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Project’s main steps followed
Business Finland’s Foresight Scouting Process
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About signals and trends

Undefined signals

O> Trend X A trend: A defined signal (strong, weak,

®&— wild card) is formed from undefined signals
g et that share the same theme or topic.
7
@Q Usually, multiple signals are needed to
define a potential trend, but sometimes a
T Trends single undefined signal can become a
trend.
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Which are the most relevant trends
from your market perspective?

SPRING 2022 AUTUMN 2022

Western perspective: Eastern perspective:
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Which are the most relevant trends
from your market perspective?

SPRING 2022 AUTUMN 2022

Western perspective: Eastern perspective:

The top 5:
The top 5:
1. Accessibility &
Transportation in Travel

1. Luxury Travel
2. Flexible Booking &
Cancellation
3. Disinformation
4. Experience More
5. FIT travel

2. Experience More
3. Mindful Life

4. Health & Wellbeing in Travel
5. Expressing Empathy

@ Visit Finland
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.

SPRING 2022
Europe and USA: the signal search resulted in 10 signals in total

= 5 were added as market examples to the existing trends in the
radar

= 5 formed into new trends:

@ Visit Finland

.

AUTUMN 2022
Asia: the signal search resulted in 20 signals in total

= 15 were added as market examples to the existing
trends on the radar

= 5 formed into new trends:

10



Western perspective:

New trend cards on the radar

Travel mates & dates



Eastern perspective:

New trend cards on the radar
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Rating results (individual exercise):

EUROPE & USA

0 FUTURES PLATFORM

Sustainability in Travel

Sustainability to Lead the Tourism
Industry Policies

Rise of Responsible Traveller
Zero-emission Travelling
Socio-cultural Sustainability in Travel

Luxury travel

Experience more

FIT travel

Live like a local & lifestyle
Luxury camping
Customised services
Tourists’ increasing dietary requirements
Me, myself & |
Traveldating

Culture travel & food
Pensioner tourism

Accessibility and transportation in travel
Rising cost of travel

Mindful life

Digital detox

Cocooning

Meaningful travel
Mono-Destination travel
Overland travel & touring

Nature & food as remedies
Untouched nature

Nature & outdoors travel
Health and wellbeing in travel

Trends rated as high from the travel industry and Visit Finland relevance perspective:

Climate change & arctic travel
Experienced Asian traveller

[

»

[

Al machine learning

Data economy

Smart travel management

Lack of employees & challenges in job
retention

Big data

New payment methods

Mobile travel experiences

Travel booking & sales

Flexible booking and cancellation policies

»

v

v

v

City travel
Mid-sized cities prosper
Travelling closer to home

Motion and audio in marketing
Expressing empathy
Travel marketing & communications

v

v

v

v

Europe & US travel

Corona virus and geopolitics
Tightening geopolitical competition
Safety in travelling

Cybersecurity

v

Potential themes 2023-2024 for VF:

New travel destinations and travellers due
to global warming and new demand due to
growing population.

Sustainability as a growth factor for
the travel industry.

Travel business as a smart system: How to
make it work seamlessly?

Smart=

fast + easy + on-time + feel good.

Luxury redefined: Fulfilling individual
needs & targets. More value for the money
spent. Personal travel package. Cultural
differences?

Inclusive travelling: Making travel accessible
to a wider group of the population.

Urban Staycation: ‘Stop the routines’
type of fast & easy travel.

Marketing 2.0:
Feel it, value it, be responsible (cover the
risks).

Less is more: Degrowth, slow life, deep
experience, from quantity to quality.
Finding opportunities from simple things.

Close to nature: Healthier multisensory
experiences (sustainable, low cost).

Safety measures are here to stay: Finding
new easy & efficient solutions would
protect from future events also.



ASIA
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Inclusive Tourism

Energy Prices
Rising Cost of Travel ‘

Accessibility & Transportation in Travel ‘

[
»

Lack of Employees and Job Retention ———»

Flexible Booking & Cancellation
Smart Travel Management

Cybersecurity
Disinformation

»
|

Platform Economy
Multinationals Promoting Travel Destinations F,

Safety in Traveling
Trust and Safety in Society ‘

Sustainability in Travel

Rise of the Responsible Traveller
Sustainability Leading Tourism Policies
Zero-Emission Traveling

Regenerative Tourism

Sharing Economy
Social Burnout

Climate Anxiety

v

v

Concentration of Wealth

v

Baby Boomers Generation ,
Generation Z
Europe out of Fashion ‘

v

Empathy in marketing

From Products to Relationships
Social E-Commerce

Instagenic

Multi-Local Living .
Workation \
Business Travel

Digital Detox
Health & Wellbeing in Travel

Coronavirus and Geopolitics
Geo-Economic Blocs
Nationalism

v

v

Healing Travel to Break Routines

Medical Tourism

Nature & Outdoors Travel
Nature and Food as Remedies

Mobile Travel Experiences
Experience More
Educational Travel

Live Like a Local & Lifestyle

Cottage Holidays Comeback
Cocooning

Overland Travel & Touring
City Travel

Instant Delivery

High Speed Travel

v

Meaningful & Mindful Travel
Culture Travel & Food
Mono-Destination Travel

New Offering for Mental Wellbeing

v

Customised Services

Tourists' Increasing Dietary Requirements
Me, Myself and |

FIT Travel

Luxury Travel

Reconnection with relatives and friends

Inclusive traveling: Making travel accessible to a

wider group of people. *

Difficulties that seem to endure: What to offer in times

of uncertainty?

Travel business as a smart system: How to make it

work seamlessly? How to lower the costs? Smart=

fast + easy + on-time + feel good + efficient *

Platforms: easier travel booking, providing a new point of
sales. Concentration of power.

Safe travel: Meaning of safety has risen.

Exclusive travel (opposite to inclusive travel?)
Sustainability as a growth factor for the travel industry.*

Generation gap defining the travel needs.

Smart marketing that feels real and committed.

Travel as a lifestyle: Changing places to allow the
wanted lifestyle.

Politics defining travel: Travelling becoming harder to
plan, rises costs and less attractive.

Close to nature: Healthier multisensory experiences
(sustainable, low cost).*

Fast, safe change of place: Taking a fast break to get
out of the usual place.

Concentration is more: Degrowth, slow life, deep
experience, from quantity to quality. Finding
opportunities from simple things.*

Luxury redefined: Fulfilling individual needs & targets.
More value for the money spent. Personal travel
package. Cultural differences?*



Which themes

are raised by

both
the Western
and Eastern
perspectives?

@ Visit Finland

Travel business as a smart system: How to make it work
seamlessly? How to lower the costs? Smart= fast + easy + on-
time + feel good + efficient.

Concentration is more: Degrowth, slow life, deep experience,
from quantity to quality. Finding opportunities from simple
things.

Sustainability as a growth factor for the travel industry.

Close to nature: Healthier multisensory experiences
(sustainable, low cost).

Luxury redefined: Fulfilling individual needs & targets. More
value for the money spent. Personal travel package. Cultural
differences?

Inclusive traveling: Making travel accessible to a wider group of
people.



What is the Future of (global) travel? Why do we travel?

TO EXPRESS

Inclusive

Luxury redefined

AND EXPLORE cusiiingindividual needs & travelling making trave

What if travel
individualism would lead
away from usual tourist Cultural differences.
packages and lure to

unigue experiences?

@ Visit Finland

targets. More value for the money accessible to a wider group of
spent. Personal travel package. people (physical restrictions,

high-cost related issues,
available travel routes,
cultural issues).

Close to nature
Healthier multisensory
experiences (sustainable, low
cost).

What if travel were offered to employers as a
cost-efficient way to prevent burnout and
as a benefit to tempt employees?

TO DO

Travel business as a smart BUSINESS
system

How to make it work seamlessly? How to
lower the costs?

Smart= fast + easy + on-time + feel good +
efficient.

Sustainability as

a growth factor for the
travel industry.

Concentration is more
Degrowth, slow life, deep experience,
from quantity to quality. Finding
opportunities from simple things.

What if travelling is away to take a real break or have a quick trip to enjoy
one destination at a time? What is mindful deep-dives in local cultures
become more appreciated than easy/care-free tourist packages? What is
physical work that benefits local nature becomes a remedy for an office
worker? 17



Interested to know more?
You can read the details on Visit Finland’s public radar.

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

tilastot/matkailun-ennakointi

0 FUTURES PLATFORM
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Thank you!

For further questions, please contact:

Anna Grabtchak

anna.grabtchak (at) futuresplatform.com



