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HOW TO GET SUSTAINABLE TOURISM FROM CHINA

Long Haul Tourism Analysis Is a joint project between the Nordic DMOs 1 Innovation Norway, Promote Iceland, Visit
Denmark, Visit Finland and Visit Sweden T as well as the DMOs of the Nordic self-governing regions i Visit Faroe Islands, Visit

Greenland and VisitAland ( her ei nafter f@ANordic DMOso). This joint project is
Council of Ministers.

The main purpose is to provide an in-depth understanding of the target group of High Spending FITs from China, and make
recommendations accordingly in brand building, product development, marketing strategy and marketing action plans in order

to achieve sustainable tourism growth from China.
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AGENDA.

1. Introduction 2. Setting the Scene 3. Data Analysis

COTRI High Spending FITs Supply point of view
ASAP+ Market overview Demand perspectives
Project background Competition analysis

4. Findings And Recommendations

Brand USPs
Marketing strategy and action plan
Product development
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1. INTRODUCTION

1. INTRODUCTION
A COTRI
A ASAP+

A Project background
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1.INTRODUCTION OF COTRI

NCOTRI Il s the worl dos |l eading I nstitute for research and consul t i
outbound tourism market, and cooperates with all leading international and Chinese tourism
organisations. @China Daily, March 2016)

COTRI offers services around to customers around the world since 2004 as an independent institute
research and consulting, led by Prof. Dr. Wolfgang Georgrit FRGS FRAS.

Offices are located in Hamburg/Germany and Beijing/China, with a global network of regional partners on all
continents.

R [ i 35 s it 25 PR

CHINA OUTBOUND TOURISM
RESEARCH INSTITUTE

COTRI IN GERMANY COTRI IN CHINA B
COTRI Headquarter 21th Fl, Wangjing

West India House Greenland

Eiffestrale 68 Center B Hongtal East 5 )
20537 Hamburg Str_(_e_et, Chaoyang District ETG A TRAVEL PN;’\
Germany Beljing 100102 e i

Member 2017/

Knowledge Partner
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1.INTRODUCTION OF ASAP+

ASAP+ Is a full service digital agency headquartered in Shanghal, with additional offices in Sydaayl

London. Our team of 150 iIindustry professional s caters
between their digital offerings and Chinese audience.

ASAP+ connect brands to their Chinese audience by combining global brand strategy with the latest Chinese
market insights.

Our client pool is focused primarily on the travel and tourism industry, with extensive experience servicing
International travel destinations and destination management partners seeking to increase both the number
of iInbound Chinese visitors as well as individual yields in a strategic and sustainable way.

SHANGHAI: LONDON: SYDNEY:

Room 903- 908, No.1, Building 4, 200 Union Street London, SE1 OLX 333 George St, NSW, 2000
_ane 838, Huangpi Road (South), Info.uk@asaplus.com Info.au@asaplus.com.cn
HuangPuDistrict, Shanghal +44(0)7403690220

Info@asaplus.com.cn
021-50936616
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1. Project Background

Long Haul Tourism Analysis

_ _ BACKGROUND
A Part of the Long Haul Tourism Analysis

A The Chinesemarket is gaining more importance for Nordic destinations

Eight Nordic DMOs
Opportunitiesand challengesemerge

A
BusinessFinlandas coordinator
A Nordic DMOs require updated analysis
A

COTRIand its partner ASAP+ _ _ o _
Market segment of High Spending Free Individual Travellers(HiSpFIT9

Do o o D»

To achieve sustainabletourism growth from China

PURPOSE

A Increaseawarenessof the Nordic region as a whole

CONTENT OF THE REPORT

. . . . A Identify multiple interesting places to combine in the sametri
Defining Chinese High Spending FITs fy P IP ;
A Increase sustainabletourism from Chinato different Nordic destinations

Supply analysis

GOALS

A Identification of common Nordic Unique Selling Propositions (USPs) and market

Demand analysis

Competition analysis specific USPsin China

A Recommendationsfor marketing strategy and action plan in China

Findings and recommendations

BACK TO TABLE OF CONTENTS

A Recommendationsfor product adaptation and development




THENORDICS.COM

1. Project Background

DATA SOURCE Various sources of data have been gathered and woven into the discussion of this analysis report, including:
DATA SOURCE SECTION IN REPORT

Nordi c DMOs® marketing activities i n China collected by Passim r e
Social media items collected on Chinese travel related social media platforms fogtnographyanalysis Appendix A
Interviews with 20 individual ChineséliSpFITtravellers Appendix B

Interviews with 20 industry experts who are currently working in the field of outbound tourism businesses from China to the

Nordic region Appendix C
ltineraries collected on major Chinese OTAs® websites Appendix D
Data collected for USPs, branding and marketing Appendix E

Desktop research- including COTRI database, published and unpublished studies and research papers as well as
materials from the extensive, daily updated, COTRI database of articles from online and offline media on a global level. Passim

BACK TO TABLE OF CONTENTS




2. SETTING
THE SCENE

1. INTRODUCTION
2. SETTING THE SCENE

A High Spending FITs
- Definition
- Market size of HiSpFITs

A Market overview

Departure growing
Destination shift
Spending changing
Visits to Europe
Formation of HISpFITs

3. DATAANALYSIS
4. FINDINGS AND RECOMMENDATIONS
5.Q&A

10 BACK TO TABLE OF CONTENTS
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HIGH SPENDING FITs

DEFINITION

NHI gh Spen ddiSpHTs)Rle Travell¢rs who spend considerably higher amounts compared
to the average of Chinese outbound travellers spending in a destination, by spending more per
person per day and/or by staying | onger 1 n the destination. o

FITs: The term FIT (Free Individudiravelleror Fully IndividualTravellel) is used to refer to those who take their

trips in all forms thatareNOT package group tours°®°. FI Ts are all forms of tours fc
(or a singletraveller) who travel with or without the partial or complete help of tour operators or travel agents

(including customisedtours organised by tour operators either in China or in the destination) and

A know each other before departure and travel together (family, friends, colleagues, expert groups, pilgrim
groups, etc.) for the whole trip and

A can freely decide on changes of the itinerary on the spot without having to follow the command of a tour guide
or the fixed programme of a tour operator

A travel predominantlyfor non-businesspurposes

A spend considerably higher amount of money compared to the average Chinese outbound travellers

11 BACK TO TABLE OF CONTENTS o @
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HIGH SPENDING FITs

When discussing the profile oHISpFITs it Is
Important to consider the total amount of
spending perHISpFITduring one trip,
compared to per day, as the research results
point to the fact thatHiSpFITsare more likely to
stay longer in one destination or to have a

longer total stay in Northern Europe compared
to other Chinesetravellers

AVERAGE SPENDING

Di f f I

cul t t o need to

obt al n,

2,335 USD for the whole trip | 1,186 EURer day

Source: FGRT Source: Business Finland, 2017

BACK TO TABLE OF CONTENTS

12

PROFILE

Willing to pay extra

On travel services

- e
. -
- s
- ..

Non-Package Traveller Interest for novelty
Can decide and change the trip freely

hotels and new ideas

Known Companions

Know each other before departure Go local

Rather spend on local services

and local special goods

@ Not just shopping

t r |

-----------

Long stay
C O N S | '\@eypnzeratyye fsi@atpn o

in Northern Europe

Sé:)pping is not included as a
required element as
“spending”

Interested in experiencing new activities,

THENORDICS.COM
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HIGH SPENDING FITS

Market Size and Forecast of HISpFITs to Northern Europe

Market Condition Total Amount

Size of the current Chinese market to Nordic destinations in 2017 was 1.7 millions overnights 100% 1.7 million

Chinese arrivals to Nordic destinations in 2017: averagely 2 nights per country, so Chinese arrival number = 1.7 mio. : 2 Divided by 2 850,000
Now Number of Chinese visitors in 2017: averagely 2 countries per trip, so the number of Chinese visitors = 850,000 : 2 Divided by 2 425,000
2017

Out of these 425,000 Chinese visitors, 45% are non-fixed package tours, so the non-fixed Chinese visitors to Nordic = 425,000 x 45% 45% 191,250

Out of these 191,250 non-fixed package tours, 25% are HiSpFITs, so the number of Chinese HiSpFITs = 191,250 x 25% 25% 47,800

Size of the potential Chinese market to Nordic destination in 2022 with CAGR 15%. So the total overnights to Nordic destinations in 2022 = 3.42 million 100% 3.42 million

Chinese arrivals to Nordic destinations in 2022: averagely 2 nights per country, so Chinese arrival number = 3.42 mio. : 2 Divided by 2 1.7 million

Number of Chinese visitors in 2017: averagely 1.8 countries per trip, so the number of Chinese visitors = 1.71 mio : 1.8 Divided by 1.8 950,000

Out of these 950,000 Chinese visitors, 60% are non-fixed package tours, so the non-fixed Chinese visitors to Nordic 950,000 x 60% 60% 570,000

Out of these 570,000 non-fixed package tours, 30% are HiSpFITs, so the number of Chinese HiSpFITs in 2022 = 570,000 x 30% 30% 171,000

A High Spending FITs i including all Mainland Chinese non-fixed package tour travellers (FIT + customised groups + Semi-FIT) with considerably above-average non-shopping spending (meaning at least 33% more
than average non-shopping spending) travelling not solely for business reasons.

A Forecast based on global tourism development and Chinese economic, social and political mid-level scenarios without major Black Swan events.

Percentage of non-fixed package tours varies between destinations: Higher percentage of FIT for main cities and for destinations which are not yet covered by tour operator itineraries.
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DEVELOPMENT OF CHINESE OUTBOUND TOURISM MARKET

Market Size and Forecast of HISpFITs to Northern Europe

180.000.000
160.000.000

140.000.000

120.000.000
100.000.000
80.000.000 I

60.000.000 I I
40.000.000 . . . I

20.000.000
0 ]
]
0
2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 Forecast
Greater China mRest of the World 2018
The overall number of border-crossings out of Mainland China reached a new peak of 145 million in 2017. Source: COTRI China Outbound Tourism Research Institute © 2018

COTRI Forecast 2018: 156 million

COTRI Forecast 2030: 390 million
-
14 BACK TO TABLE OF CONTENTS °e :
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DEVELOPMENT OF CHINESE OUTBOUND TOURISM MARKET

Top 15 Destinations By Number Of Arrivals 2017

0 pestinaons R e sy oY Chgneen
1 Hong Kong 1 44 .4 3.9
2 Macau 2 222 8:5 Chinese outbound visitors are looking for alternatives to Greater
3 Thailand 3 9.8 12.0 China and South Korea; Southeast Asian destinations, such as
4 Japan 5 7.4 15.4 Cambodia, Indonesia, Vietnam, Philippines, all recorded more than
c N A 4o 483 40% YoY growth rates in 2017, providing such alternatives In
5 et 0 1o p_rOX|m|ty, low price, offering st_regmllned visa requirements (or
i S . . visa-free entry) and increased aviation connectivity.
WA ° = 0 Nine out of the top ten destinations are still all located in Asia, the
2 Taiwan ° 28 201 only exception being the United States. At the beginning of the
10 Malaysia 11 2.3 decade, these ten destinations were responsible for more than
11 italy 7 2.1 80% of all border-crossings from Mainland China. By 2017 their
» Indonesia iz 5 share has fallen to just over 60%.
13 France 12 2.0
14 Germany 14 1.6
15 Russia 15 1.5

Source: COTRI
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DEVELOPMENT OF CHINESE OUTBOUND TOURISM MARKET

Chinese Arrivals to Europe (2017)

AMost major European destinations saw strong growth in
Chinese arrivals return in 2017

Afi Cl a s sWesterrli &uropean countries have largely
recovered

Cruising through 2017
Denmark | 225300 | 2% A Central and Eastern European destinations are benefitting

Safe, less travelled & European

Finland 313,200 3 _
e i N e & from being seen as novel, less well-trodden routes
B o — 0 | 15% ~3
Spain 513700 | 37% e ANorthern European destinations offer distinctively clean
Portugal 256,700 41% % . . ey
Greenland 1430 44% and unique outdoor (soft adventure) activities
,;,; -' , B A Southern European destinations continue to attract curious
Recovery from 2016 ) improved AccE Chinese visitors with warm weather, renowned Ilocal
France | 2,000,000 = 19% Crech Republic | 496,900 | 39% cuisines and the possibility to be easily combined with
Germany 1,553,100 13.5% Hungary 232,800 37% . . . . . .
&y | 2079900 21% lithuania | 16,000 | 33% several North African destinations with recently-liberalised
Switzerland 974,700 Poland =~ 130,300 59% . - - .
Austria | 899,600 | 23% Romania . 34,000 | 33% visa policies for Chinese passport holders.
Turkey 247,300 8% Croatia 159,300 57%
Netherlands 365,000 23 Slovenia 62,900 41%
Serbia 51,700 180%
’ > Montenegro 23,500 97%
: < Estonia 19,700 39%
‘ " \.'.,"% UK ) - o Note: Finland, Sweden, Denmark, Iceland, Estonia and the Netherlands are overnight figures.
’ O .%9 '0 7
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DEVELOPMENT OF CHINESE OUTBOUND TOURISM MARKET

Chinese Outbound Touristso Expenditure (in billion USD)

300 TOTAL SPENDING INCREASING, PER HEAD DROPPING

250 ° China again consolidated its leadership as the top
spender with 258 billion USD in expenditure (a +3% year-
on-year growth).

200

Significant changes in spending behaviour are
150 continuously taking place, particularly among more
° experienced Chinese travellers.

100 ®
Less per head spending on shopping has been reported
at various destinations as Chinese travellers turn

® Increasingly towards enjoying high-quality local resources
o during their overseas trips

50

Note: Finland, Sweden, Denmark, Iceland, Estonia and the Netherlands are overnight figures.
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DEVELOPMENT OF CHINESE OUTBOUND TOURISM MARKET IN GENERAL

CTRIP APPROACH:
Difference Among Chinese Package Group Tours,
Customised Travel and FITs

FORMATION OF HISPFITS SEGMENT

« Mainly touristic landmarks
- Fixed itinerary _ _ _
- Hidden costs, e.g. optional activities Growing number of Chinese travelling as FITs.

Group tours » Coerced shopping

But F | Tegperience is not suitable for everyone.

. Customised tours start to take significant shares.
Chinese e

Travel Market Travel
According to Ctrip 2017:

A package group tours 44%
Ats AFIT related products 42%
A Private groups and customised tours 14%

18 BACK TO TABLE OF CONTENTS o @
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3. DATA ANALYSIS
i SUPPLY ANALYSIS

3. DATAANALYSIS

A

Supply point of view

Answers from collected questionnaires
distributed among Nordic DMOs
Usage of ANorthern
Chinese market development

Tourism infrastructure

Current product and offers

Destination marketing

BACK TO TABLE OF CONTENTS
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SUPPLY POINT OF VIEW
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THE USAGE OF ANORTHERN EUROPE

A"Northern Europe” () - this term is the most
familiar one for Chinese travellers as Chinese tour
operators used to package Denmark, Finland,
Norway and Sweden together for package products

and brand them as the ANorthern

Countrieso route Kaytegpge t he tour

A Northern Europe is still used in the market place,
e.g. 2017 destination marketing and Mafengwo
promotion including aforementioned countries.

A The terms "Scandinavia" and "the Nordic countries"
are both rather vague terms for the Chinese market
as these terms haven't been marketed consistently
(collectively or individually) or sold by Chinese tour
operators in consistency In their package products.




SUPPLY POINT OF VIEW

STRONG INCREASE OF OVERNIGHTS

DEVELOPMENT OF CHINESE OVERNIGHTS 2009-2017

500 000

450 000

400 000

350 000

300 000

250 000

200 000

150 000

100 000

50 000

Source: Visit Finland. Rudolf Statistic Service: Statistic Finland, Statistics Denmark,

[
o

2009 2010 2011 2012

Norway, Sweden, and Iceland

-

2013

2014

THENORDICS.COM

AThe c | a sMoithern Burope four countriesoitinerary i Denmark, Finland, Norway and Sweden

A Blackhorseo- Iceland started gaining traction since early 2014

2015

2016

2017

Denmark

Finland

e NoOrway

e S\veden*

Iceland

NORDIC COUNTRIES' SHARE OF CHINESE OVERNIGHTS 2017

Sweden*
364.800
22%

*Note: The Chinese Overnights in Sweden only include overnights from Mainland China, while the Chinese overnights in all other four countries in the above graph include overnights from both mainland China and Hong Kong.

BACK TO TABLE OF CONTENTS
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SUPPLY POINT OF VIEW

SEASONALITY CAN BE SEEN CLEARLY

CHINESE OVERNIGHTS IN THE NORDIC COUNTRIES,
WINTER SEASON (DEC-APR) 2009-2017

300 000

250 000

200 000

150 000

100 000

50 000

Source: Visit Finland. Rudolf Statistic Service: Statistic Finland, Statistics Denmark, Norway, and Sweden

Denmark

Finland
s Norway
o S\veden®

;——-——’—“___-‘é

2009 2010 2011 2012 2013 2014 2015 2016 2017

THENORDICS.COM

With the strong increase in Chinese arrivals and usage of tourism accommodation and other
resources, the management of seasonality become more urgent for Nordic destinations.

CHINESE OVERNIGHTS IN THE NORDIC COUNTRIES, SUMMER
SEASON (JUN-AUG) 2009-2017

300 000

250 000

200 000

150 000

100 000

50 000

Denmark
s Finland
ammmmNOrway
oS \veden®

2009 2010 2011 2012 2013 2014 2015 2016 2017

*Note: The Chinese Overnights in Sweden only include overnights from Mainland China, while the Chinese overnights in all other four countries in the above graph include overnights from both mainland China and Hong Kong.
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SUPPLY POINT OF VIEW

NORDIC VISA SERVICES AND CENTERS ARE AVAILABLE

. . L . . A All Nordic destinations obtained ADS in
Destination Visa application centre Iin China 2004

lceland Beljing, Guangzhou, Shanghal A Chinese citizens need to obtain a visa
mandatorily to visit any of the Nordic

Finland Beijing, Changsha, Chengdu, Chongqing, Fuzhou, Guangzhou, country

Aland Islands Hangzhou, Jinan, Kunming, Nanjing, Shanghai, Shenzhen

Shenyang, Wuhan, Xian ABy the end of 2017, Nordic destinations

| | have established four visa application
Beijing, Changsha, Chengdu, Chongging, Hangzhou, Jinan,

Sweden Kunming, Nanjing, Shanghai, Shenzhen, Shenyang, Wuhan, Xian centres as S.hown m. beI.OW Eloe.
Dozens of visa application centres of
other Schengen countries in China
have eased the accessibility of visa to

Norway Beljing, Guangzhou, Shanghal the Nordic region for Chinese visitors.

Denmark Beljing, Changsha, Chengdu, Chongqing, Fuzhou, Guangzhou, Hangzhou,

Greenland Jinan, Kunming, Nanjing, Shanghai, Shenzhen, Shenyang, Wuhan, Xian

Faroe Islands

2 3 BACK TO TABLE OF CONTENTS ® ®
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SUPPLY POINT OF VIEW

CONVENIENT AND AFFORDABLE FLIGHT CONNECTIONS BETWEEN THE NORDIC REGION AND CHINA IS ACCESSIBLE

POPULAR GATEWAY CITIES FOR CHINESE VISITORS

Final destination Final city Gateway country Gateway city City in China

Flight connections between China and the

Nordic region are frequent, affordable and Norway Aalesund Vigra Netherlands Amsterdam Beijing
reaching Chinese lower tier cities as well as France? Belgium Paris-BrusselsOslo  Guangzhou
Nordic regional cities. This claim can be Turkey stanbukOsio |
substantiated by data from netnography, - France ParisOslo Shangha
; . . i . ergen Russia Moscow Beljing
Individual travellers interviews and expert Netherlands Ameterdanm
iInterviews. The well-developed infrastructure Turkey stanbulOslo Guangzhou
IS also favourite conditions in developing the France Paris-Oslo Shanghai
market segment of HISpFITs. France2 Denmark ~ ParisCopenhagen
Oslo Finland Helsinki Beijing

Russia Moscow

France Paris

Sweden Stockholm

Qatar Doha Chengdu

Qatar Doha Guangzhou

France Paris

Netherlands Amsterdam

UAE Dubai

France Paris Shanghai

Russia Moscow

UK London

Netherlands Amsterdam Xiamen

24 BACK TO TABLE OF CONTENTS
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SUPPLY POINT OF VIEW

25

Iceland Reykjavik
Greenland
Nuuk
llulissat

BACK TO TABLE OF CONTENTS

Finland

France
Netherlands
UK

Switzerland
Germany
Germany
Sweden

UK

Finland
Belgium
Netherlands
France
Germany

UK
Netherlands
Finland Iceland
Swedenceland
Finland Iceland
Swedenceland
Finland-Iceland
Swedenceland
UK-Iceland
Finland Iceland

Sweden-lceland

Final destination Final city Gateway country Gateway city City in China Final destination Final city Gateway country Gateway city City in China

Helsinki Beijing Finland Helsinki DIRECT FLIGHT Beijing

Paris Shangh‘.""
Chongqging

Amsterdam Xi-an

Changzno

Zurich Kunming

Munich Nanjing

Frankfurt

Stockholm Sweden Stockholm DIRECT FLIGHT 2ﬁggghai

London Shanghai

::z::; Denmark Copenhagen DIRECT FLIGHT gﬁgl:ghai

Amsterdam

Paris

Frankfurt

London Guangzhou

Amsterdam

Helsinki Reykjavik Beijing

Stockholm? Reykjavik

Helsinki Reykjavik Shanghai

Stockholm-Reykjavik

Helsinki Reykjavik Beijing

Stockholm? Reykjavik

London- Egilsstadir

Helsinki Reykjavik Shanghai
Stockholm-Reykjavik
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NORDI C DESTI NATI ONSO PRODUCT

THENORDICS.COM

A" cl assic®° product remains

today, and variations are to add other countries
onto the basis of these four countries.

A More Chinese visitors are seeking lesser
travelled European routes such as those In
Northern Europe and Central and Eastern
Europe, and this shift was further enhanced with
Increasingly aggressive destination marketing
efforts made by Nordic DMOs.

A Caution should be taken while promoting
" Northern Europe® i n Chi

n a

popul

a t
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SUPPLY POINT OF VIEW

NORDI C DESTI NATI ONSO0 MARKETI| NGTRARGETMARKETING S

Finland, Norway, Denmark, and Sweden Greenland, Iceland, Faroe Islands and  Aland
Take active steps towards B2B marketing, Imbalanced efforts in B2B outreach; in particular,
focusing on roadshows, workshops, conferences, Iceland has made active B2B outreach despite
exhibitions, sale visits, FAM trips, travel and trade without collaboration with other Nordic DMOs.
shows, training, and seminars. Greenland has limited but growing B2B efforts.
Faroe Islands and Aland Islands haven't started
Finland stands out as the destination with the B2B works with the Chinese market yet.
highest effectivity in B2B integration, while
Sweden still remains lesser known and China-based travel agents and tour operators in
understood despite B2B efforts. China struggle with a deficiency of information
from these destinations and are thus unable to
Norway, Denmark, and Sweden often work adequately sell their products in the Chinese
together in B2B promotions and activities, market.

through all of these, Norway overall receives the
greatest recognition.

B2B efforts show inconsistency of destination
awareness.
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SUPPLY POINT OF VIEW

DIGITAL PERFORMANCE & BRANDING

Methodology:

The analysis of the DMO®s current digital performance and brandi n

The first stage Is digital performance, which is done through analysing each brand on the basis of five key areas: searckxnsgocial
media, website, campaigns/KOLs and partnerships. Each of these categories is given a score from 1 toMsth 1 being the lowestand 5

the highest.

The second stage of the methodol ogy concerns each DMO®s idtal and pos
platforms in the Chinese market are first analysed through the eyes of a FIT. Information from the last six months was tloeted into 15
categories covering the three themes of Culture and Lifestyle, Nature and the Great Outdoors, and Metropolitan and Activitieach of
the 15 categories was given a score out of 5 corresponding with t
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THENORDICS.COM

SUPPLY POINT OF VIEW

SNTLANTS A Digital Performance: Strong partnership performance digitally, interaction with followers through social
media channels have potentialsto further optimize

A Branding & USPs: Focus on natural beauty and cultural heritage, with a diverse range of other topics,
USPsincluding Nature & scenery, Unique outdoor Sports & Santa Clause related attractions.

Digital Performance Branding & USPs

Search

Lifestyle

Family Activities History

Restaurant/Hotel Cultural Heritage

Partnership Social Media

Destination Itinerary Food

Shopping ‘ b Art/Design

/ +

/ Natural Landscape
%

Wildlife Outdoor Activities
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Attraction

Metropolitan Scenery

Campaigns/KOL Website




SUPPLY POINT OF VIEW

SIEDEY A Digital Performance: Social media engagement and interactions are the best within all Nordic destinations,
while search frequency Is relatively low.

ABranding & USPs: Cultural heritage is the main brand column, USPs including cultural heritage, healthy
and happy lifestyle

Digital Performance Branding & USPs
Search
Lifestyle
Family Activities History
Restaurant/Hotel 3 Cultural Heritge

Partnership Social Media

Destination Itenerary

| Art/Design
| atural Landscape
_ _ Metropolitan Scenery Aurora
Campaigns/KOL Website

Wildlife Outdoor Activities
30
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SUPPLY POINT OF VIEW

RIS A Digital Performance: High affinity for campaigns and KOL interactions, high viewership and audience
Interaction with campaigrbased content while few partnership were observed.

A Branding & USPs: Largely focus on natural landscape, destination itineraries are secondary brand platform
which also tie back to natural scenery, USP like Fjords were the most mentioned

Digital Performance Branding & USPs

31 BACK TO TABLE OF CONTENTS





















































































































































































































































































