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https://www.businessfinland.fi/49a5d3/globalassets/julkaisut/visit-finland/tutkimukset/2020/indian-market-opprtunities-and-challanges.pdf
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* Not widely associated with non
winter seasons

* Yet a particular opportunity vs.
the increasingly hot Southern /
Central European destinations



https://www.businessfinland.fi/49a5d3/globalassets/julkaisut/visit-finland/tutkimukset/2020/indian-market-opprtunities-and-challanges.pdf
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Top countries and topics in Finland’s touristic
internet searches globally

* 5,1 million travel-related internet searches in 2019

* +23% growth in searches from previous year

Tourism
Northern Lights
Travel

Saunas

Places to Visit
Igloos Ice Hotels
Cities

Santa Claus

Holiday Packages

Hotels
Lakes
Camping
Visit

Vacation Packages

Flags  Markets 2019 Growth
N~ Japan 556.756 +37,3%
R Russian Federation 524.545 +15,9%
B Germany 455.265 +37,9%
o United States 402.123 +20,4%
5= United Kingdom 353.340 +39,1%
B china 317.465 -16,3%
Bl rFance 248,971 +20,9%
il tay 223324 +21,9%
o Spain 205.899 ¥21,7%
R T e
@ Rest of the world 1.694.428 +24,7%

India #10

Thingsto Do
Tours

Jungles and...

Skiing
Towns
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IS -+ 3%,

I +34%

I +) 1%

30,
e +4)%

-
mm +28%

Tourism...

+49

-

Top 3 topics by
volume and
growth

Source: D2 Digital Demand



Top topics In

Finland’s touristic
internet searches
dglobally — USP’s

Saunas, Santa Claus and lakes
represent the USP’s where Finland
stands out from its fellow Nordic
destinations. Forests also
differentiate Finland, although they
are as often related to Norway.

Other brandtags reaching close to
the top 20 most searched topics and
growing fast especially for Finland
include spa & beauty treatments,
islands and parks & reserves.

Top 20 micro-brandtags 2019

Tourism

for Finland
0 200 000

for the Nordics

400000 600 000

Northern Lights

Northern Lights Travel
Travel Tourism
Saunas I +43% Camping

Places to Visit
Igloos Ice Hotels
Cities

Fjords and Glaciers
Holiday Apartments
Holiday Packages

Santa Claus

e +21%

Places to Visit

Holiday Packages

Vacation Packages

Hotels Cities

Lakes o -3% Tours

Camping \ Cruises

Visit Finland stands out Hotels

Vacation Packages Visit
Things to Do Thingsto Do
Tours Volcanoes

Jungles and Forests
Skiing
Towns

Tourism Attractions

Igloos Ice Hotels
Tourism Attractions
Skiing

Hiking

Source: D2 Digital Demand
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Most popular Visit Finland website content
during summer 2020




Visitfinland.com summer 2020
June-August 2020 vs. June-Aug 2019 June-August 2020 vs. Mar-May 2020

Compared to same period in 2019 (June-Aug 2019) Compared to previous period (March-May 2020)

* Traffic during summer has decreased by fifth compared to Traffic has from spring substantially
same time last year * Virtual Rent a Finn —campaign in May was a success!

) ) ) ) * The traffic stayed at a higher rate after the campaign
* Both organic and paid traffic have decreased a little

* Traffic from all countries has NOT dropped compared to last year

Organic traffic has increased and paid traffic has decreased

. From Germany’ UK’ Netherlands’ Switzerland’ Japan traffic has ° Germany, SWitZerland, Netherlands, Austria, NorWay and Estonia
are the countries that have in organic traffic most
Bigger decreases in traffic (over -20% decrease): Sweden, Italy, *  Biggest traffic decreases from (around -30%): Italy and Spain
China, Spain, Russia in traffic from both Google and Social Media
* Direct traffic, organic Yahoo & Bing as well as organic Facebook
e During summer 2020 traffic was close to same as last year traffic have continued to in August
* On afew days we reported than year before
* We have less campaigns now that year before and the * Most read articles including all language versions:
traffic is only about a fifth behind last year overall *  COVID-19 traveler info article
e 21 Reasons to Love Finland
* Most traffic still comes from Google search, as before, also o e Pl e @ el e

Social Media brings a lot of traffic

* New articles have been released during summer; for example Virtual tour around Finland & Extraordinary life in the Archipelago.
* More new content is in the pipeline

Source:Visit Finland



Popular Visit Finland articles summer and autumn seasons 2020
(06—11) - |nd|a LAND OF A THOUSAND LAKES

Taking a trip to Lakeland is like taking a trip into the heart of Finnish
identity. One of the most important birthplaces of the Finnish

Popular Articles on visitfinland.com during summer 2020: identity are the deep green forests, the rolling hills and the glittering
lakes that cover most of central Finland.

Practical Information for Travelers to Finland during Corona Pandemic e o e
21 Reasons to love Finland ven and b, Theforeted andscap
Land of the Midnight Sun th ;1 .' g . i
Doze off under the Northern Lights Lapland, Filand s flled withcnses of the cean lue.
Land of a Thousand lakes Flasfec certaln o ‘
On a Virtual Tour Around Finland
On the Hunt for the Northern Lights
10 Best Things to do in Finland

17 Reasons to Visit Finland in 2017 AUTUMN AND SPRING - THE
What are the Finns like? BEST NORTHERN LIGHTS
SEASONS

Additionally during the Autumn 2020:
Meet Santa Claus Even though many people associate the Northern Lights with cold
Autumn and Spnng — the Best Northern nghts Seasons and snowy winter scenery, the most active seasons are actually

autumn and spring when the earth’s orientation towards the sun
maximises the probability of solar flares interacting with the planet’s

magnetic field to generate this phenomenon.

Kiili finds that t

During the summer months Indian site visitors were mostly interested in Midnight
Sun, Lakes, Northern Lights and general information on Finland, reasons to visit
and what to do in Finland.

“A oot night i Ortober. The mwn o 4 weal s that domsnaties the
semondings, sesiag detas hat wock] otherwioe s hidden” ‘ :

During this autumn the interest has otherwise stayed very similar but autumn
themed article on Northern Lights and Santa Claus increased in popularity.

. o ol '.

-~

Source:Visit Finland







India: Yearly overnights in the Nordic countries

Nordic countries' share of Indian overnights 2019

—— 0.6M

overnights in total

Development of Indian overnights 2009-2019

250 000
200 000 — Sweden
Sweden
Denmark 235 400
Finland 40%
150 000 e N OrWay
Iceland
100 000 102 400
Indian overnights, change %
@ Change 2019/18 I Average annual change 2009-2018
50 000 —_—— 54% |
25%
2%
2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 = 15%
,*"‘\\-\ %7 = [ 6% “
Statistics for Norway available since 2018, Denmark** Finland Norway* Sweden Iceland**

and for Denmark and Iceland since 2013
Sources: Visit Finland Statistics Service Rudolf, Statistics Finland,
Statistics Denmark, Statistics Norway, Statistics Sweden and Statistics Iceland



Indian overnights in Finland 2000-2019

120 000

27 %

100 000
o 3%
80 000 a4 %
29 %
13%
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Year 2019

17t in country rankings
with a 1% share of foreign overnights

Average change 2000-2019: +14%
Change 2019 compared to 2000: +434%

Share of overnights by regions 2019

65% 14% 8% 13%

Sources: Visit Finland Statistics Service Rudolf, Statistics Finland



INDIAN OVERNIGHTS IN FINLAND BY SEASON

2010 m 2011 = 2012 = 2013 m 2014 m 2015 w2016 m2017 m2018 m 2019 m 2020

35000

Growth especially in
30 000 * Helsinki and Vantaa
Rovaniemi and Inari-Saariselka

dd

Winter (12-02)  Spring (03-05) Summer (06-08) Autumn (09-11)

Indian overnights in 2019
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Shift to value and essentials

India is more optimistic than the rest of the world about its
economic recovery

Confidence in own country’s economic recovery after COVID-19'
% of respondents

- = m ™™ Il m =™ == 11 11 = o

India us China Indonesia Mexico Brazil S. Africa Germany UK Italy France Spain Japan
9/18-27 9/18-24 9/16-24 9/21-30 9/21-28 9/21-25 9/18-29 9/24-27 9/24-27 9/24-27 9/24-27 9/24-27 9/22-28

T T LELE
28
35
= 47
47 53 62
51 . 60
52

- Pessimistic: COVID-19 will 32
have lasting impact on the
economy and show

regression/fall into lengthy
recession n_

. Optimistic: The economy will
rebound within 2-3 months and
grow just as strong as or
strongerthan before COVID-19

Unsure: The economy will be
impacted for6-12 months or
longer and will stagnate or
show slow growth thereafter

McKinsey & Company: Indian consumer sentiment during the coronavirus

crisis. COVID-10 consumer pulse survey, November 2020.

'Q: Howis your overdl configence EBvel in economic condibons affer the COVID-19 situadon? Rated from 1 “very optimistc” 10 6 “very pessimistic’, bars may not sum %o 100% due %o rounding.

Source: McKinsey & Company COVID-19 Consumer Pulse Survey McKinsey & Company 2

Indian consumers’ optimism in the economic recovery has improved steadily, reaching levels last seen in mid-April.



Homebody economy

Indian consumers are most concerned about visiting crowded public
spaces, attending large events, and traveling by public transportation

Consumers’ level of concern undertaking various activities'

% of respondents

Shop for groceries/necessities
Shop for non-necessities

Drive more than 2 hours from home

Get together with family

Work outside my home

Goto a shopping mall

Get together with friends
Goto a hair or nail salon

Rent a short-term home

Dine at arestaurant or bar
Use a ride-sharing service
Use a clothing rental service
Goto the gym or fitness studio
Stay in a hotel

Travel by airplane

Go out forfamily entertainment
Use public transportation
Attend a large event

Visit a crowded outdoor public place

Not worried Somewhat worried Worried Level of concern?

24
34
32
35
42
46
46
45
46
46
50
48
50
51
54
55
59
60
61

' Q: How wormed would you be if you were (o do the fallowing activibes in the next fwo weeks? Possible answers: “nat worned at all”; "not very worred”; “somewhat worsed”; ‘very womed”, “extremely wormed.”; fgures may not sum %o 100%

because of romaxng

Source: Mcxlmey & Con‘pany COVID 19 India Consumer Puke Sm'ey 9 18-9/ 27202() n=-1051, sarmleu ma wevgmeo to mam Inoa E} M pooumon 18+ years McKinsey & Company 18

McKinsey & Company: Indian consumer sentiment during the coronavirus crisis. COVID-10 consumer pulse survey, November 2020.



Homebody economy .
Im—

Most Indians are waiting for indicators beyond lifting of restrictions,
but more are engaging in ‘normal’ out-of-home activities

Milestones for the Indian population not yet engaging with out-of-home activities'
% of respondents awaiting each milestone before engaging

Government lifts restrictions and...

Government
lifts restrictions =
28 \=/, Medical authorities deem safe 21%
Government lifts L
~10% of Indians will not 72% restrictions + other -
engage in “normal” out-of-home of people are not requirement ¢4~ Stores, restaurants, and other indoor > 40/
) (0]

activities until there is a vaccine { y places start taking safety measures

or treatment (down from 14% in
the last pulse survey)

currently engaging
in “normal” out-of-
home activities,
down from 78% in
the last survey

o0
l IQ]_I | see other people returning 12%

S—

Only once there's a
vaccine or treatment

' Q: Whichbest descnbes when you will reguiarly retumn (o sfores, restaurants, and other curf-of-home actwties ? Chan rebased 10 excude Mose already paricipaling in hese aciviies and hose who do not deam any of these lems impaortant.

Figures may not sum % 100% because of rounding.
Source: McKinsey & Company COVID-19 India Cansumer Pue Survey 9/18-9/27/2020, n - 1,051, 8/19-6/22/2020, n - 624, sampled and weighted 10 malch India’s general populaton 18+ years McKinsey & Company 17

McKinsey & Company: Indian consumer sentiment during the coronavirus crisis. COVID-10 consumer pulse survey, November 2020.



S
—l

“4‘11 ')'k,{e - _‘C\‘
- Status display - conformism to individualism

Moving away from the destination ‘tick-list” and
interest in the previously unknown

A market more daring
Captured through social media
Smaller group sizes
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https://www.businessfinland.fi/49a5d3/globalassets/julkaisut/visit-finland/tutkimukset/2020/indian-market-opprtunities-and-challanges.pdf
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Global outlook for post-covid19 travel trends
and traveller needs




Global Outlook

New normal —first impacts on travel demand

* Beingimmersed in nature and culture are likely to see a surge in -
. . . Negatively impacted by COVID-19
interest as the tide turns on mass tourism and “Off the beaten Unsustainable airiines
«Cruise
path” destinations with wide open space become more popular

*Over-tourism

*Mass tourism

*Bucket lists
*Instagram-inspired trips
*MICE

«Corporate business travel

+Baby boomers

* After lockdowns and remote work, consumers are looking for
nature activities, wellness, luxury as well as transformational
experiences

e As the social and environmental sustainability awareness
increases, "Back-to-basics” & ”live-like-a-local” trends get stronger
Positively impacted by COVID-19

»Sustainable leisure tourism
Adventure tourism

* Families and small groups travelling together

* Cruise travel will be negatively impacted +Welness fourism
*viedical tourism
- what will this wealthy segment be looking for to escape the STramomaton marenone
*National parks
everyday life, in order to experience relaxation and indulgence? e~

*Data led impacts
*GenZand Y

Source: THE IMPACT OF CORONAVIRUS ON TRAVEL AND TOURISM, Euromonitor May 2020



Global Outlook

Going towards the new normal

* Travel brands and destinations will need to become more consumer-centric to ensure their customers
and staff feel safe and secure as the phased recovery begins

* Emphasize the digital services along the journey — dreaming phase, clear and easily accessible
information about hygienic safety and services at destination, flexible and easy-to-understand terms
on reservation and purchase

Health and hygiene protocols

e Listen to the customer and learn how
the traveller needs are changing

Touch-free or low touch
Socially distanced

Consumer-centricity

- Focusing on the customer and TSN
ensuring reliable, transparent,

sustainable services — value for money! COVID-proofing

Repurposing of operations
Reskilling staff
New business models

Digital green transformation

S 277N EUROMONITOR
-\ Source: COVIDinnovations BN NN ONAL
,: \i s

Source: TRAVEL 2040 - Sustainability and Digital Transformation as Recovery Drivers , Euromonitor July 2020



Traveller needs in the new normal

* Customization and personalization are key cornerstones of the trip

A e

- Safety & security
measures

+ Presence of masks

- Wdely available
vacdne

* Travellers now place a higher premium on problem solving and
support, especially for longer journeys

«» Transparent refund
policy

- Enforcement of sodal
distandng

* Travellers want more control over their travel, and tailored travel
experiences win out over pre-packaged leisure travel options

* Consumers are opting for fewer holidays but with longer stays

- Signs of leisure travel are slowly emerging in places where natural parks,
beaches and outdoor spaces are safely accessible and supported by
testing and tracing measures.

5 R

- Enhanced deaning
technigues

- Safety & security
measures

- Stricter hygiene practices

- Enforcement of sodal
distandng

- More economical options

- Travellers are trying to find their way and make the most of what they
can to fulfil their holiday needs — traveller confidence is the single most
important element.

Global Outlook

&) om

- Enhanced deaning

techniques

- Stricter hygiene

practices

- Safety & security

measures

- Presence of masks
- Widely available

vacane

@ INSURANCE

- Comprehensive coverage

- Transparent refund

policy

- Medical assistance

eligibility

» More economical options
- (Oarity around restrictions

What Global Travelers Say Matters Most to Them In Order to
Remain Confident About Travel Going Forward

RAIL

- Enhanced deaning

techniques

- Safety & seaurity

measures

- Stricter hygiene

practices

- Enforcement of

sodial distancing

« Presence of masks

TRAVEL
AGENT

» Keeping travelers well

informed

» Support and honesty
- Highly responsive, able

to contact anywhere,
anytime

- Safety & security
» Advice & expertise

aMaDEUsS

Source: What Leisure Travelers Want in a COVID-19 World, Amadeus May 2020



Global Outlook

Trending trip types for nature-oriented travellers

* Most of the pre-covid trends in adventure travel are most likely to accelerate in the new normal
« Sustainability and pure nature, tailor-made activities and services, wellbeing and transformational experiences in focus

-=> Finland will have new opportunities with these trends accelerating and the nature travel segments growing

Hot Trending Trip Types Warm Trending Trip Types

“Hot” trip types are in high demand “Warm” trip types are in demand

1 - 1. Electric-Bike Itineraries
» !ﬁi“ 1. Custom ltineraries - @ 6. Culinary-Focused

Adventures

» 5. Expert or Specialist-Guided 2
Trips H 2. Women-Focused
? 7. Solo Travel

» % 2. Remote Destinations/Trails
- %& 3. Multi-Sport Itineraries
6. Long Haul/Overseas Travel
3. Green/Sustainable Itineraries

M 8. Off-Peak Travel
. (Shoulder Season)
Trips intentionally and carefully designed to be
environmentally Sustainable. For example zero-waste, ;
carbon negative or neutral. @ - 4. Self-Guided

» @7. Slow Travel Itineraries - ‘
Unrushed trips, allowing for deeper connection with 9. Domestic/RegionaI
the destination/nature . ¢ -
» 4. Family/Multi-Generation - @ f‘. Welineas anc Mindfulmees
tineraries
@ Source: ADVENTURE TRAVEL TRENDS SNAPSHOT, ATTA 2019



Global Outlook

Travel motivations for nature-oriented travellers

New experiences in safe and pure environment with room to roam

Experiencing and getting to know local cultures and lifestyles

Wellness in body and mind — counterbalance for work through silence and mindfulness, physical activities
and luxury experiences in nature

Hot Trending Consumer Motivations for Adventure Travel
in 2019

“Hot” indicates these factors are very strong motivators

%@

Warm Trending Consumer Motivations for Adventure Travel

in 2019

“Warm” indicates these factors are strong motivators

1. New Experiences

1. Digital Detox (Unplug)

2. To Travel Like a Local

% @ 2. Pampering and Luxury
/¢, | 3. Cultural Encounters

3. Adrenaline Rush/A Challenge

DIOIC)

[ |

[ |

[ |

||

[ |
4. Wellness/Betterment Goals @

||
[ |
|
|
|
[ |
é
@ Source: ADVENTURE TRAVEL TRENDS SNAPSHOT, ATTA 2019

5. Adventure Travel as a Status Symbol

)



Global Outlook
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> Interest towa slhe_Nordlc countries was on the rise already pre-covid, and the
§.Lo roam and pure, beautlful nature are most likely to

= — - § ﬂ& m‘

experiences, wellbeing through nature as well as taiilor-made serwces

» Nature traveller segments seem to grow

=y
>
“—

R » Great new opportunities also for F‘{nland! ;




Visit Finland




