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Miten digitamme nyt ja
tulevaisuudessa®?

Kaisa Kosonen, Digital Development Manager,
Business Finland, Visit Finland



AKatsaus Visit Finlandin digikanaviin
AKurkistus valtakunnalliseen digitiekarttaan
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Missa matkailija
luuraa?

A Matkoja seka etsitaan, etta varataan
online

A Useilla Suomen matkailun
avainmarkkinailla yli 70% _
matkavarauksista tehdaan online

A Mobiili kasvaa kaikilla markkinoilla ja
esim. Kiinassa 60% matkavarauksista
tehdaanmobiilisti

A VF.com sivuilla 70% mobiilisttlet,
30% desktop
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Digikanavakartoituksen tuloksia
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Market

UK

Germany

France

Italy
Netherlands

Japan

South Korea

China

Visit Finland

‘ Online Booking Rate

76% of travelers
(ABTA; 2016)

43% af travelers
(FUR; 2017)

Mobile Booking Rate

8% (Kayak; 2016)

24% (PhocusWright;
2017)

~ 75% of travelers 20% (PhocusWright;
(IPSOS; 2017) 2017)
91% af travelers
2016) 42% (2016)

> 50% of travelers
(EU Stats; 2016)

61% of travelers
(RSM; 2016)

69% of travelers (JTB
Tourism Research;
2016)

~ 74% of travelers
(2016)

74% of travelers >60% (Phocuswright;

2017)

Hotels.com; 2016)

Leading Digital Travel Channels

TripAdvisor.co.uk, Skyscanner.net,
Airbnb.co.uk

OTAs lose share to travel providers in
the coming years, due to aggressive
efforts by suppliers in all segments to
drive direct online bookings.

OTAs are taking control of the online
travel market.

TripAdvisor.it, Airbnb.it, Trivago

TripAdvisor.nl, Zoover, Coorendon

OTAs are growing in popularity over
travel suppliers.

Jalan.net, Travel.rakuten.co.jp,
TripAdvisor.jp

Naver is key to developing a strong
business in South Korea.

Ctrip, Fliggy (Alitrip.com), Qunar.com

Key Demographics

Millennials

Baby Boomers

Millennials and Families

Millennials and Families

Millennials and Families

Wealthy Millennials

Baby Boomers and
Millennial Women

Millennials

Wealthy Millennials

Emerging Trends

Popularity of Scandinavia is
growing.

German travelers are concerned
with safety of travel.

Influenced by travel guides; 40% of
French national use travel guide
websites such as Lonely Planet

Weak economy leading to
increased internal travel.

Adventurous; locking for exciting
travel opportunities.

Weak economy leading to
increased internal travel.

Concerned with safety of travel in
Europe after terrorist attacks.

Mabile and social media focus.

Mobile and social media focus.
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A Matkailija haluaa tietoa ja palvelua
juuri silla hetkella kun sita hakee

A Lennot ja majoitus varataan
ennakkoon, aktiviteetit usein vasta
paikanpaalla

A Mobiili!

A Kosketuspintoja matkailijaan on
satoja ellel tuhansia

A Napparille toimijoille
mahdollisuuksia!

A lsot toimijat pyrkivat vaikuttamaan
monessa ostopolun vaiheessa



Kosketuspintoja potentiaalisiin matkailijoihin

#& - Travel - Safaris and wildlife

10 incredible (and surprising) European
wildlife holidays

2. Finland: Bears in the woods
On the trail of the predators of northern Europe

All good things come to those who wait - especially if those who wait
can keep quiet. The forests of Karelia, along Finland’s Russian border,
harbour Europe’s greatest assemblage of large predators, including
brown bears, wolves and the elusive wolverine.

Finding these retiring creatures by simply wandering the forests is
near impossible, but a collection of innovative viewing hides - hidden
deep in the forest and provisioned with bait - allows unrivalled
photographic opportunities.
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