family holidays, they very much like to relax.

* Germans prefer to travel in Summer and book far in advance.
Promotions need to start early.

* Inspiration on destinations is number one topic when searching for
holidays on the internet, price and product follow.

* Having taken a decision, Germans prefer to book packages. They do
that online but also F2F. Half of the German tourism market consists
of tour operator trips. To be present there is key.

* Plane and Car almost share the first place among the means of
transport.

«  Will the trend towards Sustainability change this? There is still a way
to go as it is more “saying” than “ doing“ so far. However,
consideration wise sustainable holiday trips are already within the Top
20 activities in DE. This has particularly increased during the last
three years.

Go to summary
Back to agenda




1. The German Traveller
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Germany is an important pilar of the Finnish Travel

With a share of 9% of all
overnights Germany is
the second largest
source market and
therefore an important
pilar of the Finnish Travel
Industry. The market
counts for 662k
overnights in 2019
which is about double as
high as France or the US
market.

Go to summary
Back to agenda



1. The German Traveller
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Finland is not yet among the Top 25 Destinations of

Germans

World 116011 p—— Py— Finland only r‘ank:_s §1st place
Europe 102030 taly 13951 on (-?-ermany s Hitlist of
Western Europe 78013 France 12887 deSt!nat!onS' The top
Emerging Europe 24017 Spain 11158 destln_atlons are lead by
Middle East & Africa Total 5502 Netherlands 5940 Austria and Can_ be found
Asia Pacific 4338 n Poland 5136 arounq the Mediterranean
Americas 4142 Turkey 4367 Zea W |tr|;.|t|aly, dFranl:: efand
B ..
North America 2lo2 B oenmark Ciito Sweden and Nor’way but in
North Africa 2539 United Kingdom 3125 tont of leeland. However. it
Southeast Asia 2075 | 11 R 2881 accounts for ap.prox 500k
Middle East 1630 Czech Republic 2842 arrivals in 2019 Wh|Ch iS on
Sub-Saharan Africa 1332 Hungary 2619 the same level as the
Northeast Asia 1302 United States 2064 Caribbean.
South America 719 _ Egypt 1848
South Asia 642 Sweden 1703
Caribbean 500 Norway 862
Oceania 318 “ Finland 532
Central America 171 “ Iceland 244

@ Go to summary

S : Oxford E ics, Top Arrivals from G in Ths. 2019 0
Visit Fratand ource: Oxford Economics, Top Arrivals from Germany in Ths Back to agenda



1. The German Traveller
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trips as well as short trips

Toplines

Basis: Holidays 5+ days German speaking population 14 years +, short strips

German speaking population 14-75 years

=

8 =) = =3 :
1= $ _"" _ > :__‘.J

Holidays 5+ days

2019 55,2 Mio. 1,28 70,8 Mio. 1.033€ 73,1 Mrd. €

2018 55,0 Mio. 1,27 70,1 Mio. 1.017€ 7,2 Mrd. €
Short trips 2-4 days

2019 35,8 Mio. 2,45 87,6 Mio. 2n€ 23,7 Mrd. €

2018 35,4 Mio. 2,49 88,0 Mio. 268 € 23,6 Mrd. €

VIR DATEMN & FAKTEN 2020

@ Source: VIR Daten & Fakten 2020 from Reiseanalyse 2019-2020 FUR
Visit Finland

Germans are keen to travel - this covers holiday

Germans like to travel!

Summing it up, they took
157,6 M. trips in 2019.
This means around two
trips per inhabitant in
one year on average
which is comparable to
the year before.

With 88 M. they took a
few more short trips than
holiday trips (71 M.)

Go to summary
Back to agenda
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If they don‘t go on family holidays, Germans very
much like to relax

Type of holiday preferred (selection) The Top 3 types of
holidays are “family
holidays® followed by
“holidays for recreation”
and “beach holidays®,
“‘nature” and “experience”
show lower shares.

' ) “Nature“ and “Recreation”
L LT are famous with older
. L B - I people while younger

Beach Family Experience  Recreation Nature E’eOp_Ie prefer b“eaCh or
family holidays®.

= 14-29y. = 30-49y. 50-69y. = 70y.+

@ Go to summary
Source: VIR Daten & Fakten 2020 from Reiseanalyse 2019-2020 FUR
Visit Finland Back to agenda
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Share of Travels/ Travel Months, Trips abroad

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Share of Prebooking periods organised Travel

Share in %

T 12.1%
I 13.7%
I 5.0

I 11.6%

I 05
I 20.7%
I 31.0%

| month

< 2 months

<3 months

r. months

£J

. {; months

Source: Reiseanalyse 2014-2019, Basis holiday trips 5 days +, German/ German speaking population, 2017-2019, Trips abroad, GfK Travel Insights 2018 aus DRV Zahlen und Fakten

@ Travel agency

Germans prefer to travel in Summer and book far in
advance

Summer is the main
holiday season for
Germans reaching from
Jul-Sep (>15% share
each). However,
Pentecost or October do
also play an important
role.

Most trips are booked far
in advance, some also
more than 6 months in
advance (31% in travel
agencies). For that
reason, summer holiday
promotions need to
start in Dec/ Jan at the
latest.

Go to summary
Back to agenda



1. The German Traveller
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Content looked for when looking for holiday information on the Internet
Basis: main holiday 5+ days, German speaking population, 14+ years, 2009 just German nationality, Cruise not

covered in 2009

Destination Information 12 8

Price Comparison I, -3
Accommodations

Package/ modular offers

Flight Connections _ 9,2

I 6
Event Calendar a2
Rental Cars _:.r," "
in Million
Train Connections -: 7
Cruises B o8 2009 2019
@ Source: VIR Daten & Fakten 2020 from Reiseanalyse 2010/2020 FUR

Visit Finland

Inspiration on destinations is number one topic
when searching for holidays on the internet

The Customer Journey
always starts with
inspiration. This may be
triggered by ads and
commercials e.g. from
tourism boards or tour
operators but is also part of
the yearly search process
for choosing a holiday.

Internet as information source
is key. Besides inspiration
for locations (21%), people
look for prices (20%) but also
accommodations (20%),
flights (9%) and last but not
least tour operator offers
(14%).

Go to summary
Back to agenda



1. The German Traveller
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Face-to-face

Holiday organisation and booking in 2010 vs. 2018
(holiday trips 5+ days)

I ine TN /2
(Modular) package ; Online i

42% 26%
. 0 0,
Accommodation _ 36% Face-to-face _ 40%
separately 34% 46%
0, 0,
Ticket separately - 155 By telephone - 16%
13% 24%
Other components . 8% Vigemail - 12%
separately 6% 5%
Nothing booked in [ 12%  ®2018 Via letter/fax I 2% =2018
advance 15% 2010 3% %2010

* Basis: holiday trips (5+ days) of the German-speaking population aged 14 or over
** Basis: holiday trips with advance booking (5+ days) of the German-speaking population aged 14 or over
Source: RA 2011-2019

@ Source: Reiseanalyse 2011-2019, FUR
Visit Finland

Germans prefer to book packages - Online and

The German market
differs significantly from
other source markets in
Europe as for example
UK.

Bookings are more and
more done Online but
there is still a very high
Face-to-face share
(40%, travel agencies)
combined with a high
affinity to book Packages
(43%).

Go to summary
Back to agenda
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Half of the German tourism market consists of tour
operator trips

Market structure in the 51% of the tourism
GERMAN TOURISM MARKET market turnover is
2019

generated by tour
operators or travel
agencies with tour
operator products, only
12% come via product
portals, 37% are directly
booked at airlines, hotels
etc.

Being present in tour

12 o, 51' % 37 0, operator offers is key to
Product portals Tour operators / Seryice pruuiders be succeSSfUI in the
and uthgrs travel agencies Online +.[]Hl|ne German mal’ket Wh|Ch iS
8.3 billion € 35.4 billion € 25.7 billion € .
.I,‘ bs pbesbi s e Bookings of tour operator trips " . _I‘._:::":': : , .I dlﬁerent to Other markets
rental portals) ompanies, event organisars et Iike UK.
@ Go to summary
Source: GfK Mobilitatsmonitor 2019, DRV Zahlen und Fakten 2020

Visit Finland Back to agenda
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Plane and Car almost share the first place among
the means of transport

Hau sl pepuiar Germans like to be

MEANS OF TRANSPORT independent and to travel by
g Gl car. But air travel has grown
during the last 10 years and
i is now almost at the same
level with car transportation.

Low Cost Carrier has
supported this trend strongly

%

R 349, with low prices (sometimes
Bus o .
even lower than train or car).
X
Plane .
The development of the flight
C’a,a segment will strongly be
influenced by the price
development as well as the
trend towards sustainability/
climate protection.
2000 2005 2010 2016 2017 2018 2019
’ e ps R sn:;:?a ’ =
@ Go to summary
Source: Reiseanalyse 2020, DRV Zahlen und Fakten 2020

Visit Finland Back to agenda
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Sustainability is not yet “doing*

Before the pandemic,

Sustainability of holiday trips 2018 and 2019 German travellers

Basis *travels or **travellers, German speaking Population wished a holiday that
_ was sustainable and
@ Saying Doing socially responsible on
o so0 . s the one hand (61%) but
© ” booked a holiday that did
'E 6% = not fulfil this criteria
© (94%) on the other hand.
g 2018 2018
8 '6% ’2%
o
L
—
. My holiday should be social responsible, Sustainable seal for CO2 compensation paid
- ressource saving and environmentely friendly accomodation or tour
operator
@ . Go to summary
Source: Reiseanalyse 2020, VIR Daten & Fakten 2020 VIR DATEN & FAKTEN 2020

Visit Finland Back to agenda



1. The German Traveller
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Sustainable holiday trips are within the Top 20
considered activities in DE

Within the framework of
DESTINATION BRAND 21,
inspektour asked the German

Ranking of the considered holiday activities with regard to the general interest potential (mean = 37%)

alnslns population how high their general
BRAND Source market: Germany interest is in more than 50 holiday
21 Base: All respondents | Number of respondents: 17,000 a. ong . .
Top-two-box on a scale from “5 = very interested” to “1 = not at all interested“ activities. Below you will find the
% of o results, the top 10 holiday
projection* Lo .
respondents activities among all considered
1 Relaxing and resting 76% 46.9 m themes. The top holiday activity is
113 . H “ 0,
2 Enjoying nature 70% 435m Relaxing and resting”. 76% of the
— : : — . respondents answered that they
3 Enjoying culinary / gastronomic specialities 63% 38.9m are generally interested and very
4 Discovering regional products / enjoying regional specialities 62% 38.6m interested in this activity on
. . Q) P s
5 Swimming and being at the beach 62% 38.5m holiday. ~ With ~ 70%, E.njoyllng
: : . nature” ranks second, and in third
6 Taking a city break 56% 34.8m place “Enjoying culinary /
7 Visiting gardens / parks 53% 32.8m gastronomic specialities” with 63%.
8 Visiting castles, palaces and cathedrals 52% 32.5m “U'?dertak_ing a sustainable
5 Erov or-based hoiid i - 322 holiday trip“ ranks 19t out of a
noying waterbased nofiddy aciviies ° cm total of 59 holiday activities.
10  Visiting castles, mansions, parks and gardens 50% 31.3m
19 ;J::izlrlt;?al?g a sustainable holiday trip (nature preserving / environmentally friendly, economically and 41% 255 m

* Projection of the absolute volume of the prospective interest potential (number of people).
» Note: Last survey taken into consideration in October until December 2021
@ Go to summary

Source: inspektour GmbH, 2016; inspektour (international) GmbH / IMT of the FH Westkuste, 2018; inspektour (international) GmbH, 2021
Visit Finland Back to agenda
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The interest in sustainable holidays

increasing since 2016

General interest potential of the specific themes

> The following question is about your general interest in touristic holiday activities,

regardless of a specific tourist destination. How interested are you in pursuing the
following touristic holiday activities as part of your holiday trip with at least one overnight
stay?

60% -

50% -

40% -

30% -

20% -

B Sustainable holiday trip

Source market: Germany

Base: All respondents

Number of respondents: min. 4,000

If you now look at the course of time, you can see from the graph that the interest in the holiday activity “Undertaking a sustainable
holiday trip“ has been steadily increasing since 2016 (DB16) in Germany. In particular, from 2020 (DB20) to 2021 (DB21), interest
increased again by a total of 3 percentage points.

@ Source: inspektour GmbH, 2016; inspektour (international) GmbH / IMT of the FH Westkuste, 2018; inspektour (international) GmbH, 2021

Visit Finland

has been

“The interest in “Undertaking a
sustainable  holiday trip“ has
increased in importance in recent
years. The situation is similar in
the source markets of Austria and
Switzerland: 42% of the Austrians
and 41% of the Swiss surveyed
confirm  their  interest  here.
However, we were able to
determine the highest general
interest in sustainable holidays in
the source markets Spain (54%)
and ltaly (62%) within the
framework of Destination Brand
21% explains Ellen Bédhling,
Managing Director of inspektour
international GmbH and head of
the study series Destination
Brand.

Go to summary
Back to agenda
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2 Finland’s market position and potential compared to it's competitors

21 Status in numbers

@ Go to summary
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Chapter 2: Key Learnings

“Finland’s market position and potential compared to
it’s competitors«

Finland ranks fourth compared to it's neighbours regarding arrivals
from Germany in 2019 and also regarding potential guests. There
are lots of competitors (26) to differentiate from in the relevant set.
Even within Scandinavia there is a high overlapping of potential
guests (38% consider FI, NO and SE at the same time).

The share of Winter travel months is the highest for Finland
whereas it is on a par with it's competitors for most holiday types'
consideration. Finland is more difficult to reach as car is no option
to go there but it’s flight offer is good.

The Nordic countries are present in several booking channels (Tour
Operators, OTAs, Meta searchers). There is a potential in organized
distribution for all Nordics. Cruises are a good door opener for
longer stays. Finland is well represented there.

Finland's USPs are not yet top of mind but it is almost on the same
level with it's competitors regarding supported image criteria

Sustainability that means preserving the nature for most Germans
needs to be further promoted. This is particularly true for the
younger age group.

Go to summary
Back to agenda
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How each country promotes itself

o= -+

THE OUTDOOR ENTHUSIAST'S PARADISE From relaxing in nature to celebrating in the city, there are plenty
Every day, there is an adventure waiting to of things to do in Europe’s north. Each season and region offers something
happen in Iceland. With its abundance of new — whether you're looking for peace and quiet or adrenaline-filled
mountains, volcanoes, glaciers, rivers, adventures.
lakes, caves and otherwise rough terrain waiting
to be tackled, Iceland is truly an outdoor = ==
enthusiast's paradise. But, it is also a warm and e — It's about more than ticking sights off a
welcoming place for the rest of us. rere you will find tips on top list, you know!
things to do in Sweden — We have got big, famous sights (and

- from nature and outdoor they’re over on our highlights page). But

o activities to city wait! Before you click there... If you come
Nature by day, culture by night weekends and round trips to Denmark and get to know our quirks
If you're hungry for food or hungry for action, we combining nature and urban and customs, our food, our
can help you to find what you need. Whether you experiences. Tips on neighbourhoods, then a little of the
want natural highs or artistic depths, climbing up or cultural and culinary wonder of our everyday might just
skiing down, walking slow or running fast, there's a tourism activities are also rub off on you. And isn’t that what travel is
good chance you'll find what you're after. included. all about? We think so!

@ Source: Visit Finland, Visit Sweden, Visit Iceland, Visit Norway, Visit Denmark cotosummany

Visit Finland Back to agenda
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Visit Finland
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Source: Oxford Economics, Top Arrivals from Germany in Ths. 2019

Norway

Denmark

Iceland

Finland ranks fourth compared to it’s neighbours
regarding arrivals from Germany in 2019

Denmark is leading the
list of the Nordic countries
and more than double the
size of Sweden. Vacation
Homes in Summer and
people going there by car
play an important role.

Comparing the
destinations where you
normally fly to, Finland is
behind Norway and far
behind Sweden but
double the size of
Iceland.

Go to summary
Back to agenda
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Finland ranks fourth regarding potential guests

compared to it‘s main competitors

Interest to travel to FINLAND: Share of actual and potential
guests compared with competitors in Northern Europe

Denmark| x3.3

HIl 6,2%
] - 15.8%
Sweden x4.9
I - l 2,9%
[ ] : 15.0%

Norway| x5.4

3,1%

9,4%

|

Finland x9.7

T i

1,0%

!I—- lceland/ 76% Mpotential travellers 2019-21
Hig & Greenland| X14.1 0,5% actual travellers 2016-18

“Are you almost definitely planning to go on a holiday to one of these countries in the next three years? (2019-2021) And which of these countries
would you generally consider as a holiday destination in the next three years?" Set of 46 destinations worldwide;
Basis: German/German-speaking population 14+ years in Germany; Source: Reiseanalyse 2019

@ Source: Reiseanalyse 2019

Visit Finland

The share of Germans
that actually visited
Finland between 2016-
2018 is just 1% but
actually close to 10% are
interested in Finland.

This is a large gap but
also a potential. Maybe,
Finland is not yet part of
the relevant set when
people are not directly
asked for it. Additional
inspiration might be
needed.

Go to summary
Back to agenda
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large

Competition for FINLAND: Potential guests to Finland have
also many, many other travel options in mind

Population @ @

Potential travellers
o Finland @

Number of Number of destinations
destinations visited interested in
2016-2018 2019-2021

Basis: German-speaking population 14+ years in Germany; Source: Reiseanalyse 2019

@ Source: Reiseanalyse 2019
Visit Finland

The relevant set of destinations interested in is

It has to be said that the
competition is very
tough. Germans like to
travel and visit 3.5
destinations in a three
years period.

But, besides Finland,
there are 26 other
destinations on their radar
on average to choose
from.

Those people interested
in Finland have a wider
relevant set than the
whole population.

Go to summary
Back to agenda
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There is a high overlapping of potential guests
between the Scandinavian countries

Competition for FINLAND: Overlapping of the potential
guests for FIN, NOR & SWE

Potential Basis: 14.3 million potential

travellers to travellers to SCANDINAVIA
SCANDINAVIA 2019-2021

2019-2021

14.3 million

schematic layout

“Are you almost definitely planning to go on a holiday to one of these countries in the next three years? (2019-2021) And which of these countries
would you generally consider as a holiday destination in the next three years?", Set of 46 destinations worldwide;
Basis: German-speaking population 14+ years in Germany; Source: Reiseanalyse 2019

@ Source: Reiseanalyse 2019
Visit Finland

Even among
Scandinavian countries,
competition is high. The
biggest share of people
interested in Finland
(38%) are interested in
Norway and Sweden at
the same time.

USPs and “noise“ are
definitely needed.

Go to summary
Back to agenda
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The share of Winter travel months is the highest
for Finland

35% Both, Norway and
Share of Travel months per Sw ’d n sh \)/,v hiah
country 2019 el sinlel &g
30% peak in Summer (July),
o 25% Denmark is also strong
8 for Easter and Autumn
c 20% holidays and Finland is
= stronger in Summer than
c 15% in Winter but shows the
2 highest share during
o 10% the Winter months
N /\(\ among all Nordics.
g 5% =~ = ~
\// \/
0%
Jan Feb Mar Apr May Jun Ju  Aug Sep Oct Nov Dec
Sweden —Finland Norway ===Denmark Iceland
@ Go to summary
Source: Monthly nights spent and arrivals by country of residence by Region, Country, Month and Information. PxWeb (stat.fi), corresponding websites for other countries, Denmark incl. Rental Homes

Visit Finland Back to agenda
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JINNOU

holiday types

Holiday Type Consideration

70%
60%
ﬂ 50%
o
O
E 40%
)
cC 30%
c
ESS 20%
7))
-
- 10%
®
e
(0)) 0%
—
AN

City breaks

Preferred holiday type in%

15%

Iy [

Shopping trips

@ Q12 CONSIDERATION HOLIDAY TYPE

‘Which of the following types of holiday would you consider for the following destinations? Please select all that apply

@ Source: Ipsos brand survey 2019

Visit Finland

Significant differences 95%

v Finland W,

v

I

Cruises Immersing yourself  Visiting cultural ~ Tours to multiple  Tours to multiple Luxury travel
in local culture attractions cities/ locations countries in a
within a country region

Finland Sweden M Denmark M Norway Mlceland
Base: Consideration Set: Finland (630), Sweden

(638), Denrmark (581), Norway (5539), Iceland (518) 33

Finland is on a par with it‘'s competitors for most

Finland is on a
comparable level with it's
neighbours for most
travel types, only Norway
stands far out when
asking about Cruises.

There is an opportunity to
push and promote
Helsinki, Tampere and
Turku as great city break
destinations to attract the
city travellers (58%).

Go to summary
Back to agenda
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2 Finland’s market position and potential compared to it's competitors

Product benchmark (accessibility, visibility/ booking channels)

@ Go to summary
Visit Finland Back to agenda



2.2 Product benchmark
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Finland is more difficult to reach as car is no
option to go there

Train -
Flight 2h
Flight/ Seat 1.3 M

capacity ererandgemic

year

No. airports 9
dept (>1.000 pax per year,

Pre-Pandemic)

Flight pricing 129 Euro+

(Google Maps BER-capital City,
19.01.2022)

@ Source: Google Search, Forward Keys
Visit Finland

6h40

7h
1h

n.a.

n.a.

51 Euro+

19h
1h40
1.1 M

136 Euro+

12h40

15h
1h45
22M

13

55 Euro+

3h30

n.a.

n.a.

261 Euro+

Comparing accessibility
among the Scandinavian
countries, Finland but
also Sweden show a
disadvantage in being
reachable by car which is
the most important
transport Germans use to
go on holiday. Train is
also just relevant for trips
to Denmark.

On the other hand, flight
connections to Finland
are good and at a
reasonable price level.

Go to summary
Back to agenda



2.2 Product benchmark

LININOLM

The Nordic countries are present in several
booking channels

B

DERTOUR
Catalogue

(Summer/ Winter
pages)

booking.com

accomodations

hometogo

accomodations

Source: corresponding websites, 27.01.2022

L
I

(10/38) (52/34) (42/16) (50/26)

29.026 109.370 30.867 55.342 12.278

Germany'‘s No. 1 Tour Operator
does not present the Nordics in
an own catalogue anymore.
This might lower awareness for
all Scandinavian countries. But,
all countries except Denmark
are presented in Dertour's
catalogues (No. 2 Tour
Operator)

Norway shows a slight
advantage in being present at
Dertour (No. 2 German TO)

Denmark but also Finland and
Sweden are well presented in
booking.com

Denmark is very strong in
vacation home booking
channels (hometogo).

Go to summary
Back to agenda



2.2 Product benchmark
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There is a potential in organized distribution for all

Nordics
Total Organized Travel (Offline+Online) | Looking at the tOp
e | o0 Destinat destinations of organized
e o = SRS —— travel, Finland ranks 65th
B spain .
place.
PR Turkey
(EBreef[:e Remember:
[ 5 | Gi{::]an « Organized distribution
B g represents 50% of the
UAE German market.
— Finland ranks 31
B rortugal Inland ranks st
BET Maidives place in the total
[ . ] market.
B Norway <20 M. EUR _
B svweden <20 M. EUR Norway (23rd in total) and
“ Finland <20 M. EUR Swgden (17th N totall).are
| Total | 17.8 Bn.EUR behind their total position
as well.
@ Go to summary

S : Travel Insights, Travel Data + Analytics TY 2018/19 0
Visit Fratand ource: Travel Insights, Travel Data + Analytics Back to agenda



2.2 Product benchmark
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Finland is well represented in Cruises

]
800
600

Top 3

Aida 44 39
TUI Cruises 23 21
Costa 16 38

Source: e-hoi.de, 27.01.2022, number of offers for the country included in a cruise

129
53
47

27
25
16

EI=

400
= — [ B =

Total | 369 | 510 | 680 | 400 | 219 _
83 98 229 68 25

9
8
8

Cruises are often the first
visit to a country - coming
for only 1 or 2 days and
getting a first impression.
Many people return later
for a longer stay.

Although Norway is
clearly No. 1 (Fjord
travels), Finland as well
as Denmark are well
represented in the Cruise
market with stops at their
capitals. This is a great
angle to “open the door”
for longer stays.

Go to summary
Back to agenda
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2 Finland’s market position and potential compared to it's competitors

23 Image

@ Go to summary
Visit Finland Back to agenda
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Image Comparison Nordics

e e | oy | Sweden | ol

Top 3 Top of
miE: d P Nature, Lakes, SCeoa/ebnehaacheens, Fjords, Nature, Nature, Stockholm, Hot Springs, Nature,

L. Helsinki P gen. Beautiful landscape Beautiful landscape  Beautiful landscape
associations Nature

Easy to go, friendly : i : :

Strengths Friendly welcoming  welcoming people,  friendly welcoming Attractwe S, ity deigelling

o : Friendly welcoming people, peaceful
associations people, peaceful attractive, peaceful, people, peaceful

: ”» people, peaceful
attractive cities

Weaknesses Expensive, cold/ Expensive, cold/

.. Cold/ dark Expensive ’ Expensive dark
associations dark
Association with
sustainable 29% 29% 37% 35% 37%
tourism
@ Source: Ipsos brand survey 2019 oo summary

Visit Finland Back to agenda
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Happiness is contagious

The Finns have long been considered to lead one of the happiest
lifestyles, resulting in Finland having been named the happiest
country in the world by the United Nations World Happiness Report in
2018, 2019, 2020 — and 2021...“...Sustainable happiness is our
superpower...“ explains Heli Jimenez, Senior Director, International
Marketing at Business Finland.

There is no survey that confirms that the Finnish being considered as
happy attract additional visitors to Finland.

However, Happiness is contagious. So, people like to surround
themselves with happy people.

“...And getting connected to happy people improves a person’s own
happiness, they reported in the British Medical Journal.”:

https://www.reuters.com/article/us-happiness-
iIdUSTRE4B400H20081205

So, promoting Happiness can only be of advantage.

@ Source: https://www.youtube.com/watch?v=LXAI2hGVw7Y
Visit Finland

Go to summary
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Finland‘s USPs are not yet top of mind

Combined map: the overall picture HKinE  Regkjavi
Trolls | Goblins
Hot springs | Hot spas | Geysers
Thermal pool
Country Mental Network — Germany Market |ferpmm—. | P
Loneliness
i Morth Cape Nature | Rugged
Mountains Beautiful, great, wonderful landscapes | Green
Fjords scenery | landscape
Volcanoes
Dslo Waterfalls
Winter activities (Ski, Sled) Lapland
Fish | Fishing
Northern Lights | Vastness | Expanse Untouched | Wild nature | Park:

Aurgras | Polar lights / Snow | Ice | Frozen

/ landscapes | Glacier

Water | water ways | rivers Helsinki

Copenhagen . Difficult language

I — Christmas time | Father
\ Christmas | Santa
Cold, Dark

Lakes

The sea | seaside
| beaches

The North Sea The Baltic Sea

Forests

2.3 Image
___.....-"

Lego | Legoland Coast | Coastline

Colourful Houses| Cottages

Cultural | Culture | Saunas

_ — Traditions

Nice  Mosquitoes Functional
Cities

Relaxing ~

‘Wildlife (whales, bears,
reindeer , horses, moose)

Helidays | Family

holiday | visit friends Architecture | Buildings

Friendly | nice |

welcoming people

Islands | Archipel
Easy to get to | Visit | Close slands | Archipelago

| The Little Mermaid | Ha

Beautiful | Attractive | - | Gothenburg
3 | Christian Anderson The Royal Family | . . y
e \ Scandinavian The food i Stockholm », INteresting | Attractive Cities . )
\ i Base: Consideration Set: Finland (596), Sweden
ea
Interesting | Different (607), Denmark (347), Narway (534), Iceland (500)
Q9 BMN
Please take a few moments to think about <COUNTRY>. Please tell us everything that pops inte your mind when you think of <COUNTRY> as a tourist destination. 20
@ Source: Ipsos brand survey 2019
Visit Finland

The picture people have in
mind of Finland seems to be
a bit fuzzy. Snow, Forests
and particularly lakes appear.
Santa is a clear USP but not
too present. Northern lights
or Midnight Sun do not
appear at all.

Top of mind USPs for
competitors are:

Norway: Fjords, North Cape,
Northern Lights

Sweden: not clear also
Denmark: beaches

Iceland: Rugged landscapes
(Hot Springs, Volcanos,
green)

Go to summary
Back to agenda
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Finland is almost on the same level with it‘s

competitors regarding image criteria

Finland does not stand out much from its Nordic neighbours on imagery perceptions, though do fall

slightly behind Sweden, Denmark and Norway in terms of cultural perceptions

It offers enjoyable eating
experiences
80%

Image Associations (Total Sample)

The local people are friendly and
hospitable

It has a rich & interesting culture
and heritage

It has interesting design and
architecture

It's easy to find information about
the destination online

2.3 Image

It has interesting towns and cities to

It's a family-friendly destination .
visit

It's a great destination for a short

It offers unique experiences
break or stopover

/\
U Q13 IMAGE ASSOCIATIONS

Do you associate any of these holiday destinations with the following statements?

It provides high-end/luxurious
holiday experiences

Finland Iceland

Denmark

Sweden Norway

Base: Total Sample (1,000)

@ Source: Ipsos brand survey 2019
Visit Finland

Iceland and Norway are
perceived as offering
unique experiences,
Denmark is seen as a
great destination for a
short break.

Finland does not fall far
behind it's neighbours...

24

Go to summary
Back to agenda
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Sustainability is not yet connected with Finland

The Nordics, especially Norway, have strong nature associations. Sustainable tourism isn't very well

known

Image Associations (Total Sample)

It offers calming and relaxing wilderness escapes
and experiences
80%

It is easy to access (by plane, car or train) It has beautiful natural landscapes

...but the only no. 1 topic
for Finland are the
beautiful lakes. However,
there are shared top
places for “offers
wilderness escapes*
and “has beautiful

> [ kot S ] landscapes“ that can
o 1 Itis known for providing/promoting sustainable : it has a beautiful coastline / archipelago

c e T : further be promoted.
(9P

N Another area to be

It's a good place to visit all year round It has beautiful lake areas with lots of lakes

It's a great place for winter sports/ activities (e.g.

- . The climate is pleasant for summer holidays
skiing, snowboarding)

You can enjoy an active summer holiday there (e.g.

2N\ cycling, canoeing, hiking etc.)
\
U Finland Sweden Denmark Norway leeland
013 IMAGE ASSOCIATIONS

Do you associate any of these holiday destinations with the following statements?

Base: Total Sample (1,000)

25

promoted is
sustainability. People
are not yet aware of this
topic for all countries.

@ Go to summary
S 3 brand 2019
Visit Finland ouree: 1psos brand survey Back to agenda
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Particularly the younger age group does not
connect Finland with Sustainability

More needs to be done to promote Finland'’s association with sustainable tourism amongst the As said, sustainability is
German population — particularly so amongst the younger audience not yet well associated

in general with all Nordic
Image - It is known for providing/promoting sustainable tourism countries. However,

33% 33% 329

30% Denmark and Finland fall
a bit behind Norway,
Sweden and Iceland.

27%

Norway 37%

20%

Iceland 37%
Younger age groups
show the lowest rates so
oermer [ far. Knowing that these
o st are meanwhile most
18-24 25-34 35-44 45-54 55-65 Have 'a great interested in
deal’ of
nowledse sustainability, these
should be the first ones to
2\ M promote this topic.
U g:i:n?:f;::fﬂ:?gr::se holiday destinations with the following statements? \sfigT‘:lgla;agzzﬁe v Base: Total Samp|e (1,000) 26
@ Go to summary
Source: Ipsos brand survey 2019
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most Germans

Sustainable travel destination - OFs Good environment for those who are at the

K Wlthout ¢ hotel. For example, no disposable plastic
Arrive WE‘” - items used, it uses green electricity, etc.
Little destruction of nature for hotels F”U”'h 3 W Protect 4 %
and other tourist things. Climate- Mdbc : ; u S PaL i n é dFI-"IIéHE
ﬁ';f’”f:.{&’ Tean; of.rmn{spcirr o ﬁ;e O ne Piace No environmentally damaging events,
e L tay NGO JJReach gUseEnvironment:: sustainable food, sustainable

organic food, gladly vegetarian.

Lot Mduch,, accommodation.
Far Alr = IIOurl_slt
30 Good s

Untouched nature and great A place where tourists can admire the

% diversity of flora and fauna. nIJv i ro n m e n‘t a I..n y sights and nature is not damaged.
o :
f"_Ht:-rlw Resource.® Hotel Possible
g Regulated tourism, not too crowded. -Lr|a| I 0 u r I S gar Environmentally friendly.
Id C
™ Food™
N For me personally, is a sustainable destination, a [h),ejls-t I n ar[tj!qn = . F— .
pes not destroyed for tourism, but expanded so
country where the people take nature and the ks et e
: g . o e that nature is undisturbed in spite of the people. Offer
environment into account and live with it in Swgden'Mure il A Ll e i vl e
peace, harmony. Fnendly g p y p 3
Preserves a country where a Reglon .
lot of importance on I:‘ | Less paper (ticket or Cycling holidays.
P Itt e other card) and less

(= environmental protection Accessible baatie L i P
) nature. L‘f:;eT I'a\r'e|mﬂ o ' E
- Respect o"
023 SUSTAINABILITY

Tanget

In your opinion, what is meant by a sustainable travel destination’? Base: Total Samp|e (1,000) 27

@ Source: Ipsos brand survey 2019
Visit Finland

Sustainability means preserving the nature for

German'’s perception of
what a sustainable travel
destination is, is focused
on preserving the
natural environment.

Additionally, Germans
would like to see less
waste and more

sustainable transport.

Go to summary
Back to agenda
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3  General Traveller Profile and Winter/ Summer Profile

@ Go to summary
Visit Finland Back to agenda



Chapter 3: Key Learnings

«“General Traveller Profile and Winter/ Summer Profile

* At present, older couples are strong for Finland but younger target
groups would also be a potential as they are open to visit Finland

+  “E-biking® and “Golf* are the most common general holiday activities
of potential guests to Finland. They are open minded and plan
several types of holidays. “Adventure®, “Sports” and “Escape from
pollution® are the top 3 motivations to go on holiday for them.

« Germans plan/ search their holidays, also to Finland, often around
Christmas. This is the time for promotions. There is a second lower
peak in July.

« Summer travels to Finland are below German average and below
flight capacities to Finland.

« Summer's top searches are “Camping®, “Cities” and “Lakes".
Christmas and July are times for promotion. Promoting additional
Summer buzzwords could support Finland‘s consideration for a
summer holiday such as “National Parks®, “Bears” or “Midnight Sun®.

*  Winter's top searches mainly done in Winter are “Northern Lights®

but also “Igloos®, “Santa“ and “Skiing®. There are also some Winter
topics that co“ul‘g be pushed f“ur‘:[her as they“a‘r‘e real attractions like

“Arctic Circle®, “Tree Houses", “Husky Tour®, “Block House“ and
“‘Ruska“ .

Go to summary
Back to agenda




Winter/ Summer Traveller Profile

Share _Flight 49% 519%
Capacity
Share Overnights 58% 42%

Sauna, Northern Lights,

Search Topics Igloos, Skiing, Santa Camping, Cities, Lakes

Claus
. around Christmas, short-
Search Seasonality mostly Oct to Jan term Summer
. - Arctic Circle, Tree National Parks, Bears,
TOPICS.WIth Houses, Husky Tour, Midnight Sun
Potential

Block House and Ruska

Go to summary

Source: Digital Demand, Forward Keys, Expert Knowledge, Official statistics Back to agenda
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There is a high share of older couples among
Finnish guests

The highest potential for
Finland can be seen for

Potential guests to Finland: Stages of life Potential guests to Finland: Residency smgles or couples (14'
Young singles and older couples are most important The North-West is dominating, but do not forget the East 39), singles (40-59) but

Singlos, 14-30 yre, ——— 23 Su | qﬂ_jm 13 also families with older

16

Couples, 14-39 yrs. 4_@10 b} : ’ ' _z£25 T, children.

Vi

. . 1 ” /
Family wichidren  m— ¢ 0r° g —— NE

0-5 yrs. 8 )
Family w/ children ﬂ 1[? HS TR \ [ilb ﬁ'@ 0 There are aISO gapS

only 6-13 yrs. VIl _sd 04
Couples, 40-50 yrs, —— 23 = e “”  T—O 11 between actual and

21

Singles, 40.50 yrs, ————10 L TR 9 potential guests in the

lllb

Senior couples, %25 p [H . Vi —g _13_|_1:| north (reglOn I) and

60+ yrs. 0

Senior singles, i’mﬂ _?& Vi _TP_ID 31! centre Of Germany

60+ yrs. .
mFinland: Potential guests mFinland: Potential guests (reg'on I I Ia)

: . Potential/actual guests to Finland + . Potential/actual guests to Finland
OFinland: Actual guests 4 years development in %-points OFinland: Actual guests 4 years development in %-points.

Population Population
“Finland: Potential guests™ Respondents who are almost definitely planning or would generally consider to go to Finland for a holiday in the next “Finland: Potential guests™ Respondents who are almost definitely planning or would generally consider to go to Finland for a holiday in the next
three years; “Finland: Actual guests™ Respondents who visited Finland for a holiday in the last 3 years; in % three years; “Finland: Actual guests™ Respondents who visited Finland for a holiday in the last 3 years; in %
Basis: German/German-speaking population 14+ years in Germany 2014-2016/2017-2019; Source: Reiseanalyse 2014-2019 Basis: German/German-speaking population 14+ years in Germany 2014-2016/2017-2019; Source: Reiseanalyse 2014-2019
@ Go to summary
Source: FUR Reiseanalyse
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E-biking and Golf are the most common holiday
activities of potential guests to Finland

The following holiday
activities are the most
promising to be promoted:

Holiday activities: frequently Index* Holiday activities: frequently Index* ° Gentle s o]0 rts
exercised during last 3 years exercised during last 3 years e g 0
« Visiting natural attractions

1| trips, excursions 15 " | hiking 143

Potential guest to Finland: General holiday activities
Excursions, food/drinks, swimming

. :
eating local specialities 79 115 cycling 36 - Cy CII ng
window shopping, shopping 78 112 visiting amusement parks 22 - ) VISItmg, amlfl_sement IS
swimming in a lake or the sea 76 121 playing with the children 21 105 *  Downhill skii ng
swimming in a pool 61 129 used spa/wellness facilities 16 145 ¢ E-biki ng
gentle sports 60 BB | qownnil sking snowboarding 10 [HSSH » Cross-country skiing
rest, relax, catch up on sleep 59 139 e-biking 05 - ° Golf
visiting natural attractions 58 - cross-country skiing 05 - . Mountain bi klng
visiting sites of cultural or historical 54 144 .
interest/museums goif (not miniature golf) 04 -
10 | making new friends 50 143 20} mountain biking 02 -

* Index (100)= Population average
Basis: “Potential guests™ Respondents who are almost definitely planning or would generally consider to go to Finland for a holiday in the next three years;
German-speaking population 14+ years in Germany; Source: Reiseanalyse 2014-2016

@ Go to summary

Source: FUR Reiseanalyse
Visit Finland v Back to agenda
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O

Visit Finland

plan several types of holidays

Potential guest to Finland: General interest in types of holiday

Showing at the same time opportunities and challenges

Almost definitely planning
or generally considering % | Index*
to go next 3 years

1 Beach holiday 75 122 16
Vacation in a holiday apartment 70 147
Holiday to rest and relax 70 124
Vacation in a holiday home 67 177
All-Inclusive-holiday 65 140
City holiday 60 179
Adventure/Experience holiday 56 -
Mature holiday 56 170
Winter holiday in the warmth 54 -
Family holiday 53 128
Visiting family and friends 51 143
Cruise 51 -
Tour 50 -
Activity holiday 43 2810

15}  Winter holiday in the snow 43 - 29

* Index (100)= Population average

Basis: “Potential guests™ Respondents who are almost definitely planning or would generally consider to go to Finland for a holiday in the next three years;

Almost definitely planning
or generally considering
1o go next 3 years

Sightseeing holiday

42 12558

Wellness holiday 39 -
Vacation in a holiday park a7 -
Cultural holiday 34 -
Club holiday 31 28
Motor caravan holiday Kh| -
Bus/coach tour 30 129

Health holiday 29 193

Study trip 26 -
Health spa holiday 25 179

Caravan holiday 23 -
Party holiday 22 2
Holiday on a farm 22 -
Camping holiday (tent) 18 -

German-speaking population 14+ years in Germany; Source: Reiseanalyse 2014-2016

Source: FUR Reiseanalyse

Potential guests to Finland are open minded and

The following holiday types
are the most promising to be
promoted:

Adventure/ Experience
holiday

Cruise

Tour

Activity holiday

Winter holiday in the
snow

Sightseeing

Wellness

Culture

Motor Caravan/ Camping
Study trip

Party holiday

Go to summary
Back to agenda
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“Adventure is the top motivation to go on holiday
for potential guests to Finland

The following holiday
motivations are the most
promising to be promoted:

Very important aspects when on P Very important aspects when on e
holiday % | Index holiday Index « Travel around, be on

Potential guest to Finland: General holiday motivation
Get away from daily routine, relaxation

1| get away from daily routine 78 117 15 share expleriences, do something with 51 145 move
relaxation, no stress, no pressure 74 120 nice peopie
recuperate 72 121 gentle sports or games/fitness 45 Get to know other
44 148 i
sun, warmth, good weather M 107 :j?:;gi":ﬁf;g? my appearance, et a countries
freedom, free time 71 136 tan, get a nice, healthy glow 43 138 Gentle SportS/ fitness
fun, amusement, enjoy myself 70 117 meet the locals 39 ° Meet the locals
enjoy nature (beautiful scenery, clean air, e 131 do something for my health 39 134 .
clean water) . » Escape from pollution
- - escape from pollution 38
spend time with people close to me 62 115 c
(partner, family, children, friends) do something cultural and educational 37 o So Somethlng cultural
get completely new impressions, discover  g5q 4,9 revisit an area, relive memories ofaplace 35 105 educational
something totally different b tertained 34 127 .
spoil myself, treat myself to something 57 114 zen:e ":ek ks " « Adventu re, dOlng sth.
. adventure, take risks, do something .
rest, do nothing, be lazy 57 118 extraordinary rray 220 Extraordi nary
travel around, be on the move 56 flirt, holiday romance, sex/erotic 20 BF0 o Romance
get to know other countries, see the world 55 experience
healthy climate 54 131 ;)'::\I,:nwith the children, spend time with 18 101 ° Sports
new experiences, diversion from the
15, ordinary, do a lot of different things 34 143 294 Sports 16

* Index (100)= Population average

Basis: “Potential guests™ Respondents who are almost definitely planning or would generally consider to go to Finland for a holiday in the next three years;

German-speaking population 14+ years in Germany; Source: Reiseanalyse 2014-2016

@ Go to summary

Source: FUR Reiseanalyse
Visit Finland Y Back to agenda
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Germans plan their holidays, also to Finland,
around Christmas

As already seen, Finland

Monthly nights spent in Finland, Source Market Germany Search, Source Market Germany is good in the summer
season but also attracts
120000 S onality many travellers in Winter.
@Jan 2020 - Dec 2020 Jan 2019 - Dec 2019
100000 o When it comes to search,
Germans particularly
80000 _ . : .
= inform about holiday in
60000 . Winter (Dec/ Jan) as
many are off work after
40000 o /’/ Christmas, people have
time to plan holidays with
20000 Jan 2020 Apr 2020 Jul 2020 Oct 2020 their employer and there
0 are many early-bird
Jan Feb Mar Apr May Jun Jul19 Aug Sep Oct Nov Dec booking offers in the end
19 19 19 19 19 19 19 19 19 19 19 of January.

So, December/ January
is Promotion Time.

Go to summary
@ Source: Monthly nights spent and arrivals by country of residence by Region, Country, Month and Information. PxWeb (stat.fi), Digital Demand 2019/2020
Visit Finland Back to agenda
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3. General Traveller Profile and Winter/ Summer Profile
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“Northern Lights“ is Top Winter search topic,
“Camping“ is Top for Summer

Micro-Brandtags Popularity Saunas 56 300 (+1 8(y0) WI

®)zn 2020 - Dec 2020 @Jan 2019 - Dec 2019

Sauna must not

S Northern lights 46 700 (-11%) WI necessarily be a travel
Saunas . .
S Camping 29100 (+7%) su (I 5 EI [ 15 DUl
i L » a sauna during the lock
[ — Cities 24 600 (+9%) (Wi)ysu °
Vacation Packages down.
U Igloos Hotels 13 700 (-30%) Wi
B Santa Claus 11 100 (-10%) Wi Vacation packages rank
amping .
N Lakes 10 800 (+8%) SU 3rd place, coming from
Tourism Attractions no 1 before the
. o .
... Skiing 10 500 (+31%) WI pandemic.
Heliday Apartments_ Tof:;:t;rmbra.n:(;?:;s TOTAL 480 500 ('3%)
Vacation Packages | e %
Igloos v Northem u;ms e + 80 % m
Travel I +22 %
Santa Claus _ Camping I +40 %
Igloos Ice Hotels [ +34 %
Lakes - Tourism Attractions [— 35 %
Holiday Apartments [ +15 %
S(iing_ Cities | +75 %
Holiday Packages |- +19 %
Holiday Packages “ Santa Claus [ +35 %
i} 20k 0 10000 20000 30000 40000 50000 60000 70000
@ Go to summary

S : Digital D d 2019/2020, h lated to Finland 0
Visit Fratand ource: Digital Deman searches related to Finlan Back to agenda
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Summer travels are below flight capacities to
Finland

While the flight capacity is

100% almost the same over the
90% 10 year, there is a strong
80% Winter focus on

665148 overnights, search and
70% particularly Tour Operator
60% offers.
0,
50% The Travel Season
40% shares of the German
30% population are roughly,
0% 626696 1/3 Winter,_2/3 _Summer
(expert estimation). The
10% Summer season is
0% therefore under-
Overnights Flight Capacity PP Dertour pages represented for visiting
Summer Finland.
@ Source: Expert knowlege, Digital Demand 2019, Forward Keys, dertour.de, Monthly nights spent and arrivals by country of residence by Region, Country, Month and Information. PxWeb (stat.fi), So o summary

Visit Finland
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3. General Traveller Profile and Winter/ Summer Profile
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Summer‘s Top searches are “Camping*,

“Cities“ and “Lakes*

Seasonality

@Jan 2020 - Dec 2020 Jan 2019 - Dec 2019

Seasonality

@Jan 2020 - Dec 2020 Jan 2019 - Dec 2019

4k 2.8k .
Camping 29 100 (+T%) Cities 24 600 (+9%)
2.6k
3.5k
2.4k
2k 2.2k
2.5k 2k J
1.8k
2k n
¥ 1.6k
1.3% 1.4k
1k (L
Jan 2020 Apr 2020 Jul 2020 Oct 2020 izl sugaozd juf20ag (a2t
— Although there is a
peak in  Summer,
“Cities” are searched
all year round.
@ Source: Digital Demand 2019/2020, searches related to Finland

Visit Finland

Seasonality

@Jan 2020 - Dec 2020

1.1k
1k
950
900 /

850

800

750

700

650

Jan 2020 Apr 2020

Jan 2019 - Dec 2019

LLakes 10 800 (+8%)

1

Jul 2020 Oct 2020

2020 figures are
influenced by Corona up
and down.

Talking about 2019,
“Camping”, “Cities” and
“Lakes” show a high
peak for searches in
Summer (short-term
bookings). “Camping”
could also be promoted
around Christmas as
people seem to think
about this at this time, this
is even more true for
“‘Lakes”.

Go to summary
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Promoting additional Summer topics could support

Finland‘s consideration for a Summer holiday

Lappland: Finnland schafft neuen Nationalpark Salla

Miinchen, 10.12.2020 | 10:28 | Ivo

Finnland schafft einen neuen Nationalpark. Das neue Schutzgebiet kénnte bereits im kommenden
Jahr etabliert werden. Der Nationalpark Salla befindet sich dann nérdlich des Polarkreises in der
finnischen Region Lappland. Die Region zwischen dem Skigebiet Salla und der russischen Grenze
ist zwar eine der am wenigsten besiedelten Gebiete Europas, jedoch leben dort rund 10.000
Rentiere.

Die GréBe des Salla-Nationalparks soll rund 10.000 Hektar betragen
und befindet sich im bereits 2017 etablierten Naturreservat
Sallatunturi. Die Fléche des kinftigen Nationalparks besiedeln
Pflanzen- und Tierarten von unschatzbarem Wert. Das Gebiet
beherbergt alte Walder, Simpfe und Moorlandschaften sowie
geologische und kulturhistorische Statten. Die Schaffung des neuen
Nationalpark Salla wurde Mitte November vom Umweltministerium im

Rahmen einer Pressekonferenz bekanntgegeben, mit den
Vorbereitungen haben die Finnen bereits begonnen.

3. General Traveller Profile and Winter/ Summer Profile

@ Source: hummer-reiseideen.de, check24.de, travelzoo.de
Visit Finland

NORDEUROPA

ab 999 € - Finnland: Mitternachtssonne in Glasvilla, -500 €

Journaway

ab 999 €

ANGEBOT PRUFEN (4

bei Journaway

Barensicht TOUR

“National Parks” or
“‘Bears” perfectly fit to the
Wilderness aspect that is
already part of the Finnish
image. But it would also
fit to your target group
looking for adventure,
natural attractions and
extraordinary things.

Experience the “midnight
sun“ could also be such
an extraordinary thing to
promote. It is not really
present in operator’s
offers until now.

Go to summary
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Winter Topics Searches are mainly done in Winter

Seasonality Seasonality Seasonality

3. General Traveller Profile and Winter/ Summer Profile

.Jan 2020 - Dec 2020 Jan 2019 - Dec 2019 ..Jan 2020 - Dec 2020 Jan 2019 - Dec 2019 @)an 2020 - Dec 2020 Jan 2019 - Dec 2019 “Sauna“ muSt not

’ necessarily be a travel

.\ Northern lights 46 700 (-11%) .. Igloos Hotels 13 700 (-30%) _ Santa Claus 11100 (-10% topic as e.g. many people

, built a sauna during the

) - lock down.

/,\/ / Winter topics are

) )\ i searched in Winter

= 500 \_,-——/ .

Jan 2020 Apr 2020 Jul 2020 Oct 2020 Jan 2020 Apr 2020 Jul 2020 Oct 2020 Jan 2020 Apr 2020 Jul 2020 Oct 2020 Startlng from Oct up to
Seasonality Seasonality Jan- Only exception iS

) Zl{.’a” 2L Eae 22 Jan 2019 - Dec 2013 7(.jan 2020 - Dec 2020 Jan 2019 - Dec 2019 “Santa ClaUS“ With a C|ea|"
i not surprising. July
searches for Santa are
supposed to be travel

// related (winter

- catalogues published).
400 J,/—/

Jan 2020 Apr 2020 Jul 2020 Oct 2020

@ Go to summary

Visit Fnland Source: Digital Demand 2019/2020, searches related to Finland Back to agenda
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as they are real attractions

ROVANIEMI

il B -
1 - W b “ g =
PR A
Sampo Estred 3 B, & Seaskde Glass Vi

Erlebnisreise - von der Hauptstadt
zum Polarkrels

Wornbetsphel Suie

_ Arctic TreeHouse Hotel seses

‘ Studienreisen | Studienreise

Finnland

Herbstlaubfirbung im Norden

Natur und Kultur zwischen Helsinki und Lappland

C{l 4 Termine 2022 15 Tage

adt] ’ ;
= Reise ansehen
‘Wotnbeispiel eskanarda Bockhnaus

3. General Traveller Profile and Winter/ Summer Profile

Blockhausromantik in Ruka

@ Source: Dertour.de, Studiosus.de
Visit Finland

Some Winter topics that could be pushed further

“Arctic Circle”, “Tree
Houses", “Husky Tour",
“Log cabin® and “Ruska“
— all of them are not yet
interlinked with Finland.
But all of them are also
the extraordinary
attractions that potential

Finnish guests look for.

Ruska is not known yet
but it could become the
“Indian Summer on the
doorstep*

Go to summary
Back to agenda
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4 Corona impact and Outlook

@ Go to summary
Visit Finland Back to agenda



Chapter 4: Key Learnings
Corona Impact and Outlook

. Finland‘s position and outlook was good until Corona came. The Number of
searches had been +36% in Winter 19/20 (Dec 19-Feb 20) compared to the year
before but dropped down to -20% in autumn 2020.

. Corona resulted in uncertainty if to travel and where to travel. Uncertainty, short-
termism, higher need for information and flexibility as well as a wish for more
fairness and transparency challenged the industry to work even closer together
during the Pandemic. Some of these trends like flexibility and transparency will
probably stay after the Pandemic.

. Overnights for Finland decreased by 63% in 2020 and by 61% in 2021 compared
- to 2019.

. The development was and is similar among the Nordics but Sweden and
Denmark perform a bit better overall.

. Flight pre-bookings are mostly still below Pre-Pandemic (although being far
above last year's result) but December 2021 arrivals let assume that recovery is
on a good way and people just book not that much in advance than they did in
the past.

. However, German travellers forget quickly. If you think of terror attacks, bombs,
fires, flues, political uncertainty in Egypt, Turkey, Greece etc. in the past, people
got “back to normal® quickly after the “event® was over. So, the probability is high
that mass tourism destinations will also be back after the pandemic as strong as
before or at least close to it.

Go to summary
Back to agenda
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Corona came

Interest to travel to FINLAND, January 2020

Finland last 3 years Finland next 3 years

9.4% (6.9 million)

of the population in Germany (aged 14+) are
"almost definitely planning” or "generally
considering” to spend a

(short-)holiday in Finland

in the years 2020-2022.

0.8% (0.6 million)

of the population in Germany
(aged 14+) have been to Finland
on holiday or short holiday

in the years 2017-2019

Interest for Finland around 10x
bigger than experience
—> space for marketing

“In which of these countries have you spent a holiday during the last three years (that is 2017, 2018 or 2019)7

“Are you almost definitely planning o go on a haliday to one of thess countries in the next three years? (2020-2022) And which of these countries would you
genarally consider as a holiday destination in the nest three years?”

Basis: German-speaking population 14+ years in Germany; Source: Reiseanalyse 2020

Source: FUR Reiseanalyse, Corona Recovery Module, Digital Demand, searches related to Finland

Wicro-Brandtag Popularity - Winter

@Dec 2019 - Feb 2020
@0Dec 2018 - Feb 2019

Vacation Packages ) B
saunas M

Northern Lights

Travel T

Tourism Attractions I
Camping e

Holiday Apartments I

Cities —

Santa Claus [E—

/)
I

lgloos Hotels
Skiing
Holiday Packages —
Winter Sports _—
Haotels _

Lakes -

Ice Hotels j—

]

Cottages

Nationa Parks-

™
-
o 10k

Fishing

Tourism

Digital Demand

Finland‘s position and outlook looked good until

Before Corona the market
share of Finland was
relatively low with 0,8% of
the German market
having visited Finland
during the last 3 years.

But, Finland was
definitely on the
consideration list and
searches for holiday
packages increased
double digit until
January 2020

Go to summary
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few months

Winter (181 500, +36%) Spring (85 500, -2%)

= Micro-Brandtag Popularity - Spring
@Mar 2020 - May 2020
@ WMar 2019 - May 2019

Micro-Brandtag Popularity - Winter
@Dec 2019 - Feb 2020
@Dec 2015 - Feb 2018

Vacation Packages #

Saunas

Horthern Lights Cities

Saunas—

Northern Lights

I ]
Travel Vacation Packages
Tourism Attractions Tourism Attractions
Camping Travel —
r—o\idayApar:ments_ Car”mg_ :
Cit es_ Lakes
5 i I
Santa Claus — Holiday Apartments
. i I
Igloos Hotels I— Holiday Packages
Skiing I— Igloos Hatels —
Holiday Packages Hotels -
Winter Sports Skiing .
Hcr.e\s- Tourism _—
Lakes - Cottages .
Ice Hotels Fishing
Cottages N Cabins
National Parks Places to Visit
Fishing National Parks L
Tourism Hiking L
o 10k 20k o 5k

Digital Demand Digita! Demand

O

Visit Finland

Source: Digital Demand 2019/2020, searches related to Finland

Summer (109 200, +1%)

Micro-Brandtag Popularity - Summer
@)un 2020 - Aug 2020

@Jun 2019 - Aug 2019

Saunas

Camping

Travel

Vacation Packages
Northern Lights
Cities

Heliday Apartments
Tourism Attractions
Lakes

Holiday Packages
Igloes Hotels
Fishing

Tourism

Hotels

Cottages

National Parks

)

Hiking
santa Claus L
Places to Visit -

Cabins

oI

Digital Demand

ﬂi

Autumn (118 600, -20%)

Micro-Brandtag Popularity - Autumn
@5ep 2020 - Nov 2020
@5ep 2019 - Hov 2019

Saunas—
Northern nghts—
I ‘
Tourism A::r’ac(iuns_

Travel —
Carr::ing_
Cities I—
I
Santa C\aus_
Holiday Apar(ments_
Winter S:)Drts_
Skiing .
LakES-
-
Holiday Packages L
Ice H:JiEIS-
Cottages ML
Fis'ing-
|

Vacation Packages

Igloos Hotels

Hotels

Tourism

[ab\ns-
0 10k

Digital Demand

The search dropped down from +36% to -20% in a

The top search items
completely broke down:
“Northern Lights®,
“Vacation packages” or
“Igloos” where no longer
concrete searches in a
planning process but
became lose plans or
even dreams to break

out.

Go to summary
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Corona resulted in uncertainty to travel and where
to travel

Holiday plans next 12 months lock down, people

planned their holidays in

@ Even before the second

Januery 2020 a more lose way and did
May 2020 t decid
m Sept. 2020 not decide on a

33% destination ... and many
30% were even unsure if to

23% travel or not.

13%

Certain to travel, destination Certain to travel, destination Unsure if to travel Mo travel intention
already decided not decided

Question: When you think [abow the next 12 months] do you have any holiday plans for that fime?

Basis: German-speaking population 18-F5 years of age; source: A 2021, Corona Recovery Module 0972020 and previous studies 10

@ Go to summary

Source: FUR Reiseanalyse, Corona Recovery Module
Visit Finland Back to agenda
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Those Corona developments challenge(d) the
industry

. One could summarize the
.we developments and impact
on the travel industry in
those five trends.

Corona challenges for the tourism industry

Tourism boards therefore
needed a closer
exchange with all players
of the industry such as
local tourism boards, tour
operators, travel agencies
etc.

short-
termism

Some of these trends like
flexibility and
transparency will probably
stay after the Pandemic.

flexibility

4. Corona Impact and Outlook

21

@ Go to summary
S : FUR Rei lyse, C R Modul .
Visit Finland ource elseanalyse orona ~ecovery viodule Back to a enda
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More flexible product offers will stay after the

Pandemic

Booking criteria for future holiday trips

Money-back guarantee if the trip cannot be
carried out

59%

Generous cancellation conditions, if | wish to

0,
withdraw from the trip at short notice 52%

Adequate hygiene measures at the destination 52%
Appropriate hygiene measures in my holiday
accommodation

51%

Guarantee that | will return home in any case (e.g.
in case of border closures)

45%

Guarantee that if | fall il on site, | will be taken 399

home at no extra cost. o

Guarantee that if | fall ill, | will receive medical
care on site without further costs.

39%

Appropriate hygiene measures on arrival (e.g. in

L¥)
the airplaneftrain/bus) 35%

Cuastion: If youw book a speaiic fravel offer in the fulure, which of these aspecis will you pay particular aftention fo?
Basis: German-speaking population 18-75 years; sounca: RA 2021, Corona Recovery Module 0502020

@ Source: FUR Reiseanalyse, Corona Recovery Module
Visit Finland

18

There was a tremendously
increased wish for flexibility
like free of charge
cancellations and partly
hygienic factors.

However, German travellers
forget quickly. If you think of
terror attacks, bombs, fires,
flues, political uncertainty in
Egypt, Turkey, Greece etc. in
the past, people got “back to
normal® quickly after the
‘event” was over. So, the
probability is high that
mass tourism destinations
will also be back after the
pandemic as strong as before
or at least close to it.

Go to summary
Back to agenda
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Overnights for Finland decreased a lot but recovery

can be seen now

120000

100000

80000

60000

40000

20000

Overnights of Germans in Finland decreased by 63% in

2020 and by 61% in 2021 compared to 2019.

Al el Sl L o

O

* Preliminary data, Source: http://visitfinland.stat.fi/
Visit Finland

Jan 20

Feb 20

Mar 20
Apr 20
May 20

Jun 20

Jul 20
Aug 20

Sep 20

Oct 20

™ Y YT YT O OT O OTIOTIOT OT O OT O OT T

December 2021 has been
just 6% below December
2019 figures.

With the impact of
vaccinations and a good
summer with low
incidence rates that felt
like “normal® in Finland as
well as in Germany,
recovery started and is
on a good way.

Tourism Economics
predicts a growth of 5%
for Germany in 2023.

Go to summary
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Overnights dropped in all Nordic countries

Destination

1. OVERNIGHTS BY A TARGET MARKET Nationality VISIT
IN THE NORDIC COUNTRIES Alle  Germany v|  FINLAND
YEARLY NIGHTS SPENT IN 2016-2021 NIGHTS SPENT
2016 ®2017 ®2018 ©2019 ®2020 ®2021 IN THE NORDIC COUNTRIES
2020 2021

3 Mio. @

2 Mo, 3,8 Mio. 4,7 Mio.

Yearly nights spent Cumulative nights
l N
.. T @
Denmark Sweden Norway Finland Iceland
MONTHLY NIGHTS SPENT IN 2016-2021 -4,6 Mio. 992,9 Tsd.

2016 ©2017 ©2018 ©2019 ©2020 ©2021 YoY change in YoY change In

nights spent nights spent
2 Mio. @

1 Mio. l H -55,5 % 26,9 %

YoY change in Nights Spent Yearly
0 Mio. al ol B -__ l -I ﬂ -_l il nights spent, % Cumulative Change %
QA o & \-,\‘\ o) e o
W «° N W <° 5 ((\ &
w Qéo ‘@ O ?\0\@, e’& Sources: Rudolf Data Base, Statistics Denmark, Statistics Finland,
Monthly overnight statistics for Iceland include hotels only. From 2019 on, overnight statistics for Norway do not include overnights in youth hostels. Statistics Iceland, Statistics Norway, Statistics Sweden
@ Source: Business Finland Bl

Visit Finland

Sweden as a summer
destination benefited of
the “back to normal” in
Summer (+114% 21 vs.
20).

In 2020 Denmark
decreased the least (-
26%) maybe because of
the high share of vacation
homes that have always
been seen as a safe
location.

Go to summary
Back to agenda
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4. Corona Impact and Outlook

Flight bookings have ramped up since Summer
2021

20%
0%
-20%
-40%
-60%
-80%
-100%
-120%

1000%
800%
600%
400%
200%

0%

-200%

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec |Jan Feb Mar Apr May Jun
21 21 21 21 21 21 21 21 21 21 21 21 |22 22 22 22 22 22

—

</ X

—

—Finland YOYPP Sweden YOYPP ==—Norway YOYPP

/ ==

—

—Finland YOY Sweden YOY  ===Norway YOY

Source: Forward Keys arrivales, from Jan onwards prebooked tickets

Flight bookings are still
below Pre-Pandemic but
have increased a lot since
Summer and are far
above last year.

Travels are booked
shorter in advance.
Therefore, a result close
to Pre-Pandemic in
Summer is still realistic as
numbers from January 22
onwards are just an
interim booking result.

YQOY=Relative difference between Pax YO and Pax
of the year before

YOYPP=Relative difference between Pax YO and
Pax of the corresponding month Pre-Pandemic

Go to summary
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Agenda Summary

Key Learnings Chapter 1: The Key Learnings Chapter 2:
German Traveller Finland‘s market position

Key Learnings Chapter 3:
General Traveller Profile and
Winter/ Summer profile

Key Learnings Chapter 4:
Corona impact and Outlook

Actions to follow up on Learnings
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Top Actions to follow-up on Learnings

Foster Sustainability
Ease the booking Promote additional in the industry and
journey highlights marketing the topic
to consumers

Increase awareness :
and visibility Sharpen the image

O

Visit Finland

Go to summary
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Sources
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Visit Finland

Digital Demand

Top Markets from Germany | Oxford Economics Top countries
FUR Reiseanalyse

Ipsos Brand Tracking

Nordic overnights | PowerBl | Published figures

Forward Keys | Flight Capacity | Accessibility

ADDITIONAL SOURCES added by INNOLINK

DRV Facts and Figures: https://www.drv.de/themen/reisen-in-zahlen.html

VIR Daten & Fakten zum Online-Reisemarkt: https://v-i-r.de/wp-
content/uploads/2020/03/web_VIR-DF-2020.pdf

Travel Data and Analytics: www.traveldataanalytics.de, data directly provided to Innolink

Travel websites: dertour.de, Studiosus.de, hummer-reiseideen.de, travelzoo, booking.com,
hometogo etc.

Google Maps

Inspektour Destination Brand, data directly provided to Innolink


https://www.drv.de/themen/reisen-in-zahlen.html
http://www.traveldataanalytics.de/

LININOLM

Questions?
Just connect with us!

Do it smart - do it Finnish!
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O

Visit Finland
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Innolink Germany GmbH

Doérte Nordbeck
Director Sales and Business Development

doerte.nordbeck@innolinkgermany.de
+49 176 5611 4845

Arndt Polifke

CEO
arndt.polifke@innolinkgermany.de
+49 176 7389 3475
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o 48 pow
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