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When asked spontaneously which countries they would consider as a holiday destination in the next
three years, Finland struggles to stand out from its Nordic competitors, ranking in the middle at #3

Spontaneous Destination Consideration
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Q2. SPONTANEOUS CONSIDERATION DESTINATION Base: Total Samp|e (11200)

Which countries would you consider for a holiday or short break over the next three years? Please include up to 10 countries 3

Finland on the same level as Iceland
— Norway and Sweden clearly higher
in spontaneous consideration
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Nature and weather associations stand out in when they spontaneously think of Finland.

Spontaneous impression - Finland Countries in northern Europe, where it's For me Finland is ideal for a trip in the
cold, you can see the Northern Lights and

the pobulation is very open-minded winter to see the Northern Lights and
pop Y op doing activities such as skiing and
- dina sledding, Father Christmas, Fjords and the
Kot REI ndeer Good Northern Lights
Nature walk in the snow, sledding, - 1La n d S Ca p e Wl d d..J
pretty towns, sauna, cold, ice, snow, Sled cric Hap Ecology |g : '[S Such Lakes, Lapland, forest,
lake, aurora borealis Culture Life midnight sun Magnificent scenery
. t S anta L  cier and diverse wildlife
akes, nature, snow, L Climate k
lifestyle ..... Santa Claus! NOI"th lce Elﬂ = Design Show. cold. reindeer
B ea UTy E:QH]Q]I l:y nature, quiet, calm

Area
| oy

Calm
Not much, a cold country Citie Claus Cool S

with bizarre culinary
customs but with

Ejord:.

gorgeous environments. High e B{}realls
O can: Garita! Village Pole F.a er
Northern countries where the Hiking Christmas [reVild erness Green Mountain, cold,
people are very welcoming. ODEH O re St Outdoors ' oo beautiful scenery, hiking
and as all countries of the -onrs " Vas eSummer >
north, the scenery is - _
beautiful. g CO"',-';?)C/O?ZFngfer ,-f@ggf,f,"as’ Many beautiful landscapes, whether Nature, Helsinki, Lapland,
' summer or winter. Fascinating istands, lakes, legends
Visit Finland country in but also quite expensive
Q9 BMN Base: Consideration Set: Finland (555)

Please take a few moments to think about <COUNTRY>. Please tell us everything that pops into your mind when you think of <COUNTRY> as a tourist destination. 4
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French overnights in Finland (pre-covid19)
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Year 2019
341 700 overnights in total

6th in country rankings
with a 5% share of foreign overnights

Average change 2000-2019: +5%
Change 2019 compared to 2000: +138%

Share of overnights by regions 2019

27% 8% 11% 54%

Source: Visit Finland Statistics Service Rudolf, Statistics Finland



Seasonality of French overnights in Finland (pre-covid19)
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@ Source: Visit Finland Statistics Service Rudolf, Statistics Finland




French overnights in Nordics
Monthly trend

* August has been the most popular

Year Month

month for the French travellers to 2. NORDIC COMPARISON OF Nationality VISIT
visit the Nordics. OVERNIGHTS BY A TARGET MARKET | France v | 20200~ December ~»  FINLAND

* However, Finland’s profile is totally SWEDEN DENMARK YOY CHANGE IN MONTHLY AND CUMULATIVE

i i ‘o 2018 ©2019 ©2020 #2021 2018 ©2019 ©2020 #2021 OVERNIGHTS, %

different W|th.the Frgnch v_|5|tors __ N Monthly change  Cumative change
mostly spending holidays in oK
Finland during the winter months a0 0K T o — Denmark
from December to March. . . o6% e

* Due to the strict travel restrictions Qo S ® s
in Finland and Norway, travel from SN BTN “‘06“6“‘“6 S
France to these countries has been
nearly non-existing since April
2020. Sweden with looser travel
policy and Denmark and Iceland
with border openings in summer
2020, attracted some French
visitors despite the pandemic.
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y overnight statistics for Iceland include hotels only.

* Finland’s share of the French
visitors among the Nordic countries ...
was 21% in 2019.
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Finland, Statistics Iceland, Statistics Norway, Statistics Sweden

Sources: Visit Finland’s Statistics Service Rudolf, Statistics Finland,
Statistics Denmark, Statistics Iceland, Statistics Norway and Statistics Sweden



French overnights in Nordics

Seasonal trend

* Finland has clearly been #1 choice 5. SEASONAL OVERNIGHTS BY A TARGET MARKET Nationality VISIT
among the Nordics for the French IN THE NORDIC COUNTRIES France v |  FINLAND
trave”ers durlng the winter season Sources: Rudolf Data Base, Statistics Denmark, Statistics Finland, Statistics Iceland, Statistics Norway, Statistics Sweden
(around 40% market share) 2015 2016 2017 2018 2020 2021

* 80% of the French winter time
visitors to Finland travel to Lapland

OVERNIGHTS IN WINTER SEASON (DEC-APR)

@Denmark @Finland ®@Iceland  Morway @ Sweden

Finlan

0.2m

* During the summer season,
Norway is clearly the most popular ..
destination among the Nordics for — A
the French visitors

0.0m

2016 2018 2020

* Finland’s share in the summer
season 2019 was only 9% of the
French overnights in the Nordics

OVERNIGHTS IN SUMMER SEASON (JUN-AUG)

@®@Denmark @Finland ®Iceland © Norway ®Sweden

0.2M
Norway

0.2M

* Traveling from France to the Nordic
countries was on the rise both in
winter and in summer pre-covid

0.1M

0.0M

SHARE OF OVERNIGHTS (DEC-APR)

Iceland 54.6K (10%) —

Norway
68.9K (12%) Finland

~ || 218.8K (39%)

Denmark |
107.1K (19%)

— Sweden 113.6K (20%)

SHARE OF OVERNIGHTS (JUN-AUG)

Finland 64.1K (9%) |

Iceland

65.1K (10%) N
orway

Denmark |
134.9K (20%)

2020 Sweden 146.6K (22%)

T 268.3K (40%)

OVERNIGHTS IN WINTER AND SUMMER

@ Sumimer season (JUN-AUG) @Winter season (DEC-APR)

Norway
Finland
Sweden

Denmark

Iceland

0.0M
YoY CHANGE IN SEASONAL OVERNIGHTS, %

@ Summer season (JUN-AUG) @Winter season (DEC-APR)

0.1M 0.2M 0.3M

Denmark

Finland
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MNorway
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Sources: Visit Finland’s Statistics Service Rudolf, Statistics Finland,
Statistics Denmark, Statistics Iceland, Statistics Norway and Statistics Sweden
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Target Market Distribution

Rank Flag Country Searches Growth
1 L] Japan 488,824 -13.3%
2 = Germany 480,439 -3.5%
3 ] United States 457,516 5.4%
- | - Russia 347,434 -36.5%
5 3 i United Kingdom 333,867 -7.3%
¥ / - 6 '} | France 205,467 -17.8%
” together s 7 = China 201,482 -63.3%
\ ternati‘ SelarCheS 8 | Spain 182,232 -11.3%
pared to 2019) g — | MNetherlands 180,535 24.8%
10 - India 171,296 5.7%
11 = Estonia 136,670 19.4%
12 +- | Sweden 128,918 -3.2%
13 B Switzerland 108,984 -10.0%
14 = Norway 74,032 14.6%
Source: 15 = Denmark 54,076 -1.4%



https://www.businessfinland.fi/ajankohtaista/uutiset/2021-visit-finland/saunat-ohittivat-revontulet-matkailuaiheena-hakukoneissa-vuonna-2020

TRAVEL AND SEARCHES FROM FRANCE

French overnights in Finland Travel related searches for Finland
.Jan 2020 - Dec 2020 Jan 201% - Dec 2019
60 000
50 000 20k
40 000 /
/i 25k
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/
e 20k
20 000 . \ g ’
- \ /
_ - - \ 7
10 000 - -——— - oy
0

Jan 2020 Apr 2020 Jul 2020 Oct 2020

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

» French overnights as well as travel related searches concentrate on winter

» French overnights decreased in 2020 by 54%, while searches decreased clearly less, by 18%,
U compared to 2019

Sources: Visit Finland’s Statistics Service Rudolf, Statistics Finland and D2 Digital Demand



France: Most searched topics in 2020: Top 10 micro brandtags

'Jar‘ 2020 - Dec 2020 Jam 2019 - Dec 2019

Travel

Saunas

!

Northern Lights

‘ L akes D #1in target market rankings
Cities IIIIIIIIIIIIIIIIIIIIIII
‘ Cottages B #1 in target market rankings
Tourism _
Hotels _
‘ Skiing I
Visit IIIIII
0 10k 20k 30k

@;,

» French are doing the most searches on
Lakes and Cottages among the travel
enthusiast in VF target markets

» Searches for Lakes, Cottages and
Skiing even increased during 2020
compared to 2019, Saunas kept the
same good level of searches

France’s YtoY
ranking change for
France
Saunas 5. -2%
Northern lights 7. -21%
Lakes 1. +10%
Cities 6. -18%
Cottages 1. +17%
Skiing 5. +12%

Source: D2 Digital Demand



Saunas:
Interest high for Finland in general and steady growth during the whole year 2020

Benchmark Competitors

@Jan 2020 - Dec 2020 Jan 2019 - D

coor * ""Global searches / Saunas Travel-related searches on Saunas for Finland in 2020

Target Market Distribution

Rank Flag Country Searches Growth
400k
1 3 Japan 112,303 43.3%
2 = United States 92,557 35.4%
oo 3 Germany 56,300 17.5%
4 — Netherlands 34,080 44.3%
H _ _
: Finland Sweden Morway celand Denmark ( g /‘ E ] France 19,801 -1.7%
N
FINLAND: Global searches for Saunas growing FINLAND: French searches for Saunas / 6 0 United Kingdom 18,545 16.5%
Seasonality Seasonality
@)2n 2020 - Dec 2020 @Jan 2019 - Dec 2019 AR pne R L A= tosRtE 7 = Spain 18,160 G.6%
80k 4k 8 . South Korea 13,980 114.7%
o . g 0 Switzerland 9,234 20.8%
50k
’ 10 | Russia 8,938 12.8%

40k

:,\
2020 A 2 2020 et 202 2020 02 2 ct 2020 .
Jan 2020 Apr 2020 Jul 2020 Oect 2020 Jan 2020 Apr 2020 Jul 2020 0cr 2020 @ Source: D2 Digital Demand



Lakes:

Interest increasing in overall and France #1 in Lakes searches for Finland

EENETTEN ORI S Global searches / Lakes

.Jan 2020 - Dec 2020 Jan 2019 - Dec 2019

100k - .

Travel-related searches on Lakes for Finland in 2020
Target Market Distribution
50k
Rank Flag Country
N
\\.1‘/) N | France
o - - 2 Germany L %

Searches Growth
17.591 10.4%
- 10,780 7.7%
( Finland ) Iceland Sweden Morway Denmark
-~ =
FINLAND: Global searches for Lakes FINLAND: French searches for Lakes 3 | Russia 9814 2.8%
Seasonality Seasonality
@)=n 2020 - Dec 2020 @Jan 2010 - Dec 2019 @)=n 2020 - Dec 2020 @)an 2019 - Dec 2018 4 [l Estonia 8,125 86.0%
18Kk .
. ) 5 = Spain 7.817 56.0%
e 6 = United States 7,175 23.3%
15k 5k
14k =l 7 4= Sweden 6,252 12.0%
13k o
3.5k 8 . Japan 6,025 68.7%
12k .
11k e = = United Kingdom 5,590 26.0%
10k \,---\ 2k
|+ Switzerland 3.296 31.1%

10
9k 1.5k
8k “//\/
500 ~
Jan 2020 Apr 2020 Jul 2020 Oct 2020 Jan 2020 Apr 2020 Jul 2020 Oct 2020 @

Source: D2 Digital Demand



Cottages:

Interest increasing in other Nordic countries and France #1 in cottage searches for Finland

Benchmark Competitors GIobaI searches /

.Jan 2020 - Dec 2020 Jan 2019 - Dec 2019
Cottages

Norway Sweden Denmark (Flnlar‘d\ Iceland
3
FINLAND: Global searches for Cottages FINLAND: French searches for Cottages
Seasonality Seasonality
@Jzn 2020 - Dec 2020 @Jan 2019 - Dec 2019 @)5n 2020 - Dec 2020 @Jan 2019 - Dec 2019
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80k
o Travel-related searches on Cottages for Finland in 2020
Target Market Distributi
40k
Rank
LN
4
20k \‘1_) , 25
2 Russia 6,929 -65.9%
0

Country

France
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S

Searches

7.942

6.291

Source:

D2 Digital Demand



Skiing:

Finland stays far behind Norway and Sweden in the global searches for skiing

Benchmark Competitors Global searches / Skiing
@lan 2020 - Dec 2020 @lan 2019 - Dec 2019 Travel-related searches on Skiing for Finland in 2020
Target Market Distribution
200k
Rank Flag Country Searches Growth
190K 1 L] United Kingdom 19,771 5.0%
100k 2 Germany 10,508 30.6%
3 B United States 4,752 22.4%
50k
l 4 — Netherlands 4,366 -2.4%
N Swed € Fintond' N lceland D k oS
arway weden .II'I-EI"— celan enmar ( 5 /‘ E] FranCE LI3E|3 11I90|,"r|:|
T
FINLAND: Global searches for Skiing FINLAND: French searches for Skiing _ _
6 | China 3470 -74.4%
Seasonality Seasonality
3 @Jan 2020 - Dec 2020 Jan 2019 - Dec 2019
.Jar 2020 - Dec 2020 Jan 2019 - Dec 2019 700 —l',r = Lat‘-.*iEl 2931 52&0;.-'0
14k 650
500 8 . Denmark 2,700 -3.2%
12k 550
. 9 [+ Switzerland 2,529 5.3%
10k 450 ¥
10 4= Sweden 2,393 1.4%
400
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4k 200
150 —~
Jan 2020 Apr 2020 Jul 2020 Oct 2020 Jan 2020 Apr 2020 Jul 2020 Oct 2020 ..
an pr u o @ Source: D2 Digital Demand






European Travel Commission: Monitoring Sentiment for Domestic and Intra-European Travel

FRANCE

According to the survey
conducted in February 2021

51% of the French
responded that they are
likely to travel within the
next 6 months

39% were looking at July
and August for their next
vacations

37% aim to travel to
another European country
and 39% to remain within
their domestic borders

https://etc-corporate.org/reports/monitoring-sentiment-for-domestic-and-intra-european-travel-wave-6/

When will French travel? Where will French travel within the next
6 months?
29,3% 28,5% 28,2%
29.59% A 30,6%  320%

394%

381%

Within my country f&é@:

40,4%

37.0%
37.9% 34,9% , 37,3%
county g”';}?

.3 ke,
35,5%
356%
o
o . &
To destinations ourside 15.7%
Europe 16,2%
155%
13,2%
7.8%
75%
Do not know yet "slfgé
Avg-Sep ' 20 Sep-Oct'20 O- Mov'20 . Mo Dec 20 Dec '20-Jan 'Z1 Feb'21 38‘:)%?
E'l:l".'f"_f' 5-1.1.[“_'? s'm'-z}' 51.1.!'.-'!:." SUI“E‘:" E'l:l".'!}-'
J This month B In I-2 months B In 34 monthe [0 Axg-Sep "20 [ Sep- Oct"20 B Oct- Nov 20
In 56 months [] T dom’t konow yer ) ) )
B Now Dec 20 lDa:’Z(LIm‘ZI B Feb 21
survey survey survey

Source: ETC — Monitoring Sentiment for Domestic and Intra-European Travel, Wave 6


https://etc-corporate.org/reports/monitoring-sentiment-for-domestic-and-intra-european-travel-wave-6/

European Travel Commission: Monitoring Sentiment for Domestic and Intra-European Travel

Preferred type of leisure trips during March-August 2021

Preferred type of leisure trip for respondents most likely
to travel in the next 6 months

I B ass 20.9%. Y &\ 12.3%

Sun & Beach City Break
lj 43 (15%) |<.1% .
Coast & Sea Culinary/
Food & wine
B B #2(16%) 15.U% 0
Culture 1 4.8 /0 9
& Heritage » Natita I_l #4 (15%)
& Outdoors
9.1% B B s (13%)
Touring Wellness
& Road Trip & Relaxation

Feb 21 survey

Wave 6 data collected: 5.-19. February 2021; sample= 5,837
Countries included: Germany, United Kingdom, France, Netherlands, Italy, Belgium, Switzerland, Spain, Poland and Austria

@ ‘ o Source: ETC — Monitoring Sentiment for Domestic and Intra-European Travel, Wave 6



European Travel Commission: Monitoring Sentiment for Domestic and Intra-European Travel

Travel qualities sought by consumers at the moment

With relaxation. comfort and fun higher on everyone's agenda, COVID-19's grip on travel
sentiment begins to slightly loosen

Feb 21 sutvey

I . #1 (16%) 10% Health
& Safety

v 21.2% }»

-~

15.5%
I . #2 (15%) Relaxationg

Peace of mind

{  ToPs | 5.9%
A\ QuALITIES o

.

- i

Discovery

Affordability

B B #3(13%) 10.0% }

The term “Travel Qualities” refers ro the natore,
traits and charactenstics of the travel expersence

sought by consumers Countries included: Germany, United Kingdom, France,
Netherlands, Italy, Belgium, Switzerland, Spain, Poland and Austria

U Source: ETC — Monitoring Sentiment for Domestic and Intra-European Travel, Wave 6



WHAT HAS CHANGED?

CHANGES IN TRAVELLER BEHAVIOUR IN TIMES OF COVID-19

-short-lived trends or here to stay?-

Closer
Domestic tourism has shown positive signs in many
markets since people tend to travel closer. Travellers
go for 'staycations' or vacations close to home.

Get away
MNature, Rural Tourism and Road Trips have emerged
as popular travel choices due to travel limitations and
the quest for open-air experiences.

Younger travellers most resilient
Change in demographics:
travel recovery has been stronger among younger
segments. 'Mature’ travellers and retirees will be the
most impacted segments.

New concerns
Health & Safety measures and cancellation policies
are Consumers' main concerns.

Last minute
Last-minute bookings have increased due to volatility
of pandemic-related events and the travel restrictions.

More responsible
Sustainability, authenticity and localhood:
travellers have been giving more importance to
creating a positive impact on local communities,
increasing looking for authenticity

Source: https://www.unwto.org/covid-19-and-tourism-2020

Global outlook



https://www.unwto.org/covid-19-and-tourism-2020

Find out more: Pht on businessfintand.fi

Europe & USA future trends

Important trends affecting travel ipgeurope & USA

ECONOMY

CAR TRAVEL > Touring by land (incl.

Van, Train, Bus Travel + Touring in general)

e experiences (esp. Post corona) + tﬁg‘:

rvice

to

.. WORKATION

Car Travel

EXPER'ENCE MORE (incl. The wan,;o consume

-~
of values > refer to values-based marketing)
——

LISED QICING 'Pers

ackaging)

ntent, liquid services,

tor of bigger change.
ible, long lasting effect.


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

Europe & USA future trends

Workation VF

5 0
@ Strengthening | 2020-2028 o o 5

Crowdsourced: 2022.72

Both working and studying over the internet are continuously increasing in popularity.
This trend has led to workations during which the traveller does remote work in the
destination. Itis believed that if workations become more common, the stays in
destinations will also become longer. The boundaries between work-related travel and
leisure are becoming vaguer as the digital nomads increase in numbers. Finland has
great potential to serve the needs of workationers with excellent internet connectivity,
great outdoors and accommodation as well as the atmosphere of the happiest country
in the world with high quality of life.

(L) »

Watch later Share

“One Happy Workation™: Your office in paradise, Aruba

Global outlook

Overland Travel & Touring VF

o 4]

@ Strengthening | 2021-2024 oo

Crowdsourced: 20208

Health concerns and travel restrictions have grown the interest in travelling by land, especially by car or camper van.
Driving tours and road trips have become more common and have been regarded as safer and more enjoyable than
before. It is anticipated that camper vans will be popular especially among the families with children whe want to
practice social distancing. Travelling by train or bus has also been promoted as mode of transportation after the
pandemic and has to do with travelling to close-by destinations and making responsible choices.

On the ether hand. there are signs that air travel would gain more popularity ever car travel again. at least ameng the
early bird travellers, as slighly growing proportion of Europeans have said they'd prefer travelling by air (see image. ETC
2021). In the longer term. overland travel including touring by car, camper van. train. bus er bike. is expected to remain
a more familiar way of travelling around within the destination as well. possibly more so than before.

Monitoring Sentiment for Domestic and Intra-European Travel. wave 4. European Trawvel Commission (ETC) 2021, pp. 41.

Top & markets which are mest lkely fo trawvel by plane
FRORths:

1 the neat &
Italy
'] 67.49
Poland & - b !
£Q 20,™ L - B !

' Spain
UK v
‘3 { M &¢ %

074 Which of e fod tsing modes: of ansport weoubd
e o ker uming during your et irip within Europs?

Mo of respondents: 3244

Find out more: Matkailun ennakointi/ Travel Foresight on businessfinland.fi



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

oresight on businessfinland.f
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Flexible Booking
and Cancellation Car Travel
Policies

FLEXIBLE BOOKING AND CANCELLATION POLICIES

HEALING TRAVEL

COTTAGE HOLIDAYS

VIDEO AS MEDIUM FOR MARKETING
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https://www.businessfinland.fi/suomalaisille-asiakkaille/palvelut/matkailun-edistaminen/tutkimukset-ja-tilastot/matkailun-ennakointi

Global outlook

Strengthening travel motivations for nature-oriented travellers

L Hot Trending Consumer Motivations
for Adventure Travel

1. New Experiences

@ 2. Go Off the Beaten Track

3. To Travel Like a Local

4. Cultural Encounters

e 5. Wellness/Betterment Goals

@ 6. Last Chance Travel

Q13: What is your organization's perception of the following consumer motivations, based on consumer demand and bookings over the last year?
Base: All respondents (n=129), excluding those that selected “Not Applicable” for each item
Source: 2020 Adventure Tour Operator Snapshot Survey Part |

@ Source: ADVENTURE TRAVEL TRENDS SNAPSHOT, ATTA 2020



Global outlook

Trending trip types for nature-oriented travellers

"= “Hot” Trending High-Demand Trips

2@ 1. Custom lItineraries

2. Greener/Sustainable/Low Impact Itineraries

3. Electric Bike Itineraries

J
e
O3 4. Expert or Specialist-Guided Trips

5. Remote Destinations/Trails

6. Wellness and Mindfulness Itineraries

7. Self-Guides

000000

Q12: What is your organization's perception of the following itinerary trends based on consumer demand and bookings over the last year?
Base: All respondents (n=129), excluding those that selected “Not Applicable” for each item
Source: 2020 Adventure Tour Operator Snapshot Survey Part |

Source: ADVENTURE TRAVEL TRENDS SNAPSHOT, ATTA 2020
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