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BACKGROUND & MISSION

The study “Target Market Research” was commissioned by the Investment and Development
Agency of Latvia (LIAA) to support strategic decision-making in international marketing across
three key overseas markets — the United States, the United Kingdom, and Japan. The purpose of
the research is to generate a deep, data-driven understanding of traveler sentiment, behavior,
and potential in each market, providing the foundation for selecting the two most promising
markets for future promotional activities and partnerships.

The mission was to deliver a comprehensive and comparative analysis combining statistical data,
qualitative insights, and Al-assisted research. The work integrates client-provided data with
national and international data sources from Finland, Estonia, and Latvia to build a holistic view of
market dynamics. The research examines consumer motivations, spending patterns, values, and
digital behavior, alongside accessibility and competitive positioning, to reveal the most
strategically viable markets for long-term growth.

The end result of this collaboration is to provide actionable insights that go beyond surface-level
statistics — translating complex market data into clear, validated recommendations that will
guide targeted marketing actions, optimize resource allocation, and strengthen the Latvia, Estonia
and Finland Saimaa region’s competitive positioning in the global tourism landscape.
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EXECUTIVE SUMMARY

As a result of the target market analysis, we recommend that the New Nordic travel region focus its next steps in product development, marketing, and sales on
the USA and Japan. These two markets best combine stability, scale, and revenue potential.

e USA is a rapidly growing market that can deliver premium-level commercial potential for the region. Demand is less season-dependent, and travelers’ interest
leans heavily toward paid experiences. Accessibility—especially from major East Coast cities—is strong. Key challenges include potential geopolitical risks,
safety considerations, and higher marketing investments.

e Japan emerges as a strategic premium market for the New Nordic region, combining the highest per-visitor spending with a long-standing preference for
guided, multi-country itineraries. While development requires time and trade engagement, the market’s structure favors high-yield, low-risk growth through
curated, cross-border experiences that link Finland (Saimaa region), Estonia, and Latvia. Japan complements the U.S. in long-haul scalability and now stands
as the primary Asian market for premium multi-country development.

e UK offers a strong commercial foundation and a cost-efficient route to scaling operations as part of the New Nordic travel region. Accessibility is excellent, and
existing relatively high awareness makes marketing actions and profitability easier. The primary challenge is to strengthen the differentiation of the New
Nordic region versus competitors.

Please refer to the full target market analysis for detailed results and the factors that led to the final market selections.
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‘ WORK PLAN AND PROCESS

Step 1: Data Collection and Market
Mapping

The study began with the systematic collection of
both quantitative and qualitative data from the
target areas as well as the countries of origin,
United States, the United Kingdom, and Japan.
Using a combination of official statistics,
international databases, and client-provided
datasets, FlowHouse created a unified data
framework covering demographics, purchasing
behavior, and travel motivations. To ensure depth
and comparability, each market was examined
using the same research structure, with Lapland-
specific data excluded from Finland’s dataset. This
stage also included the integration of trend
analyses and publicly available digital insights,
supported by tools such as the GWI Global Web
Index and Google Trends.

Step 2: Al-Assisted and Qualitative
Analysis

Building on the statistical foundation, FlowHouse
conducted Al-assisted analysis to capture traveler
perceptions, deltas and patterns. This allowed the
team to measure attitudes toward travel to Finland,
Estonia, and Latvia.

The sentiment findings were validated through
targeted expert interviews with representatives
from Visit Finland, destination management
companies, and sector specialists. These qualitative
insights helped contextualize the numerical data,
revealing underlying motivations, perceived
barriers, and the interplay between traveler
sentiment and regional offerings.

Step 3: Synthesis, Validation, and
Final Recommendations

In the final phase, all data points were consolidated
into an analytical matrix that compared each
market across weighted criteria such as demand
potential, accessibility, and competitiveness.

This structured framework enabled transparent
evaluation and guided the evidence-based selection
of the two most promising markets. The outcomes
were presented in a clear, visually driven report
designed for strategic use by LIAA and its partners,
offering not only the final recommendations but
also practical insights for future marketing focus
and resource alignment.
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‘ MATRIX STRUCTURE AND EVALUATION FRAMEWORK

Structure

The nine-point evaluation matrix was designed as a comprehensive
analytical framework to compare and interpret the potential of each target
market — the United States, the United Kingdom, and Japan — from
multiple, interlinked perspectives. Each criterion represents a distinct
dimension of market attractiveness, covering quantitative indicators such as
size, growth, and spending power, alongside qualitative factors like traveler
sentiment, sustainability, and brand perception. Together, these dimensions
form a holistic model that balances data-driven rigor with strategic
interpretation. The 1—5 scoring scale enables consistent, transparent
evaluation across markets while allowing the inclusion of both statistical
measures and expert judgment.

Evaluation

The scoring process combined empirical data, Al-supported research
findings, and expert validation to ensure reliability and contextual accuracy.
Each market was assessed through the same structured lens, with scores
reflecting not only current performance but also long-term potential and
risk tolerance. Quantitative criteria were supported by statistical sources
and verified data sets, while qualitative dimensions were informed by
interviews with market experts and DMC operators. The resulting composite
scores provided a clear visual comparison of strengths and weaknesses,
serving as the foundation for evidence-based recommendations on which
markets offer the most promising conditions for future development.




MATRIX DIMENSIONS

Market Potential
and Target
Segment

Assesses market size,
growth, and the
significance of high-end
travel segments to identify
long-term demand and
value potential.

Accessibility

Evaluates air connections,
capacity, and internal
mobility between
destinations to understand
how ease of travel impacts
competitiveness.

Travel Motivations
and Product
Offering

Analyzes how traveler
interests—nature, wellness,
culture, and food—align
with existing products and
experiences in the region.

Spending Patterns

Measures travelers’ average
expenditure and willingness
to pay for premium services
to gauge economic return
per visitor.

Booking and
Purchase Channels

Examines how travelers
plan and buy trips—across
digital platforms, agencies,
and direct channels—to
assess reachability and
sales maturity.

Awareness and
Differentiation

Reviews destination
recognition, reputation, and
distinctiveness compared to
nearby competitors.

Responsibility and
Sustainability

Explores how well
destinations align with
travelers’ sustainability
values and the potential for

off-season demand growth.

Risks

Assesses external factors—
geopolitical, economic, or
logistical—that influence
market stability and long-
term reliability.

Profitability

Evaluates the balance
between market potential
and operational costs to
determine overall business
viability and growth
potential.



MAIN RESULTS BY MATRIX DIMENSIONS I

Market Potential and Target Groups

The analysis identifies the United Kingdom and the
United States as the two strongest markets by
combined scale, stability, and growth outlook, with
Japan emerging as a rapidly expanding high-yield
niche. The UK remains the commercial anchor with
roughly 275,000 overnights and €34 million in
estimated annual spend, driven by reliable
connectivity and mid-to-high value travel
behavior. The US follows closely with 188,000
overnights and €23 million in spend, distinguished
by an ideal trip length and strong compatibility
with multi-country itineraries. Japan, while smaller
in volume (219,500 overnights), shows the fastest
recovery (+44% YoY) and highest spending
intensity (€148 per day), signaling potential for
premium, short-stay experiences. Weighted across
four core dimensions—size, growth, yield, and trip-
fit—the composite scores place the USA first
(4.1/5), UK second (3.7/5), and Japan third (3.1/5),
forming a balanced growth portfolio where the UK
and US drive scale and consistency, and Japan
represents a focused opportunity for high-margin
development.

Accessibility

Accessibility across the three target markets is
generally strong and improving. The United States
benefits from daily direct flights to Helsinki from
major hubs such as New York, Chicago, Los Angeles,
and Dallas, making Finland the key entry point and
logistical hub for the New Nordic region. The United
Kingdom offers the most extensive and frequent
connectivity, with multiple daily direct flights to
Riga, Tallinn, and Helsinki—giving it the highest
accessibility score (4.4/5). Japan shows clear
improvement through Finnair’s restored daily
Tokyo—Helsinki routes and multiple weekly JAL
connections, yet long travel distances and transit
complexity keep its accessibility moderate (3.9/5).
Within the region, air and ferry networks between
Riga, Tallinn, and Helsinki are dense and reliable,
while links to Saimaa region remain multi-modal
but fully manageable. In addition to connections via
the Helsinki hub, Copenhagen offers secondary
links to the wider New Nordic area. Overall, the UK
leads in direct access, and the US in long-haul
reliability.

Travel Motivations and Product
Offering

Across all three source markets, nature, culture, and
authenticity remain the dominant travel drivers,
though their expressions differ. UK travelers seek
balanced, scenic experiences emphasizing
relaxation and soft adventure; US visitors prioritize
meaningful encounters with nature and active
discovery, valuing the sense of remoteness and
cultural depth; Japanese travelers are motivated by
harmony, design, and curated experiences that
combine natural beauty with comfort and service
quality. The existing offer across Finland, Estonia,
and Latvia aligns strongly with these motivations,
though product maturity varies—Finland leads in
outdoor and wellness appeal, Estonia in culture and
urban heritage, and Latvia in affordability and
compactness. The analysis concludes that the tri-
country product mix matches market interests well,
with the greatest opportunity lying in packaging,
storytelling, and multi-destination coordination
rather than in entirely new product creation.



MAIN RESULTS BY MATRIX DIMENSIONS i

Spending Patterns

Japan leads the spending pillar with the highest
per-day outlay (= €148 vs. US/UK = €111), backed
by a clear readiness to pay for friction-reduction,
certainty, service, and design quality. The United
States matches the UK on €/day but outperforms
qualitatively through a strong appetite for paid
experiences and season-agnostic demand—Ilifting

effective yield when products are experience-dense.

The UK remains viable for premium conversion
when curation and value transparency are explicit.
Composite scores place Japan first (4.8/5), followed
by US (3.4/5) and UK (3.1/5); size is deliberately
excluded from this pillar to avoid double-counting,
keeping the focus on spend intensity and premium
propensity.

Booking and Purchase Channels

The United States demonstrates the strongest and
most balanced channel structure among the three
markets, scoring 4.2/5. Its dual maturity—deep
digital penetration combined with a robust advisor
and consortia network—makes it the most
accessible and scalable distribution environment for
New Nordic products. The United Kingdom follows
with 3.6/5, showing high online sophistication and
ease of entry, though its high-end segment is less
dependent on intermediaries. Japan, tied second
with 3.6/5, remains heavily agent-driven: while
high-end clients are best reached through
established tour operators such as JTB or HIS, entry
barriers for new suppliers remain significant.
Overall, the analysis concludes that the US offers
the most dynamic multi-channel opportunities, the
UK the easiest digital access, and Japan the most
loyal but closed premium trade network—each
requiring a distinct partnership and sales strategy.

Awareness and Differentiation

The United Kingdom (3.5/5) stands out as the
strongest market for awareness and differentiation
of the New Nordic region, benefiting from extensive
media coverage, high accessibility, and growing
consumer interest in culture, nature, and wellness
themes. The United States (3.4/5) shows moderate
recognition but fast growth, with rising search
interest and strong appeal among niche,
experience-seeking travelers. Japan (3.3/5) remains
highly Finland-centric; while awareness of Finland
Is strong thanks to cultural icons and Lapland
imagery, Estonia and Latvia are still little known
beyond specialist audiences. Overall, the UK
represents the most fertile ground for immediate
brand visibility, the US shows promising growth
momentum, and Japan requires long-term brand
alignment with Finland to expand recognition.



‘ MAIN RESULTS BY MATRIX DIMENSIONS III

Responsibility and Sustainability

Sustainability awareness is strong in all three
markets, but the United States (4.5/5) and the
United Kingdom (4/5) lead in both intent and
action, while Japan (3.9/5) shows slower behavioral
adoption. American travelers demonstrate the
highest concern for overtourism (74%) and clear
willingness to support authentic, community-based
experiences. British travelers expect transparent
communication and verified sustainability
credentials from service providers, reflecting a
mature and informed demand. Japanese travelers
value environmental responsibility but rely more
heavily on service providers to enable sustainable
choices. The findings confirm that the New Nordic
region’s positioning—authentic, off-beat, and
nature-oriented—aligns exceptionally well with
Anglo-American traveler values, offering the
strongest potential for sustainability-led
destination marketing.

Risks

Risk profiles across the three markets differ
significantly. The United States presents the lowest
overall risk (tied with UK) with stable purchasing
power, reliable connectivity, and strong traveler
confidence, though heightened geopolitical
awareness remains a factor. The United Kingdom
holds similar risk level, primarily driven by currency
weakness and perceptions of Northern Europe as

expensive, despite excellent accessibility and safety.

Japan carries the highest composite risk (medium-—
high) due to the weak yen, long travel distances,
and high cost sensitivity, even though its traveler
base is affluent and safety-focused. For the New
Nordic region, geopolitical perception, currency
fluctuations, and flight accessibility are the primary
risk variables for 2025—2026, while overall health
and safety perceptions remain strong advantages
across all three markets.

Profitability

Profitability is strongest in the United States and
United Kingdom (both 4/5), driven by large
volumes, high spend and operational ease (English,
mature channels). The US combines rapid growth
(e.g., 445k total overnights in Finland, +16% YoY)
with high trip budgets, but requires costlier B2B
acquisition (advisor/consortia). The UK benefits
from strong awareness and a heavily digital
booking mix that keeps CAC relatively lower. Japan
scores 3.8/5: travelers are high-quality but the
weak yen, longer travel chains and agent-led
distribution elevate unit costs despite rising
interest.
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IN DEPTH: MARKET POTENTIAL AND TARGET GROUPS

Overview

Understanding the real market potential of each origin country—United Kingdom, United States, and Japan—requires moving beyond surface-level impressions of
popularity. This analysis applies four quantitative dimensions—market scale, growth momentum, yield potential, and travel-fit—to reveal the true commercial
opportunity and long-term value each market represents for the New Nordic multi-country travel concept (Finland, Estonia, and Latvia).

Each dimension plays a distinct role:

e Market scale identifies the current traveler volume.

e Momentum measures the year-on-year growth rate.

e Yield potential captures average visitor spending per night.

e Travel-fit assesses how average trip duration aligns with multi-country itineraries.
Together, these factors form a balanced framework for evaluating not only where demand currently exists, but also where profitable, high-end growth can be
realistically achieved. The analysis is based on 2023—2025 data from national tourism statistics for Finland (Saimaa area only), Latvia, and Estonia, complemented
with Finnish national travel expenditure data for the three source markets.

United Kingdom — Scale and Reliability

The United Kingdom stands out as the largest and most stable market across all three destinations, accounting for approximately 275,000 overnights in 2024. The
growth rate, while moderate at +9% year-on-year, is backed by robust connectivity, well-established distribution networks, and high repeat visitation rates.
Average trip length for UK visitors is 5.5 days, slightly below the ideal duration for multi-country travel (7—8 days). However, this is balanced by consistent arrival
numbers and spending levels of around €111 per day, translating to an estimated €34 million total spend across the three destinations.

The UK thus could represent the commercial anchor for the New Nordic region: a market defined by scale, predictability, and steady yield. Its growth pattern
suggests stable, incremental expansion rather than volatility, making it a reliable pillar for long-term strategic marketing investments.



IN DEPTH: MARKET POTENTIAL AND TARGET GROUPS I

United States — Structural Fit and Growth Potential

The United States ranks second in total overnight volume, with roughly 188,000 nights in 2024 and a +10% annual increase, driven by resurgent transatlantic
travel demand and growing awareness of the Nordic-Baltic region as a premium nature destination.

US visitors stay the longest—an average of 8.6 days—which aligns almost perfectly with the multi-country “New Nordic loop” concept combining Finland, Estonia,
and Latvia. This factor, termed “travel-fit,” enhances the structural compatibility of the US market with itineraries that distribute benefits evenly across the three
destinations.

With an estimated €23 million in total spend and similar per-day expenditure to the UK (€111), the US offers excellent potential for developing high-value,
extended itineraries that emphasize authenticity, nature, and premium experiences. Early 2025 data already shows significant forward momentum, particularly in
the Saimaa region and Estonia, confirming a solid growth trajectory.

Japan — High-Yield Niche with Accelerating Momentum

Japan stands out as a premium long-haul growth market with the highest per-day spending among all analyzed countries. While the absolute traveler base
remains smaller, the market is expanding rapidly, supported by the return of direct flights and growing interest in Northern Europe’s design, wellness, and nature.
Historical travel behavior shows strong engagement with Nordic combination tours, and modern Japanese travelers increasingly favor cross-border routes that
deliver variety and predictability. These conditions create an exceptional opportunity to develop the New Nordic region as a unified high-end destination for
Japanese tour operators and group travelers.



IN DEPTH: MARKET POTENTIAL AND TARGET GROUPS lii

Composite Scoring and Weighting

To summarize the comparative attractiveness of each market, a weighted matrix was applied with the following criteria: Size — 40%, Growth — 25%, Yield — 25%,
Travel-fit — 10%.

------------------------------------------------------------------------------------------------------------------------
------------------------------------------------------------------------------------------------------------------------
------------------------------------------------------------------------------------------------------------------------
------------------------------------------------------------------------------------------------------------------------

This ranking reflects a balanced growth portfolio, in which each market contributes differently to the overall regional strategy:
e UK provides volume and revenue stability.
o US offers scalable growth in premium, long-stay travel.
e Japan contributes innovation, high margins, and brand value.

Strategic Interpretation

The balance of scale, yield, and travel-fit clearly favors the Atlantic markets (UK and US) as the foundation for immediate commercial investment. Both exhibit
high accessibility, established air routes, and compatible traveler behavior patterns.
Japan’s smaller base is offset by its exceptional growth momentum and spending power, making it ideal for selective, experience-driven programming such as
luxury short breaks or themed itineraries that emphasize craftsmanship, design, or wellbeing.
Collectively, these three markets represent a triangular opportunity structure:

e The UK anchors marketing consistency and brand presence.

e The US accelerates expansion through structural alignment and spending depth.

e Japan incubates new, high-yield models that can later scale across other Asian markets.



IN DEPTH: MARKET POTENTIAL AND TARGET GROUPS IV

Sources and Limitations

The findings integrate data from:
e Visit Finland regional statistics (Saimaa area, 2023—Aug 2025)
e Latvia Tourism Board quarterly and half-year datasets (2023—2025)
e Statistics Estonia (2023—Jul 2025)
e Finland National Travel Expenditure Survey (2024)
Limitations include:
e Yield data represents national averages, not region-specific figures.
e Partial 2025 data (Jan—Aug/Jan—)ul) used as forward indicators.
e Simplified 5—3—1 ranking methodology ensures transparency, but inherently abstracts some underlying complexity.
Strategic Takeaways
e Anchor: United Kingdom — Large, steady, and well-connected; underpins the overall market strategy.
o Accelerate: United States — Best long-stay and multi-country alignment; strong base for high-end product development.
e Incubate: Japan — Smaller in scale but exceptional in growth and yield; ideal testbed for high-touch, curated experiences.

Together, these markets form a balanced, resilient growth mix where scale, structural fit, and innovation reinforce one another. This composition provides the
foundation for strategic decision-making regarding investment prioritization, marketing partnerships, and long-term positioning of the New Nordic region as a
unified, high-value travel destination.
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IN DEPTH: ACCESSIBILITY

Overview

Accessibility determines how easily high-value travelers can reach the New Nordic region (Finland, Estonia, and Latvia) and how efficiently they can move within
it. This dimension assesses both external air connectivity from the US, UK, and Japan and internal mobility across Riga—Tallinn—Helsinki—Saimaa. The findings
combine airline data, route capacity metrics, and travel time analyses from FlowHouse’s connectivity review and related datasets.

United States — Reliable Long-Haul Access via Helsinki

The United States exhibits strong structural accessibility despite distance. Travelers can reach the New Nordic region with one connection or fewer, as Helsinki
serves as the central transatlantic gateway. Finnair operates daily direct flights from New York (JFK), Chicago (ORD), Los Angeles (LAX), and Seattle (SEA), Dallas
(DFW), complemented by alliances with British Airways, American Airlines, and Iberia.

From Helsinki, airBaltic and Finnair operate 7—9 daily connections to Riga and 5—10 to Tallinn, while trains and short domestic flights link Helsinki to Saimaa
(Savonlinna and Mikkeli) multiple times per day. Average travel time from major US hubs to Riga or Tallinn ranges between 10.5 and 15 hours, depending on the
routing, with minimal transit friction due to integrated alliance schedules and coordinated terminal operations at HEL.

The US thus ranks as highly accessible for a long-haul market —its strength lying in predictable capacity, seamless hub structure, and extensive airline
cooperation networks.

United Kingdom — Short-Haul Leadership and Exceptional Connectivity

The UK holds the strongest accessibility position (4.4/5) among the three source markets. Direct, high-frequency connections exist from London, Manchester,
Edinburgh, and other regional airports to Riga, Tallinn, and Helsinki. AirBaltic, British Airways, Finnair, and low-cost carriers such as Ryanair and Norwegian
collectively provide dozens of weekly departures, offering travelers unmatched route flexibility and price range.

Flights from London to Riga, Tallinn, or Helsinki take approximately 3—3.5 hours, making New Nordic destinations accessible in a single travel day. The
combination of short distance, low entry barriers, and high seat capacity—over 750,000 annual seats from the UK to Latvia alone—creates a resilient, scalable
market base.

Beyond air travel, the UK’s proximity to Northern Europe ensures minimal travel fatigue, stable scheduling, and competitive airfares. The market’s accessibility
advantage is both quantitative (volume and frequency) and qualitative (ease and affordability).



IN DEPTH: ACCESSIBILITY II

Japan — Long Distance, High Quality, Increasing Capacity

Japan’s accessibility is structurally improving but remains limited by geography and flight duration. The Tokyo—Helsinki corridor, served by Finnair and Japan
Airlines (JAL), provides 14 weekly direct flights across Narita and Haneda airports, with flight time around 13 hours. From Helsinki, short-haul connections link
efficiently to Riga and Tallinn, often within the same travel day.

For travelers departing from other Japanese cities such as Osaka, Nagoya, or Sapporo, one-stop itineraries via European hubs (Munich, Istanbul, Copenhagen) add
2—4 hours of total journey time. The annual seat capacity between Japan and New Nordic destinations exceeds 800,000, comfortably covering projected demand.
Japanese travelers value seamless, high-service travel chains; Helsinki’s airport reputation for clarity, Japanese-language signage, and efficient transfers
strengthens its positioning as a trusted bridge to Northern Europe. While distance keeps Japan’s accessibility at a moderate level, qualitative experience and service
consistency mitigate fatigue and perceived complexity.

Finnair and Japan Airlines’ direct routes between Tokyo and Helsinki enable same-day onward travel to Riga and Tallinn, effectively extending the reach of
Finland’s gateway role. For long-haul premium travelers, this connectivity allows smooth multi-country travel without increasing perceived complexity or fatigue.

Regional Connectivity — Efficient Core, Developing Periphery
Within the New Nordic region, Riga, Tallinn, and Helsinki form a compact and interconnected triangle with high travel frequency:
e Riga—Tallinn: 3—5 daily airBaltic flights (x50 min).
e Tallinn—Helsinki: 4—6 daily ferry crossings (~2 h), in addition to air connections.
e Tartu-Helsinki: 1-2 daily Finnair flights (~55 min)
e Helsinki—Saimaa: Several daily trains to Mikkeli (2.5 h) and Savonlinna (4.5—5 h), plus 1—2 daily flights to Savonlinna (~1 h).
Longer overland routes (e.g., Riga—Tartu—Helsinki) still rely on bus—ferry combinations, though all connections are possible within a single travel day. Upcoming
infrastructure projects, notably Rail Baltica (by 2030), will further streamline travel between Baltic capitals, reducing transfer times and environmental impact.
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Comparative Summary

____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Market Air Connectivity Travel Time Ease of Transfer Infrastructure Quality Composite Score
. UnitedKingdom | Excellent (multiple daily directs) | 3-4h High Strong W
"""""" United States | Verygood (dailyviaHEL) | 1o-1sh . High i sSwong i 43/5 |
""""""""" japan | Good(dailyviaHEL) |  13-17h . High | Verystong . 39/5 |
Wietpretation i

e The United Kingdom represents the accessibility benchmark: short flight times, dense route networks, and price competitiveness make it ideal for both leisure
and premium travel.
e The United States balances long-haul complexity with operational reliability and strong alliance connectivity, ensuring stable transatlantic flow.
* Japan demonstrates steady improvement and qualitative strength, benefiting from Helsinki’s hub status and service quality, though distance remains an
inherent limitation.
Within the region, the Baltic—Finnish transport ecosystem functions cohesively, enabling efficient movement between capitals and onward to Saimaa. While
eastern Finland’s accessibility still depends on multi-modal connections, overall mobility is robust and continually improving.

Strategic Takeaways

o UK: Leverage ease of access and short-haul affordability in marketing; ideal for frequent, repeat visitation.

e US: Strengthen transatlantic partnerships and promote Helsinki as the natural North European gateway.

e Japan: Maintain premium positioning and emphasize seamlessness and comfort of transfer via Helsinki.
Accessibility is thus both a commercial enabler and a differentiator: it underpins regional competitiveness and sets the operational foundation for scalable tourism
growth across the New Nordic corridor.
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IN DEPTH: TRAVEL MOTIVATIONS AND PRODUCT OFFERING

Overview

This analysis investigates how traveler motivations in the United Kingdom, United States, and Japan align with the actual tourism offer available in Finland,
Estonia, and Latvia. It explores the underlying emotional and functional drivers shaping destination choice and evaluates how current product categories—nature,
culture, wellness, gastronomy, and light activities—correspond to these drivers. The objective is to identify both alignment and gaps, offering insight into how
regional development and marketing can better address high-value visitor expectations.

United Kingdom — Restorative and Balanced Experiences

UK travelers demonstrate a preference for easy-access nature, cultural enrichment, and balanced itineraries that combine urban comfort with outdoor recreation.
Data from Visit Finland and Visit Estonia’s visitor segmentation shows that the UK market over-indexes on “relaxation in scenic surroundings,” “heritage
discovery,” and “authentic food and drink.” Wellness is valued, but primarily in the form of gentle wellbeing—quiet lakeside stays, slow exploration, and unhurried
travel days.

The region’s offer aligns strongly with these interests: Finland’s lake and nature-based wellness, Estonia’s cultural towns, and Latvia’s compact variety together
create a compelling fit. The opportunity lies in narrative integration—emphasizing the journey between countries as part of the restorative experience rather than
treating each as a separate stop.

United States — Nature, Freedom, and Connection

The US market displays the highest alignment between motivations and available products. American travelers consistently express interest in authentic
encounters with nature, activities that combine wellness, exploration, and learning, and the appeal of under-discovered destinations.

Across the New Nordic region, these motivations connect directly to the core offer: wild yet safe landscapes, distinctive local culture, and high service standards.
The average trip length of over eight days provides flexibility for multi-destination itineraries, and the preference for self-directed travel fits well with cross-
border touring and nature-based exploration.

The key opportunity is experience layering—connecting outdoor activities (paddling, cycling, foraging) with cultural immersion and local interaction, positioning
the region as a destination for deep, meaningful journeys rather than simple sightseeing.
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Japan — Harmony, Design, and Curated Comfort

Japanese travelers view travel as a form of cultural and aesthetic appreciation. Their primary motivations cluster around natural harmony, authenticity,
craftsmanship, and emotional renewal. Nordic and Baltic destinations resonate through their perceived purity, safety, and emphasis on quiet beauty.

Shorter average stays (around 3—4 days) mean that itineraries must be tightly structured, high-quality, and service-coordinated, rather than open-ended.
Experiences that combine design, calmness, and sensory refinement—such as sauna culture, seasonal cuisine, and natural aesthetics—are particularly appealing.
For this market, the opportunity lies in precision product design: offering highly curated, guided, and visually coherent experiences that deliver depth within
limited time.

Japanese travelers’ interest in design, wellness, and cultural authenticity aligns strongly with the region’s identity. Thematic programs — such as sauna and
wellbeing routes, Nordic architecture and gastronomy, or quiet nature escapes — can integrate Finland, Estonia, and Latvia into a single cohesive journey. Such

concepts not only meet Japanese expectations for variety and structure but also strengthen cooperation between regional operators serving the same premium
audience.

Cross-Market Alignment

When viewed collectively, the motivations across all three markets converge around three consistent pillars:

e Connection to nature — whether for adventure, restoration, or contemplation.

e Authenticity and culture — local people, traditions, and stories as sources of meaning.

e Wellbeing and quality — physical comfort combined with emotional balance.
The regional product base aligns strongly with these pillars. Finland anchors nature and wellbeing, Estonia adds cultural and creative layers, and Latvia contributes
compact access and cost advantage. The challenge is coordination, not creation: aligning service levels, visual identity, and storytelling to form a unified “New
Nordic” narrative of tranquil exploration and thoughtful hospitality.
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Comparative Summary

..............................................................................................................................................................................................................................................................................................

Market Fit Product offering Quality of experience Weighted average
. USA e s NI TSR R YL
_______________________________ R S N SR WO M e

Japan 4 4 5 L |5

______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Strategic Interpretation

The overall conclusion is that the region’s offer already meets market motivations exceptionally well, but greater impact will come from integration—linking
product pillars across borders, strengthening thematic itineraries, and enhancing the emotional coherence of the visitor journey.

The analysis confirms a strong product—market fit across all three markets. Each brings a distinct emotional lens—restoration (UK), exploration (US), and
harmony (Japan)—that the New Nordic region can authentically deliver. Future competitive advantage depends less on new infrastructure and more on
storytelling, experience design, and coordinated market positioning that presents Finland, Estonia, and Latvia as a single, naturally connected destination.
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IN DEPTH: SPENDING PATTERNS

Overview

This dimension explores the economic value potential of each market, focusing on spending intensity (average daily expenditure per visitor) and willingness to pay
for premium services such as guided experiences, private arrangements, and comfort-oriented upgrades. The analysis isolates traveler yield—distinct from market
size—to reveal how much economic benefit each origin market contributes per visitor.

Finland’s 2024 Border Survey provides the most comparable, origin-specific spending data, while qualitative indicators of “premium readiness” were derived from

market behavior, existing sales data, and prior segmentation research. The results reflect not just income levels but also cultural spending behavior, seasonality
tolerance, and service expectations.

Japan — Premium Readiness and Service-Driven Value

Japan emerges as the clear leader in yield performance, with an average daily spend of €148 —around 33% higher than Western markets. Japanese travelers
consistently demonstrate willingness to pay for convenience, certainty, and design quality. This includes a readiness to book private transfers, guided cultural
activities, and design-focused accommodation when these are seamlessly curated and clearly communicated.

High spending is driven not by luxury for its own sake, but by an expectation of frictionless experiences. Japanese guests value clarity, order, and detail—attributes
that translate into strong conversion rates when service chains are reliable and schedules are punctual. Their shorter trip durations (= 3—4 days) compress
spending into fewer days, amplifying yield.

The conclusion is clear: Japan is a high-yield niche with consistent premium propensity, making it strategically vital for products emphasizing design, service, and
harmony—particularly curated short-stay itineraries that deliver precision and aesthetic satisfaction.

Despite lower visitor counts, Japan’s per-day expenditure is 30—40% higher than that of Western markets, and its travelers are predisposed to guided, longer
itineraries — converting distance into higher total yield per booking.
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United States — Experience Intensity and Year-Round Value

American visitors spend approximately €111 per day, comparable to the UK in nominal terms but differing significantly in behavioral spending patterns. US
travelers allocate a higher share of their budget to paid experiences and guided activities, demonstrating a strong readiness to invest in memorable moments
rather than static comfort.

This segment also exhibits seasonal flexibility, showing demand beyond the summer peak—an important yield stabilizer for destinations reliant on short high
seasons. US travelers are typically confident buyers of multi-day guided experiences and small-group packages, with high receptivity to tiered upgrade structures
(e.g., private sauna, chef’s table, or after-hours access).

Overall, the US market combines steady spending levels with strong experiential conversion, meaning yield growth can be achieved not by raising prices but by
Increasing product density—more purchasable, layered experiences within the same trip.

United Kingdom — Selective Premium Engagement

The UK market remains the most value-conscious of the three but still offers viable premium opportunities when value and transparency are clearly
communicated. Average daily spending matches the US at around €111, but British travelers tend to evaluate pricing through a comparative lens, especially in the
Nordic context, where cost perceptions are elevated.

High-yield conversion is achievable through curated packaging—combining comfort, convenience, and one or two standout “hero moments” that justify premium
pricing. British visitors are willing to pay more for authenticity, cultural depth, and relaxed pacing when those are presented as integrated, hassle-free experiences
rather than optional add-ons.

In short, the UK requires smart framing rather than discounting: clear storytelling about why a service costs what it does, and how that cost translates into quality,
reliability, and experience continuity.
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Comparative Evaluation

____________________________________________________________________________________________________________________________________________________________________________

Market Daily avg spend Premium product affinity Score
"""""" Japan | 1486 | Highservice, design,certainty | 48
""" UnitedStates | 1€ | Stongexperienceand upgrades | 3.4 |
United Kingdom | e | Moderate: value and trust-based| 31 |

............................................................................................................................................................................

Weighting formula: Spending Intensity (70%) + Premium Willingness (30%). These results hlghllght Japan’s dominant role in yield, while the US surpasses the UK
through its strong behavioral engagement with paid experiences.

Interpretation

The findings reveal three distinct spending psychologies:
e Japan: Precision-driven buyers who prioritize reliability, design, and personal service.
e United States: Experience-driven travelers seeking meaningful, purchasable moments.
e United Kingdom: Pragmatic consumers requiring clear value narratives and low-friction transactions.
Strategically, each requires a different product and pricing approach:
e Japan: High-touch, time-efficient, guided itineraries.
e United States: Modular packages with scalable upgrades.
e United Kingdom: Curated, transparent value storytelling with optional premium extensions.
The implication for the New Nordic region is that yield management must be behavioral, not geographical—structured around how each market perceives value
rather than how much they can afford.
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Limitations

The analysis relies on Finland’s 2024 Border Survey as the sole quantitative source for €/day spending, as Estonia and Latvia lack comparable origin splits. These
figures serve as relative indicators, not absolute predictions. Variations in price level among the three destinations (Finland above EU average; Estonia and Latvia
below) may affect real expenditures but are offset by spending behavior that often scales upward in lower-cost contexts.

Strategic Takeaways

e Japan — Focus on high-yield, design-driven, and frictionless experiences; curate precision itineraries.

e United States — Enhance experiential depth and conversion through tiered offers and storytelling.

e United Kingdom — Emphasize transparency and authentic value to encourage selective premium adoption.
In sum, the spending dimension reinforces that Japan holds the highest revenue potential per visitor, the US drives growth through experience purchasing, and the
UK sustains scale through consistent, value-based conversion. Yield growth in the New Nordic region will therefore depend less on attracting more travelers and
more on maximizing the experiential depth and premium coherence of what is already offered.
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IN DEPTH: BOOKING AND PURCHASE CHANNELS

Overview

This dimension evaluates the effectiveness and accessibility of booking and distribution channels across the United States, the United Kingdom, and Japan. It
focuses on three core sub-dimensions:

Channel Maturity — the sophistication and diversity of available booking routes, both online and offline;

High-End Segment Fit — how effectively each market’s channels reach affluent and experience-driven travelers;

Ease of Entry — how accessible the distribution network is to new or smaller destination players.

The findings combine quantitative data on booking behavior with qualitative assessments of market structure and channel functionality.

United States — Multi-Channel Strength and Scalability

The United States stands out as the most developed and balanced booking ecosystem. Both digital and traditional channels are well established, providing multiple
routes for market entry. Roughly half of US travelers still use travel advisors or agencies, while the other half rely on digital platforms such as Expedia,
Booking.com, or direct booking portals.

For high-end travel, the US maintains one of the world’s most sophisticated advisor and consortia networks, including Virtuoso, Signature Travel Network, and
AMEX Fine Hotels & Resorts. These provide structured access to affluent, service-oriented travelers who value personalization and trust.

However, entry requires proactive partnership development. The market is open and receptive but competitive—Nordic destinations must invest in visibility, trade
relationships, and brand storytelling to stand out. Overall, the US offers unparalleled distribution flexibility and remains the most commercially scalable market for
the New Nordic region.
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United Kingdom — Digital Sophistication and Open Access

The United Kingdom ranks second with 3.6/5, underpinned by exceptionally mature and diverse digital infrastructure. British travelers are highly self-directed:
over half book directly through airlines or accommodation providers, and nearly as many use major OTAs such as Booking.com or Expedia.

Traditional agencies still exist—about one in four travelers uses an advisor for complex or bespoke trips—but their role is secondary to online convenience. The
high-end segment, while active, is less agency-dependent than in the US; many affluent travelers book directly or use global networks rather than local
intermediaries.

For destination players, this translates into low barriers to entry and strong opportunities for direct B2C marketing. Partnerships with specialized tour operators
(e.g., Audley Travel, Abercrombie & Kent, Elegant Resorts) can add visibility for curated itineraries, but digital presence and consumer marketing carry equal or
greater weight. In practice, the UK is an easy-access, digitally advanced market, ideal for agile online campaigns and cross-border product launches.

Japan — Agent Dominance and Relationship-Driven Access

Japan’s booking ecosystem remains highly agent-centric, with limited diversity in channels compared to Western markets. Large travel agencies such as JTB, HIS,
and KNT continue to dominate outbound sales, especially for long-haul destinations. While digital channels and OTA use are growing—particularly among younger
travelers and FIT segments—the majority of bookings for distant destinations still pass through organized tour operators.

This structure, though traditional, provides excellent access to affluent, high-end travelers once partnerships are secured. Japanese agencies operate with
exceptional service standards and have specialized divisions for premium travel, making them powerful gateways for destinations like Finland, Estonia, and Latvia.
The challenge is market entry: building trust and establishing representation takes time and local commitment. Without a domestic partner or DMC presence,
visibility remains limited. Japan’s Ease of Entry score (3/5) reflects this barrier, even though its High-End Fit (5/5) remains the strongest of all three markets. The
overall score of 3.6/5 (similar to UK) balances this tension—high yield and loyalty potential versus structural access difficulty.

Japan’s reliance on established travel agencies and DMCs creates a ready-made platform for cross-border packaging. Because agencies already manage long,
curated itineraries, they can efficiently integrate multiple destinations into one premium route. This relationship-based model may develop slowly but delivers
long-term loyalty and predictable margins once established.
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Comparative Summary

........................................................................................................................................................................................................................

Market Channel maturity High-end fit Ease of entry Score
""" e e S A R
' United Kingdom | 5 i e R
Japan 3 5 3 3.0

________________________________________________________________________________________________________________________________________________________________________________________________________________________

Interpretation and Strategic Implications

The United States should be treated as the core trade engagement market, where consistent participation in travel advisor programs, consortia partnerships, and
roadshows can ensure sustained visibility and product distribution.

The United Kingdom should be prioritized for direct digital marketing and scalable online sales, where destination branding and booking convenience drive
conversions. Its open structure allows smaller regional operators to enter without heavy partnership investments.

Japan, in contrast, represents a relationship economy—where the best results come from long-term commitment, joint product development, and cultural
alignment with trusted travel agencies. Patience and continuity are prerequisites for breaking into its high-yield segment.

Takeaways

USA — Most mature and multi-channel market; requires resource investment in partnerships and trade engagement.

UK — Highly digital, low entry barriers, ideal for direct online and B2C distribution.

Japan — Strong premium segment through traditional agents; limited entry without local partners.

In conclusion, the booking and purchasing analysis reveals that the New Nordic region’s success depends on aligning market approach with channel logic:
partnership-driven in the US, digitally direct in the UK, and relationship-based in Japan. These insights shape how the region can most effectively convert interest
into bookings and sustain long-term visibility in high-value segments.
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IN DEPTH: AWARENESS AND DIFFERENTIATION

Overview

Awareness and differentiation are decisive factors in market prioritization: travelers must first know a destination exists and then see it as distinct from
alternatives. This dimension evaluates how well the New Nordic region—comprising Finland’s Saimaa, Estonia, and Latvia—is recognized and perceived across the
United States, the United Kingdom, and Japan. The analysis combines digital trend data, media visibility, consumer surveys, and qualitative insights from industry
sources to assess both awareness levels and perceived uniqueness.

United States — Emerging Awareness and Positive Perception

The New Nordic region remains relatively unknown to most US travelers but is gaining traction as a “hidden gem” destination. American arrivals to the region are
increasing rapidly—Latvia alone recorded a +45% growth in 2023, signaling expanding awareness and interest. The area’s appeal is defined by authenticity, safety,
and natural beauty, which resonate strongly with American high-end travelers seeking less commercialized, sustainable experiences.

B2B recognition is improving through LIAA’s membership in USTOA, which introduced Baltic and Finnish products to over 80,000 North American travel agencies.
On social media, Riga’s fairy-tale architecture and Baltic nature have trended on TikTok and travel blogs, strengthening digital discovery. The region’s perception is
consistently positive—visitors describe it as clean, affordable, and tranquil—but brand visibility remains limited compared with Northern Europe’s established
names like Iceland or Norway. The findings capture this transitional stage: low spontaneous awareness but strong momentum and positive sentiment.

United Kingdom — Established Visibility and Strong Differentiation

The UK is the most mature awareness market for the New Nordic region, with Finland, Estonia, and increasingly Latvia appearing regularly in British media and
travel content. Major publications such as The Telegraph, Time Out, and The Sun have featured over 50 articles in recent years, highlighting the region’s culture,
wellness, and nature. Affordable direct flights from London to Riga, Tallinn, and Helsinki (often under £100 return) have also fueled accessibility and visibility.
Search data and social trends confirm sustained attention: “Baltics city break” and “Nordic wellness travel” have become rising keywords, while younger audiences
associate the area with affordable authenticity—“luxury without the price tag.” British travelers particularly praise the region’s cleanliness, local cuisine, and
safety, describing it as a “European hidden gem.” With both strong earned media presence and easy consumer reach, the UK receives the highest score among the
three markets. Its balance of affordability and novelty creates a compelling differentiation angle for further campaign work.
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Japan — Finland Known, Baltics Emerging

In Japan, awareness is geographically uneven. Finland enjoys strong recognition and positive emotional resonance—shaped by icons like Moomins, Marimekko, and
Lapland—but Estonia and Latvia remain largely under the radar. For most Japanese travelers, the Baltics appear only as extensions of Nordic tour packages,
typically marketed as exotic add-ons to Finland itineraries.

Finland serves as the entry point to Europe for many Japanese travelers, supported by direct Finnair flights from Tokyo, but lack of direct connections to Riga or
Tallinn limits visibility for the broader region. Online, however, niche channels such as YouTube travel vlogs (“Baltic sanpo”) and personal blogs are gradually
building grassroots awareness and lowering travel hesitancy among independent travelers.

Japan’s perception of the region is deeply positive in terms of cleanliness, safety, and aesthetics, yet awareness of Latvia and Estonia remains weak. The composite
score of 3,3/5 reflects this duality: high trust and affinity, but limited name recognition beyond Finland.

Comparative Summary

Market Key characteristics Score
United Kingdom Broad recognition, strong media visibility, affordable access and "hidden gem" positioningé 3.5/5
United States Growing awereness, positive perception, niche travel appeal but still low baseline visibility 3.4 /5

..................................................................................................................................................................................................................................
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Interpretation

Awareness and differentiation dynamics reveal a tiered opportunity structure:

e The UK offers the highest immediate marketing return due to familiarity, access, and growing editorial support.

e The US shows high growth potential but requires sustained storytelling and trade education to elevate awareness.

e Japan demands a co-branding approach with Finland—leveraging shared Nordic values and cultural resonance—to gradually introduce the Baltic destinations.
For all three markets, differentiation should emphasize the region’s authentic blend of Nordic nature and Baltic charm, positioning the New Nordic as a distinct,
attainable alternative to established Northern European destinations.

Strategic Takeaways

e UK — Leverage strong PR momentum and digital visibility through targeted storytelling around nature, culture, and wellness.

e USA — Focus on influencer partnerships and trade-driven awareness to convert curiosity into bookings.

e Japan — Integrate Baltic destinations into Finland-led narratives; emphasize purity, design, and safety.
Overall, awareness and differentiation are highest in Britain’s mature and media-active market, followed by the US’s emerging interest and Japan’s long-term
brand development potential. For the New Nordic region, building unified brand storytelling and visibility across languages and platforms will be critical to
transforming recognition into preference.
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IN DEPTH: RESPONSIBILITY AND SUSTAINABILITY

Overview

Responsible travel has evolved from a niche concern into a mainstream expectation: according to global trend studies, 93% of travelers aim to make more
sustainable choices. This shift is particularly evident among high-end segments that favor slow, immersive travel and value authenticity over mass-market
convenience. The New Nordic region—Finland, Estonia, and Latvia—naturally aligns with this shift due to its low-impact destinations, strong nature connection,
and emphasis on wellbeing and culture.

This analysis evaluates how travelers in the United States, the United Kingdom, and Japan perceive and act upon sustainability values, based on global survey data
from Booking.com, Expedia Group, Trip.com, Travalyst/YouGov, and ABTA.

United States — Strong Values and High Engagement

The United States scores the highest (4.5/5) for responsibility and sustainability, driven by strong ethical awareness and action readiness. According to
Booking.com and Tripadvisor data, 74% of American travelers are concerned about overtourism, and 42% actively consider accommodation sustainability claims
when booking—though only 18% consistently act upon them.

American travelers favor destinations that balance authenticity, environmental integrity, and comfort. They are increasingly drawn to lesser-known, nature-rich
regions and community-based travel experiences. Expedia’s Unpack '25 trend report highlights that American high-end travelers prefer “meaningful itineraries
over rapid sightseeing”, resonating perfectly with the New Nordic region’s identity.

This market’s combination of awareness, purchasing power, and cultural openness makes the US a leading sustainability-aligned target for the region.

United Kingdom — Conscious and Informed Demand

British travelers follow closely behind the US with a score of 4/5. The UK market demonstrates mature, informed sustainability engagement: 30% of travelers
consider a provider’s environmental practices when booking, and 13% act on those preferences, according to ABTA’s Holiday Habits 2025.

The British market shows strong alignment between authenticity and responsibility—valuing local food, culture, and seasonal travel. “Detour” and off-season
travel trends are accelerating, as Britons actively seek experiences that combine wellbeing, discovery, and low impact. They also demand transparency: clear
communication of sustainability commitments and certification schemes directly influence decision-making.

Overall, the UK market’s emphasis on ethical clarity and credibility matches well with the New Nordic region’s ability to offer small-scale, genuine experiences
with visible community benefit.
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Japan — Cautious but Emerging Awareness

Japan’s score reflects a growing but still cautious engagement with sustainability. Surveys show that 53% of Japanese travelers express a desire to travel

sustainably, but only a fraction act on these intentions without provider facilitation. Japanese travelers place higher trust in service providers to curate sustainable
options on their behalf—for example, certified accommodations or clearly eco-labeled packages.

Behaviorally, Japanese travelers are already predisposed to quieter, less-crowded destinations and respectful travel etiquette, which aligns naturally with
sustainable tourism principles. However, sustainability is often viewed as an attribute of quality and harmony, not as a conscious ethical goal.

This presents an opportunity for education through experience design: by embedding visible sustainability practices—like local sourcing, waste reduction, and
energy efficiency—New Nordic operators can strengthen resonance with Japanese travelers’ intrinsic appreciation of order, purity, and care.

Comparative Evaluation

............................................................................................................................................................................................................................................

USA 5 4 4 5 4.5/5
UK 4 4 4 4 L]5
Japan 4 3 4 4 3.9/5

*Behavior conversion measures the Intent = Action ratio
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Interpretation

Across all three markets, sustainability intent is high, but the conversion gap—between belief and behavior—remains. The United States and the United Kingdom
demonstrate the strongest potential for sustainability-led marketing due to their high awareness, media engagement, and demand for authentic, small-scale
destinations.

Japan, while slower to adopt, offers fertile ground for future growth if sustainability is framed through cultural aesthetics and trust in quality assurance rather
than activism.

For the New Nordic region, the alignment is clear: its low-density landscapes, community-based tourism, and seasonal balance directly respond to traveler
concerns about overtourism and authenticity loss. This inherent fit provides a strategic advantage without requiring major product redesign.

Strategic Takeaways

e USA — Strongest alignment; emphasize authenticity, local benefit, and off-season travel.

e UK — Mature, informed, and transparency-driven; highlight certification and communication.

e Japan — Growing awareness; focus on provider-facilitated sustainability and cultural harmony.
In summary, sustainability values are now a core decision driver across all high-value markets. The New Nordic region’s identity—calm, authentic, and
environmentally respectful—positions it perfectly to meet this evolving demand, with the United States and United Kingdom offering the greatest near-term
potential for responsible tourism growth.
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IN DEPTH: RISKS

Overview

This dimension examines external and structural risk factors influencing demand, accessibility, and traveler confidence in the United States, the United Kingdom,
and Japan. The assessment combines economic, political, and operational perspectives with traveler sentiment, focusing on how these risks could impact high-end
travel to the New Nordic region (Finland, Estonia, Latvia). The analysis covers five categories: currency and price, visa and bureaucracy, geopolitical perception,
health and safety, and accessibility.

United States — Stable Demand, Moderate Geopolitical Awareness

The United States remains the most resilient market, showing low-to-moderate overall risk. The strong US dollar continues to support outbound European travel,
helping offset inflation-related cost increases in the destination region. In 2024, the US became Finland’s fourth-largest source market, with overnight stays up
+16% year-on-year, underscoring steady demand and purchasing power. Visa requirements remain light (ETIAS introduction in 2025 expected to have minimal
impact), and air connectivity is robust, with direct flights to Helsinki and efficient onward links to the Baltics. The main risk factor is geopolitical sentiment: some
travelers express caution regarding proximity to Russia, though NATO membership and the region’s calm image mitigate this concern. In addition outbound air
traffic from Europe to the USA has collapsed, there is a risk to the continuity of flight routes. The routes may not remain profitable even though there are
passengers traveling from the USA. Health and safety perceptions are strong; Northern Europe is seen as secure, clean, and well-organized. The United States thus
scores as the most stable market, where risk management mainly involves monitoring geopolitical discourse and ensuring reliable flight continuity.

United Kingdom — Moderate Risk, Currency Sensitivity

The UK market shows medium overall risk, largely driven by currency pressure and perceptions of cost rather than safety or access barriers. The weakened pound
amplifies the “expensive north” image, even as traveler appetite remains robust. High-end visitors continue to spend on quality experiences but tend to optimize
trip length and timing, favoring shorter seasonal escapes or shoulder-season value.

Brexit-related bureaucracy is negligible for tourism; short EU visits remain visa-free, and future ETIAS requirements are expected to have only a procedural effect.
Accessibility is excellent, with frequent direct connections from London to Helsinki, Riga, and Tallinn, and regional infrastructure performing reliably. The
geopolitical and health environment is viewed as stable and predictable, while environmental concerns—like extreme weather elsewhere in Europe—can even
enhance the region’s relative appeal. For the UK, currency and cost perception remain the only significant risk, balanced by strong market trust and ease of travel.
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Japan — Elevated Cost and Distance Risk

Japan displays the highest composite risk among the three markets, rated between medium and high. The weak yen has made long-haul travel significantly more
expensive, concentrating demand in upper-income segments and reducing trip frequency. Most Japanese travelers now see Europe as a “once-in-a-lifetime”
purchase, requiring strong uniqueness or cultural motivation to justify the cost.

Visa and entry processes remain frictionless—Japan enjoys full Schengen visa exemption—but distance and flight duration continue to limit broader market
expansion. Direct Finnair flights have restored baseline connectivity, yet long travel times and high fares remain structural barriers.

Japanese travelers are notably risk-averse, especially regarding geopolitical tensions and health security. The New Nordic region benefits from a positive safety
image, but marketing must emphasize predictability, calm, and hygiene to sustain confidence. Overall, Japan’s market is dependable but constrained by
macroeconomic conditions and distance-driven cost sensitivity.

Perceived market risks — such as distance and currency fluctuation — are mitigated by the market’s stable premium segment and the use of vetted tour operator
channels. Once established, Japanese partnerships deliver exceptionally low churn and sustained contract volumes.

Comparative Evaluation

Market Identifiability and significance of risks Impact of risks on the New Nordic region’s attractiveness
USA 415 s
UK 415 415

..........................................................................................................................................................................................................................
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Interpretation

The United States emerges as the most resilient and low-risk market, supported by economic stability and reliable connectivity. The United Kingdom presents
moderate volatility linked to exchange rates but minimal structural risk. Japan, while highly safety-conscious and culturally compatible, faces enduring macro-
level constraints from currency weakness and travel distance.

Across all markets, geopolitical sentiment and airline network reliability will require close monitoring through 2026, but the region’s strong safety perception and
political stability continue to offer a competitive advantage.

Strategic Takeaways

e USA (Low—Medium Risk): Continue leveraging trust, safety, and economic stability; monitor global conflict narratives and maintain consistent flight capacity.

e UK (Low-Medium Risk): Offset cost perceptions through value communication, shoulder-season promotions, and transparent pricing.

e Japan (Medium Risk): Maintain long-term engagement through reassurance-based marketing, highlighting safety, order, and ease of travel.
Overall, the New Nordic region retains a favorable risk profile compared with other European destinations: low security threats, strong health infrastructure, and
steady governance mitigate most external pressures. The most important variables to track in 2025—2026 remain currency fluctuations, air access, and
geopolitical sentiment, each manageable through proactive communication and market coordination.
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IN DEPTH: PROFITABILITY

Overview

Profitability in the New Nordic region (Finland, Estonia, and Latvia) depends on three interlinked variables: revenue potential (volume x spending), customer
acquisition cost (CAC) determined by market structure and distance, and operational friction such as language, logistics, and service readiness. The United States
and the United Kingdom both combine strong purchasing power with manageable operating environments, while Japan represents a smaller but high-value
premium niche requiring greater investment. Across all markets, Finland provides the structural entry hub, while Latvia and Estonia add cost-efficient product
diversity and scalable supply, improving overall margin potential across the region.

United States — High Yield, Higher CAC, Scalable

The United States remains the most commercially promising market for the New Nordic region. American travelers show some of the highest global per-trip
budgets (= USD 5,100 per week) and favor long-haul, multi-country itineraries that are a natural fit. In 2024, Latvia recorded a +45 % increase in U.S. arrivals,
signaling a growing awareness beyond Finland’s more established base of 445,100 overnights. The inclusion of Estonia and Latvia broadens the value chain: both
countries offer lower operating costs, competitive accommodation pricing, and rising demand for curated experiences, which together enhance margins.
Customer acquisition costs are elevated due to geographic distance and the dominance of travel advisors and consortia (e.g., USTOA’s 80 000-agency network),
yet these same structures offer access to affluent, reliable clients. Operationally, friction remains low: English proficiency is high across the region, and Helsinki’s
transatlantic links ensure smooth onward connections to Riga and Tallinn. The Baltics’ lower cost base offsets Finland’s higher labor and service prices, creating a
blended cost advantage. Overall, strong yield, growing regional diversification, and scalable long-stay itineraries support sustained profitability.
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United Kingdom — Efficient Access, Strong Per-Day Spend

The United Kingdom provides stable, repeatable profitability for the New Nordic region. British travelers are frequent, high-intent visitors with solid daily spending
and short-haul access that minimizes distribution costs. In 2024, the U.K. became Finland’s second-largest source market (+7.2 % YoY), and Latvia and Estonia
both report steady British city-break traffic — for example, 88 700 U.K. overnights in Riga during 2023. The region’s affordability relative to Scandinavia supports
favorable margins: accommodation and dining are priced below Nordic averages while maintaining high satisfaction among British visitors.

Acquisition costs are moderate thanks to a digitally mature market (= 51 % direct bookings, 48 % OTA), strong media visibility, and existing trade structures
(ABTA, WTM). Operational friction is minimal: English fluency, short travel times (= 3 hours to Riga/Tallinn/Helsinki), and reliable infrastructure reduce overheads.
While exchange-rate volatility can affect average basket sizes, margin potential remains strong due to the region’s efficient logistics and balanced cost-to-quality
ratio. The U.K. segment’s year-round activity, sustainability awareness, and appetite for off-season and “coolcation” travel further strengthen return on
investment across all three destinations.

Japan — High Yield, High Service Cost

Japan continues to represent a premium but resource-intensive market for the New Nordic region. Japanese travelers spend the most per day (= € 150) and are
drawn to authentic, safe, and design-driven experiences. Finnair's network of 20 weekly flights between Finland and Japan ensures reliable access to Helsinki, but
onward travel to Riga or Tallinn requires additional coordination and partnerships with local DMCs. Demand is concentrated in upper-income segments, and while
visitor numbers remain lower than Western markets, their spending intensity and preference for fully packaged tours provide significant per-capita revenue.
Acquisition and operating costs are the highest of all studied markets due to language, distance, and the need for Japanese-language materials, training, and
service adaptation. Partnerships with established tour operators and cultural institutions are essential. Nevertheless, Latvia and Estonia’s competitive pricing and
compact geography help balance cost pressures, enabling multi-country premium packages centered on wellness, culture, and design. The market’s long planning
horizon and reputation for loyalty make it strategically valuable despite slower scalability.

Japan balances lower volume with exceptional per-traveler revenue and low volatility. Japanese travelers’ preference for structured, high-service itineraries creates
reliable margins when distributed across multi-country packages. Although service adaptation and relationship-building require investment, the return is high due
to strong loyalty and predictable booking cycles through trusted intermediaries. The inclusion of Estonia and Latvia in itineraries further increases profitability by
diversifying price levels and lowering overall delivery costs.
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Comparative View
""""""""" Market | Revenue Potential (voljspend) |  CAC & Channel Structure | Operational Friction | Profitability |
United Kingdom High (volume T, budgets high) Higher (advisor/consortia) Low—moderf]tueb()Eninsh, HEL 4]5
"""""" United States | High (record volumes, strong €/day) | Lower (direct/OTA mix) ~ Low (short-haul, English) | 4/5
Japan Moderate (Vt?llJL;/neqres)i) premium Higher (agent-led, localization) Moderatlea;;\igge(;listance, 3.8/5
Biiespretation 0202020200200

The United States and Japan together represent the long-haul growth axis of the New Nordic region. The U.S. provides scale and diversity, while Japan delivers
high yield and cross-country cohesion through structured, premium travel behavior. The United Kingdom remains commercially strong and easy to access, but its
growth outlook is flatter. Japan’s trajectory, combined with the region’s strong cultural fit and expanding flight network, makes it a cornerstone for the next phase
of regional market development.

Strategic Takeaways

1.Prioritize the U.S. and U.K. for ROI — Sustain B2B engagement in the U.S. through advisor networks and digital performance campaigns; scale direct digital
conversion in the U.K.

2.Use regional complementarity — Leverage Finland’s air connectivity with the Baltics’ cost advantages to enhance package profitability.

3.Position Japan as a curated premium lane — Develop high-touch, all-inclusive products through trusted Japanese intermediaries to protect margins despite
high acquisition costs.

4.Control margin levers region-wide — Standardize cross-border operations, optimize distribution spend, and invest selectively in language and service
adaptation where yield justifies it.



TARGET MARKE
ANALYSIS:
USA




UNITED STATES AS A TARGET MARKET

The case for the US market

The United States presents the strongest growth momentum and revenue
potential within the New Nordic portfolio. It combines high purchasing
power with sustained demand for nature, wellness, and experiential travel
— all central to the region’s value proposition. The market recorded
445,100 overnights in Finland in 2024 (+16% YoY), and forward data from
Saimaa and the Baltics confirm double-digit growth continuing into 2025.
U.S. travelers average 8.6 nights per trip and spend €111/day, indicating
perfect alignment with the multi-country “loop” model. Air access is
robust, with daily Finnair direct flights from major U.S. hubs and excellent
onward connectivity through Helsinki to Riga, Tallinn, and Saimaa.
Distribution channels are mature and diversified: roughly half of bookings
still occur through travel advisors and consortia (e.g., Virtuoso, Signature,
AMEX FHR), while digital booking competence is high. Sustainability
awareness is strong — 74% express concern over overtourism — and
authenticity, culture, and nature rank among top motivators. The market’s
scale, yield, and structural fit make it a core investment destination for the
next strategic phase.

The case against the US market

The U.S. is resource-intensive to operate in. Customer acquisition costs are
the highest of all studied markets, driven by the necessity of maintaining
visibility in a vast, competitive landscape dominated by other premium
destinations (eg. Italy, Iceland, Portugal). Entering or maintaining presence
in the advisor and consortia ecosystem requires continuous investment in
B2B sales and brand building. Geopolitical perception remains a manageable
but real challenge: some American travelers remain sensitive to Finland’s
proximity to Russia, though NATO membership has eased concerns.
Seasonality and distance impose additional constraints; marketing must
emphasize reliability and safety to counterbalance perceived remoteness.
Finally, as sustainability becomes mainstream, high-end consumers expect
evidence-based responsibility — a challenge for destinations that rely on
aviation. While these barriers are surmountable, they elevate entry and
maintenance costs, demanding coordinated regional strategy rather than
fragmented promotion.



KEY DIFFERENTATIORS

#1 — Structural Fit with Long-Stay
Travel

The U.S. market’s trip length (8—9 days) and
multi-destination appetite make it the best fit for
the New Nordic loop concept. Americans commonly
combine Finland with the Baltics in a single
itinerary, maximizing cultural and natural diversity.
The long-haul structure allows for higher yield per
trip and supports premium pricing on guided
experiences, overnights, and transfers. This
structural compatibility provides a natural
foundation for joint regional product packaging.

#2 — High Experience Value
Orientation

U.S. travelers show a strong propensity to pay for
convenience and guided authenticity. In the
spending matrix, the U.S. scored 4.3/5 on
willingness to invest in premium experiences, even
when daily spend equals the UK. Qualitative
evidence confirms readiness to purchase private
tours, curated small-group programs, and culinary
or wellness add-ons. This consumer mindset
enables consistent upselling of “value density”
rather than sheer volume, improving unit
profitability.

#3 — Sustainability and Trust
Alignment

The American high-end segment increasingly
equates luxury with authenticity, sustainability, and
social value. Over 40% consider a hotel’s
sustainability credentials when booking, and nearly
three—-quarters actively avoid overtouristed areas.
The New Nordic region — with its cleanliness,
space, and ecological reputation — fits this moral
geography perfectly. Regional marketing can thus
frame sustainability not as restriction, but as
aspirational differentiation, leveraging Finland’s
global leadership in wellbeing and happiness
indices.



PRIORITY TRAVELER SEGMENTS

High-End Individual Traveler

Profile & Behavior: American high-end travelers are typically 40—65 years
old, affluent, and well-educated couples or families based in large
metropolitan areas such as New York, Los Angeles, and Boston. They travel
internationally once or twice per year, with trips lasting around nine days
on average. Their key motivations are cultural discovery, relaxation in
nature, and light adventure with a strong emphasis on comfort and service
quality. They prefer multi-country itineraries that combine scenic beauty
with cultural authenticity and are increasingly drawn to responsible,
wellness-oriented travel. Bookings are planned far in advance—commonly
six to twelve months prior—and sourced through a mix of OTAs, direct
digital channels, and luxury travel advisors.

Expectations & Fit: American travelers expect seamless itineraries, well-
defined structure, and attentive service. They appreciate fluent English-
speaking guides, high accommodation standards, and efficient transfers
between destinations. Daily spending averages around €110—125, and
willingness to pay for reliability and convenience is high. Helsinki functions
as an effective entry hub for connections to Riga, Tallinn, and Saimaa.
Sustainability and safety strongly influence travel decisions, aligning well
with the New Nordic region’s positioning as clean, calm, and authentic. The
segment’s long-stay potential and purchasing power make it a strategic
anchor for premium individual travel.

Group & Corporate Traveler

Profile & Behavior: U.S. group travelers are typically 40—70 years old and
include small leisure groups, incentive travelers, and corporate clusters such
as executives or professional associations. Group sizes are usually 2—10
people, managed through DMCs or high-end tour operators. Trips are often
tailor-made, lasting five to eight days, with motivations centered on
cultural immersion, comfort, and smooth logistics. Corporate and special-
interest groups value structured programming, convenience, and curated
itineraries that require minimal on-site planning.

Expectations & Fit: Expectations focus on professional coordination, safety,
and service exclusivity. Private transportation, local guides, and cohesive
scheduling are essential. Group travelers rely fully on travel agents and
expect prompt communication, reliable partners, and transparent pricing.
High-standard accommodation and premium experiences—such as sauna
rituals, guided cultural excursions, and fine dining—are expected
throughout. Helsinki’s strong connectivity supports multi-destination
routing through Riga and Tallinn. This segment is smaller in scale but
commercially efficient due to high margins and strong alignment with the
region’s logistical reliability and premium infrastructure.



US MARKET: EXECUTIVE SUMMARY

The United States represents a mature yet still expanding premium source market that offers
unmatched scalability and revenue potential for the New Nordic region. It combines large-scale
travel activity, long trip durations, and strong spending power with a natural alignment toward
nature, authenticity, and wellness—core values of the region’s brand identity. Direct flights,
cultural compatibility, and growing awareness through B2B partnerships have transformed the
U.S. into one of the most accessible long-haul markets for the region.

However, profitability hinges on continuous engagement. The U.S. market demands strategic
patience and investment intensity: success depends on trade relationships, ongoing narrative- ’
driven marketing, and consistent product visibility in both B2B and digital ecosystems. Yet the "
payoff is substantial: Americans seek destinations that feel both exclusive and emotionally
grounding—precisely what Finland, Estonia, and Latvia collectively offer. The U.S. traveler is
willing to invest in transformation, not transaction, and the New Nordic region’s balance of safety,
serenity, and sophistication directly answers that call.

In strategic terms, the U.S. should be treated as the anchor market for premium growth, setting
the standard for high-value, experience-driven, and sustainability-aligned travel to the region.
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UNITED KINGDOM AS A TARGET MARKET

The case for the UK market

The United Kingdom represents the most mature and accessible market for
the New Nordic region. It combines short travel distances, frequent flight
connections, strong digital booking culture, and high familiarity with
Northern Europe. In 2024, the UK became Finland’s second-largest source
market, reaching an all-time record in overnights (+7.2% year-on-year)
and showing parallel recovery in Estonia and Latvia. British travelers are
drawn to nature, safety, culture, and authenticity, with Finland and Estonia
already well-established in public perception and Latvia gaining recognition
through PR exposure and competitive city-break pricing. Connectivity is
exceptional: dozens of direct flights each week connect London,
Manchester, and Edinburgh to Helsinki, Tallinn, and Riga—often for under
£100.

Spending patterns are robust: British travelers rank among Finland’s top
per-day spenders and show willingness to pay for comfort, convenience,
and curated experiences. The market’s digital maturity—where 51% of
bookings are made directly and 48% via OTAs—keeps customer acquisition
costs low compared to the U.S. Meanwhile, sustainability awareness and
interest in “slow travel” are growing rapidly, with 30% of travelers
considering environmental impact at booking. The UK’s proximity, brand
familiarity, and consumer sophistication make it the most accessible and
commercially efficient of all three studied markets.

The case against the UK market

Despite its maturity and accessibility, the UK market presents limited
growth headroom compared with emerging long-haul markets. Awareness
is already high, which narrows the opportunity for rapid expansion;
competition for consumer attention is fierce, and differentiation among
Nordic and Baltic destinations remains challenging. Economic uncertainty
and the weak pound continue to influence spending confidence—especially
in high-season pricing contexts where the Nordic region is perceived as
expensive. While British travelers are willing to pay for quality, they also
demand transparency and tangible value. This necessitates careful product
framing that highlights “luxury through authenticity” rather than pure
opulence. Moreover, while digital reach is excellent, media saturation and
short attention cycles require sustained investment in storytelling to
maintain share of mind.

In operational terms, the high frequency of travel means lower emotional
exclusivity—visitors are often repeaters seeking novelty rather than first-
timers in awe. To convert high intent into premium yield, the New Nordic
region must elevate its narrative: from “safe and affordable” to
“transformative and meaningful.” Otherwise, familiarity risks becoming
complacency.



KEY DIFFERENTATIORS

#1 — Seamless Accessibility and
Travel Ease

Accessibility is the UK’s defining advantage. Flight
times of 3—3.5 hours connect Britain directly to all
major New Nordic gateways, and frequent services
by Finnair, British Airways, airBaltic, Ryanair, and
Norwegian ensure competitive fares and strong
capacity. This accessibility makes multi-destination
travel easy, supporting short or medium-length
stays and enabling year-round visitation. The
proximity also encourages repeat travel and diverse
segmentation—from city breaks and cultural
escapes to wellness and nature retreats. In short,
the UK’s infrastructure and geographic closeness
eliminate friction, turning the New Nordic region
into a “near adventure”: novel yet effortless to
reach.

#2 — Cultural Affinity and Digital
Booking Efficiency

Cultural familiarity and language alignment make
the UK an exceptionally low-friction market for
operators. English fluency across the region allows
for seamless communication and marketing
localization, while British consumers’ digital
proficiency drives efficient direct-to-consumer
sales. The strong OTA ecosystem and trust in online
reviews make conversion straightforward.
Moreover, high awareness of Northern Europe
through education, media, and travel history
reduces the need for market “education” —
allowing marketing to focus on experience depth
rather than basic introduction. This efficiency
lowers CAC and enhances ROI, making the UK one
of the easiest markets in Europe to maintain with
sustained digital visibility and light-touch trade
support.

#3 — Mature Sustainability Mindset
and Authenticity Demand

British travelers increasingly integrate responsibility
into their purchase decisions, but they expect
clarity, credibility, and communication. Surveys
show that 13% already act on sustainability
considerations at the point of booking, a figure
growing annually. They are also among the world’s
most informed audiences about overtourism and
ethical travel. The New Nordic region’s low-density
nature, wellbeing emphasis, and small-scale
experiences align directly with these priorities.
British travelers appreciate “affordable
authenticity” —local food, craft, and storytelling—
which position the region as Europe’s most credible
“calm and clean” alternative to mainstream holiday
routes. By emphasizing transparency, visible local
benefit, and slow-season offerings, the region can
strengthen its appeal as a responsible yet enriching
destination.



PRIORITY TRAVELER SEGMENTS

High-End Individual Traveler

Profile & Behavior: British high-end travelers are 35—65 years old, well-
educated urban professionals or families mainly from London, Manchester,
and Edinburgh. They travel frequently within Europe for short stays of five
to six days, motivated by culture, gastronomy, and relaxation in a clean,
safe environment. They value comfort, good food, and aesthetics, and favor
short-haul destinations reachable by direct flights. British travelers are
highly digital in behavior—roughly half book directly with airlines or hotels,
and another half use OTAs, while a smaller share uses specialized luxury
agents.

Expectations & Fit: British travelers look for “affordable luxury”: authentic,
design-driven experiences with visible value. They expect clean, high-
quality accommodation and effortless logistics. Culinary experiences, local
culture, and wellness are growing motivators, though time limitations
require compact itineraries. Daily spending is moderate but consistent, and
travel frequency compensates for shorter duration. Excellent air access from
the UK to Helsinki, Riga, and Tallinn supports multi-stop itineraries.
Sustainability expectations are strong but pragmatic—travelers want
transparency rather than campaigns. This segment is dependable, easily
reachable, and aligned with the region’s comfort-oriented cultural
offerings.

Group & Corporate Traveler

Profile & Behavior: British group travelers are typically 40—70 years old
and include corporate incentive groups, associations, and small leisure
collectives of friends or families. They favor organized, all-inclusive
packages arranged through tour operators and DMCs. Trips are shorter than
American equivalents—often four to six days—but frequent, with interest
focused on European city combinations. Main motivations are culture,
convenience, and social experience within a structured itinerary.

Expectations & Fit: These travelers expect ready-made programs, private
transfers, and English-speaking guides. They value safety, predictability,
and the ability to cover multiple highlights efficiently. High-end DMCs are
key partners for delivering consistent service quality across borders.
Accommodation and dining must meet international standards even in
smaller towns. Connectivity from London and regional airports enables
flexible routing. The segment is well suited for premium group travel and
corporate incentives, with low logistical barriers and high repeat potential,
though overall spending per trip is moderate.



UK MARKET: EXECUTIVE SUMMARY

The United Kingdom remains the most stable, accessible, and cost-efficient market within the
New Nordic portfolio. It delivers reliable year-round demand, high traveller volumes, and strong
digital reach at moderate acquisition costs. Its maturity and proximity make it operationally low-
risk and commercially sustainable, supporting repeat visitation and diversified segmentation—
from couples and families to wellness and culture travellers. In this sense, the UK continues to
form the commercial backbone of European demand for the region.

Strategically, however, the market’s challenge lies in renewal rather than discovery. Awareness of
Finland, Estonia, and Latvia is already high, and future growth depends on refreshing perceptions
through emotional storytelling, thematic experiences, and responsibility-driven narratives that
resonate with the UK audience’s preference for authenticity and wellbeing.

In comparative terms, the UK represents a short-haul, single-destination—oriented market, well-
suited for steady volume but less aligned with the region’s emerging multi-country model. While
long-haul markets such as the United States and Japan seek extended, cross-border journeys,
British travellers typically favour shorter, more focused trips.

Thus, in strategic balance, the UK should be positioned as the core European performance
market- a reliable, efficient, and reputation-building base that sustains visibility and revenue,
while allowing the New Nordic region to direct its long-term growth investment toward high-
yield, long-haul markets such as the U.S. and Japan.







‘ JAPAN AS A TARGET MARKET

The case for the Japanese market

Japan stands out as a high-vyield, high-quality niche market with strong
emotional alignment to the New Nordic region’s core values: serenity,
safety, design, and harmony with nature. Japanese travelers perceive
Finland—and by extension, Estonia and Latvia—as safe, clean, and
aesthetically refined destinations. Awareness of Finland is exceptionally
strong thanks to iconic cultural touchpoints like Moomins, Marimekko,
sauna, and Lapland, which have built an enduring emotional bridge between
the two nations. Travel behavior reflects this affinity: Japanese travelers
spend the most per day (€148) among the studied markets and display high
expectations for service quality and attention to detail.

While market entry requires time and investment, Japan’s travelers offer
unmatched stability, spending power, and cultural alignment. With well-
developed air connectivity and growing curiosity about Northern Europe’s
design and wellbeing themes, Japan represents the most dynamic long-haul
growth market for the New Nordic region. Multi-country programs
anchored in Finland and extended through Estonia and Latvia meet Japan’s
travel logic perfectly — structured, diverse, and authentically premium.

The case against the Japanese market

Japan’s potential comes with notable structural constraints. The weak yen
remains the single greatest barrier, significantly increasing the cost of
long-haul travel and reducing volume from price-sensitive segments.
Consequently, demand is concentrated among upper-income travelers for
whom Europe represents a “once-in-a-lifetime” or “special occasion”
journey. Flight duration—roughly 13—17 hours each way—adds to fatigue
and limits repeat visitation. While awareness of Finland is strong,
knowledge of Estonia and Latvia remains minimal, confined mainly to niche
audiences (classical music enthusiasts, anime fans, and cultural
connoisseurs). Overcoming this requires long-term co-branding and cross-
promotion within the established Finnish narrative, as independent Baltic
branding in Japan remains inefficient.

Culturally, Japanese travelers are risk-averse and rely heavily on established
travel intermediaries. Over 80% of bookings for long-haul travel occur
through major agencies such as JTB, HIS, and KNT, making direct digital
marketing less effective. Partnerships with these operators can open access
to high-spending clients, but relationship-building is slow and resource-
intensive. In short, Japan offers excellent per-visitor profitability but low
scalability and high operational cost, demanding patience, localization, and
exceptional consistency to maintain market presence.



COMPARATIVE JAPANESE MARKET SCENARIOS FOR 2030

_____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Average annual Japanese . Total visitor spending
growth .overnights (2030): (€ million) '

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

. A. Minimum / A steady recovery following global travel normalisation, supported by slightly
. Organic recovery improved flight connections. Reaches roughly 1.5—2 times today’s level.

_____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

: | : : i Achieves a similar market penetration as eg. Norway or Denmark today by 2030. |
B. Nordic parity 15% § = 45,000 § = 6.8 § Requires stronger cooperation with Japanese travel agencies and smooth
| : | : | connections between Helsinki, Riga, and Tallinn.

1
.............................................................................................................................................................................................................................................................................................
1

C. Targeted . A strong growth path driven by active promotion and product development. If
investment / | § § . realised, the region would capture about 5—7% of the Japanese volume currently
; 25% ; = 74,000 ; = 11.1 L e » 1 : -
German ; ; ; . visiting Germany (x700,000), which is ambitious but realistic with the right
benchmark i i i partnerships and air links.

A practical reading of these scenarios is that Japan’s upside is driven less by raw volume and more by high-yield, trade-led multi-country programs. Scenario A
(=34.5k overnights; €5.2m spend) follows organic recovery and modest air-capacity gains—useful for maintaining presence but insufficient to shift regional share.
Scenario B (=45k; €6.8m) becomes attainable by formalizing co-marketing with major Japanese agencies (JTB/HIS/KNT) and guaranteeing same-day HEL—RIX—
TLL connectivity, bringing New Nordic toward Denmark/Norway parity by 2030. Scenario C (274k; €11.1m) requires targeted investment: Japanese-language assets,
year-round sauna/wellbeing + design routes spanning Finland—Estonia—Latvia, and a measurable B2B pipeline (DMC/TO contracts, allotments, series departures).
The commercial logic is clear: each step up the ladder is unlocked by structured packaging, predictable air links, and relationship management, converting Japan’s

long-haul trips into longer stays, higher basket sizes, and repeatable group business.



KEY DIFFERENTATIORS

#1 — Emotional and Aesthetic
Synergy

Japan’s fascination with Finnish and Nordic
aesthetics forms the foundation of its appeal. The
shared values of minimalism, harmony,
craftsmanship, and calmness create a deep cultural
resonance. Finnish sauna, wooden architecture,
design, and nature are perceived not just as
attractions but as philosophies of living—mirroring
Japan’s own ideals of balance and purity. This
emotional congruence makes New Nordic
destinations exceptionally well-suited for
storytelling that emphasizes sensory quality,
emotional renewal, and the artistry of everyday life.
For Japanese travelers, these destinations are
“spiritual opposites” of urban overstimulation—
places where one can breathe, reflect, and
reconnect.

#2 — Premium Spending and Quality
Orientation

Japanese travelers have the highest daily
expenditure among the studied markets and a
strong preference for structured, service-intensive
itineraries. They value predictability,
professionalism, and comfort—attributes that
translate directly into willingness to pay for quality.
Whether through guided cultural programs, private
transport, or design-forward accommodation,
Japan’s travelers associate premium price with
emotional assurance. This spending pattern is not
luxury for luxury’s sake; it’s a cultural manifestation
of trust and reliability. For the New Nordic region,
this means that yield per visitor can exceed Western
benchmarks if service quality, precision, and
communication are meticulously maintained.

#3 — Cultural Trust, Safety, and
Sustainability Alighment

Japan is a society deeply attuned to safety, order,
and environmental respect—all areas where the
New Nordic region excels. Finland’s and the Baltics’
reputation for cleanliness, quietness, and low crime
aligns seamlessly with Japanese risk-avoidance
tendencies. Additionally, 53% of Japanese travelers
express a desire to travel sustainably, though they
expect operators to facilitate that choice through
curated, visible measures such as eco-certified
accommodations or low-impact transfers. The
combination of perceived moral quality and physical
safety creates a sense of psychological security—a
critical factor for the Japanese traveler’s decision-
making process. For Japan, sustainability is not
activism; it’s graceful responsibility, best conveyed
through aesthetic and emotional subtlety rather
than slogans.



PRIORITY TRAVELER SEGMENTS

High-End Individual Traveler

Profile & Behavior: Japanese high-end travelers are 30—60 years old,
educated, and affluent couples or small groups seeking organized, serene,
and aesthetically coherent experiences. They typically travel abroad once a
year for four to five days, preferring calm destinations with cultural and
design depth. Motivations include culture, wellness (especially sauna and
nature), and culinary discovery. Travel planning begins months in advance,

often managed entirely by trusted Japanese tour operators or DMC partners.

Independent digital booking remains limited, and preference for
prearranged packages dominates.

Expectations & Fit: Precision, cleanliness, and hospitality define
expectations. Japanese travelers favor guided programs with predictable
schedules and Japanese-language or fluent English assistance. They are
willing to pay for assurance, quality, and friction-free travel, with average
daily spending around €140—150. Long flight times and the weak yen
constrain market size but not spending per visitor. Sustainability resonates
when integrated seamlessly into service quality. The New Nordic region’s
calmness, order, and design sensibility make it a near-perfect cultural fit
for this segment, though awareness of Estonia and Latvia must grow
through Finnish-led itineraries.

Group & Corporate Traveler

Profile & Behavior: Japanese group travelers, typically aged 30—65, consist
of small premium groups (5—10 people) organized through established tour
operators and corporate agencies. Groups often include professionals,
associations, or affluent retirees. Travel duration averages four to six days,
with itineraries combining cultural experiences, scenic highlights, and
wellness elements. All arrangements—flights, hotels, guides, and meals—
are pre-booked, and communication is handled entirely through the DMC
or operator network.

Expectations & Fit: These groups demand meticulous planning, Japanese-
language support, and guaranteed service reliability. Programs must be
highly structured, with clear timing, quality assurance, and concierge-level
coordination. Willingness to pay for convenience and risk reduction is high,
reflected in premium pricing tolerance. Helsinki’s strong air links with Tokyo
make it the main gateway for further Baltic travel. The segment is limited
in volume but exceptionally profitable, with clear alighnment between
Japanese expectations for safety, harmony, and refinement and the New
Nordic region’s identity as a tranquil, design-conscious destination.



‘ JAPANESE MARKET: EXECUTIVE SUMMARY

Japan represents a strategic premium market within the New Nordic — a high-vyield, brand-
elevating segment that complements the region’s broader long-haul strategy. Japanese travellers
combine exceptional spending power, cultural curiosity, and appreciation for quality, making them
ideally suited for the region’s quiet luxury, wellbeing, and design-led experiences. The Finland-led
entry route provides a natural foundation for integrated multi-country itineraries, enabling
Estonia and Latvia to gain visibility within an already positive Nordic narrative.

While activation requires long-term commitment, relationship-building and cultural literacy are
central to success. Market access depends on trust-based collaboration with key Japanese travel
agencies, and communication must emphasize peace, craftsmanship, and emotional precision
rather than volume or price. The long travel distance and language adaptation needs add
complexity but also reinforce loyalty and long-term value once partnerships are established.

Strategically, Japan can evolve from a boutique niche into the second key long-haul market
alongside the United States. It delivers the highest per-visitor yield, strong alighnment with the
region’s wellbeing and cultural values, and a natural preference for guided, multi-country travel
that spans Finland, Estonia, and Latvia. Japan’s long-haul behavior — fewer trips but deeper
experiences — supports the New Nordic region’s vision of connected, high-quality tourism
development across borders.

In this context, Japan should be positioned as a high-vyield, brand-building market that enhances
both profitability and prestige. By investing steadily and authentically in trade cooperation,
product development, and Japanese-language visibility, the New Nordic region can secure durable
growth and strengthen its global image as a harmonious, refined, and culturally resonant
destination cluster.
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CONCLUSIONS



CONCLUSIONS

The comparative analysis shows that the New Nordic region’s best near- and mid-term opportunities lie in the long-haul segment, led by the United States and
Japan. Both markets combine traveler quality, premium spending, and a strong affinity with the region’s core values—authenticity, nature, and wellbeing—while
offering complementary paths to growth.

The United States remains the anchor for scale and premium growth: large demand, longer stays, and high receptivity to experience-driven narratives make it the
most dependable driver of revenue and visibility. Japan is the emerging high-yield counterpart. Although smaller in volume, it delivers the highest daily spend and
a clear preference for curated, guided, multi-country itineraries—naturally linking Finland, Estonia, and Latvia under one cohesive story. This long-haul behavior
translates into strong profitability and brand value for the region as a whole.

The United Kingdom continues to perform as a short-haul, volume-driven market with excellent accessibility and year-round reliability. Its growth headroom in
the premium, experience-led segment is more limited, and trips tend to be shorter and single-country. It remains commercially important, but its role is best
described as supportive rather than strategic.

The strategic distinction is clear: short-haul markets provide stability and access, while long-haul markets seek immersive, multi-country journeys that deliver
depth, variety, and emotional coherence—the essence of the New Nordic proposition. Priorities therefore are:

1.consolidate the U.S. as the anchor for scale, visibility, and premium growth;

2.build Japan patiently as a high-yield, brand-enhancing market through trade cooperation, cultural alignment, and curated cross-border routes;

3.leverage the U.K. as a stable performance market that supports awareness and seasonal balance in Europe.

Together, the U.S. and Japan form a balanced long-haul portfolio—one providing reach and revenue, the other prestige and refinement—strengthening the New
Nordic’s position as a coherent, high-value destination cluster united by nature, wellbeing, and cultural authenticity.
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Study “Travelers’ Perceptions of Latvia as a Travel Destination
in Priority Tourism Markets — United Kingdom (Nr. LIAA
2022/37ERAF)

USA-market dataset (LIAA)

DMC-survey Oct 2025

Interviews with Visit Finland target market representatives
USA, UK and Japan in October 2025

Expert contribution: Mr. Seigo Matsushita

7. Responsibility and Sustainability

Visit Finland taget market data and presentations
DMC-survey Oct 2025

Interviews with Visit Finland target market representatives
USA, UK and Japan in October 2025

Booking.com research 2024

Global Newswire 2024

ABTA's Holiday Habits 2024 —25

Expedia’s Traveler Value Index 2025

Tripadvisor 2024

8. Risks

Global Rescue: Travel Safety and Sentiment Survey 2025
Vacation Confidence Index: assessing the Travel Industry
activity

Europ Assistance: Holiday Barometer 2025

Changes to Entry Requirements for Travel to the UK and EU |
Office of Global Services | Georgetown University

Visit Finland taget market data and presentations

Study “Travelers’ Perceptions of Latvia as a Travel Destination
in Priority Tourism Markets — United Kingdom (Nr. LIAA
2022/37ERAF)

USA-market dataset (LIAA)

DMC-survey Oct 2025

Interviews with Visit Finland target market representatives
USA, UK and Japan in October 2025

Expert contribution: Mr. Seigo Matsushita

9. Profitability

Visit Finland — Rudolf statistical database

Finland National Travel Expenditure Survey (2024)

Statistics Estonia (2023—Jul 2025)

Tourism Onepager — Tourism in Estonia (Tableau)

Central Statistical Bureau of Latvia (CSB)

Japan National Tourism Organization (JNTO)

JTB Tourism Research & Consulting Co

Japan tourism agency

Global Web Index GWI — FlowHouse licence

Visit Finland taget market data and presentations

Study “Travelers’ Perceptions of Latvia as a Travel Destination
in Priority Tourism Markets — United Kingdom (Nr. LIAA
2022/37ERAF)

USA-market dataset (LIAA)

DMC-survey Oct 2025

Interviews with Visit Finland target market representatives
USA, UK and Japan in October 2025

Expert contribution: Mr. Timo Rissanen (Port Experience), Mr.
Seigo Matsushita



flowhouse



