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Background to the Optima studies

Over the years, Innovation Norway has conducted several Optima studies across different
markets. The main objective of these studies is to get a better understanding of Norway’s key
markets. This insight is used in both marketing and product development to be able to work more
efficient and targeted

This study is conducted using Censydiam, a tool for identifying main motivations and needs for
travelling abroad on holiday. The research also identify the role of holidays in people’s life, their
perception of Norway as a tourist destination and the competitive landscape. We have also defined
a target group for Norway based on this research

The research was conducted in Germany, Russia (Moscow and St. Petersburg) and the
Netherlands in 2011/2012.

We have conducted four focus groups and 1,200 web interviews in each country with respondents

that have been on holiday abroad during the last two years.

For more info about the survey:
http://www.innovasjonnorge.no/Reiseliv/IMarkedsdata/Optima-Nederland/
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Executive summary

*  Fundamental meaning of going on holiday - Holidays abroad must always help people to escape
from their daily lives! The core of all holidays is about escapism, discovering new and interesting
places and being together. All holidays must fulfil these criteria regardless of the type of holiday

*  The proportion of people who have ever visited Norway is low compared to other competing
destinations . However Norway is the most frequently considered Scandinavian holiday destination
in Holland. This demonstrates that Norway has unrealized potential

«  All the Scandinavian countries are seen as expensive and environmentally friendly. Positive and
distinguishing features for Norway compared to the other Scandinavian countries are adventurous,
enriching and fresh, but Norway is seen as less social and comfortable

* Norway does not have a good fit with any of the motivational segments identified in the study, but is
best positioned in the exploration segment. For active holidays, liberation and exploration is the
two key segments

*  The main target group for Norway is Explorers. They are looking to discover new territories and
gain new energy. At the same time, broadening their horizons and feeling enriched
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Fundamental meaning of going on holiday

‘The core of all holidays is about:

All holidays must always fulfill these criteria irrespective of the
type of holiday — Then we can start looking into how we should
position Norway to be unique, relevant and attractive (in
relation to our competitors)

Source: Qualitative focus groups and quantitative survey
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Why identifying main motivation for travelling?

The same person, but different situations and different
motivations

As consumers, we often have different needs depending on the situation. This also applies to holidays. A weekend
getaway with a partner has to fulfil different needs than a skiing weekend with friends. This report is, therefore,
based on different occasions — by occasion we mean different holidays.




Why identifying main motivation for travelling? ) .
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The Censydiam model

Main motivation for travelling abroad

We have identified eight motivational segments.
They represent the different basic motivations for why people go on holidays.
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Norway Is best positioned with Exploration

|' EXPLORATION

Norway does not clearly ‘'own' any motivational segment
However Norway is often associated with Exploration

Exploration is also the main reason why Dutch travellers come to Norway
today (warning: low sample size!)

Our neighboring countries and strongest competitors have a weak
association for exploration

= But the strength of this association for Norway is also relatively weak

» Exploration:

— Emotional benefits sought by the tourist: Gives me rich experiences, Discover
new and interesting places, Escape from my hectic daily life and Enrich my view
of the world

— Personality of the destinations: Adventurous, Explorative, Unique, Active and
Friendly



B .. INNOVASJON

ot NORGE

Dutch holidays to Norway + all holidays to any destination from the
Netherlands

The Slze* Of eaCh Segment : ' Share of Dutch holidays 1
- _Mberation

Norway N = 68
Warning: Low sample siz

* Share of overnight stays: The
segment volume is derived from the
number of overnight stays on each
occasion. The figures on the slide
show the share of overnight sta:
all holidays. k

18%

Share®pf all holidays
0
3% to any destination

Source: Dutch holidays to Norway N =72 Warning: Low sample size!
Source: All holidays to any destination in the gquantitative sample



INNOVASJON

e NORGE

Norway has a fragmented brand foot-
print — Not perfect fit with any segments

USA
New Zealand

Scotland

Croatia

-.26

Sweden
Scotland
Austria
Croatia

“ IBERATIONNPenmark

Fit (from -1 to +1) of the perceptual profile of
Norway with what each of the segments are
looking for. A score of 1 means that Norway
delivers exactly what the segment is looking for; a
score of -1 means Norway represents the exact
opposite of what people are looking for in that
segment.

Good fit (0,30-0,60)

\EHAR‘NE;
41 OOD TIMES

Croatia

Spain Neutral fit (-0,25-0,29)
' Greece  Negative fit (<-0,25)

Italy

25 -.32

.~ What we do here is allocate people’s
perception of Norway to their dominant
idea of each segment. The slide
shows a index number that indicates
the fit between Norway and each
segment compared with competitors

-.20
r' '04

iy Germany
M Germany

France

Denmark
France

nmark
Austria
Sweden
Germany

.36

Perceptual fit
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Visited destinations in Holland

Norway fails to attract a lot of Dutch visitors...

24% of The Dutch have ever visited Norway, which is on a par with Sweden but lower

than Denmark o Visited more than
10? Yo once

0% 20% 40% 60% 80%

Germany
France
Belgium
Spain

Italy

Austria
Greece
Switzerland
Turkey
Denmark
United States
Sweden
‘ Norway
Croatia
Scotland
Canada
Finland
China

New Zealand

53%
48%
40%
37%
34%

25%
24%

23%

22%

15%
10%
8%
6%

n = all respondents aware of the country in the quantitative sample

72%
67%
65%

87%
86%
83%

82%
85%
81%
73%
65%
69%
56%
56%
48%
40%
51%
37%
38%
31%
32%
36%
19%
30%

22%
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Considered destinations in Holland

...but Norway Is on their consideration list —and it Is
the most frequently considered Nordic country

Which of the following countries would you consider going on
holiday to (any kind of holiday) the next three years?

Italy 46%
France 44%
Spain 36%
Germany 35%

Greece 32% A lot of unlocked

)  Norway 32% potential: 6th on the
United... 29% considered list, 13th on

Scotland 28% the actually visited list
Austria 27%
Sweden 24%
Canada 21%
Croatia 20%

Switzerland 20%

Belgium 19%
Turkey 18%

Denmark 15%

New Zealand 15%
China 11%

Finland 11%
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Dutch perception of Norway as a holiday destination

This is irrespective of segments or what type of holiday in Norway they prefer or consider
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Travel behavior vs. perception of Norway

Norway is mostly associated with holidays to experience nature. In terms of actual behavior
sightseeing/round trip is the most important holiday type.

BEHAVIOUR PERCEPTION

Sightseeing/round trip

Summer holiday/main holiday/annual leave Holiday to experience
| — 0
Holiday to experience nature, scenery and nature, gce_nery and 77%
wildlife wildlife |

Visiting friends and relatives

Hiking holiday [IE 7104
Backpacking _ 56%

Cruise holiday
Ski holiday

Camping holiday
55%

Sightseeing/round trip F 52%

Norway N= 72 — Warning: Low sample size for trips to Norway
All holidays & Perception N = All holidays to any destination in the quantitative sample

Hiking holiday Fishing holiday

Fishing holiday

Cottage holiday (hired/own/borrowed
cottage/holiday home)

7 Norway
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Norway delivers pretty well on the emotional level

How Norway delivers (based
on how they see Norway):

. , : Norwa
Emotional Benefits (for the tourist) de"\,eﬁsl well

©

What Dutch tourists want in general:

Helps me to escape from my hectic daily life

Allows me to discover new and interesting
places

Norway does not

/ deliver very well

Allows me to share good times with others

Helps me live life to the fullest

lllll

Gives me rich experiences

Personality (for Norway)

Relaxed —_> x
Friendly —_— x
Active — @
Soothing — @

Peaceful
—> ©
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Norway does not deliver on the functional level

How Norway delivers (based

What Dutch tourists want in general:
on how they see Norway):

Norway

Product characteristics (for NW delivers well

Has beautiful nature
Norway does not

Is easy to travel to deliver very well

Has interesting sights
Has friendly people

Is safe

©
&S
&S
&S
&S

RN

Activities (in Norway)

Relaxation

Attend sightseeing tours
Observe the beauty of nature

Visit restaurants

Taste local food and drink

RN
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Competitor analysis - Comparison between Norway,
Denmark and Sweden

Common for all
three destinations

Positive and distinguishing
features for Norway

* |s easy to travel to
 Has friendly people
« Allows me to share good
times with others
elps me to enjoy life to the fullest
* Structured
 Sociable

More adventurous
*More enriching
*Fresh

* Nature that offers
opportunities for discovery

 Fresh

* Gives me rich experience

* Allows me to broaden

my horizon

* |s not too warm
* |s expensive
» Environmentally offers

Negative and distinguishing
features for Norway

» Peaceful
on the world  Allows me to discover new ial
« Soothing places *Less socia

experiences
» Adventurous

eLess comfortable

Escape from hectic daily life

* Gives me a safe feeling

* Active
« Beautiful/unspoil * Relaxed
ed nature * Friendly
 Has quiet * Is safe
environments

- » Makes me feel completely

liberated Common for Denmark

and Sweden

Common for Norway
and Sweden

n = all respondents aware of the country in the quantitative sample
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Optima report Netherlands
Conclusions

Vi gir lokale ideer globale muligheter
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How do Norway meet generic expectations for
holidays?

Norway mostly meet these expectations, except the
social element
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We must address the basic expectations that Dutch people have when going on
holiday, including basic comfort, a more social experience and more cultural

A comfortable
experience

Easy travel experience
Easy booking
Visualising the trip:
knowing how to travel,
where to go

content.

o
A social
experience

Communicate lively towns
& villages

‘Populate’ the isolated
scenes

Isolation as a choice, not a
given

It is not like home!

E.g. stories about Dutch
people moving to Norway
for a change of lifestyle?

Good food, drink
and culture

Talk about local food &
drink traditions

But also talk about good
international cuisine (for
the less adventurous)
Interesting sights and
local culture
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Active explorers:

 Fishing
 Hiking
e Active summer

Motivation for going on holidays:
Exploration and liberation

Activities:

*Activities in nature

*Hiking

*Experience the beauty of nature
*Taste local food and drink

*Go on sightseeing tours
*Experience natural phenomenon
*Fishing
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The active explorer in a nutshell
About 4% of the Dutch population

Why they travel:
*Exploration, new energy and liberation

Sociodemographics:

*Overrepresented by 50+ and few under the age of 30

Dominated by couples (but significantly more singles without children than the curious explorers)
*Overrepresented by males

*Higher education — almost twice as many with higher education than the average population
*Average gross household income is around 60,000 € (more with low income than the curious
explorers)

*Almost two of three have kids, but more people without kids than the curious explorers

How they travel:

*Active holidays, hiking holidays, fishing holidays

*Spend less money than average

*Use less info sources than average both before and during the trip, but slightly more active on social
media

*Slightly shorter planning horizon than other Dutch travellers, but still more than 50% plan their trip
more than 3 months before departure

sLess likely to be influenced by partner than other travellers (even though 50% claim to be influenced
by partner), and more likely to be influenced by friends (28%)

«28% will stay in a medium standard hotel, and overall choose slightly cheaper accommodation than
other travellers

*76% will organise the trip themselves

*65% will travel with partner, but more likely to travel with friends than average (27%) and less likely
to travel with kids (19%)

sLess likely to travel by plane (25%). This corresponds to where they travel — more travel within Europe
and less to far away destinations



Curious explorers

* Round trip by (car/bus)
« Northern Norway winter
« Hurtigruten coastal express
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Motivation for going on holidays:
Mostly exploration

Activities:

*Experience the beauty of nature
*Taste local food and drink

*Go on sightseeing tours

eDiscover local culture and lifestyles
*Experience natural phenomenon
*Shorter hikes and physical activities in
nature (soft)

*Visit historical buildings



— .. INNOVASJON

. NORGE

The curious explorer in a nutshell
About 11% of the Dutch population

Why they travel:
*Predominantly for exploration

Sociodemographics:

*Overrepresented by 50+ and few under the age of 30

Dominated by couples

*Overrepresented by males

*Higher education - almost twice as many with higher education than the average population
sAverage gross household income is around 60,000 €

*75% have Kids living in the household

How they travel:

*Sightseeing, round trips, holiday to experience nature, camping

*Norway as the seventh most popular destination

*Spend more than average and willing to pay for unique experiences

*Use more info sources than average both before and during the trip

Slightly shorter planning horizon than other Dutch travellers, but still more than 50% plan their trip
more than 3 months before departure

sLess likely to be influenced by partner than other travellers (even though 50% claim to be influenced
by partner), and more likely to be influenced by friends (28%)

*Overrepresented for both hotel (58%) and camping (40%o)

*68% will organise the trip themselves, but much more likely to travel on an organised trip than other
types of holidays (20%o)

*76% will travel with partner, and less likely to travel with friends than average (13%) and less likely
to travel with kids (26%)

*More likely to travel by plane (38%) and caravan/camper van (13%)
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