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Segment value

s

Nature Wonder Activity Authentic

Hunter Enthusiast s e Comfort Seeker

City Breaker Nature Explorer

Segment size 21% 16% 10% 10% 21% 22%
spendon - gg06cny  9334CNY  9547CNY  9868CNY | 9932CNY | 10040 CNY

destination® g g | | §

Value share ~ 21%  15% 9% ou% 2% 22%

____________________________________________________________________________________________________________________________________________________________________________________________________________

*Mean spend

Value share calculated as segment’s share of all respondents’ total spend

Q: Which are the most likely motives for you to make a leisure trip to Europe?
Q: What would most likely be your total budget per person for such a trip?
Base: 164-371 IP

All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months



Segment summary — City Breaker

mr" 21% * Even gender distribution.
JTITR of population «  Age distribution resembling population.
o * Main information source online travel sites. For inspiration also
21% . "
value share travel related blogs and watching television among top sources
*  Of the social media channels Wechat, Weibo and Instagram the
9906 most used for travel info and inspiration.
CNY

travel budget

Partner or family are the travel companions most
often for this segment. Travels during autumn most
often.

Travel duration of one week most common, travel
duration typically a little shorter compared to
population

From the European countries in the questionnaire,
most considered destinations are France and Italy
(48-49%), from the Nordic countries Sweden is
considered by one-third, Finland by only one-fourth

of the segment, clearly less compared to population.

71% of segment would likely visit Finland.

Top interests include visiting historic attractions, culinary
experiences, visiting interesting cultural places and design
districts, shopping and experiencing local events.

Most important drivers for travelling are that the destination has
world famous buildings/sights, is safe and secure, offers
culinary culture and local food and opportunities to get to know
culture/way of life and also interesting history"

All respondents are consumers who have made a leisure trip to Nordics last 12 month or who are planning to make a leisure trip the next 12 months
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China: City Breaker

City breaker B Total
Overview
Segment value Budget Age Media usage Information from Inspirationfrom
52%
50% . ) 2% .
WeChat gg% Online travel sites _ 68 % Travel related blogs jgf
21% of 9906 s 9% 65% a6
0 Watch television g;;’/{’ Travel related blogs _ 63% Watch television I s (y:
Male | 50% value CNY
87% 59% . ) 46 %
Sh are Youku o5 % WeChat _ 0% Online travel sites _ 7%
10% 11% Watch tel 3%
atch television on a 86 % 9 %
. | desktop or laptop [N <7 % Weibo I 5524/:/ Wechat I s0%
emale © 50 % D
18-30 31-50 51-75 Weibo I 22:;: Watch television 9% Instagram I :02 o/j
.
Travels with: s Most important when
g 8% L. L
44 % 1% Entire trip through online travel 32% deC|d|ngdeSt|natlon
39% "38% agengy . 51
Alone 7% 8% 34%30% 30 % 43 % 9
: Bk 1 =
* Visiting historic
Tailored trip through a tour 16 % % A
Partner 37% @ operator I s 2% attractions * World famous
* Culinary experiences ildi i
Partly myself, partly through an 15% 19 %7 % Eofen y P o bUlldlngS/SlghtS
operator I e Visitinginteresting * Safe and secure
Fa m”y 37% France Italy Swizerland ~ Sweden Package from an operator 8% Cl.JItU.raI places and deSIgn > Culinary culture and local
| Ieas I districts
; food
F . d o Autumn Summer  Spring  Winter ° zhopl?lng- | | ¢ . Opp to get to know
o * £xperiencinglocal events q
rienas 71 % P g culture/way of life
. L ; } . . * Interesting histor
would likely visit Finland on Booking most commonly 2-3 months Typical travel duration 8
Friends & Family 12% their trip before departure 1 week

Base: Segment 365 IP, Total 1045 IP

All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months



Media behaviour: City Breaker

Usage, information, inspiration

Search travel information from Search travel inspiration from

Weekly usage

City breaker Total

City breaker Total

City breaker Total

WecChat 85% Online travel sites b%° Travel related blogs %%
Watch television 8% Travel related blogs 3 Watch television 8%
YOUKU Youku 855 WecChat 23% Online travel sites %
TV on a desktop or laptop 8%, Weibo 52%, WeChat B3
Weibo 88% Watch television 8% - Instagram AR
Online travel sites & TV on a desktop or laptop 425, r@ Weibo 356
TV on a mobile device 5% Online magazines 8% Twitter 9%,
Travel related blogs i Facebook 35 TV on a desktop or laptop 9%
Paper versions of magazines -%)‘%’ Twitter 4%%% Facebook %gg/o
Paper versions of newspapers £0% Online newspapers b/ Youtube 3%
iQryl 7212:0 Youtube fﬁ‘«%’ Pinterest %%%},
Online newspapers 73% Paper versions of magazines M Snapchat 38%,
Online magazines 5%, TV on a mobile device 2% Paper versions of magazines 2%
Youtube 503‘14% Pinterest A Paper versions of newspapers 37%
Facebook > Youku 43%, TV programs on a mobile device 3435
Twitter > Paper versions of newspapers s iQlyl 3%,
Instagram ‘?%’% iQivi 3% Youku 35
Snapchat 4%6)% Instagram 38%, Online magazines 1
Pinterest Yo Snapchat 0 Online newspapers 324,

Q: How often do you...

Q: From which medias do you... Seek information about travel destinations // Seek inspiration for traveling in general

Base: 365 IP, 1045 IP

All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months



Segment summary — Nature Explorer

,1‘ 16% *  Older segment when comparing to population
of population *  More male than female (55%/45%) travellers among segment
15% than population
value share Uses online travel sites and travel related blogs for travel
information and inspiration
9334 * For travel information WeChat and Weibo also among the top
CNY four channels.
travel budget
» Travels most often with family. * Top interests include experiencing natural parks and forests,
*  Autumn most common travel time, but travel more experiencing the northern lights as well as lakes and the
often during summer and less often during spring arhipelago and enjoying the surrounding nature.
compared to population. * Top drivers include the destination having world famous
*  Willing to consider many destinations in Europe, buildings/sights, culinary culture and local food. Also that the
France the most considered 36%, Norway second destination is safe and secure, genuine & idyllic and offers
with 33 %. with Italy trailing behind. Finland opportunities to get to know culture/way of life.

considered by 29 %.
« | 69% state that they would likely visit Finland on
their trip.

All respondents are consumers who have made a leisure trip to Nordics last 12 month or who are planning to make a leisure trip the next 12 months




China: Nature Explorer

Overview

Male  55%

Female = 45 %

Travels with:

Alone

9%

Partner

33%

Family

45 %

Friends

Friends & Family

Segment value

Base: Segment 273 IP, Total 1045 IP
All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months

Budget
15% of 9334
value CNY
share
44%
369 38%
33 %31 %
France Norway Swizerland
69 %

would likely visit Finland on

33 %
30 %32 %
agengy
Tailored trip through a tour
Partly myself, partly through an
operator I

their trip

Nature explorer

Information from

Age Media usage
56%
29
50% WeChat 86 % Online travel sites _ 669/:/
€ I s % ’
39%
63 %
i 85 % Travel related bl
30% Rl I
Watch television on a 84 % 59 %
desicoporlaptop N 57 % Vet O <o«
14% 1%
5
. 82%
Weibo " 50%
Weibo
. I s % I

18-30 31-50 51-75 Youku 82% 48 %

I 55 % Watch television I 49;

3

32%
Book If
ootmE I ;1 %

31%

I 31%

Entire trip through online travel
15%
16 %

14 %
16 %

8%

Denmark
Package from an operator -
7%

Booking most commonly 2-3 months
before departure

43%2 %

33%
29%

Autumn  Summer

* Experiencing natural parks
and forests

* Experiencingthe Northern
Lights

* Experiencinglakes

* Experiencingthe
arhipelago

* Enjoyingthe surrounding
nature

17%

139
I 9odl%

Spring  Winter

Typical travel duration
2 weeks

B Total

Inspirationfrom

50%
I 7%
47%
I s
2%

O - 0%

Online travel sites

Travel related blogs

a%
I

41%

I s

Twitter

Watch television

Most important when
decidingdestination

* World famous
buildings/sights

* Culinary culture and local
food

« Safe and secure

* Genuine & idyllic

* Opp. to get to know
culture/way of lif-




Media behaviour: Nature Explorer

Usage, information, inspiration

Weekly usage Search travel information from

Search travel inspiration from

Nature explorer © Total

Nature explorer ' Total Nature explorer  Total
86%
WeChat 89% Online travel sites 624,
.. 0,
Watch television %74 Travel related blogs 83%
0,
TV on a desktop or laptop 8%4% WeChat gg%
82%
YOUKU Youku 85% Weibo 50%,,
Weibo 82%0 .. 48%
9;3647 () Watch television 139,
. . 7 0,
Online travel sites 08?1% TV on a desktop or laptop 8%,
TV on a mobile device 7% Youku 8%
i i 75% 0
Paper versmns of magazines . 70/§% Online magazines ad%,
Paper versions of newspapers 73%/9% Twitter 4%
(0]
Travel related blogs 70V80% Online newspapers an
Online newspapers 72% Pinterest zﬁz"%
iQlyl 69%10% v 41%
outube 44%
; ; 69%
Online magazines 74% Paper versions of magazines 4%,
567
Youtube /f,/i% Instagram 14
519
Facebook 58% Facebook 40%,
i 51
Twitter 43«y506% TV on a mobile device 49%,
Instagram 52% Paper versions of newspapers 8%
45%
Snapchat 4§§% iQlyl 35;/6%
H ('}
Pinterest 249% Snapchat %32{’{2)

Q: How often do you...

Q: From which medias do you... Seek information about travel destinations // Seek inspiration for traveling in general

Base: 273 IP, 1045 IP

All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months

Online travel sites ﬁ%%
Travel related blogs fg;f’
ﬁlTﬁ iyl &
— Watch television A10%q,
u Twitter ﬂ"/g
Instagram ﬁ%‘é’)
TV on a desktop or laptop %%‘Z},
Pinterest %%%2,
Snapchat 38%,
Paper versions of magazines 388,{
Facebook 3%,
Youtube 3Zgﬂo
TV programs on a mobile device 337380
Weibo 353"/5%
WeChat 34%’0%
Paper versions of newspapers 3§°‘%
Online magazines 3;”50/.%
Online newspapers %2%//‘;
Youku 33%,



Segment summary — Nature Wonder Hunter

‘%&é‘ 10% *  Older segment when compared to the population (70% over 35
o : ° of population year-olds).
9% *  More male (53%) than female (47%) travellers.
value share * Main source of travel information online travel sites and travel
blogs.
9547 « Segment uses social media channels for travel information and
CNY inspiration more rarely than population

travel budget

*  Almost half of this segment travels with family.

+ Segment travels more often with family than
population

*  Autumn the most common travel time

» Uses online travel agencies more rarely than
population.

«  From European countries in the questionnaire
Norway and Switzerland most considered (37%),
Finland third with 34%.

71% would likely visit Finland on their trip.

Top interests include experiencing the northern lights,
experiencing natural parks and forests, staying in typical local
holiday cottage or holiday home, experiencing the midnight
sun/ white nights and picking berries and mushrooms.

Top driver is destination being safe.

This segment is also driven by culinary culture and local food,
world famous buildings/sights and opportunities to get to
“now culture/way of life.

All respondents are consumers who have made a leisure trip to Nordics last 12 month or who are planning to make a leisure trip the next 12 months




China: Nature Wonder Hunter

Overview

Male  53%

Female 47 %

Travels with:
Alone 6%
Partner 31%
Family 47 %
Friends 7%
9%

Friends & Family

Segment value

9% of
value
share
37%
8% 31%
Norway

Base: Segment 164 IP, Total 1045 IP
All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months

Budget

9547
CNY

37 %38 %

Swizerland Finland

71%

their trip

44 %

34 %

France

Age

39%

30%

18-30

would likely visit Finland on

Media usage Information from
52% 9
50 % 91 % Online travel sites 4%
WeChat I 5%
[ 59 %
67 %
i 90 % Travel related bl
et o 7 % T -
89 % 56 %
o O ¢ et o
1% B
Watch television on a 88 :A’ Watch television on a desktop 51%
. desktop orlaptop N :7 % or laptop i
. 87 %
- - Weibo %
50 275 I A
32%
Book If
e B
. n n
Entire trip through online travel 25% 44 %2% E_XperlenCIngthe Northern
agengy I, 31% Lights
Partly myself, partly through an 17% 30 %9 M EXperlenCIng natural parks
operator N 6% and forests
Tailored trip through a tour 15% O Staylng in typlcal local

operator . 6

1%
Package from an operator
& P s

Booking most commonly 2-3 months
before departure

16 %7 %
I 10 %1%

Autumn Summer Spring  Winter

Typical travel duration
2 weeks

Nature wonder hunter

holiday cottage or holiday

home

* Experiencingthe Midnight

Sun/ White nights
* Picking berriesand
mushrooms

B Total

Inspirationfrom

53%

Travel related blogs _ 6%

52%

Online travel sites
A0

45 %

Watch television
I 5%

43 %

Twitter
T

41%

ialyl
A S 0%

Most important when
decidingdestination

* Safe and secure

* Culinary culture and local
food

* World famous
buildings/sights

* Opp. to get to know
culture/way of life

* Excoticness



Media behaviour: Nature W

Usage, information, inspiration

Weekly usage

Nature Wonder Hunter

WeChat

Watch television

YOUKU Youku
1v un d desktop or laptop
Weibo

Online travel sites
Paper versions of magazines
TV on a mobile device
Paper versions of newspapers
Travel related blogs
Online magazines
Online newspapers
iQlyl
Youtube
Facebook
Twitter
Instagram
Pinterest
Snapchat

Q: How often do you...

Q: From which medias do you... Seek information about travel destinations // Seek inspiration for traveling in general

Base: 164 IP, 1045 IP

Total
91%
89%
90%
87%
89%
85%
889
87%
87%
86%
859
84%
859%
79% "
87
00
2%
79%
79%
80%
77%
74%
75%
75%
71%
74%
57%
61%
53%
8%
51%
56%
41%
"52%
41%
49%
40%
49%

Search travel information from

Nature Wonder Hunter

Online travel sites
Travel related blogs
WeChat
TV on a desktop or laptop
Weibo
Watch television
Instagram
Youku
Online newspapers
Twitter
Online magazines
Youtube
Pinterest
Paper versions of magazines
Facebook
TV on a mobile device
iQlyl
Paper versions of newspapers
Snapchat

Total

74%
69%
67%
63%
56%
55%
51%
51%
46%
54%
45%
29%
44%
41%
43%
46%
42%
44%
41%
43%
40%
48%
40%
43%
389
e

38%
43%

37%
13%

37%
43%
37%
135
34%
40%

31%
34%

All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months

onder Hunter

Search travel inspiration from

Nature Wonder Hunter

Travel related blogs
Online travel sites
Watch television

u Twitter
g— iQlyl
I["Yl Facebook

(

TV programs on a mobile device
TV on a desktop or laptop
Pinterest

Snapchat

Youtube

Weibo

Paper versions of magazines
Instagram

Online magazines

Youku

WeChat

Paper versions of newspapers
Online newspapers

Total

3%
267"
2%
47
45%
43%
439
Piia
41%
40%
39%
39%
39%
39%
38%
39%
38%
39%
38%
41%
38%
40%
38%
39%
7%
8%
36%
%69
36%
35%
36%
35%
35%
40%
35%
37%

329
54%



Segment summary — Activity Enthusiast

10% *  Slightly more females than males. (F52/M48)
of population *  Abit younger age distribution compared to population.
1% »  Social medias such as Weibo, WeChat, SnapChat, twitter among
value share the most used channels for information and inspiration. Online
travel sites, tv and travel related blogs the other top channels.
9868
CNY

travel budget

« Travels more often alone and less often with partner  «  Top interests"cross country skiing, experiencing winter with

than population white snow and arctic nature, kayaking, swimming and fishing.
*  Autumn most popular time of travelling, but travels * Top drivers are that destination has an interesting culinary
more during spring than population culture and local food, is excotic and safe and secure. Also
»  Favours booking the entire trip through an online that the destination has world famous buildings/sights and
travel agency more often than population. opportunities to get to know culture/way of life.

«  Clearly more willing to travel to Europe than
population. France being number one choice (55%),
Denmark most considered of the Nordic countries,
Finland considered more often (41 %) compared to
population and almost equally with Sweden and
Norway.

74% state that would likely visit Finland.

All respondents are consumers who have made a leisure trip to Nordics last 12 month or who are planning to make a leisure trip the next 12 months




China: Activity Enth

Overview
Male 48 %

Female = 52 %

Travels with:
Alone 13%
Partner 28%
Family 43%
Friends 6%

Friends & Family 11%

Segment value Budget
11% of 9868
value CNY
share
55 %
44% o e 45 %
38% 39%
I I 32% I
@ France Swizerland Denmark Italy
S 74 %
would likely visit Finland on
their trip

Base: Segment 180 IP, Total 1045 IP

All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months

usiast

Age Media usage
50% 50 % Vouku 89 % Online travel sites
42% I 55 %
39%
Watch television on a 88 % Weibo
desktop or aptop N ¢ %
o
WecChat _ g;; Travel related blogs
b
8% 1%
2 . 86 %
. VRO O s % Wechat
. 84 %
- - - Watch television
18-30 31-50 5175 I 57 % Online magazines
Entire trip through online travel 36 %
agengy I 1%
29% 42 %
Bokmrell N % 3%
Tailored trip through a tour 18 % $9 %
operator B 74
21%
Partly myself, partly through an 14 % 17 %
operator _ 16 % 13%
11%
Package from an operator 3%
eefemanoersor g 1 B

Booking most commonly 2-3 months
before departure

Autumn Summer Spring  Winter

Typical travel duration
2 weeks

Activity enthusiast

Information from

62 %

I oo

62 %

I s

61%

59 %

I

55%

v

* Cross country skiing

* Experiencing winter with
white snowand arctic
nature

* Kayaking

* Swimming

* Fishing

B Total

Inspirationfrom

48 %

Watch television _ 45%

47 %

S hat
e

46 %

Online travel sites
I 7%

46 %

WecCh
o - 0%

45 %

Twitt
M

Most important when
decidingdestination

* Culinary culture and local
food

* Excoticness

« Safe and secure

* World famous
buildings/sights

* Opp. to get to know
culture/way of lif-




Media behaviour: Activity E

Usage, information, inspiration

Weekly usage

Activity Enthusiast

YOUKU Youku

TV on a desktop or laptop
WeChat
Weibo
Watch television
Paper versions of magazines
TV on a mobile device
Paper versions of newspapers
Travel related blogs
Online travel sites
Online newspapers
iQlvyl
Online magazines
Youtube
Facebook
Twitter
Instagram
Snapchat
Pinterest

Q: How often do you...

Total

Search travel information from

Activity Enthusiast

Online travel sites

‘ Weibo
O Travel related blogs

WeChat
Online magazines

TV on a desktop or laptop
Watch television

Youku

Online newspapers

Paper versions of newspapers
Twitter

Youtube

Paper versions of magazines
TV on a mobile device
Facebook

Pinterest

iQlyl
Instagram
Snapchat

Q: From which medias do you... Seek information about travel destinations // Seek inspiration for traveling in general

Base: 180 IP, 1045 IP

nthusiast

Total

62%
69%
62%
54%
61%
63%
59%
59%
482"
549
K7
53%
49% "
™
12i8”
(]
20%%
S
Fet/s
Fets
43%
43%
42%
4%
42%
39%
399
1%
32%
$4%

All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months

Search travel inspiration from

Activity Enthusiast

Watch television
8 Snapchat
Online travel sites
WeChat
Twitter
Facebook
TV programs on a mobile device
Pinterest
Instagram
Travel related blogs
iQlyl
TV on a desktop or laptop
Youtube
Paper versions of magazines
Weibo
Paper versions of newspapers
Online magazines
Youku

Online newspapers




Segment summary — Authentic Lifestyle Seeker

/\l 21% *  Segment resemble population in age distribution.

ﬁ of population *  More males 55% than in total population (52%)
229, * Uses online travel sights for travel information and inspiration
value share along with travel related blogs tv, WeChat, Weibo and Instagram.
9932
CNY

travel budget

» Travels more often with partner and not as often
alone as population.

*  Most common travel time during autumn.

* Considers France (46 %) of the European countries
most often, Denmark,(29%) most considered Nordic
country, Finland and Sweden considered equally
(26%) but slightly less than population.

69 % state that they would likely visit Finland.

Top interests include visiting museums regarding local culture,
experiencing local events. Also experiencing local lifestyle in
the city in the countryside.

Top drivers are culinary culture and local food, safety and
security of the destination, opportunity to get to know
culture/way of life and world famous buildings/sights.

All respondents are consumers who have made a leisure trip to Nordics last 12 month or who are planning to make a leisure trip the next 12 months




China: Authentic Lifestyle Seeker

Authentic lifestyle seeker B Total
Overview
Segment value Budget Age Media usage Information from Inspirationfrom
49% 50% . ) ) 71% ”
WeChat gg; Online travel sites _ 69 % Watch television :S‘y/,,
220/ f 9932 39% 39 % 1%
0O Watch television on a 88 % Travel related bl % " . 45 %
desktop or laptop [ =7 ettt I o> Online travel ites oy 47 ;
Male | 559% value CNY
Sha re Weibo I 22:2 WeChat _ 5691;? Travel related blogs _ i‘;;
12% 11%
Watch television programs on 87 % % 41%
F | 45 % . amobile device I 33 Weibo I 5'17%/ Instagram I 0%
emaie
? 18-30 3150 5175 Watch television 86 % h el deskt Watch television on a desktop 41%
- - - VisH Watch television on a deskto 51% 9
I ’ e %
o s e -
Travels with: Most important when
46%,, ., 39 deciding destination
Book myself
38 %39 % 38% I 1%
35%
A|0 ne 5% 29 %32 % Entire trip through online travel 30% 43%2 % . .
agengy e * Visit museums regarding
Partly myself, partly through an 18 % $9% Iocal CUIture . C | |t d | |
Partner 39% operator I 7% * Experiencinglocal events AN (GENGHRS el elge
Tailored trip through a tour 13 % 18%7 % M EXperienCingthe local food
t 16 % . . .
operator 10RL% ||festy|e inthe Clty ¢ Safe and secure
Fa mi Iy 38% France ttaly Swizerland  Denmark Package from an operator - ;Z//ﬂ I M EXperienCingthe local * Opp to get to know
lifestyle in the countryside culture/way of life
F . d 07 Autumn Summer Spring  Winter O Enjoying the nature . W0r|d famOUS
(] . . .
rienas 69 % around buildings/sights
. - i - : : * Excoticness
would likely visit Finland on Booking most commonly 2-3 months Typical travel duration
. . o -
Friends & Family 10% their trip before departure 2 weeks

Base: Segment 365 IP, Total 1045 IP
All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months



Media behaviour: Authentic Lifestyle Seeker

Usage, information, inspiration

Weekly usage

Authentic Lifestyle Seeker

WeChat

TV on a desktop or laptop

Weibo
. TV on a mobile device

Watch television

Online travel sites

Youku

Travel related blogs

Paper versions of magazines
Paper versions of newspapers
iQlyl

Online magazines

Online newspapers

Youtube

Facebook

Twitter

Instagram
Pinterest
Snapchat

Q: How often do you...

Total

3%
ER
o
88"
8%
0
8%,
gt
7406y,
74y,
4%
7%
3%
>EH
2
6%
23k
4%
2%

Search travel information from
Authentic Lifestyle Seeker

Online travel sites

Travel related blogs
WeChat
Weibo

TV on a desktop or laptop
Watch television

Online magazines

TV on a mobile device
Online newspapers

Twitter

Youtube

Paper versions of magazines
Facebook

Youku

Pinterest

iQlyl

Instagram
Paper versions of newspapers
Snapchat

Q: From which medias do you... Seek information about travel destinations // Seek inspiration for traveling in general

Base: 365 IP, 1045 IP

Total

6}’
%54
P
534
21k
W4
]
&%
4%
ey
e/
ey
A
3%
0%
S8

0,
A,

346k,
R

All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months

Search travel inspiration from
Authentic Lifestyle Seeker

Watch television

Online travel sites
Travel related blogs
@ Instagram
TV on a desktop or laptop
‘ Weibo
o WeChat
TV programs on a mobile device
iQlyl
Twitter
Youtube
Paper versions of magazines
Paper versions of newspapers
Snapchat
Facebook
Pinterest
Youku
Online magazines
Online newspapers

Total

0
7

ki
W4
i
385
3%e
40%
e
3%
386,
g
e
33
g
it
39
Eny




Segment summary — Comfort Seeker

qi\, 22% *  Gender distribution: slightly more males than females
w o of population * Uses social media (Youtube, SnapChat) more for travel

22%

value share

10040
CNY

travel budget

*  Most common travel companion partner, travels
more seldom with family than population

*  Most typical travel time during autumn, a bit more
often during summer than population.

+  France (42%) most considered countries. Denmark
tops the list for Nordic countries (27 %), Finland
trailing close behind with 22%.

*  69% state that would likely visit Finland

inspiration than population and online travel sites less.

Top interests include getting a wellbeing treatment, staying in
special accommodation (boutique hotel, etc.), visiting a spa,
attending a husky or reindeer safari and enjoying the
surrounding nature

Top drivers are destination having interesting culinary culture
and local food, safety and security, world famous
buildings/sights. Also excoticness and genuine & idyllic nature
of the destination is valued.

All respondents are consumers who have made a leisure trip to Nordics last 12 month or who are planning to make a leisure trip the next 12 months




China: Comfort Seeker

Overview
Male ' 53%
Female = 47 %
Travels with:
Alone 8%
Partner 38%
Family 34%
Friends 9%
11%

Friends & Family

41%

Segment value Budget
22% of 10040
value CNY
share

8%

Base: Segment 371 IP, Total 1045 IP
All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months

2 %44 %

38%
34 %,

37%3°%
32%
27%

France Italy Swizerland Denmark
69 %
would likely visit Finland on
their trip

Age

18-30

Media usage

50 %
46%

39%

90 %

e -

Comfort seeker

Information from

70 %

Online travel sites
B

62 %

Watch television on a 89 % WeChat i
deskeop or laptop  NEEG— 7 I s«
i 88% 60 %

Watch tek
NI N © Trovelreled o D o3

12% 11%

31-50 51-75 amobile device

31%

Book If
ootmE I ;1 %

29%

I 31%

18%
16 %

Entire trip through online travel
agengy

Partly myself, partly through an
operator

16 %

I 6

Tailored trip through a tour
operator

6%
Package from an operator
& P e o

Booking most commonly 2-3 months
before departure

Watch television programs on

87 %

"R N %

86 %

I s3%

42%2%

32%
29%

Autumn  Summer

17 %7 %

9
Weibo 57%
.

55%

-

Watch television on a desktop
or laptop

* Gettinga wellbeing
treatment

* Stayingin special

accommodation (boutique

hotel, etc.)

Visitinga spa

Attendinga husky or

reindeer safari

* Enjoyingthe surrounding
nature

5
I 10%1% .
I :

Spring  Winter

Typical travel duration
2 weeks

B Total

Inspirationfrom

46 %

I 0%

45 %

I

45 %
45 %

Youtube
Snapchat

Watch television

44 %

Travel related blogs 46 %
b

42 %

I 0

Weibo

Most important when
decidingdestination

e Culinary culture and local
food

* Safe and secure

* Excoticness

* World famous
buildings/sights

* Genuine & idyllic




Media behaviour: Comfort Seeker

Usage, information, inspiration

Weekly usage

Comfort Seeker

WeChat
TV on a desktop or laptop
Watch television

Weibo
TV on a mobile device

Online travel sites
Youku
Travel related blogs
Paper versions of magazines
Paper versions of newspapers
Online newspapers
iQlyl
Online magazines
Youtube
Facebook
Twitter
Instagram
Pinterest
Snapchat

Q: How often do you...

Total

90%
89%
89%
87%
88%
87%
87%
86%
86%
83%
859
84%
82%
85%
82%
80%
78%
79%
78%
79%

779
A
76%
78%
74%
74%
65%
61%
64%
58%
62%
56%
58%
52% "
4%
5%

54%
49% "

Search travel information from

Comfort Seeker

Online travel sites

fo WeChat

Travel related blogs
Weibo
TV on a desktop or laptop
Online magazines
Watch television
TV on a mobile device
Paper versions of magazines
Youku
Facebook
Youtube
Instagram
Online newspapers
iQlyl
Paper versions of newspapers
Twitter
Pinterest
Snapchat

Q: From which medias do you... Seek information about travel destinations // Seek inspiration for traveling in general

Base: 3711P, 1045 IP

Total

Q)
©3
=R

62%
59%
60%
63%
57%
52%°
55%
51%"
52%
48%"
49%
49%
48%
43%
47%
43%"
47%
46%
46%
43%°
45%
43%
44%
41%°
43%
449
2%
39%
42%
40%°
41%
i)
40%
41%
37%
3%

All respondents are consumers who have made a leisure trip to Europe last 12 month or who are planning to make a leisure trip the next 12 months

Search travel inspiration from

Comfort Seeker

Yl]ll Youtube

vvdtch television
8 Snapchat
Travel related blogs
Weibo
iQlyl
Online travel sites
WeChat
Instagram
Twitter
Paper versions of newspapers

TV programs on a mobile device
Pinterest

Facebook

Paper versions of magazines
TV on a desktop or laptop
Online magazines

Online newspapers

Youku

Total

46%
0% "
45%
124
45%
41%

449
ek
42%

39%
42%
40%

41%
47%

41%
40%

40%
40%

40%
41%

0,
39%°

3%
33%

38%
39%
37%
38%
36%
36%
36%
35%
36%
3%
34%
35%




Visit Finland



