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Market Insight France
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France – Overnights in Finland 2011-2021

2021
110,000 nights
No. 5 in rankings

YoY change -30%

2019
173,800 nights
2021 vs. 2019  -68%

Source: Visit Finland Statistics Service Rudolf, Statistics Finland 4

Total overnights Jan-Aug22 :
239,800

-6% vs. Jan-Aug19



France – Cumulative overnights in Jan-Aug 2022

Link to the report: Tilastopalvelu Rudolf - Business Finland Source: Visit Finland Statistics Service Rudolf 5

➢ France is by far the 3rd

biggest source market in 
Finland, with over 239,800 
French overnights so far this 
year

➢ Last year (2021) France was 
the 5th biggest source 
market and in 2019, France 
was the 6th biggest source 
market

https://www.businessfinland.fi/suomalaisille-asiakkaille/palvelut/matkailun-edistaminen/tutkimukset-ja-tilastot/tilastopalvelu-rudolf


Top markets in winter season 2022
And change compared to pre-pandemic
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High winter season (12-02)

Dec2018-
Feb2019

Dec2021-
Feb2022

Change 2022 
vs. 2019

United Kingdom 334 900 278 600 -17 %

France 161 700 180 300 +11 %

Germany 151 300 133 100 -12 %

Netherlands 106 700 111 300 +4 %

Spain 59 400 55 300 -7 %

Estonia 58 200 47 400 -19 %

Belgium 30 300 45 900 +51 %

Italy 42 900 45 200 +5 %

United States 53 800 39 600 -26 %

Switzerland 51 800 37 800 -27 %

Sweden 75 100 30 200 -60 %

Poland 21 900 21 500 -2 %

Denmark 21 200 17 100 -20 %

Russia 261 300 16 100 -94 %

Austria 19 500 15 900 -18 %

China & Hong Kong 139 700 14 800 -89 %

Top destinations from France

Source: Visit Finland Statistics Service Rudolf, Statistics Finland

Winter 2018-2019

Rovaniemi 26 600

Inari (Saariselkä) 23 200

Kolari (Ylläs) 18 700

Muonio 18 600

Kittilä (Levi) 15 100

Winter 2021-2022

Rovaniemi 38 200

Inari (Saariselkä) 29 800

Kolari (Ylläs) 20 000

Kittilä (Levi) 18 600

Muonio 17 000



Change % 
2022/2019

Jan Feb Mar Apr May Jun Jul Aug

Finland 1 % 9 % -8 % -22 % -29 % -21 % -18 % -11 %
Sweden -35 % -21 % -12 % -9 % -18 % -4 % 5 % 2 %
Norway -32 % -2 % -13 % -3 % 0 % -12 % -6 % 2 %
Denmark -48 % -15 % -5 % -4 % 1 % 24 % 17 % 19 %
Iceland -21 % -1 % 5 % 43 % 40 % 26 % 22 % -25 %
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France – Overnights in Nordics (Jan-Aug 2022)

➢ Visiting the Finnish Lapland in winter or the 
Norwegian fjords in summer are clearly the most 
preferred holidays within the Nordics among the 
French 

Sources: Rudolf database, Statistics Sweden, Statistics Norway, Statistics Denmark, Statistics Iceland*figures are preliminary

Share of total:

Finland:     20%

Sweden:    20%

Norway:    27%

Denmark:  22%

Iceland:     11% 



Digital Demand –
Travel Related 
Internet Searches
Q1/2022 & Q2/2022
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France: Searches in Q1 & Q2 2022

Source: D2 Digital Demand
9

Q1/2022

Q2/2022



France: Most searched topics

Source: D2 Digital Demand
10

Q1/2022 Q2/2022



ForwardKeys
Air travel & 
Seat capacity
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Air arrivals & seat capacity from France – summer 2022
Comparison with pre-pandemic

12Source: ForwardKeys Destination GatewayData Update: 02-Oct 2022

Main origins of Jun-Aug 2022 air arrivals from France

Jun-Aug 2022 air capacity from France

Please note! Bookings for Ryanair 
are not included

Operating airlines



Air bookings for November 2022-March 2023
Comparison with pre-pandemic

13Source: ForwardKeys Destination Gateway

French arrivals / bookings vs. pre-pandemic

Bookings from November 2022 to March 2023

Data Update: 02-Oct 2022

Bookings from France / November 2022 - March 2023

Please note! Bookings for Ryanair 
are not included

Nov 22 Dec 22 Jan 23 Feb 23 Mar 23

Finland 2 005 4 287 1 380 1 766 399

Norway 1 671 2 407 666 974 418

Sweden 2 027 2 692 329 331 127

Nov 22 Dec 22 Jan 23 Feb 23 Mar 23

Finland 30 % 1 % 13 % 6 % 7 %

Norway 4 % 14 % 25 % 0 % 53 %

Sweden 8 % -2 % -4 % 2 % 22 %



Seat capacity Nov/2022 – Mar/2023
Comparison with pre-pandemic France to Finland

14Source: ForwardKeys Destination GatewayData Update: 11-Oct 2022

Destinations in Finland:

• Helsinki

• Rovaniemi

• Kittilä



Oxford Economics –
Overnights & Spending
Recovery forecasts
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Overnights – Recovery to 2019 levels
Databank update June/2022
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Source: Oxford Economics / Tourism Economics Databank



Spending – Recovery to 2019 levels
Databank update June/2022
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Source: Oxford Economics / Tourism Economics Databank



Market strategy - France
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Why this market? 
VF.fi website: Ranska - Business Finland
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• Winter season is very strong and Finland has the strongest position among Nordic countries. 

• There is also an interest and growth potential for other seasons (summer and shoulder seasons)

• New flight connections and better accessibility (Finnair, Air France and Ryanair). Air France has now 2 direct connections 
to Lapland (Rovaniemi & Kittilä).

• French invest in quality services and use money during their holidays 

• Big and growing interest in Nordics in France (Nordic culture, design, food, local lifestyle, room to roam etc.)

• Green and sustainable values growing – search for nature destinations and relaxing holidays

• Long winter season (December-March); French are travelling to Lapland during the whole winter season, not only 
around Christmas & New Year holidays. 

https://www.businessfinland.fi/suomalaisille-asiakkaille/palvelut/matkailun-edistaminen/toiminta-markkinoilla/ranska


Finland selling points in the market
VF.fi website: Ranska - Business Finland
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• Easy access to nature – Clean air and pure nature

• Activities – Multiples choices for different outdoor activities all year around

– Winter activities e.g.: skiing, huskies, northern lights, snowshoeing 

– Summer activities e.g.: trekking, biking, canoeing

– Special events and happenings; sport events in winter and summer (good PR visibility)

• Local lifestyle, culture and food – Happiness from Finland (wellbeing, sauna, local food, cultural offering)

• Thousands lakes – Searches for lakes have increased and Lakeland has potential. Combination of nature and wellbeing 
with a touch of culture 

• Sustainable travel – more and more important criteria in destination choices and Finland has a strong position as a 
sustainable destination

https://www.businessfinland.fi/suomalaisille-asiakkaille/palvelut/matkailun-edistaminen/toiminta-markkinoilla/ranska


Travel trends in France
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• Strong willingness and need to travel

– Less often, but “better” 

• Slow tourism & Sustainable tourism

• Wellbeing during holidays 

• Live/Do like a local experiences

– Authentic experiences & destinations

• Bleisure travel

• Booking trends 

– Shorter booking windows

– Flexibility demanded

– Good client service & 24/24 availability



Activities France 2023
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B2B activities
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Sales Events in 2023 

• Nordic Workshop in Paris Spring 2023

• Pure Events & Meetings, March 2023

• Road show events with Tour operator partners (Kuoni-
Scanditous, Timetours, Univairmer etc.)

Other B2B activities

• Joint Promotion Campaigns

– Air France Helsinki & Lakeland Summer campaign

– Timetours /Premium Travel 

– Direct tours – Summer campaign

– Karavel – Summer campaign

• Learning events for sales teams /agencies



B2B activities
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FAM trips in 2023 

• Winter famtrip Finland-Norway, February 2023

• Joint Summer famtrip (FR, ES, IT) June 2023: nature, outdoor 
activities & sustainability

• Autumn famtrip, September 2023: nature, sustainability 
(Finland & Sweden TBC)

• Individual famtrips / Site inspection trips 

Other activities 

• Go Nordic Project 

• Team Finland work and Country branding

• Yonder Summer campaign 
Go Nordic!
Les pays nordiques



PR France
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PR and Media in France in 2022 in results
Goal: To raise awareness for Finland as a sustainable travel destination
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• France accounted third biggest brand building effect 50.8 
million of the all VF monitored countries:

• January-August in total 97 hits (Number of hits by region: 
Finland in general 62, Helsinki 13, Lakeland 13, and Coast 
and Archipelago 5)

• Most of them appeared in Tier 1 with brand Building effect 
170 milj.

• Average tone 2.98/3.00, average visibility score 59 %

• Main theme: culture, main Season: spring

1.The average Visibility score talks about the attention e.g. an article can be 
expected to get​
2.Brand Building Effect is an estimate of the number of media consumers 
that have seen the article



Examples of coverage

27

Media trip (Gallan-Kallela): Telerama

Value of 45  000 e

Media trip (winter): Elle Value of 24 500 e

Media trip (food): Paris Match

Value of 24 500 e



Examples of coverage
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PR & Media work in 2023
Goal: To raise awareness for Finland as a sustainable travel destination
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• Improve awareness what Finland has to offer. Cross-media strategy, more TV visibility!

• Influencer co-operation (new strategy): To reach more younger audiences (including TIKTOK).

• To put special focus on content that stands out.

– In 2023 we want to create more edgy plan for PR content and trips.

– More, meaningful influencer co-operating addressing target groups and niche content such as 
biking, summer cottage, road trips

• Seasons: Year-round but stronger input in summer and autumn (ruska and mushrooms) 

• Topics: Design/Art, Nature/Outdoor, Wellbeing/sauna, Culture, Food and Sport (biking, running etc.)
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