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1. General market situation and trends

Holiday travel propensity (holidays = 5+ days)
Stable demand on high level

100% -
78%
80% - 720, 16% 74% 76%
60% -
Key figures of tourism demand
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40% - L :
Travel propensity (in % of population)
Travellers (million)
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Basis: German-speaking population 14+ years; until 1990 only West Germany; Re I S e A n a lvs e
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Holiday destinations 1954 until 2011: In the past 15 years quite stable
on today‘s level of 69% international and 31% domestic holidays
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Basis: All holiday trips (5+ days) of the German-speaking population 14+ years;
until 1990 only West Germany; until 2009 only Germans 14+ years ) | Q
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1. General market situation and trends

Holiday destinations 2011
about 1/3 Germany, 1/3 Mediterranean, 1/3 ,Rest of the World"

40%
01995
35% 22000
30% m 2005
m 2011

25%

20%

15%

10%

5%

0%

Explanation:
Alps = Regions of the Alps in CH, AT, FR, IT und DE
North-West Europe = NO, SE, Fl, DK, IE, UK, IS, GL

Basis: All holiday trips (5+ days) of the German-speaking population 14+ years;
until 2009 only Germans.




1. General market situation and trends

Holiday landscape preferences: 20% prefer Sea/Coast and 16%
Islands in the NORTH — stable over the past 20 years

46% m 1987
m 2008

13%
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Question: Which of the following landscapes/sceneries do you prefer for a holiday?

Basis: German population 14+ years




Holiday organisation and booking: Structural change!

Holiday organisation (,how?“) Booking channels (,where?“)
43% 35%
(Modula o e eteens _
packages 48% 44%
Accommodation + Tour operator
separately 27% directly 804

13% 15%
Ticket separately - g Internet portal 7!/ ==
0

11%

Other services E w2011 Accommodation s

separately 6% 2005 directly 21%
: 16% Transport carrier [EG&
No advance booking P
17% directly 13%
. - NATA:
Basis: Holiday trips (5+ days) of the German-speaking Basis: Holiday trips (5+ days) with advance booking of

population 14+ yrs., 2005 only Germans the German-speaking population 14+ yrs., 2005 only orth Atlantic Touriem Aseociation

Germans
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Means of information for holiday planning:
More sources, less detall

15

1985 2008

Note: “Internet” was not in the question of 1985
Basis: Holiday travellers (5+ days) in Germany

m Friends/relatives
= Travel agency
m Internet
Brochures etc.
m Travel Guides (books)
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Internet Access: % of the population, 3x since 2000

/3%

68%

2000 2002 2004 2006 2008 2010 2012

. Basis: German-speaking population 14+ years; until 2009 only Germans




1. General market situation and trends
Rising importance of the internet in holiday planning: 55% of the .

population have used the internet for information, 33% for booking

55

51

m used for holiday information
m used for holiday booking

29

2000 2002 2004 2006 2008 2010 2012

. Basis: German-speaking population 14+ years; until 2009 only Germans



1. General market situation and trends

Almost everybody who is online and travels uses the internet for

holiday planning!

100%

80%

60%

40%

20%

0%

m used for holiday information
m used for holiday booking

55%

33%

Population 14+

Onliner*
14-70 years

Basis: German-speaking population 14+ years
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Travelling onliner**
14-70 years
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What does this mean for you?

»

»

»

»

»

»

»

In Germany, you have a very stable demand for holiday travel
The Germans like to travel abroad

The biggest holiday destinations are Germany (1/3)
and the Mediterranean (1/3).

Market share of North-Western Europe around 5%.
Stable interest for “Nordic” landscapes.

Domination of package holidays and travel agency booking —
BUT structural change towards more individual and internet booking

75% Internet access; 55% Holiday-Info; 33% Holiday-booking

Good: You can count on the German traveller
Bad: You cannot count on more Germans from a growing market.
- If you want more Germans, you have ,take” them from other destinations

Morth Atlantic Tourism Astociation
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Source of our findings: Reiseanalyse 2012 .

RA 2012 face-to-face RA online 5/2012
field time: January 2012; field time: May 2012;
7,703 personal interviews; 2,515 online interviews;
representative for the German-speaking representative for the German-speaking
population 14+ years in Germany population 14-70 years in Germany
» Market overview and trends » Awareness, interest and

experience with Faroe Islands,

» Development of volume and Greenland and Iceland

structure of the potential guests

- : Structure of potential guests
» Attitudes and interests of ” P 9

potential guests » Image
» Competitive Situation » Competition Nordic destinations
» Focus: nature holidays » Reasons against travelling to

Iceland in the low seasons

M

2012



Nordic destinations: Almost 40% have ever been to “the North”. .

Most popular are Sweden and Norway.

39% of the German population have been at
l least to one of these ten Nordic destinations
at least once in their life (= 100%)

Sweden [N 34%
Norway [N 269
Scotland |GG 1 7%
Canada NG 15%
lreland [ 15%
Finland |G 14%
Wales 1 12%
Iceland | 4% Bj==
Faroe Islands 1l 2% ==
Greenland | 0.4% ==

- Source: RA online 5/2012
Basis: German-speaking population 14-70 years;
All-time travellers to 10 Nordic destinations
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Nordic destinations: 80% would like to go “North”. Iceland more
popular than Finland and Wales. Greenland in front of Faroe Islands

80% of the German population
l would like to go to at least one of

these ten Nordic destinations in
the next 5 years (= 100%)

Canada I 1496
Scotland [ 40%
Ireland [N 39%
Sweden [N 37%
Norway [N 369
Iceland NG 010, =
SHiELGE 0 R
Wales NG 17%

Greenland [ 8% o=

Faroe Islands [ 7% ==

-|—
Morth Atlantic Tourism Astociation

Source: RA online 5/2012
Basis: German-speaking population 14-70 years;
Prospective travellers to 10 Nordic destinations
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Nordic destinations: In the German mind Canada is the least,
Greenland the most “exchangable” destination.

Canada 2.6

: Scotland 3.2
..§ Ireland 3.2
g Sweden 3.3
g Norway 3.3
% lceland ST 4.0
E Wales 4.2
g Finland 4.4
E Faroer Islands -l— 5.1

Greenland s 5.4

Exchangeability = Number of alternative
Nordic destinations

E e
Number of alternative Nordic destinations [Basis: Interest for the 10 shown mATA
surism Astociation

destinations] among persons interested those 10 destinations orth Atlantie T

Source: RA online 5/2012
Basis: German-speaking population 14-70 years; ‘
Prospective travellers to 10 Nordic destinations —
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Fierce competitive situation for Iceland/Greenland:
Potential guests have also many, many other travel options in mind

Population ®
mmm Potential travellers (58
iom |celand/Greenland

Number of Number of
destinations visited destinations
2009-2011 interested in
2012-2014

-|—
Morth Atlantic Tourism Astociation

Source: RA 2012 face-to-face. Basis: German-speaking population 14+ years; Persons i .
interested in Iceland/Greenland 2012-2014 (“almost definitely planning” or “generally RA < CISCANAIVSE

— considering”); Set of 59 destinations abroad.
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Potential guests to Iceland/Greenland:
They also like to go basically everywhere else on holiday.

Norway I 79%
Sweden I 73%
Spain N 72%
Denmark NN 70%
Germany I 69%
Finland NN 67%
italy NN 669%
France NG 66%
Austria NG 63%
Switzerland NG 60%
Great Britain NG 60%
USA I 58%
Ireland NN 58%
Canada NN 57%
Greece NN 55%
Portugal NN 51%
Turkey G 527 NATA:=

Source: RA 2012 face-to-face. Basis: German-speaking population 14+ years; Persons
interested in Iceland/Greenland 2012-2014 (“almost definitely planning” or “generally ‘
considering”); Set of 59 destinations abroad. —

.
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What does this mean for you?

»

»

»

»

Iceland, Greenland and the Faroe Islands are facing a very fierce competition
on the German market.

Potential guests to the three destinations also would like to go basically
everywhere else in the world.

This makes it very hard to reach and convince these potential guests and is
probably the main reason for the big gap between potential and actual visitors
from Germany.

Within the ,Nordic” countries, there are differences in the positioning of
Iceland, Greenland and the Faroe Islands.

-|—
Morth Atlantic Tourism Astociation




The concept to measure awareness, interest and actual demand
for Greenland, Iceland and Faroe Islands in the Reiseanalyse

Awareness

Potential
Visitors

Visitors

-|—
Morth Atlantic Tourism Astociation
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3. Market potentials: Volume

Awareness for Greenland, Iceland, Faroe Islands as
holiday destinations: Almost everybody knows Iceland and Greenland.

Iceland 88%

Greenland 86%

Faroe

Island 61%

T ical
Question: Now we are talking about holiday destinations in the North. Using this list, mA A

please tell me which of these holiday destinations do you know, if only by name?

Morth Atlantic Tourism Association

Source: RA online 5/2012

Basis: German-speaking population 14-70 years ‘ Re | SeA n a |Vse
F
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Interest for Greenland, Iceland, Faroe Islands as
holiday destinations in the future

Potential guests _ .
Iceland/Greenland 2012- Population In there: -
,Hard Potential

2014 ,almost definitely“ or
».generally considering® of 0.3 million

Source: RA face-to-face 2012;
set of 59 destinations worldwide

Prospective travellers
Greenland/Iceland/Faroe
Islands ,would like to go

within the next 5 years®

Source: RA online 5/2012;
set of 10 Nordic destinations

Potential visitors for each
destination ,would like to
go within the next 5
years*

w
3.8

-I—
llio @@

Source: RA 2012 face-to-face; RA online 5/2012
Basis: German-speaking population 14+ years resp. 14-70 years
ST

10.0 million

Source: RA online 5/2012;
set of 10 Nordic destinations

NATAS

Morth Atlantic Tourism Astociation
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Interest for Greenland, Iceland, Faroe Islands as holiday
destinations in the next 5 years: Overlapping and ratios

Prospective
travellers to the
North-Atlantic
Islands

12.6 Mio.

Source: RA online 5/2012
Basis: German-speaking population 14-70 years

2012



Travellers to Greenland, Iceland, Faroe Islands in the past

Travellers to
Iceland/Greenland
2009-2011

Source: RA face-to-face 2012;
set of 59 destinations worldwide

All-time visitors to
Greenland/Iceland/Faroe
Islands

Source: RA online 5/2012;
set of 10 Nordic destinations

Population

.3 million

\ 1.3 million

All-time visitors for each
destination

Source: RA online 5/2012;
set of 10 Nordic destinations

0.9 0.5 <0.1

= =
million  million  million mATA

Morth Atlantic Tourism Astociation

Source: RA 2012 face-to-face; RA online 5/2012
Basis: German-speaking population 14+ years resp. 14-70 years ) | C
EE—
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What does this mean for you?

»

»

»

»

You have no problem concerning the awareness of your destinations!
You have plenty of potential guests.

You have heavy overlapping of the potential guests of Iceland,
Greenland and Faroe - Cooperation/Coordination makes sense.

As other “exotic” and comparatively small destinations you have quite poor
transfer rates from Awareness to Potential to Actual Travellers.

—> There is room for your marketing on the German market!

-|—
Morth Atlantic Tourism Astociation
JoicaANalvvce

2012




Image Iceland: Destination to experience nature and scenery

unspoiled nature -

stunning scenery

not too touristic |

quietness -

interesting city destination

interesting culture and history -
experience of special natural phenomena
hospitable people e

stop-over destination to America -+

round trip 4

good opportunities for wildlife watching -
good opportunities for wellness -

good opportunities for adventure tourism -
great variety of outdoor activities -

very special and unique destination -
expensive destination -

cumbersome journey e

==mespecially applies to

changeable weather -
only suitable for travel during the summer -
none of these/don‘t know -

Iceland

e most distinguishing
for Iceland

Question:

a. Please tell me which of these characteristics do
you think particularly apply to Iceland?

b. And which of these is in your opinion the most
distinguishing characteristic of Iceland?

Source: RA online 5/2012

aware of Iceland as a holiday destination

0

Basis: German-speaking population 14-70 years,

20 30 40 50 60

W —

2012



4. Image as holiday destinations

Image Iceland at one glance

Source: RA online 5/2012
Basis: German-speaking population 14-70 years,
aware of Iceland as a holiday destination



Images of Iceland, Greenland and Faroe Islands: Comparison

» |celand gets the highest nominations for outdoor activities and a variety of
secondary characteristics, e.g. wellness, city destination, round trip.

» The images of the three destinations are quite similar.
Key image factors of all three destinations are nature and scenery:

» Greenland is seen as most unique and with good wildlife watching.

» The Faroe Islands’ figures are always below at least one of the other
destinations; within its image “quietness” and “not touristic” are striking.

—> This fits quite well with the distinguishing holiday motivations and activities of
your potential guests.

-> It tells you what the potential guests expect at your destinations and gives
hints about common topics as well as differences between the three

destinations.

= Ea

2NATA

o=

Morth Atlantic Tourism Association
S— 2012




Long term development of interest and experience with
Iceland/Greenland: Upward trend with some setbacks in the past

|
1 mminterest next 3 years -e-experience last 3 years

i

in % : 3.9 3.9
36 3.6
2.9
2I4 I 2I5 23 929 I I I
01 02 03 02 02 02 0.2 0.-4 0.2 0.3

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

: = i
Explanation: "
dering” +

Morth Atlantic Tourism Astociation

Interest = “almost definitely planning” or “generally considering

Source: RA 2012 face-to-face
Basis: German-speaking population 14+ years
T =
2012




5. Market potentials: Developments

L

Potential guests Iceland/Greenland: Young and mature persons HEl
without kids, from all over Germany with high income Cm

most important relative to population 200522012

20-39 years and Focus Segments  Stability compared
40-59 years above average! to 2005
no kids (70%)

35% West East above Growth of the South
28% South South/NW below on cost of the West
21% East West around

16% NW average

40% Class 1+2 Class 1+2 above Small decline of
40% Class 3+4 Class 3+4 around Class 1, increase of
average Class 4

Source: RA 2012 face-to-face &
Basis: Persons interested in Iceland/Greenland 2012-2014 (“almost definitely planning” Re Ise A na | yse
F

or “generally considering”), German-speaking population 14+ years

2012



5. Market potentials: Developments

Potential guests to Iceland/Greenland:
Internet access and use in travel planning way above average

2005 2009 2012

-|—
Morth Atlantic Tourism Association

Source: RA 2012 face-to-face &
Basis: Persons interested in Iceland/Greenland 2012-2014 (“almost definitely planning” Re Ise A na | yse
F

or “generally considering”), German-speaking population 14+ years
2012




Potential guests to Iceland/Greenland: .

Means of information 2008 — Lots of sources!

Friends/Relatives 75%

Internet 57%

YT

Travel Agency 56%
Brochures/Tour Operators 44%
Experience 44%
Travel Guides (books) 37%
Brochures/Country, Region 36%
Brochures/Accommodation etc. 30%
Magazine Supplements 25%
Press/Print 24%
Press/TV 23%

Touris Information 20%

Ads in Magazines/Newspapers 19% m ATA

Morth Atlantic T
Source: RA 2012 face-to-face. Basis: German-speaking population 14+ years; Persons
interested in Iceland/Greenland 2012-2014 (“almost definitely planning” or “generally
considering”); Set of 59 destinations abroad. —

2012



5. Market potentials: Developments
What does this mean for you?

» There is a growing interest for Iceland/Greenland on the German market.
» Most important segments within your potential guests:

» ,Young Singles® (14-39 yrs.) and ,Mature Couples” (40-59 yrs.)

» The Top2 or 3 ,Social Classes”

» Almost everybody with internet access and internet use for travel planning.

—> These are the people you should try to address in the first place.




Potential guests Iceland/Greenland:
Preferences concerning holiday organisation and comfort

(o

package
Preferences holiday
concerning the
organisation modular
of a holiday .
[figures for “totally bOOkmg
agree” and o
“agree’]. individual
planning
Preferences luxury/high 290/,
concerning the budget
holiday
accommodat comfortable 48%
ion comfort /mid budget
[figures for “totally
agree” and basic/low
“agree’]. 0
gree’] budget 43%

Source: RA 2012 face-to-face
Basis: Persons interested in Iceland/Greenland 2012-2014 (“almost definitely planning”
or “generally considering”), German-speaking population 14+ years




4. Market potentials: Holiday related attitudes, motivations and interests

Potential guests Iceland/Greenland:
Holiday motivations

Morth Atlantic Tourism Association

Source: RA 2012 face-to-face

Basis: Persons interested in Iceland/Greenland 2012-2014 (“almost definitely planning” ‘ Re i SeAn a |vse
F

or “generally considering”), German-speaking population 14+ years
2012




6. Market potentials: Holiday related attitudes, motivations and interests

Potential guests Iceland/Greenland:
Holiday activities

NATAE

Morth Atlantic Tourism Association

Source: RA 2012 face-to-face &
Basis: Persons interested in Iceland/Greenland 2012-2014 (“almost definitely planning” Re Ise A na |VS e
P-g

or “generally considering”), German-speaking population 14+ years
2012



6. Market potentials: Holiday related attitudes, motivations and interests

Potential guests Iceland/Greenland:
Types of holiday

NATAE

Morth Atlantic Tourism Association

Source: RA 2012 face-to-face &
Basis: Persons interested in Iceland/Greenland 2012-2014 (“almost definitely planning” Re Ise A na | yse
F

or “generally considering”), German-speaking population 14+ years
2012



What does this mean for you? ﬁ

» 50% of potential guests prefer package, 50% individual holidays
» Most potential guests want reasonable comfort — 22% like luxury
» The Eco-friendliness of holidays is quite important.

» Holiday motivations + activities:

» You have to meet the basic requirements — but convince the potential
guests with fulfilment of the distinguishing motivations.

» Adventure, Sports, Nature, Culture are potentially distinguishing topics

» The interest in different types of holiday shows at the same time opportunities
and threats: Opportunities can be found in types of holidays that fit with the
distinguishing holiday motivations and activities.

- These topics should be addressed in the communication with

your potential guests! m ATA




Nature holiday: Key figures about the German market

‘ 4.0 million

15.3 million

- 20.2 million

34.9 million

Source: RA 2012 face-to-face

Nature holiday 2011
(predominantly) (6%**)

Nature travellers
2009-2011 (22%*)

Potential nature travellers 2012-
2014 (29%*)

Holiday motivation: “enjoy
nature” (50%%)

German Population 14+ years
(100%*)

-|—
Morth Atlantic Tourism Astociation

Basis: *German-speaking population 14+ years; RA Tf‘ CISCANAIVSE
e **Holiday-tips (5+days) of the German-speaking population 14+ years e e M BB M

2012



7. Focus: Nature holiday

The destination ,Iceland/Greenland” and the topic ,nature”
fit together very well

= population m potential travellers Iceland/Greenland 12-14
65%
56%
51%
1.8 47%
million
m:igll?on 33% 34%
29%
20
million 23 24
million million
holiday motivation: interest nature holiday activity: visit holiday activity:
enjoy nature holiday 12-14 nature attraction hiking/trekking
= il
Explanation:
Interest = “almost definitely planning” or “generally considering” mATA =

Source: RA 2012 face-to-face

Basis: German-speaking population 14+ years; Persons interested in Iceland/Greenland . Re i S e A n a IVS e
S ——

2012-2014 (“almost definitely planning” or “generally considering”)




Product requirements nature holiday

of the potential guests to Iceland/Greenland

NATAE

Morth Atlantic Tourism Association

Source: RA 2012 face-to-face i
Basis: Persons interested in Iceland/Greenland 2012-2014 (“almost definitely planning” R A |
or “generally considering”), German-speaking population 14+ years Mvsj

2012



What does this mean for you?

»

»

»

»

»

As nature has such a big significance in the holiday interest of your potential
guests and in the image profiles of the three destinations it is worth to take a
closer look at the “nature holiday”.

Quite stable and big holiday segment (about 1/3 in Germany is interested).
Defined by distinct environment, scenery and activities.
,Nature®-figures of potential guests are way above the German average.

Product requirements: As above — meet the basics (pristine nature, exercise,
tranquility) and convince with the ,specials” (attractions, activities, food).

—> This further refines the knowledge about your potential guests and
how to address them.

= i
‘
=
Morth Atlantic Tourism Astociation

2012




8. Reasons against Iceland in the low season




Reasons against travelling to Iceland in the low season:
Bad weather, coldness and darkness

L
B Bad weather [ 29%
Cold N 28%
Darkness I 20%
Other destinations are more interesting [ INEGEE 13%
Too expensive [ 9%
Limited opportunities for activities [N 9%
Limited availability of natural attractions [ 9%
Nothing on/boring [ 7%
Lack of services (eg, in hotels) N 7%
Poor air links [l 4%

There is no objection N 23%
Not thought of going in the off-season [N 20%

-
Question: What, in your view, are reasons against a vacation to Iceland in the off-
A t

) ) 5
season (ie not in June/July/August)? Merth Atlastie Touriem Association

Source: RA online 5/2012
Basis: German-speaking population 14-70 years,
aware of Iceland as a holiday destination




8. Reasons against Iceland in the low season

Reasons against travelling to Iceland in the low season:
High similarities between potential guests and not interested persons

|
] Bad weather [ 2970
Cold |, /0
Darkness [ 24%
Other destinations are more interesting [N
Too expensive [ °%
— 12%
— 12%

Limited opportunities for activities

Limited availability of natural attractions

- _ ® Interest to
Nothing on/boring | 7° travel to Iceland
Lack of services (eg, in hotels) - 8% m NO Interest to
Poor air links [~ 7% travel to Iceland

There is no objection [T 26%
Not thought of going in the off-season [

Question: What, in your view, are reasons against a vacation to Iceland in the off-
season (ie not in June/July/August)?

Source: RA online 5/2012
Basis: German-speaking population 14-70 years,
aware of Iceland as a holiday destination




8. Reasons against Iceland in the low season

Potential Travellers to Iceland:
57% with objections to travel there in the low season, 26% without.

Question: What, in your view, are reasons against a vacation to Iceland in the off-
season (ie not in June/July/August)?

Source: RA online 5/2012
Basis: potential travellers to Iceland




8. Reasons against Iceland in the low season

Reasons against travelling to Iceland in the low season:
40-59 year old with the least objections!

35

No Objections (in %)
30

26

25

20

15 T T T T T 1
14-19y 20-29 y 30-39 y 40-49 y 50-59 y 60-70 y

75
70
65
60
55 S7
50

45 T T T T T 1
1419y 20-29y 30-39y 40-49 y 50-59 y 60-70 y

& ical
Question: What, in your view, are reasons against a vacation to Iceland in the off- =
¢ Tourism Association

Objections (in %)

season (ie not in June/July/August)?

Source: RA online 5/2012
Basis: potential travellers to Iceland




8. Reasons against Iceland in the low season

Segmentation of potential Iceland guests by age:
Reasons against travelling to Iceland in the low season

14-39 years, no kids 40-59 years, no kids

ical
Question: What, in your view, are reasons against a vacation to Iceland in the off- =
Morth Atlantic Tourism Association

season (ie not in June/July/August)?

Source: RA online 5/2012
Basis: potential travellers to Iceland




8. Reasons against Iceland in the low season

Segmentation of potential Iceland guests by age:
Holiday motivations, activities and attitude towards nature holiday

14-39 years, no kids 40-59 years, no kids

ical
Question: What, in your view, are reasons against a vacation to Iceland in the off- =
Morth Atlantic Tourism Association

season (ie not in June/July/August)?

Source: RA online 5/2012
Basis: potential travellers to Iceland




8. Reasons against Iceland in the low season

Segmentation of potential Iceland guests by age:
Socio-demographics

14-39 years, no kids 40-59 years, no kids

ical
Question: What, in your view, are reasons against a vacation to Iceland in the off- =
ic Tourism Association

season (ie not in June/July/August)?

Source: RA online 5/2012
Basis: potential travellers to Iceland




What does this mean for you?

» There are quite a lot of objections of going to Iceland in the off season.

» The main reasons are climate related — but there are also objections
concering the tourism product as such.

» The ,degree of objection” varies with age: The 40-59 year old tend to have the
least objections.

» As seen earlyer a segementation of the potential guest in 14-39 years
and 40-59 years with no kids makes sense.

» Both segments have a similar image about Iceland, but different wishes how
to spend their holidays.

- Concerning marketing Iceland in the low season it might be worthwhile
addressing the older segment according to its holiday needs and wishes.

-|—
Morth Atlantic Tourism Astociation




9. Study profile

Study profile: Reiseanalyse 2012

RA 2012 face-to-face

RA 2012 online 5/2012

Universe 70.33 million German speakers Universe 60.3 million German speakers over
over 14 years in private households 14 to 70 years in private
in Germany households in Germany
Net . Net .
7,703 people from the universe 2,515 people from the universe
sample sample
Selection Selection Random sample
method Random sample (Random route) method (Online Access Panel)

Data collection
method

Data collection
method

Oral questioning as single study /
survey which covers not only
subjects directly linked to holidays,
but also related subject areas

Online survey as part of the
Reiseanalyse 2012

Perlod_of data May 2012
collection
Period of data

collection January/February 2012

Responsible for study FUR - Forschungsgemeinschaft Urlaub

und Reisen e.V.
Field work Ipsos GmbH, Hamburg/Malin

NIT - Institut fir Tourismus- und
Baderforschung in Nordeuropa GmbH, Kiel

Scientific partner and organisation

NATAS

Morth Atlantic Tourism Association




9. Study profile

Reiseanalyse 2012: Modular concept

Travel behaviour 2011

.I-I+u|||d::|1.|r travel prupenﬁlty_r, frequency & volume Travel intentions 2012
Short break travel propensity, frequency & volume Holiday interests
in the next 3 years

Holiday experience
in the past 3 years

Travel behaviour on holiday trips (4+ nights)
vestndtan, duration, Hme ot avel, edrs ol More than 25 holiday types
transport, organisation, accompanying Persons,
expenses, type of holiday

More than 80 destinations
More than 25 holiday types

Holiday motives, holiday activities, use of Internet for information and booking, detailed sociodemographic data

Modules for in-depth information on certain topics
Module 1: Images of holiday types
Module 2: Nature holidays: Customer perceptions and product reguirements
Module 3: Mobile Internet use for holiday trips

Exclusive and FUR guestions regarding special topics (possible in the RA face-to-face and RA onfine)

Result presentation Available in addition
of the standard question programme Modules: Results in module reports and tabulations
Code book and tabulation volume Exclusive and FUR questions: Results in tabulations
Report volume with interpretations
Chart report with central results Data base and analysis software
Evaluation seminar Individual reporting
Standard question programme Additional question programme
= Basis: RA face-to-face and « Basis: RA face-to-face
R& online (travel behaviour on and/or RA online
short breaks) = Changes every year
= Remains the same every year =  Some modules topics are
= For key data, long-term repeated every few years.

comparisons of more than 35 _ o=
years can be made. m ATA

Morth Atlantic Tourism Association




9. Study profile

Reiseanalyse 2012: further characteristics

.ReiseAnaIvse

FUR Forschungsgemeinschaft
Urlaub und Reisen e.V.
Fleethorn 23

D-24103 Kiel

Germany

Tel.: +49 431 88 88 800
Fax: +49 43188 88679

ulf.sonntag@reiseanalyse.de

www.reiseanalyse.de

»

»

»

»

»

»

»

Annually since 1972

Vast data basis for analysing developments and trends
extensive experience and methodological compentence
Non profit: Run by tourism industry association: FUR e.V.

Multi client: 30 institutions share the costs (around EUR
750.000 per year)

User influence on RA developments

Very flexible: Exclusive questions and Modules fit the
survey to your needs

NATA:

Morth Atlantic Tourism Association
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