
Report for the Dutch market  
August 2012 

Basic motivations for going on holiday 
Needs based segmentation - Censydiam 

4. mai 2012  © 2012 Ipsos.  All rights reserved. Contains Ipsos' Confidential and Proprietary information and  
may not be disclosed or reproduced without the prior written consent of Ipsos. 

Developed for: Innovation Norway 



Content 

1) Introduction 

 a) Background and who we spoke to in the research 

 b) Basic motivations for going on holiday 

 c) How these needs and motivations can be identified 

 

2) Fundamental meaning of going on holiday 

 

3) Segmentation - eight different motivations for going on holiday 

 

4) Assessment of Norway as a travel destination 

 

5)              Key conclusions 

 a) Across all three markets 

 b) The Netherlands 

6) Appendix 

A. Segment scorecards 

B. Competing destinations ς common ground analysis 

C. Overall positioning and targeting - holiday types 



Executive summary - Background 

ÁOver the years, Innovation Norway has conducted several Optima studies across 
different markets. The main objective of these studies is to get a better understanding 
ƻŦ bƻǊǿŀȅΩǎ ƪŜȅ ƳŀǊƪŜǘǎΦ 

ÁThis study is conducted using Censydiam, Ipsos research tool for motivational 
research. 

ÁThe approach identifies the underlying physiological needs consumers seek to satisfy 
when travelling abroad on holiday. 

ÁThe purpose of the research: 

Ĕ TO IDENTIFY THE BEST MEANS OF STRENGTHENING THE FUTURE OF THE VISIT NORWAY 
BRAND AND NORWAY AS A TOURIST DESTINATION 

Ĕ TO UNDERSTAND THE COMPETITIVE LANDSCAPE AND TARGET NEEDS TO PROMOTE 
INNOVATION AND COMMUNICATION  

ÁThe research was conducted in Germany, Russia and the Netherlands in 2011/2012. 

ÁWe 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. 
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Executive summary - Main findings 

ÁFundamental meaning of going on holiday across the three markets 

Ĕ In the quantitative study, we found that there are some common denominators across all types 
of holiday and across all segments: 

Ĕ Holidays abroad must always help people to escape from their daily lives! 

Ĕ 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. 

ÁThe segments 

Ĕ The research has identified eight motivational segments; Liberation, Sharing Good Times, 
Togetherness, Harmony, Routine, Broadening your Horizon, Luxury and Exploration. 

 

ÁAcross the three markets, Norway is mostly associated in two motivational segments: 

Ĕ 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  

Ĕ Broadening your Horizon: 

Emotional benefits sought by the tourist: Discover new and interesting places, Broaden my horizon, 
Broaden my knowledge, Enrich my view of the world  and Rich experiences 

Personality of the destinations: Friendly, Authentic, Open-minded, Relaxed and Cultivated  
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Executive summary - Main findings 

ÁAssessment of Norway in the Netherlands 

Ĕ 9Ƴƻǘƛƻƴŀƭ ōŜƴŜŦƛǘǎ ŀǎǎƻŎƛŀǘŜŘ ǿƛǘƘ bƻǊǿŀȅΤ Ψ!ƭƭƻǿǎ ƳŜ ǘƻ ŘƛǎŎƻǾŜǊ ƴŜǿ ŀƴŘ ƛƴǘŜǊŜǎǘƛƴƎ ǇƭŀŎŜǎΩΣ 
ΨIŜƭǇǎ ƳŜ ǘƻ ŜǎŎŀǇŜ ŦǊƻƳ Ƴȅ ƘŜŎǘƛŎ Řŀƛƭȅ ƭƛŦŜΩΣ ΨDƛǾŜǎ ƳŜ ǊƛŎƘ ŜȄǇŜǊƛŜƴŎŜǎΩΣ Ψ!ƭƭƻǿǎ ƳŜ ǘƻ 
ōǊƻŀŘŜƴ Ƴȅ ƘƻǊƛȊƻƴϥ ŀƴŘ ϥ9ƴǊƛŎƘŜǎ Ƴȅ ǾƛŜǿ ƻŦ ǘƘŜ ǿƻǊƭŘΩ 

Ĕ tŜǊǎƻƴŀƭƛǘȅ ŀǎǎƻŎƛŀǘŜŘ ǿƛǘƘ bƻǊǿŀȅΥ Ψ!ŘǾŜƴǘǳǊƻǳǎΩΣ ΨtŜŀŎŜŦǳƭϥΣ ΨCǊŜǎƘϥ ŀƴŘ ϥ{ƻƻǘƘƛƴƎϥ 

Ĕ Destination features associated with Norway: 'Has beautiful nature', 'Has nature that offers 
opportunities for discovery', 'Is not too warm', 'Has unspoiled nature' and 'Has quiet 
ŜƴǾƛǊƻƴƳŜƴǘǎΨ 

Ĕ Activities associated with Norway: 'Observe beauty of nature', 'Observe natural phenomenon', 
Ψ9ȄǇŜǊƛŜƴŎŜ ƳƻǳƴǘŀƛƴǎΩΣ ΨIƛƪƛƴƎ όƳƻǊŜ ǘƘŀƴ ǘǿƻ ƘƻǳǊǎύΩΣ ΨIƛƪƛƴƎ όƭŜǎǎ ǘƘŀƴ ǘǿƻ ƘƻǳǊǎύΩ 

 

 

Á24% of the Dutch in the sample have visited Norway, which is lower than for Sweden 
and Denmark. 

ÁHowever Norway is the most frequently considered Scandinavian holiday destination in 
The Netherlands. This demonstrates that Norway has unrealised potential. 

Á32% of the Dutch in the sample are considering going on holiday to Norway in the next 
three years. 
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Executive summary ς Conclusions 

ÁDespite a slightly differentiated position compared to competing destinations, 
Norway does not attract a lot of (repeat) visitors  

Ĕ The proportion of people who have ever visited Norway is low compared to 
other destinations 

ĔRepeat visiting is also lower than average 

 

ÁNorway does not clearly 'own' any motivational segment 

 

Ĕ In the Netherlands, Norway is best positioned with Exploration 

ĔBut the strength of this association is relatively weak 

 

 

 



1a. Introduction 
Background and who we spoke 
to in the research 

 



The purpose of the research: 

In order to do so, this research provides answers to 
the two questions: 

- What is the ideal holiday? 

- How are destinations (brands) positioned? 



Evaluate / Confirm current direction for Norway 

Conceptual framework 

Cross-country 

Germany Russia     The Netherlands 

Choose target for each holiday type 

Camping Experience nature Cottage 

Skiing Sightseeing/roundtrip City trip/city break 

Active holiday 
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²Ƙŀǘ ƘŀǾŜ ǿŜ ŘƻƴŜ ΧΦ 

We have created  
qualitative hypothesis 
four focus groups in each country 

We have 
validated them quantitatively 

1,200 interviews online in each country 

Who did we speak to: 
To be included in the study, the respondent had to have been on a holiday abroad that included at least three 

overnight stays during the past 24 months, and where the trip was not paid for by their employer.  
 

The respondent also had to be interested in going on holidays to experience either; dramatic, wild nature and 
beautiful scenery, or outdoor activities, e.g. skiing, hiking or cycling, or clean and unspoiled nature, or local art, 

culture and lifestyle.  
 

This of course limits the sample somewhat, as this is not a study of the total population in each market. The 
reason for this screening is that we wanted to interview prospective Norwegian tourists. 



Demographics of the survey sample compared with the total population 
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53% 
47% 

0 0 0 0 0 0 0 0 0 0 Gender 

2% 
4% 

7% 
15% 

13% 
11% 

9% 
6% 

4% 
3% 

6% 

< 9.999 Euro per year

10.000 ς 19.999 Euro per year 

20.000 ς 29.999 Euro per year 

30.000 ς 39.999 Euro per year 

40.000 ς 49.999 Euro per year 

50.000 ς 59.999 Euro per year 

60.000 ς 69.999 Euro per year 

70.000 ς 79.999 Euro per year 

80.000 ς 89.999 Euro per year 

90.000 ς 99.999 Euro per year 

мллΦллл 9ǳǊƻΩǎ ǇŜǊ ȅŜŀǊ ƻǊ ƳƻǊŜ 

Income 

14% 

24% 

61% 

28% 

42% 

29% 

Lower (11 grades of
secondary school)

Middel (Secondary
vocational)

Higher education

Educational level 

Female Male 

Total population:  

Females 51%, males 49% 

17% 

77% 

2% 

46% 

42% 

11% 

Single

Married/partner

Other (divorced/widowed)

Marital status 

7% 

6% 

19% 

25% 

26% 

17% 

14% 

9% 

20% 

25% 

22% 

10% 

18-24

25-29

30-39

40-49

50-59

60-65

Age 



1b. Introduction 

Basic motivations for going on 

holiday 



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 ï by occasion we mean different holidays.  

 



To get inside the consumerôs mind, 

we need to go deeper 
Conscious 20% 

80% Sub-conscious 

80% of human behaviour is explained by the sub-conscious. We 
therefore need to use methods that enable us to dig deeper into 
ŎƻƴǎǳƳŜǊǎΩ ƳƛƴŘǎΣ ǘƻ ƛŘŜƴǘƛŦȅ ǘƘƻǎŜ ƭŀȅŜǊǎ ƻŦ ƛƴŦƻǊƳŀǘƛƻƴ ǘƘŀǘ ǊŜŀƭƭȅ 

govern human behaviour. 

 

This is why we have chosen the Censydiam model for this project. 



Having a compass or a map helps 
us to navigate the land of 

motivations 

 

The research helps us to do 
ǘƘƛǎΧ 






























































































































































































