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Northern Lights Tourism Winter 2024

The purpose of this report is to provide insight into
Norwegian Northern Lights tourism during the 2024 winter
season.

Northern Lights tourism in Northern Norway experiences strong growth.
Booking.com indicates that holidays to experience the dark nighttime
sky will be the number one trend for 2025. Stakeholders report strong
growth and maximum capacity has been exceeded at the airportin
Tromsg. International air traffic at Tromsg Airport increased by 133 per
cent during the first four months of 2024.

Tourists visit Northern Norway from large parts of the world and this
report presents an overview of what they want to experience, how
much money they spend, how long they stay and whether they are
satisfied with their experiences in Norway.

The tourism survey is an interview survey conducted throughout
Norway all year round. The interviews are conducted by Norstat and the
report has been drawn up by Epinion and Gyger in close collaboration
with Innovation Norway. The report looks at Northern Lights tourism
during the winter of 2024 through eight different topics.
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Summary of findings

Gold cards on Northern Lights
holidays
- e SRR

Northern Lights and culture
go hand in hand

Tourists visit Northern Norway to
experience the Northern Lights, as
they are spectacular, new and
exciting. -;gf
65 per cent are visiting Norway for the &
first time and want to do and £
experience a lot during their holidays. i

Northern Lights holidays, 3in 10
spend more than NOK 3,000 per day.

The average consumption exceeds
NOK 2,700 and tourists over the age
of 50 years have the highest

*1 expenditure.

9in 10 want to experience both
nature and cultural experiences. A
large majority (71%) participate in
organised outdoor activities/activities
with

a guide.

4 in 10 have purchased a package
holiday. Those who have purchased
package holidays spend more money
both per day and on their holidays
overall. The vast majority travel to
Norway by air and 1in 3 also travel

by air domestically within Norway.

Tourists want to get to know places,
enjoy culinary experiences and
purchase local products during
their holidays.

Tourists spend a lot of money on their

&
g

Huge volume growth

The Northern Lights are attracting
more and more international visitors
to Northern Norway. The number of
overnight stays during the Northern
Lights season (October-April) has
more than doubled since the

| pandemic

(from 2018/2019).

Figures from Eurostat show that the
number of overnight stays reported
via Airbnb, Booking.com, Tripadvisor
and Expedia Group has tripled since
the 2018/2019 season. In the same
period, Statistics Norway recorded a
growth of 65 per cent at hotels,
campsites and cabin clusters in
Northern Norway.

Ambassadors for Norway

orthern Lights tourists are

' ambassadors for Norway. A majority

gave a score of 10 out of 10 when
asked whether they would
recommend Norway as a destination.
NPS is 77, which is considerably higher
than for other winter tourists.

Many tourists originate from overseas
markets, the UK and Southern Europe.
These tourists have a higher
willingness to recommend and are
more satisfied with their holidays,
including when it comes to other
types of holidays in Norway.
Nevertheless, there is still room for
improvement, especially when it
comes to culinary experiences and
access to local products that tourists
can purchase before they go home.

Photo: Alex Conu - VisitNorway.no
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Topic 1
Foreign Northern
Lights tourists —
an overview

Definition of a Northern Lights tourist
and an overview of the
characteristics of such tourists.




Topic 1: Foreign Northern Lights tourists — an
overview

Northern Lights tourists

Tourists who visit Norway and want to experience
the Northern Lights do not only visit Northern
Norway. They also visit other parts of the country. In
order to analyse “Northern Lights tourists”, tourists
have been defined as having the intention to
experience the Northern Lights and having had at
least one overnight stay in Northern Norway and/or
at Hurtigruten/Havila.

This definition is in line with the manner in which
Northern Lights tourists have been defined
previously and makes it possible to compare the
results from the 2024 winter season with
corresponding figures for 2023 and 2019.
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@ Can you go into more detail regarding the activities you have done or plan to do?

Experiencing the Northern
Northern Lights Lights safari

Northern Lights tourists in
Northern Norway

A Northern Lights tourist in Norway is defined as a holidaymaker who meets
both of the following criteria:

1) Have responded that they either want to experience the Northern Lights
and/or participate in Northern Lights safaris

2) Have at least one overnight stay in Northern Norway or have stayed on
Hurtigruten/Havila overnight and have at least one overnight stay on land.



Topic 1: Foreign Northern Lights tourists — an overview

Huge growth in Northern
Lights tourists

In this report, we take a look at the Northern Lights tourists who visited
Norway during the January to April period in 2024. The Northern Lights
season starts in autumn and lasts for the entire winter season. Volume
growth, measured by the number of guest nights, has been very high both
during the autumn season (October-December) and the winter/spring
season (January-April).

Statistics Norway produces statistics on commercial guest nights based on
reports from hotels, campsites, cabin clusters and youth hostels (SSB in the
graph). Additionally, experimental statistics are produced by Eurostat based
on data collected from major international distributors/intermediaries
(Airbnb, Booking.com, Tripadvisor and Expedia Group). These statistics are
considered experimental as there is a need for further quality checks to
ensure that guest nights are not counted twice in both national statistics and
statistics from Eurostat. This means that guest nights reported to Statistics
Norway via hotels, campsites or cabin clusters will also be reported by the
intermediaries. When these numbers are added together, as we do here,
they may be too high.

Despite these reservations, there has undoubtedly been strong growth in
overnight stays in Northern Norway during the Northern Lights season.
Growth is significantly stronger for guest nights reported via the large
international stakeholders than guest nights reported to Statistics Norway in
the ordinary manner. In the 2023/2024 season, more international guest
nights were reported for the first time in the international statistics from
Eurostat (743,391) than via Statistics Norway (727,306). The formidable
growth also means strong growth in Northern Lights tourists’ total
expenditure.

Distribution of international overnight stays in Northern Norway during the 2018/2019 to 2023/2024
Northern Lights seasons
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Topic 1: Foreign Northern Lights tourists — an overview

Accommodation

The vast majority of Northern Lights tourists visited Northern Norway during their
holidays. No less than 65 per cent have also stayed overnight in other regions during
their holidays. An average Northern Lights tourist has nearly 10 overnight stays during
their holiday and more than 6 in 10 are visiting Norway for the first time. This suggests
that many tourists take the opportunity to experience more than the Northern Lights
when they are in Norway.

More than 60 per cent of overnight stays take place at hotels or Hurtigruten/Havila.

18 per cent have rented privately, but this accounts for 12 per cent of all overnight stays.

Hurtigruten/Havila is most used by those in the 60+ age range and 1in 3 overnight stays
for those under 30 years of age are private or at cabins.

Distribution of tourists’ overnight stays by accommodation type

75%

of Northern Lights tourists
have stayed overnight on
land in Northern Norway

2

41%
of Northern Lights tourists

have stayed overnight on
Hurtigruten or Havila

65%
of Northern Lights
tourists have also stayed

overnightin other
regions

‘ Northern Lights tourists All winter tourists

48%
37%

23% 21%

] =

Hotels Hurtigruten/Havila
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Private rental

accommodation.

Rented cabin

3% 3%
|

Youth hostel

Note: “Other type of accommodation” includes owned or rented cabins, staying with family and friends, leisure boats and other types or

3% 6% 5% 5%

Friends and family Other accommodation

types



Topic 1: Foreign Northern Lights tourists — an

overview o NV —
] ] n \/ _
Characteristics of foreign ‘é;’% Vi W
Northern Lights tourists R =

experience a lot and

and natural phenomena ici i
65 per cent of Northern Lights tourists are visiting P OvO muII:ia’:LthI(:l:)?t:clt?v?ties HaI_f of t_h_em researched.
Norway for the first time and participate in many % : : : : sustainability when planning
) e ’ during their holidays in their trip to Norway

different types of activities and experiences. Norway
The majority agree that they want to experience More than half of Northern
the spectacular nature. Light tourists travel with Q

their spouse/partner only
There are many adult couples on Northern Lights (} Q o o
holidays, more than half are travelling only with their 3in 10 have a daily 1 A majority of Northern Lights
partner and 2 in 5 are over 50 years of age. Adult expenditure exceeding oRt tourists respond that they are W W
couples largely stay at hotels or travel on NOK 3,000during very likely (10 out of 10)
Hurtigruten/Havila. their holidays to recommend Norway 2 in 5 Northern Light

as a destination. tourists are over

Northern Lights tourists spend more money than the 65% are visiting Norway 50 years of age
average tourist visiting Norway. A total of 3in 10 have for the first time
a daily expenditure exceeding NOK 3,000 during
their holidays. AN @

25

Northern Lights tourists are not solely made up by adult N

couples, the group also includes young people 9 m want to expe
travelling with friends, particularly from Asia, the USA . both nature and
and Southern Europe. Young people are interested in The forelgn experience
adrenaline and excitement and more inclined to Northern nghtS their holi

participate in skiing activities such as alpine skiing,
cross-country skiing, summit ski trips or longer hikes
to known nature attractions.

tourist




Topic 1: Foreign Northern lights tourists — an overview

Northern Lights tourists

over time

The willingness to recommend Norway

as a destination (NPS) has reached new

heights. Northern Lights tourists have
been consistently more satisfied with
most things during this winter season.
It is particularly those over the age of
50 who increase NPS.

Daily expenditure is relatively stable,
tourists get more for foreign currency
and increasingly felt that prices were
consistent with quality. They also stay
one more day, which contributes to an
increase in total expenditure per
person.
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Characteristics

[Ii‘jﬁ
2.8/28]

Average number
of travelling
companions*

$
<
29% | 24% |

Very satisfied that
prices were
consistent with .ﬂ
{ ]

quality o
68% /62%

9.5/9.2/

Average number
of overnight stays

in Norway

52% |

Very satisfied with the
opportunity to
experience local culture
and lifestyle

Very satisfied with
accommodating locals

* Travel companions refer to the total number of people travelling together on this holiday.
** Average expenditure is rounded to the closest NOK 5.
***See definition of NPS in the Appendix.

/

)
m
@

NOK 2,795/ /

v

77 | 71/

NPS***

Average daily expenditure during

their holiday in Norway**
10,0 Average overall Average willingness
satisfaction to recommend
(0-10) (0-10)
95 9.3
9.1 9,2

6.0 9,0 8,9 9,0
8,5
8,0




Topic 1: Foreign Northern lights tourists — an overview

Who are Northern Lights tourists
compared to all other winter tourists?

62%
/

Travelling on holiday or
for leisure in Norway 22% 23% 12% 21% 22%
for the first time / / / / /

Under 30 30-39years 40-49years 50-59 years Over 60 years
years of age of age of age of age of age

2.9/ 71% |

Average number of Organised outdoor
travelling companions* activities/activities

40% | with guide
9.5 / Have purchased 13.3 /

@ Northern Lights /
tourists

8% |
Travelling
with
children

56% |

Overnight stays in
several regions

Average number of all or part of the trip
overnight stays in Norway as a package holiday Average number
of activities
= q m:::g‘;asjon Note: Other winter tourists are all other tourists visiting Norway for holidays or leisure but who do not plan to experience the Northern Lights.

* Travel companions refer to the total number of people travelling together on this holiday.
** Average daily expenditure is rounded to the closest NOK 5.

NOK 2,795
/

Average daily
expenditure during

57% | their holiday in

Norway**
women

12% /|

Have stayed
overnight outside
Norway during this
holiday 10



Topic 1: Foreign Northern lights tourists — an overview

Who are Northern Lights tourists compared to

tourists wanting to experience the midnight tourists

sun?

62%
/

Travelling on holiday or
for leisure in Norway
for the first time

2.8/

Average number of
travelling companions*

9.5/

Average number of
overnight stays in Norway

q Innovasjon
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8%

Travelling

22% 23% 13% 21% 22% with

/ / /

/ / children

Under 30  30-39 years of 40-49 years of 50-59 years of Over 60 years

years of age age

40% |

Have purchased
all or part of the trip
as a package holiday

age age of age

56%

Overnight stays in

several regions
13.3/

Average number
of activities

Note: Other winter tourists are all other tourists visiting Norway for holidays or leisure but who do not plan to experience the Northern Lights.

* Travel companions refer to the total number of people travelling together on this holiday.
** Average expenditure is rounded to the closest NOK 5.

@ Northern Lights

NOK
2,795

Average daily
expenditure during

57% / their holiday in

Norway**

12% /

Have stayed
overnight outside
Norway during this
holiday 1



Tople 2:

A market overview

Characteristics of tourists from
selected markets — the USA, Australia
and Canada, the UK, Southern
Europe, Germany and Asia.



Northern Lights
tourists from the USA,

Topic 2: A market overview Australia and Canada

Northern Lights tourists
from the USA, Australia
o O

and Canada [E@ [En ©® f@@) @

Characteristics

They are primarily interested in experiencing 2.5/ 12.7 82/ 51.1years/ NOK 3,040 /

spectacular nature and exploring something new Average number  Average number NPS*

and exciting, both nature and cultural experiences. of travelling of overnight R B AEEEE T
companions® SEYS I N expenditure during their

8in 10 are visiting Norway for the first time. Nearly 4 holiday

in 10 are over 60 years of age and “all” arrive by air, in Norway*

4in 10 also travel by air domestically within Norway. e eoooooooooooooooooooooooooos

They are more likely to visit Western Norway and {\) IWJ Length of stay for Northern Lights tourists
* * (P4 1 from the USA, Australia and Canada |
Oslo. X ) - & : .
They will stay at hotels and on Hurtigruten/Havila. o Lot ; :
o ! 3 overnight stays i
55/0 94/0 / i | 1% :
- r «t : o - :
They are excellent ambassadors for Norway, with an | want to experience Experiencing history | !
NPS of 82. They are more satisfied with most things Q‘ cold weather, snow and cultural heritage | 47 ©vernightstays
than the average tourist. It is worth noting than only ~’ and winter ! B 24%
half are very satisfied with the food at eateries. 30 | 814 overnieht st
eh daily expend 35% / Y —
They have a high daily expenditure and a long stay Have purchased all _ : :
and spend a lot of money in Norway. or part of the trip as w Have _lOOk_e_d into | 15+ overnight stays
. sustainability : . |
a package holiday . . R 32 ;
when planning ! :
the holiday S '

q Innovasjon * Travel companions refer to the total number of people travelling together on this holiday.
- Norge ** Average daily expenditure is rounded to the closest NOK 5. 13

***See definition of NPS in the Appendix.



Topic 2: A market overview

Northern Lights tourists
from Germany

German tourists in search of the Northern Lights
differ significantly from German summer tourists.
They spend considerably more money, are more
likely to purchase package holidays, they are
younger and 75 per cent arrive in Norway by air.

At the same time, they share a yearning for nature
experiences, the fjords, peace and quiet with the
summer tourists. 4 in 5 want to go on hikes and
67 per cent want to experience a snowy winter,
while 29 per cent want to experience saunas.

Just under 4 in 10 have a daily expenditure exceeding
NOK 3,000, which means that German winter tourists
have a considerably higher daily expenditure than
German summer tourists.

q Innovasjon
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***See definition of NPS in the Appendix.

Characteristics

Northern Lights
tourists from Germany

oo

Tl = @@

3.0/ 8.6/ 86/
Average number Average NPS***
of travelling number of

companions*

overnight stays

in Norway

40
e
69% /

| am looking for
peace and quiet

b\o’:
lgl

NF
44%

Have purchased all
or part of the trip as
a package holiday

&

* Travel companions refer to the total number of people travelling together on this holiday.
** Average expenditure is rounded to the closest NOK 5.

73%

Hiking/walking

45% |

Have looked into
sustainability
when planning
the holiday

-
m
@

NOK 3,280/

LAl

48.4 years /

Average age
during their holiday
in Norway

____________________________________________

Length of stay for Northern Lights
tourists from Germany

1-3 overnight stays
B+

4-7 overnight stays

{
| I 45%

8-14 overnight stays

I 38%

15+ overnight stays

Average daily expenditure**

e e e e e e e e e e e e e



Topic 2: A market overview

Northern Lights tourists
from the UK

British Northern Lights tourists are older than the
average, nearly half are between 50 and 70 years of

age and 67 per cent travel with their spouse/partner.

Half purchased the trip as part of a package holiday
that includes transport to and within Norway,
accommodation and meals for the vast majority.
Activities and excursions are also included for more
than half of those purchasing package holidays.
Northern Lights tourists from the UK purchase
all-inclusive packages.

Characteristics

Northern Lights
tourists from the UK

oo

B B ©n B B

2.4/ 8.1/ 85/ 51.5years / NOK 3,610 /
Average number Average NPS***
& trave!llng ”“”.“ber i Average age Average daily expenditure**
companions* overnight stays during their holiday
) NOIEY; in Norway

>

“axa
)
B 62% |
wila | want to

‘QQ‘ experience cold
~_ weather, snow and

51% / winter

Have purchased all
or part of the trip as w

a package holiday d

q Innovasjon * Travel companions refer to the total number of people travelling together on this holiday.
[ Norge ** Average expenditure is rounded to the closest NOK 5.

***See definition of NPS in the Appendix.

____________________________________________

e Length of stay for Northern Lights
|<>_) | ;
Y tourists from Germany
- A
1-3 overnight stays

( 3

) | . i

8% | | M o |
Experiencing history 4-7 overnight stays

and cultural heritage | D 6%

o i 8-14 overnight stays i
61% / | I v
Have looked into ' 15+ overnight stays i
sustainability : B 5% :
when planning !
the holiday (S J



Topic 2: A market overview

Northern Lights tourists
from Southern Europe

Visitors from Southern Europe are young, with an

average age below 40 years. 1in 3 travel with friends.

Southern Europeans are more likely to privately rent
(21%), via AirBnB or similar. Regardless of market,
young people are more likely to privately rent during
their holidays. 39 per cent of those under 30 and 28
per cent of those between 30 and 40 have privately
rented accommodation during their holidays. 72 per
cent of overnight stays take place in Northern
Norway.

They are more interested in cultivating their own
interests. 16 per cent want the nature experience to
provide an adrenaline rush and excitement and plan

to participate in skiing activities during their holidays.

Southern Europeans are consistently less satisfied
with culinary experiences, museums and cultural
offerings and the consistency between prices and

Innovasjon

Characteristics

Northern Light tourists
from Southern Europe

oo

B B ©n B B

2.8/ 8.4/ 75/ 39.6 years / NOK 2,355 /
Average number Average NPS***
o trave!llng* number el Average age Average daily
companions overnight stays expenditure™ during their
in Norway holiday
_____________________________ inNorway. - - __

5
3 84% |
\g}\\‘ﬁm | want to

‘Q"Q experience
~_ spectacular nature

43% / and natural

phenomen~
Have purchased all
or part of the trip as w

a package holiday d

* Travel companions refer to the total number of people travelling together on this holiday.

q ﬁity.
[ Norge ** Average expenditure is rounded to the closest NOK 5.

***See definition of NPS in the Appendix.

Length of stay for Northern Lights
tourists from Southern Europe

[\
1-3 overnight stays

| 1

) | . |

57/0 / : | 4% !

Seeking out culinary 47 overnight stays !
experiences : L A !

o i 8-14 overnight stays i
55% | e B s e
Have looked into ' 15+ overnight stays i
sustainability : |l :
when planning
the holiday (S J



Topic 2: A market overview

Northern Lights tourists
from Asia

3in 4 Asian visitors are under 40 years of age.

They are more interested in a varied range of activities
but considerably less interested in physical activity.
They want to experience the Northern Lights,
mountains and a snowy winter.

91in 10 want to go sightseeing and 6 in 10 are
interested in shopping and excellent shopping
opportunities.

They are considerably more interested in
sustainability than the average and 68 per cent say
that they looked into this when planning their
holidays.

73 per cent are visiting Norway for the first time,

the majority of overnight stays are at hotels and

2in 10 have also stayed overnight in other countries
during this holiday.

Characteristics

Northern Lights
tourists from Asia

0 O o <«
0 v

: = © AL s

—®O- dob
2.5/ 7.9/ 74 37.1years/ NOK 3,050 /

Average number Average NPS***
el trave! ling number i Average age Average daily expenditure**
companions* overnight stays during their holiday
T NOIEY in Norway

b\o’:
lgl

=
38%

Have purchased all
or part of the trip as
a package holiday

28
81% |

| want to
experience
spectacular nature
and natural
phenomena

&

q Innovasjon * Travel companions refer to the total number of people travelling together on this holiday.
[ Norge ** Average expenditure is rounded to the closest NOK 5.

***See definition of NPS in the Appendix.

____________________________________________

Length of stay for Northern Lights
Tourists from Asia

1-3 overnight stays

{ 1

o | . ;

71/0 / ! I 7% |
Ex!oeriencing: i 4-7 overnight stays i

attractions and sights | I 5 :

i 8-14 overnight stays i

o : 38% :
68% / | e :
Have looked into ' 15+ overnight stays
sustainability | 2% ;
when planning |
the holiday oy /!
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Nature experiences
and outdoor
activities

Overview of the nature experiences
and outdoor activities tourists plan
and participate in during a Northern

Lights holiday and the motivations for
seeking out such experiences.



Topic 3: Nature experiences and outdoor activities

Northern Lights tourists want
to experience spectacular
nature and natural
phenomena

65% of Northern Lights tourists are visiting Norway for the first

time. The vast majority want to experience the spectacular

nature. The Northern Lights, winter, cold and snow constitute

new experiences in themselves, but Northern Lights tourists
want to get to know the places they visit, try new activities
and explore culture and history.

The vast majority of Northern Lights tourists want to
experience both nature and culture, both peace and quiet
and a varied range of activities and experiences.

Although they want to have many experiences during their
holidays, plenty indicates that it is the spectacular nature
experiences in general and the Northern Lights in particular
that attract an increasing number of tourists.

9in 10 are both nature and culture tourists, one of the
strengths associated with several Norwegian destinations
and Hurtigruten/Havila is the opportunity to experience the
Northern Lights in cities and places with a varied range of
spectacular nature experiences and cultural experiences.

Innovasjon
| Norge

When you spend time out in nature on this holiday in Norway, which of the following statements
best describes what you are looking for?
The proportion of tourists who selected “Yes".

. Northern Lights tourists All winter tourists

ég 35 I want to experience spectacular | 80%
nature and natural phenomena 48%

I 51%

I am looking for peace and quiet 1%

s

I 8%

| want to try something new 27%

I want to experience cold weather, [N 44%

0 8

~flf; snow and winter 39%
,i‘ | want to seek out a variety of activities [ NRNEREGGGEEEEEEE 35%
o and experiences 18%

[e]
[e]

I want to experience quality time | NN 33%
with others 38%

| want to be physically active |[NEGEGEGEGEGEG 32%
and use my body 45%

: : I 23%
| want to cultivate my interests 1%

@o))O@

?ﬁ: I want to experience an adrenaline [N 14%

rush and excitement 17%



Topic 3: Nature experiences and activities

Northern Lights tourists

The search for the Northern Lights draws tourists to the north, but they also want to experience the fjords,

mountains, wilderness, cold, snow, boating, dog sledding, culture, history, Sami traditions and food

combine the Northern Lights culture, etc. while visiting the region.

with other experiences

Have you already, or do you intend to do any of the following outdoor activities on this trip in Norway? / Have you done any of the following outdoor activities on this

trip
in Norway?
The proportion of tourists who selected the activity

. Northern Lights All winter tourists
tourists
94% 91%
63%
43% 40%
24%

s £

Nature experiences Northern Lights Hiking/walking

q Innovasjon
| Norge

48%

21%

)
OO~
Other outdoor activities

(e.g. playing in the snow,

driving a snowmobile,
snowshoeing)

47%

22%

£

Water activities
(e.g. fjord cruise, whale
watching, sauna)

40%

1%
]

g

Skiing

6% 6%

Fishing

20



Topic 3: Nature experiences and activities

The most popular
activities for Northern
Lights tourists

Americans are more likely to participate in
organised outdoor activities such as Northern Lights
safaris,

dog sledding and snowmobiling trips.

Germans are slightly more interested in short hikes
and the opportunity to experience wildlife.

Brits are more interested in experiencing a snowy
winter, the wilderness and saunas.

Southern Europeans participate less than the
average tourist across all activities, spend less
money during their holidays and are more
interested in cultivating interests, so they may do
more of fewer activities.

Asians are less interested in other nature

experiences than the Northern Lights and more
interested in sightseeing and cultural experiences.

q Innovasjon
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Can you go into more detail regarding the activities you have done or plan to do?*
The proportion of tourists overall who selected the activity

—— MNorthern Lights tourists in ....@--- lUSA, Australia and Canada
....@--- Jtotal UK
SGermany ® - /Asia
Southern Europe
0% 20% 100%

Experiencing the fjords
Experiencing the coastal landscape

Experiencing a snowy winter

Short trips in natural surroundings
(under two hours)

Experiencing the mountains

Experiencing untouched
nature/wilderness

Experiencing wildlife

Fjord cruise/boat sightseeing
Northern Lights safari

Dog sledding/carting

Sauna

Playing in the snow

Driving a snowmobile/
snowmobile trips

* Only those who have answered that they have or want to participate in nature experiences

are given a follow-up question encouraging them to elaborate on the nature experiences they
have participated in or want to participate in. The figures have been converted to the
proportion of all Northern Lights tourists and other winter tourists.



Topic 3: Nature experiences and activities . . i o
P P Can you go into more detail regarding the activities you have done or plan to do?*

The proportion of tourists overall who selected the activity

Other activities for . .
i i —e— Northern Lights tourists in ....@- (USA, Australia and Canada
Northern Lights tourists ool oK

Southern Europe
0% 5% 10% 15% 20% 25%

Sledging e._

In general and regardless of market, few tourists
participated in any of the smaller outdoor activities. ;
Here there are significant differences between RIB boat .
the markets.

Amer.icans are most in.terested in fjord/boat safaris Safari (whale watching, . .
(previous page) and trips out on RIB boats. king crab safari, etc.) ’

Brits are more interested in cross-country skiing
and snowshoeing.

& Snowshoeing
Asians are primarily interested in safaris and
sledding, but also slightly more interested in alpine

skiing/snowboarding. Alpine skiing/snowboarding 9

Southern Europeans are not particularly interested

in any of these activities apart from snowshoeing.

Around 6 per cent of Southern Europeans participate Cross-country skiing
in summit ski trips/randonné skiing.

Ice skating

Innovasjon

u q Norge * Only those who have answered that they have or want to participate in nature experiences
are given a follow-up question encouraging them to elaborate on the nature experiences they
have participated in or want to participate in. The figures have been converted to the
proportion of all Northern Lights tourists and other winter tourists.



Toplc 4
Cultural and city
experiences

Overview of the cultural experiences
and activities tourists plan and
participate in during a Northern
Lights holiday and the motivations for
seeking out such experiences.

lq l\rl]:r?g\;asjon . 3 : Photo: Foap - VisitNorway.com




Topic 4: Cultural and city experiences

Cultural experiences
mean that tourists get to
know the places they visit
better

9in 10 Northern Lights tourists are cultural
tourists. The majority want to experience
sightseeing, history and cultural heritage and
culinary experiences during their holidays.

They primarily want to experience culture
to get to know places better, discover
something new and exciting and learn.

NB: Only those who responded that they have participated in or
plan to participate in cultural experiences are asked follow-up
questions about what they are looking for when they seek out
cultural experiences. The figures have been converted to the
proportion of all Northern Lights tourists and all other winter
tourists in total.

q Innovasjon
| Norge

When seeking cultural experiences on this holiday in Norway, which of the following statements

best describes what you are looking for?
The proportion of tourists overall who selected “Yes".

e

.
-

= B B il

N K
D%
AR

)

| want to get to know the places
| visit better

I want to explore and discover
something new and exciting

| want to seek out a variety
of cultural experiences

| want to experience the main
attractions at the places | visit

| want to learn and immerse myself

| want to cultivate my interests

| want to meet people

| want to visit places | have
experienced in film or literature

? | want to experience a particular artist

. Northern Lights tourists All winter tourists

e 49%

26%

e 46%

24%

I 29%

15%

I 29%

14%

I 8%

17%

I 21%

13%

I 16%

1%
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Topic 4: Cultural and city experiences

9in 10 are cultural tourists,

this applies to all age groups
and countries

The interest in history and cultural heritage, art and architecture increases with age. Culinary experiences,
lifestyle and traditions are (nearly) as important for all age groups and markets. Tourists over the age of 50
years are consistently more satisfied with attractions, sights, museums and cultural offerings. Fewer
people are satisfied with culinary experiences and the opportunities to experience local culture and

lifestyles.

Have you done any of the following cultural activities on this trip in Norway?
The proportion of tourists who selected the activity

. Northern Lights

tourists
62%
35%
I

Experiencing history and
cultural heritage

q Innovasjon
| Norge

All winter tourists

59%

36%

=

Experiencing attractions
and sights

59%

35%

d

=

Culinary experiences

45%
24%

Experiencing lifestyles
and traditions

45%
29%

|<>_").’|
{ ]
7 )

Experiencing art and
architecture

Experiencing theatre, concerts
and performances

25



Topic 4: Cultural and city experiences

Sightseeing is especially important for Americans and Asians

Those under 30 are more interested in nightlife. Those under 40 are more interested in spa and well-being. Asians and those over 50 want to shop during their holidays.
1in 2 Americans want to have city experiences.

Have you done or are you planning to do any of the following activities on your holiday in Norway? / Have you done any of the following activities on your holiday in

Norway?

The proportion of tourists who answered that they have done or plan to do the following activities during their holidays

. Northern Lights
tourists

73%

38%

Sightseeing

q Innovasjon
| Norge

All winter tourists

45%
34%

it
Shopping/visiting places

with good shopping
opportunities

31%
23%

City experiences

Round trips

16% 16%

A

Spa and well-being

Experiencing nightlife

Visiting amusement parks/
Z00s

26



Topic 4: Cultural and city experiences

Americans stay the
longest and do the most

Americans (as well as Australians and Canadians)
spend more time in Norway than those visiting from
other markets. This also means that they have more
time available to experience a wider range of both
nature and cultural experiences.

q Innovasjon
| Norge

Can you go into more detail regarding the cultural activities you have done or plan to do?*
The proportion of tourists overall who selected the activity

—e— [Northern Lights tourists in ....@- (USA, Australia and Canada
----@-- Ttotal UK
Germany ® - /Asia
Southern Europe
0% 20% 40% 60% 80% 100%

Visiting sights and cultural attractions

Visiting historic buildings/sites

Visiting historical museums

Visiting UNESCO World Heritage Sites

Visiting art museums

Viking history and experiences

Experiencing sculpture parks
and outdoor art

Experiencing distinctive architecture

Experiencing street art
Art exhibitions, galleries or
other exhibitions

Visiting folk museums/natural
heritage museums

Experiencing modern art

* Only those who answered that they have participated in or want to participate in cultural

experiences are given a follow-up question encouraging them to elaborate on the nature
experiences they have participated in or want to participate in. The figures have been
converted to the proportion of all Northern Lights tourists and other winter tourists.
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Topic 4: Cultural and city experiences

Asians are most interested
in food culture and
lifestyle

Americans and Asians are most interested in
experiencing the (Northern) Norwegian lifestyle
and food culture. The greatest similarity between
the markets (and different age groups) is in the
interest in local lifestyle, Sami experiences and
traditions and traditional celebrations and
customs.

q Innovasjon
| Norge

Can you go into more detail regarding the cultural activities you have done or plan to do?*
The proportion of tourists overall who selected the activity

—— MNorthern Lights tourists in ....@--- lUSA, Australia and Canada
....@--- Jtotal UK
SGermany ® - /Asia
Southern Europe
0% 20% 40% 60% 80% 100%

Experiencing the food culture L

Experiencing the local
atmosphere and lifestyle

Experiencing a special dish

Sami experiences and traditions

Food markets and food festivals

Experiencing traditional
celebrations and customs

Experiencing a special restaurant ."" ‘ "'. °

* Only those who answered that they have participated in or want to participate in cultural

experiences are given a follow-up question encouraging them to elaborate on the nature
experiences they have participated in or want to participate in. The figures have been
converted to the proportion of all Northern Lights tourists and other winter tourists.
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TopIc o
Expenditure and
travel companions

Northern Lights tourists’ expenditure
is influenced by the markets they
originate from, who they travel with,
how long their holidays are and
whether or not they have purchased a
package holiday.



Topic 5: Expenditure and travel companions

What is included in the
package holiday?

Tourists who purchase package holidays
spend more money. They are more likely
to stay at hotels and on
Hurtigruten/Havila and they are older
than those who organise their entire trip
independently.

M Northern Lights
tourists

40%

All or part of the trip purchased
as a package holiday

q Innovasjon
] Norge

What is included in the package holiday?

The proportion of foreign Northern Lights tourists on package holidays who stated that the activity was part of the package
holiday

91%
75% . .
66% 66% 60%
Accommodatio Transport in Norway Activities/excursion Meals Transport to

n S Norway

1

:
v

Breakdown of overnight stays by accommodation type

The proportion of foreign Northern Lights tourists on package holidays who stated that accommodation was part of the
package holiday

O,
48% 43%
l 3% 2% 2%
Hurtigruten/Havila Hotels Rented cabin Youth hostel Private rental
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Topic 5: Expenditure and travel companions

4 in 5 participate
in organised
outdoor activities

Northern rstAll winter tourists

Lights tOE\.r."S:t‘s’.nterturister

60% 62%

40% 38%

All or partofthe  The trip was not
trip purchasedas purchasedasa
a package holiday package holiday

q Innovasjon
| Norge

4 in 5 Northern Lights tourists participate in one or more organised outdoor activities. These tourists have a
higher daily expenditure than those who do not participate in this type of activity. This applies regardless of
whether or not they have purchased a package holiday. 66 per cent of tourists on package holidays have
purchased packages that include activities/excursions, while as many as 8 in 10 of those on package holidays
participate in organised trips during their holidays. A large majority of those who have not purchased package
holidays also participate in organised outdoor activities.

Were any of the outdoor activities/experiences of nature with a guide or organised trips?
The proportion of foreign Northern Lights tourists on package holidays or self-organised holidays

B IHave been on a guided tour’ Have not been on a guided tour

Northern Lights
tourists on package
holidays

18%

Northern Lights
tourists on self-
organised holidays
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Topic 5: Expenditure and travel companions

Northern Lights tourists have a
high expenditure during their
holidays in Norway

4 in 10 Northern Lights tourists have purchased all or
parts of their trip as a package holiday. More than 40
per cent of expenditure during the Northern Lights
holiday can be attributed to the price of the package
holiday.

9in 10 of those who purchase package holidays
purchase packages that include accommodation. A
smaller proportion of expenditure is therefore

attributed to accommodation and a greater proportion

is attributed
to the price of the package.

A majority, 6 in 10, of those on package holidays have

also purchased packages that include activities, meals

and transport in Norway. Northern Lights tourists have
an average expenditure of NOK 1,000 more per day
than the average for all winter tourists (note that
Northern Lights tourists are also included in the
average). This means that Northern Lights tourists
spend more money on outdoor activities, cultural
experiences, shopping, restaurant visits, etc., than
other winter tourists. They participate in more
activities, are more likely to use a guide and access a
greater proportion of the overall offerings available at
the destinations they visit.

Average daily expenditure per person

== = o
Accommodatio Transport Outdoor
n in Norway activities

Northern Lights
tourists

1%

All W|r?ter 10% 12%
tourists

Note: The percentages are rounded so it is possible that the numbers do not add up exactly to 100%. Percentages at or below 2% are not

included.
Daily expenditure on transport to Norway is not included in this calculation.

-

¥
»

&=
. Pac'kage Other
experiences holidays

43% 1%

14%

Average daily
expenditure in total

NOK 2,795

NOK 1,790




Topic 5: Expenditure and travel companions

Northern Lights tourists’ daily expenditure

Daily expenditure remains relatively stable compared to both 2019 and 2023. The proportion who have purchased
package holidays is at around the same level as in 2019. Holidays have become slightly longer than before the
pandemic, which has contributed to an increase in total expenditure per person and there are more people in the
shared financial group of travel companions, which means that the total expenditure for travel companions has
increased. At the same time, there were considerably more tourists in 2024 than in 2023 and 2019. This also means
that overall tourist expenditure has increased significantly.

Average total expenditure (NOK) per person for
Northern Lights tourists

Average daily expenditure (NOK) per person for
Northern Lights tourists

Calculation of daily expenditure and total expenditure:

Respondents have stated how much money they have spent on
the trip to Norway overall and broken down by different expenditure
items. Expenditure has been stated for the entire group sharing
finances. Daily expenditure per person has been calculated by
dividing by the number of travel companions and number of
overnight stays. Expenditure has been controlled for typing errors
and outliers (for both very low and high expenditure).

Average total expenditure (NOK) for the entire group
of travel companions with shared finances

NOK 2,795 NOK 26,550
NOK 2,560 I NOK 23 550 I
2019 2024 2019 2024

NOK 57,020
NOK 44,745 I
2019 2024

N

Innovasjon
Norge

Note: 40 per cent of Northern Lights tourists have purchased a package holiday. 60 per cent of these say that all or parts of transport to Norway were

included in their package. For these tourists, transport to Norway has been included as part of the expenditure on the holiday. For other tourists,

transport to Norway has not been included in the calculation of expenditure. A Northern Lights tourist whose transport to Norway is not included

spends an average of NOK 8,120 on transport to Norway, which amounts to NOK 718 per day. 33



Topic 5: Expenditure and travel companions

A large proportion of
expenditure is associated
with package holidays

More than 40 per cent of expenditure associated
with Northern Lights holidays relates to package
holidays.

All major Northern Lights markets, such as Germany,
the UK and the USA, have a higher expenditure than
the average.

Tourists from Germany spend considerably more
money on a trip to experience the Northern Lights
than on holidays at other times of the year. 55 per
cent of German holidaymakers have purchased
package holidays. More than 9 in 10 of these
purchase package holidays that include transport to
Norway. This means that they end up with artificially
high expenditure, as transport to Norway is not
included in the calculation of expenditure for those
who are not on a package holiday or whose transport
is not included in a package holiday.

Tourists from the USA and Asia whose transport is
not included in their package holidays spend an
average

of NIOK 960 and NOK 830 respectively per day on

Innovasjon

raMspoet to Norway.

Average daily expenditure and total expenditure per person for Northern Lights tourists

=

Accommodation

Foreign Northern
Lights tourists in total

| USA, Australia

(= — X e
2R <5
[tural
Transport Outdoor efiri'.:e:ce Package Other
P activities P holidays

S

Germany 15% 10% 7% 1%

Southern Europe

Rest of the world

20% 1%

14%

Total

Note: The percentages in the graphs have been rounded up. It is therefore possible that the numbers do not add up exactly to 100%.
Percentages of or below 3% are not included.

Daily expenditure on transport to Norway is not included in the calculation of daily expenditure and total expenditure.

On average, this amounts to NOK 720 per day for tourists whose package holiday does not include transport.
*The average expenditure has been rounded to the closest NOK 5.

Daily expenditure* on
expenditure*  he whole holiday
NOK 2,795 NOK 26,550

~oxan] [k
NOK 3,610 NOK 29,340
NOK 3,280 NOK 28,250
NOK 3,050 NOK 24,000
NOK 2,355 NOK 19,790
NOK 2,075 NOK 19,765
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Topic 5: Expenditure and travel companions

Only 1in 5 use cash

Most people only use digital means of payment, not cash, during their holidays in Norway. Northern Lights tourists

are more likely to use “other payment solutions” and this share has increased from 14 per cent in 2023 to 19 per cent

in 2024.

What means of payment have you used in Norway on this trip?

The proportion of tourists who have stated that they used the means of payment

2%
62% 0%

Visa

q Innovasjon
| Norge

51%
46%

O,
20/;17%

Mastercard Debit card

B INorthern Lights tourists

19%
14%

Other payment

solutions (e.g.

Swish, Vipps,
MobilePay,
Google Pay,
Apple Pay,
PayPal etc)

19%19%

Cash

8% 6%

American Express

All winter tourists

3% 3%
|

Other credit cards

2% 1%
Other means
of payment

1% 1%

Don't know

0% 0%

Discover
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Topic 5: Expenditure and travel companions

The majority travel only
with a spouse/partner on
a Northern Lights holiday

,/M Who are you travelling with on this trip?

43 per cent of Northern Lights tourists travel only with a spouse/partner. These are the tourists who spend
the most money on their holidays. There is also a large group who travel primarily with friends, but also a

few in this group who travel as part of an organised trip together with others. There are few families with

children and few people who travel alone on a Northern Lights holiday.

18%

27%

18%

25%

Northern Lights tourists

q Innovasjon
| Norge

All tourists

® Couple: People travelling only with a
spouse/partner.

Families with children: People travelling with at
least one child under the age of 18 years

People
travelling with children over the age of 18/other
family members or relatives.

People travelling with
friends/colleagues/as part of a tour group or
someone else.

o Travelling alone: People travelling alone

36
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Toplc 63
Satisfaction and
willingness to
recommend

Northern Lights tourists are
ambassadors for Norway and are very
satisfied with their holidays overall.



Topic 6: Satisfaction and willingness to recommend

Northern Lights tourists are ambassadors for holidays in Norway

One important reason why there are more ambassadors among Northern Lights tourists is the fact that the composition of the tourists differs. There are more Brits,
Americans and Asians and they are consistently more willing to recommend Norway, regardless of holiday type. NPS has increased considerably from 2023 (71) and is now
higher than in 2019 (73).

NPS (NET PROMOTER SCORE)*

Average overall Average willingness

10,0 satisfaction to recommend
(0-10) (0-10)
B Ambassadors Passive m Critics NPS
9,5 93
9,1
9'0 8 8 Northern nghts %
' tourists
8,5
All winter tourists 71% 19
8,0 H
Northern Lights  All winter Northern Lights Al winter
tourists tourists tourists tourists

*See the definition of NPS in the section on methods.

Innovasjon
| q Norge 38



Topic 6: Satisfaction and willingness to recommend

Northern Lights tourists are very satisfied with most things

Over half of Northern Lights tourists are very satisfied in all areas measured, with the exception of “marking of hiking trails and skiing trails”, “that there were attractive local
products to purchase”, “good weather” and “prices were consistent with quality”. Ski tourists are considerably more satisfied with prices being consistent with quality,
with no less than 38 per cent responding that they were very satisfied.

How satisfied or dissatisfied are you with the following?
The proportion of “Somewhat” and “Very” satisfied.

Dark colour and white percentages = “Very satisfied” ; . . .
Black percentages = “Very satisfied” + “Somewhat satisfied” ® Northern nghts tourists All winter tourists

93% onor 93% 91 92% 9 o 9
90% 91% ° ggy 91% , 91% 90% 88% 90%
o 89% ° 89% 85% 88% 89% 86% 87% 85% goo; 84/0 84/0 83% -

0, 0,
76% 77% 77% 77% 73% 70% 73% 69%
66%
) 76% 73% 74% i) 3
- 65% 68% 62% 58%
54% C 52% 53% o,
45% 44% 40%
29%

C ® A : o o V7 K or
= A e 0 2 o A EE B 2

Accommodatio Everythingwas  Attractive Good service Interesting and It was easyto Accommodatin Planningthe Good food in It was easy to Opportunityto Museumsand  Marking of There were  Good weather  Prices were
nthatmet clean andthere  activities and exciting find out what glocals trip was easy  restaurants find experience cultural hiking trails and attractive local consistent with
expectations  wasn't much accommodatin  attractions to do and and eateries  destinations,  local culture  experiences  skiingtrailsin  products to quality
litter g staff and sights experience means of and lifestyle nature purchase
transport and
experiences
that do a little 39
extra for nature
and the
environment




Topic 6: Satisfaction and willingness to recommend

Fewer “Not applicable”

There were fewer people who responded “Not applicable” compared to the previous year in relation to attractive activities, good food at restaurants and eateries and
“attractive local products to purchase”. This indicates that the vast majority of tourists access a wide range of commercial offerings in Norway. The only area where the
proportion of “Not applicable” has increased is for the “marking of hiking trails and skiing trails". At the same time, more people used organised trips/guides than in

2023.

How satisfied or dissatisfied are you with the following?
The proportion of “Not Applicable”.

. Northern Lights

+Arivinka

39 %

<

Accommodatio Everything was
nthat met clean and there
expectations  wasn’t much
litter

2% 2%

1%
5%

[
i
Attractive
activities

All winter tourists

12% 1% 10%
o 3% 9% 39 0% I 6% 6%
) ° ©
: B . 2
oo BR 59, I v \

Good service Interestingand It was easyto Accommodatin Planning the

and exciting find out what to g locals trip was easy
accommodatin attractions and do and
g staff sights experience

15%

6%

=
Good food in

restaurants
and eateries

25%
21%
18%
8%
B -.JL——-
& B

It was easy to Opportunityto Museums and

find

experience

destinations, local culture

means of and lifestyle
transport and

experiences
that do a little
extra for nature
and the
environment

41%
34%
26%
22%
18%
12%
I 2% 3%
|
G o @ o
2S) K1
2a Qo
Marking of There were  Good weather

cultural hiking trails and attractive local
experiences skiing trails products to
in nature purchase

2% 2%
|

=
Prices were

consistent
with quality
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Sustainability and
Northern Lights
tourism

Northern Lights tourists are
interested in nature, climate and the
environment during their holidays.



Topic 7: Sustainability and Northern Lights
tourism

Half look into
sustainability when
planning their holidays

Asians, Southern Europeans and Brits are more
included to emphasise sustainability when
planning their holidays. Those over 50 years of age
in particular responded that they checked whether
stakeholders were climate-friendly or looked after
nature when planning their holidays.

The proportion of respondents who eliminated
stakeholders for reasons of nature and climate
remains at the same level as last year.

58 per cent of Northern Lights tourists say that they
are very satisfied with it “being easy to find
destinations, means of transport and experiences
that do a little extra for nature and the
environment”.

q Innovasjon
| Norge

During the planning of this trip, did you look into whether the destination(s), mode(s) of transport and/or
experience(s) are environmentally friendly or climate-friendly?

® INorthern Lights All winter tourists

tourists
50% 51%
38% 40%
1% 10%
Yes No Can't remember

When deciding where to go, were there any destinations, modes of transport and experiences you did not
choose out of consideration for nature and/or the climate?

Can't remember m Did not look into

5%
4%

®Yes No

Northern Lights tourists

Other winter tourists
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Topic 7: Sustainability and Northern Lights tourism

More than 7 in 10 want to shop with local enterprises. This is an increase of 10 percentage points from
More people want o3,

Itis therefore important to ensure that they are more satisfied with the opportunity to purchase local
to Shop Ioca"y products. A total of 1in 3 are willing to pay more to ensure that nature and the environment are better

looked after.

On this trip in Norway, are you going to or have you done any of the following in order to safeguard nature, the environment and the climate?
The proportion of Northern Lights tourists who responded “Yes"” to whether they have done or plan to do the following during their holidays

¥ IHave looked into sustainable holidays ™ Have not looked into sustainable holidays ~ ENorthern Lights tourists in total

76%
7007 3% 7% oo
65%°"° 64%
49% .
43% 42% 41% 40% 39%
- 36% 33% 9 33% L
31% 30% T 31% . > 29%
I I Io I i I oI
=] ~
= (B g £ @ &
Follow advice/ Purchase things from ) il -
Purchase things from local ~ fecommendationson  choose climate-friendly ~ Companies/businesses  Choose companies that  Choose destinations that _ Pay extra to ensure
businesses how to travel in order modes of transport that make a special effort are enwro_n_mentally are certlfled_ as _sustalnable Choose organic products that nature and the
to safeguard nature to safeguard nature certified destinations environment are
and wildlife and the environment better taken care of

q Innovasjon
| Norge
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Toplc &8s

Potential target
group for Northern
Lights holidays

A little taste of relevant target groups
for Northern Lights holidays based on
the Innovation Norway target group
study.



Read more about relevant target groups

A holiday to experience the Northern Lights or

other extraordinary winter experiences may be
attractive to more target groups injinternational
markets.

Quiet Nature, Adventure and Culture and Nature
are three of the nine target groups|/described in
Innovation Norway's target group study. The
target groups are distinguished from one another
by having different needs and expectations for
their holidays and destination.

The target group study was conducted in
Sweden, Denmark, Germany, the Netherlands,
the UK, France, Spain, Italy and the USA in
December 2023.

Insights about the target groups provide
important tools for both strategic and practical
discussions on strategy, innovation and
sustainable development.

The overall results can be found in the mai
report
from July 2024.

Adventure
Restoring energy levels by
exploring unknown nature
and culture. Satisfying
curiosity and
adventurousness New,
exciting experiences and
Rreferably some luxury ang
enjoyment.

Quiet Nature
Relaxing in a pleasant
atmosphere. Experiencing peace,

beautiful nature and physical
activity. Restoring harmony,

balance
and well-being boost.

Comfortable

Relaxation

A holiday that is noticed and
admired and designed for

comfort, enjoyment and fun
adventures. Often for the

purpose of celebrating a

special occasion.

Culture and Nature
An opportunity to broaden
your horizons, learn and
grow. Getting to know local
life. Getting close to
something that is real and
authentic rather than
exclusive
and expensive.



https://assets.simpleviewcms.com/simpleview/image/upload/v1/clients/norway/IN_Ma_lgruppeinnsikt_26_08_2024_757a8504-eccc-4afb-a2e2-8338f73518bd.pdf

Topic 8: Potential target groups for Northern Lights

holidays There are major differences in how large a proportion of the market for holiday trips
. . the different target groups make up in each country. It is important to note that there
Major dlffe rences between are consistently much greater differences in needs and preferences between target

groups than between countries/markets.

the markets

Target group size (share of overnight stays)*
Target group share of overnight stays during holidays in each market

Average 1% 15% 7% 20% 15% 14%
Denmark 4% 22% 8% 25% 6% 4%
Germany 2% 21% 7% 14% 1% 3% 10%

The Netherlands 1% 14% 3% 17% 14% 12%

Sweden 1% 13% 6% 22% 19% 12%

France %
UK
Spain 12% 12% 21% 15% 15%
Italy 15% 1% 23% 15% 2% 16%
USA o 6% 5% 11% 23% 30%
B Quiet Nature m Active Nature H Culture and Nature m Art & Formative Development m Social Culture

| .
nnovasjon 46
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interviews and methodology
for the weighting of data.




Basic data, methodology and definitions of terms

Definition of terms

Terms

Definitions

Tourist

Northern Lights
tourist

All winter tourists

Travelling
companions

Other expenditure

Package holidays

NPS

q Innovasjon
| Norge

Number of activities

A touristin Norway is defined as a person travelling in Norway outside their usual surroundings for more than one day, but for less than half a year (or 183
days). If the latter is not the case, the person is regarded as residing in Norway and is therefore not considered a tourist.

A Northern Lights touristin Norway is defined as a foreign holidaymaker who has responded that they either want to experience the Northern Lights and/or
participate in a Northern Lights safari and who has had at least one overnight stay in Northern Norway or on Havila/Hurtigruten.

All foreign holidaymakers who have visited Norway during the winter season (January to April).

Travel companions means individuals who travel together.

Other expenditure includes the tourists’ expenditure in addition to transport, accommodation, outdoor activities, cultural activities and package holidays.
This could include the purchase of groceries, items from cafeterias and kiosks, restaurants, etc.

All or parts of the holiday is purchased as a package holiday from a supplier, i.e. a package including at least two of the following services: transport,
accommodation, skip pass/ski school, two or more meals per day, activities/excursions.

Net Promoter Score (NPS) is a tool for gauging one type of loyalty and, in this context, it specifies the percentage of tourists who would recommend the
area as

a holiday destination. NPS is calculated on the basis of the following question: “On a scale of O to 10, where O is very unlikely and 10 is very likely, to what
extent would you recommend Norway as a tourist destination to others?”.Those who enter a score of 0 to 6 are described as being critics, those who enter a
score of

7 or 8 are described as being passive, and those who enter a score of 9 or 10 are described as being ambassadors.The NPS value is defined as the
percentage

of tourists who are ambassadors, minus the percentage of critics, i.e. NPS = % ambassadors - % critics.

Number of activities is calculated as the number of specific activities and experiences the respondent has specified at the lowest activity level, such as
summit
ski trips, art museums and experiencing the fjords.
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Basic data, methodology and definitions of terms
Data and methods

This report takes a closer look at foreign Northern Lights tourists in Norway during the 2024
winter season. The table on the right shows the number of responses from foreign
holidaymakers in Norway, grouped by Northern Lights tourists and other winter tourists.

Data was collected by Norstat throughout the entire winter season (January to April). The
interviews are based on a sampling plan established on the basis of the overnight
accommodation statistics administered by Statistics Norway (SSB). Tourists were interviewed
at attractions, overnight accommodation, airports, ports, ski resorts, etc.

Respondents who either responded that they have been in Norway for more than 6 months or
that they are not staying in Norway overnight have been excluded from the analysis. Overnight
accommodation at hotels, campsites and cabin clusters (registered types of accommodation)
is weighted by accommodation level, with a weighting calculated on the basis of the hotel,
camping

and cabin cluster accommodation statistics from Statistics Norway. Overnight accommodation
at other types of accommodation (unregistered types of accommodation) is weighted based
on the distribution in the sampling/data and the overall distribution of overnight
accommodation from

all enterprises.

The weighting functions such that the individual respondent is weighted to represent a
proportion

of the population. The weighted respondents therefore represent the total population. In order
to prevent individual respondents being of disproportionately significant importance, the
maximum weighting has been trimmed. Visitors with many overnight stays therefore have a
higher weighting than visitors with few overnight stays, but without individual visitors being able
to disproportionately influence the averages.

When we estimate an approximate number of overnight stays, this is done based on the
assumption that the sample is representative of commercial tourism in Norway.

q Innovasjon
| Norge

Number of interviews with foreign holidaymakers (ski tourists and
other winter tourists) who have stayed in Norway overnight during
the 2024 winter season

Northern Lights Other winter

Total
tourists tourists ota

Number of

. . 800 2,610 3410
interviews
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