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Ruokamatkailun asiakkaat =
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Lakelandin alueella
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Western Lakelandin
matkailijamaarat 2018

Yopymiset lkm, ennuste 2018, Western Lakeland
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Noin 3,6 miljoonaa yopyvaa
matkailijaa, ennakkotieto
2018

Ulkomaisia noin 14 %



n S Pirkanmaan matkailijat

W Haaga-Helia

Yopyjat tammi-marraskuu 2018
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Afrikka | 2852

Léhde: Tilastokeskus, Majoitustilasto
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Yopyjat maittain tammi-marraskuu 2018
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BE8 ... Keski-Suomen matkailijat, lihtdmaittain

Yopyjat maittain tammi-marras 2018
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Yopyjat tammi-marraskuu 2018
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Yopymiset maittain tammi-marraskuu 2018
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Yopymiset tammi-marraskuu 2018
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Yopymiset maittain tammi-marraskuu 2018
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Lahde: Tilastokeskus, Majoitustilasto



”"Marketing for foodies is

becoming more precise, as
marketers learns about
foodie behaviours”

* paljon tietoa ruoasta, ruoanlaitosta, raaka-
aineista,

* intohimoisia ruoan suhteen
* halukkaita loytamaan ja kokeilemaan
 arvostelukykyisia kuluttajia

* usein viljelevat, kerdavat tai tuottavat
ruokaa myos itse

* arvostavat autenttisuutta ja eksotiikkaakin,
erottavat elamykset, ravintolat ja ruoan,
jotka ovat kokeilemisen arvoisia

* haluavat puhua, kirjoittaa, kertoa
mielenkiinnon kohteestaan, jakaa tietoa ja
kokemuksia

Eric Wolf, London WTM 2016

Johnston, J. & Baumann S. 2015. Foodies. Democracy and
Distinction in the GourmetFoodscape. Routledge. New

York.
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Tutkimustietoa
ruokamatkailijoista lainattu dioissa
10-11 tasta tutkimuksesta:

Aineisto keratty Australia,

Espanja, Intia, Irlanti, Iso-

Britannia, Kiina, Meksiko,
Ranska, Saksa ja Yhdysvallat.
Vastaajia 2527.

v LS
bt _:,,';.,....._....Ex«utivc Director -

help@worldfoodtnvol.org

L7 @WorldFoodTravel

- — -

World Food Travel
Association. 2016 Food Travel
Monitor [research]. GLOBAL
edition. '
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Eric Wolf — esitys London WTM 8.11. 2016




Ruoan merkitys
matkan
kannustimena
lisaantyy!

CONSIDER food & drink whe

n selecting a destination

DRINK local beers and local wines while traveling

SHARE our travel experiences on social media

PARTICIPATE in other major travel activities

BUY food and beverage products to bring back as gifts and enjoy at home

RETURN to the destination if we had positive food & beverage experiences

RECOMMEND to the destination if we had positive food & be

verage experiences

SEEK and buy food & drink products at home that we first encountered on a trip




Definition (Food Travel Monitor 2016)

Authentic 46 % (8,8 % 2010) Seeks for drink prepared according to recipes and traditions of region — "authentic experience”
Eclectic 44 % Seeks wide variety of experiences/ a little bit everything
Localist 35 % (11 % 2010) Seeks locally owned and operated restaurants, from tiny cafes to gourmet restaurants
Social 30 % Seeks local food/drink experiences. Time, talking or meeting friends/family are important
Innovative 23 % Seeks to experiment, often trying inoovative things. Seldom return to same places
Budget 22 % Seeks inexpensive dining options. May not seek a particudar type of food but budget is
important.
Adventurer 19 % Seeks unique foods and drinks & maybe willing to try anything.
Gourmet 18 % (8,1%2010) Seeks fine dining and gourmet dining Ruokamatkailijat
. . o ovat erilaisia!
Organic 17 % Seeks organic and naturally grown ingredients
Ambience 15 % Seeks ambience over food: can include romantic or the restaurants
Novice 14 % Seeks the usual or ordinary. They want to avoid surprises and seek out standard experiences
Trendy 14 % Seeks trendy, hip & cool food and drink experiences. Being in the forefront is important.
Vegetarian 8 % (3,3 % 2010) Seeks vegetarian or vegan restaurants and foods.

Eric Wolf — esitys London WTM 8.11. 2016



Gender distribution guite
even, older age distribution.
Does more weekend trips
than other segments.

Important when travelling
Safety, but also history and
buildings/sights drive
travelling for segment.

Top interests include

» Historic attractions

*  Cultural places and
design districts

+  Culinary experiences

<hde-Fi

Haaga-Helia

Uudet motivaatioperustaiset matkailijaprofiilit by

Maore men than women,
consumers from all age

Eroups.

Important when travelling
Safety as well as peacefulness
and guietness of the
destination.

Top interests include

*  Natural parks and
forests

*  Northern lights

*  Enjoying surrounding
nature

mentation, Cros

In UK and Germany maore
female than male, in China
and Japan more male than
female. Older than other
segments.

Important when travelling
safety and peacefulness. For
Chinese and lapanese the
destination needs to be also
exotic.

Top interests include

*  Northern lights

*  Natural parks and forests
*  Midnight sun and white

nights

Visit Finland -asiakkaat

Both male and female, young
segment. Travels maore with
family than other segments.

Important when travelling
Most important drivers for
travelling are destination
being safe and secure, also
peacefulness valued. Food is
also an important aspect.

Top interests include

o Experiencing winter
= Skiing

= Hiking

ry,11/09/2017,Re

Somewhat older segment,
gender distribution
dependent on country.

Important when travelling
Authentic Lifestyle Seekers
value an opportunity to get to
know a new culture or way of
life.

Culinary culture and safety
also important.

Top interests include
= Experiencing local
lifestyle
= Museums displaying
local culture

*  Local events

earch conducte

Younger segment, more male
than female travellers.

Important when travelling
Safety and culinary
experiences. Also important
that the destination is
genuine and idyllic.

Top interests include

*  Special accommodation
*  Husky/reindeer ride

= Wellbeing treatment

y Nepa



http://www.visitfinland.fi/wp-content/uploads/2017/12/2017-Segmentation-Cross-Country-Summary.pdf?dl

Nama matkailijamaat kasvavat! Iso-Britannia, Saksa, Kiina, Japani

Lahde: Visit Finland, Tunne asiakkaasi,
kohderyhmaopas matkailuyrityksille




Lahde: Visit Finland, Tunne asiakkaasi,
kohderyhmdopas matkailuyrityksille




Kasvavat

matkailijamaat
- taalta he
tulevat

Lahde: Visit Finland, Tunne asiakkaasi,
kohderyhmdopas matkailuyrityksille



Kasvavat
matkailijamaat
- taalta he
tulevat

Lahde: Visit Finland, Tunne asiakkaasi,
kohderyhmaopas matkailuyrityksille




Tassa ovat Suomen parhaat vieraat: kuusi
kiehtovaa matkailijaryhmaa. Oppimalla heidan
erityispiirteistaan osaat raataldida palvelujasi.

Lahde: Visit Finland, Tunne asiakkaasi,
kohderyhmdopas matkailuyrityksille
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 TALLAISIA
A MATKAILIJAT OVAT

Lahde: Visit Finland, Tunne asiakkaasi,
kohderyhmdopas matkailuyrityksille




Lahde: Visit Finland, Tunne asiakkaasi,
kohderyhmdopas matkailuyrityksille
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Lahde:Finpro segmentation
Cross country summary
11/09/2017

Research conducted by Nepa
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http://www.visitfinland.fi/wp-content/uploads/2017/12/2017-Segmentation-Cross-Country-Summary.pdf?dl
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Ydinkysymys:
Kenelle uusi
palvelu/tuote
tehdaan? Mika on
kohderyhma?
—>TyoOkalu:
persoonat

Seniorimatkailija

87 el
oapl Tawer ! N
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Venaldinen
matkailija

Aasialainen matkailija

Perhematkailija

Persoonat ovat
"arkkityyppeja”,
jotka on muotoiltu
potentiaalista
kayttajista.
Persoonakuvaus
sisaltaa oletuksia
sosiaalisesta ja
demografisia
ominaisuuksia,
heidan tarpeistaan,
haluistaan,
tottumuksistaan ja
kulttuuritaustastaan.
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