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Visit Finland 
Brand Tracking



 China- Beijing, Shanghai, Guangzhou 

 Hong Kong - Hong Kong Island, Kowloon, 

New Territories

 Japan- Tokyo, Osaka, Nagoya

 UK- National representation + London boost 

 France- National representation + Paris boost

 Germany- National representation

 Spain- Madrid, Barcelona

Which markets are we looking at?

 Italy- Lombardia Veneto Lazio 

 Russia- Moscow area, St. Petersburg, Vyborg and Leningrad Oblast

 US- California, Colorado, New York, Oregon, Washington, New England 

Reports:
• General
• 9 Country reports
• 4 Region reports

France

Germany

Russia

UK

Italy

Spain

USA

China

Japan



Screener Familiarity

How well known is Finland 

as a travel destination?

How attractive is Finland 

as a travel destination?

How is Finland perceived 

as a travel destination?

Consideration
Image & 

Associations

How does Finland compare 

to our competitors?

What did we ask them?

Focus on 

regions

Familiarity + 

consideration of 4 Finnish 

regions

What are the 

spontaneous associations 

with the regions?
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VISIT FINLAND

0,4%
Globaali

0,8%
Eurooppa

14%
Pohjoismaat

Lähde: Suomen osuus kansainvälisistä yli yön matkailijoista

7,2%
Pohjois-Eurooppa



Consideration of Finland as a 
holiday destination
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Coming to mind spontaneously and 

ranking high in consideration set 

is key to compete with other destinations

To be top of travellers’ minds 



Finland is top of mind as a holiday destination in Russia, China and Japan but falls behind its 
Nordic competitors in the other markets. Norway has a strong presence in Europe

39%

17% 15% 15% 14% 13% 11% 9% 6%

Nordic 

Rank #3 #3 #3 #4 #5#1 #1 #5

Spontaneous Destination Consideration - Finland 

Q2. SPONTANEOUS CONSIDERATION DESTINATION

Which countries would you consider for a holiday or short break over the next three years? Please include up to 10 countries

#1

Sweden Norway IcelandNorwayNorway Norway

Best in 

Nordics

Russia Spain France Italy Germany China Japan UK US

GLOBAL 

Rank #11 #10 #12 #13 #21#9 #10 #22#3



Rob Davis from Ipsos UK, summary

• https://www.youtube.com/watch?v=m0rW6sskFbw&feature=youtu.be

https://www.youtube.com/watch?v=m0rW6sskFbw&feature=youtu.be
https://www.youtube.com/watch?v=m0rW6sskFbw&feature=youtu.be




Suomi sijaitsee taigalla*…

*) Boreaalinen havumetsävyöhyke
Vuoden keskilämpötilat





Suomessa on metsää...



Culture or Nature?



Culture….

….Helsinki



Lakes...

Distribution of lakes in Europe. The WISE (Water Information System for Europe) map is based on different data sources (CORINE land cover, GISCO, UN land cover) having different resolutions.



Why Lakeland?

• Increasing awareness of the region and what it has to offer 
could help drive consideration of it as a holiday destination

• a more conscious link is needed between the region and what 
it has to offer in terms of activities



What comes to mind when thinking 
about Finland as a holiday 

destination? 
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Fish | Fishing

Winter activities (Ski, Sled)

Helsinki
Difficult language

Friendly | nice | 
welcoming people

Nice

Expensive

Vastness | Expanse

Good - not specific

Christmas time | Father 
Christmas | Santa

Cold, Dark

Quiet | Peaceful

Beautiful, great, wonderful 
scenery | landscape

Fjords

Forests

Lakes

Lapland

Mosquitoes

Nature | Rugged 
landscapes | Green

Northern Lights | Auroras | Polar 
lights

Saunas

Snow | Ice | Frozen 
landscapes | Glaciers

Untouched | Wild nature | Parks

Wildlife (whales, bears, reindeer , 
horses, moose)

Finland

Q9 BMN

Please take a few moments to think about <COUNTRY>. Please tell us everything that pops into your mind when you think of <COUNTRY> as a tourist destination.

Mental Networks – DE market

In Germany, associations are more focused, and nature really stands out, with snow being less of 
the main focus like in the UK

Functional

Cities

Emotional

Food/Drink

Negative

Image

Landmarks

Nature, Landscapes

Germany



Fish | Fishing

Gothenburg

Interesting | Attractive Cities

Stockholm

Cultural | Culture | Traditions

Friendly | nice | 
welcoming people

The food

Expensive

Holidays | Family holiday | Visit 
friends

Vastness | Expanse
Ikea

Interesting | Different
Quiet | Peaceful

Architecture | Buildings

Beautiful, great, wonderful 
scenery | landscape

Coast | Coastline

Fjords

Forests

Islands | Archipelago

Lakes

Nature | Rugged 
landscapes | Green

Snow | Ice | Frozen 
landscapes | Glaciers

The Royal Family

The sea | seaside | beaches

Water | water ways | rivers

Wildlife (whales, bears, reindeer , 
horses, moose)

Sweden

For Germany’s top of mind Nordic destination (Sweden), nature is strong too but Stockholm really 
comes to mind well

Q9 BMN

Please take a few moments to think about <COUNTRY>. Please tell us everything that pops into your mind when you think of <COUNTRY> as a tourist destination.

Functional

Cities

Emotional

Food/Drink

Negative

Image

Landmarks

Nature, Landscapes

Germany

Mental Networks – DE market



Q9 BMN

Please take a few moments to think about <COUNTRY>. Please tell us everything that pops into your mind when you think of <COUNTRY> as a tourist destination.

Fish | Fishing

Winter activities (Ski, Sled)

Copenhagen

Gothenburg

Helsinki

Interesting | Attractive Cities

Oslo

Stockholm

Difficult language

Scandinavian

The Little Mermaid | Hans 
Christian AndersonBeautiful | Attractive

Loneliness

Nice

Easy to get to | Visit | Close

Holidays | Family 
holiday | Visit friends

Vastness | Expanse

Ikea

Christmas time | Father 
Christmas | Santa

Cold, Dark

Interesting | Different

Relaxing

Architecture | Buildings

Colourful Houses| Cottages

Lego | Legoland

Fjords

Hot springs | Hot spas | Geysers 
| Thermal pool

Islands | Archipelago

Lakes

Lapland

Mosquitoes

Mountains
Nature | Rugged 
landscapes | Green

North Cape
Northern Lights | 
Auroras | Polar lights

Saunas

The Baltic SeaThe North Sea

The Royal Family

The sea | seaside 
| beaches

Untouched | Wild nature | Parks
Volcanoes

Waterfalls

Wildlife (whales, bears, 
reindeer , horses, moose)

Finland

Sweden

Denmark

Norway

Iceland

Hiking

Reykjavik

Trolls | Goblins

Germany see more unique associations with Finland than the UK. Lakes, Christmas, saunas, 
Lapland and Helsinki are common themes in the two markets

Functional

Cities

Emotional

Food/Drink

Negative

Image

Landmarks

Nature, Landscapes

Germany

Mental Networks – DE market



What activities are associated 
with Finnish tourism?



The following activities are those where Finland stands out from competitors on association, 
mostly those with a winter theme..

Visiting the home of 

Santa Claus

Sleigh rides pulled by 

huskies or reindeer
Sleeping in igloos Saunas Moomins

Activity relative strengths

Q15 ACTIVITIES ASSOCIATION

Do you associate any of these holiday destinations with the following activities and experiences? 

Germany

All markets

JapanRussiaSpain FranceItaly Germany

UKUS Russia

SpainFranceItaly Germany

Stands out in:

All markets

(Please note low 
awareness)

Stands out in:Stands out in: Stands out in: Stands out in:



Final Thoughts
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Summary – 2019 research

 Consideration of Finland as a holiday destination is strong in Russia, China and Japan but in the US and 

in the European markets, Finland falls behind its Nordic neighbours.

 Spontaneously, Finland is strongly associated with ‘Snow’ and ‘Frozen landscapes’ but these 

associations are shared with the other Nordic countries too. Unique associations are more related to 

Lakes, Forests and seasonal Christmas elements.

 Perceptions around culture are currently not very strong for Finland. Denmark and Sweden lead the 

way here.

 Sustainable tourism isn’t really an area which any of the Nordic markets own yet. More is probably 

needed to educate and grow awareness of these initiatives.

 In Europe, Lapland and Helsinki are the best known Finnish regions. In the long haul markets like China 

and US, Lapland is less well known but awareness of Helsinki is still strong.
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Final Thoughts

Gaining attention is the hardest part of your job. Focus on core messages and 

themes, don’t spread yourself too thinly

Reinforcing the key messages about what Finland has to offer is key to building 

familiarity

Strengthen the mental network



Nature 
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Suuralueiden 
tunnettuus ja 
preferenssi
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SUURALUEEN AUTETTU TUNNETTUUS 2019

12.3.2020

Saksa UK Japani
Kiina & 

Honkong
Venäjä Ranska Italia Espanja USA

Helsinki Region 71 % 49 % 64 % 63 % 90 % 44 % 79 % 60 % 44 %

Lapland 71 % 71 % 43 % 62 % 85 % 55 % 85 % 70 % 40 %

Lakeland 68 % 42% 40% 65% 79 % 45 % 79 % 60 % 32 %

Coast&Archipelago 65 % 44 % 44 % 68 % 73 % 42 % 76 % 55 % 36 %

Spai
n

Japa
n

ItalyGermany FranceUK Russi
a

US
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SUURALUEEN AUTETTU HARKINTA 2019

12.3.2020

Saksa UK Japani
Kiina & 

Honkong
Venäjä Ranska Italia Espanja USA

Helsinki Region 37 % 48 % 20 % 19 % 39 % 23 % 31 % 38 % 36 %

Lapland 37 % 43 % 13 % 16 % 41 % 35 % 40 % 45 % 27 %

Lakeland 41 % 39 % 11 % 14 % 45 % 32 % 38 % 47 % 26 %

Coast&Archipelago 33 % 44 % 13 % 17 % 35 % 25 % 27 % 35 % 34 %

Spai
n

Japa
n

ItalyGermany FranceUK Russi
a

US



Suuralueiden tunnettuus ja harkinta

 Kaikilla neljällä suuralueella paras tunnettuus Venäjällä ja Italiassa

 Tunnettuus heikointa USAssa, Japanissa ja Ranskassa

 UK:ssa suuralueet Lappia lukuun ottamatta heikosti tunnettuja, mutta harkintaa 
silti eniten niin pääkaupunkiseudulle kuin rannikolle

 Kaikkien suuralueiden harkinta epätodennäköisintä Aasiassa (Kiina, HK ja 
Japani)



Pääkaupunkiseutu

• Euroopan markkinoilla Helsinki 
yhdistetään vahvasti kulttuuriin
(spontaani assosiaatio)

• Aasian markkinoilla assosiaatiot ovat
monipuolisempia ja yksityiskohtaisempia. 
Helsinkiin liitetään kirkot ja katedraalit, 
mutta myös Muumit ja Marimekko. 

• Tavoite pääkaupunkiseudun mielikuvasta
kestävänä matkakohteena vaatii vielä
työtä. Vielä nyt kestävyyttä ei osata liittää
alueeseen millään kohdemarkkinalla



Lappi

• Suomea harkitsevien keskuudessa Lapin 
kiinnostavuus on korkeinta Euroopassa. 
Etenkin japanilaiset ja kiinalaiset
tarvitsevat vielä vakuuttelua, koska
tunnettuus on heikkoa ja vain n. puolet
voisivat harkita Lappia. 

• Yleisellä tasolla Lapin tunnettuus on 
melko hyvä kaikilla kohdemarkkinoilla. 
Harkinnan parantamiseksi tarvitaan
kuitenkin syvempää tietoa alueen
tarjonnasta/aktiviteeteista. 

• Kesän ja lumettoman ajan markkinointi
vaatii vielä työtä. Mielikuvat yhdistyvät
vielä vahvasti talvisiin elämyksiin.



Järvi-Suomi

• Mielikuvat liittyvät luontoon ja kauniisiin

maisemiin. Vahvat assosiaatiot kalastukseen

Saksassa ja erityisesti Venäjällä.  

• Ruokamatkailun eteen tehty työ ei vielä näy

mielikuvissa.

• Järvi-Suomen tunnettuus on suhteelisen
hyvä nykyisillä päämarkkinoilla (Saksa, 
Venäjä ja Kiina), Japanissa tarvitaan
tunnettuuden kasvattamista. 

• Tunnettuus on kuitenkin melko
pintapuolista - parempi tietoisuus
alueen tarjonnasta parantaisi
todennäköisesti harkintaa. 



Rannikko ja saaristo

• Tunnettuus Euroopan päämarkkinoilla
(UK ja Saksa) on kutakuinkin samalla
tasolla (jossain määrin tai hyvin tuntevat), 
mutta UK:ssa selvästi enemmän harkintaa

• Suomea matkakohteena harkitsevien
keskuudessa rannikkoalueen harkinta on 
kaikkein vähäisintä muihin suuralueisiin
verrattuna. Syitä vierailla rannikolla täytyy
korostaa.

• Mielikuvat assosioituvat luontoon, 
kauniisiin maisemiin ja saariin. Joillakin
markkinoilla (Japani) mielikuvat
sotkeutuvat muihin Pohjoismaihin
(vuonot, risteilyt) heikon tunnettuuden
ansiosta. 


