
Digitaalinen asiakaspolku ja kohtaamispisteet

Käytetyimmät digitaaliset kanavat Saksassa



VISIT-sivustot

VISIT-sivustot

VISIT-sivustot

VISIT-sivustot

Digitaalinen asiakaspolku



85% FIT asiakkaista varaa palvelun / tuotteen 
vasta matkakohteessa

FIT = Fully Independent Traveller = yksilönä 
matkaileva



Matkailun digitaalinen jakelukartta
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Monikanavaisuus markkinoinnissa
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Google Ads 
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OMA MEDIA LAINATTU MEDIA

ANSAITTU MEDIA OSTETTU MEDIA



1. PANOSTA OMAAN MEDIAAN eli 
KOTISIVUIHIN



2. TUNNISTA ASIAKKAN POLKU

• Tiedätkö mistä asiakkaasi polku 
lähtee ja minne se päättyy?

• Miten ja mistä asiakkaat etsivät 
tietoa yrityksesi palveluista ja 
tuotteista?

1

3

Ota käyttöön Google GA4, Snoobi, Matomo 

tai jokin muu analytiikkaohjelma kotisivujen 

ja verkkokaupan kävijäliikenteen seurantaan.



3. KESKITY INBOUND –MARKKINOINTIIN 
(NATIIVIMARKKINOINTI)





Hakukonemainonta

(Google Ads)

Somemainonta 

(Facebook, Instagram, 

TikTok, Linkedin, jne.)

Display-mainonta

(bannerit)

Videomainonta

(YouTube)
Natiivimainonta Affiliatemainonta

OSTETTU MEDIA



OSTETTU MEDIA



OMA MEDIA LAINATTU MEDIA

ANSAITTU MEDIA OSTETTU MEDIA



Kasvu johtuu osittain sukupolvien eroista ja ikäluokista, 
jotka vaativat digitaalista ostettavuutta ja palvelua
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• Milleniaalit (1981-1995) ja Zetat (1996-2014) ovat merkittävässä

roolissa tulevaisuuden matkailun markkinassa

• Social creator eli Zeta on ensimmäinen täysin diginatiivi 

sukupolvi

• Zetat ovat kasvaneet tekniikan ympäröimänä, eivätkä eivät tunne

maailmaa ennen älypuhelimia ja nettiä

• Zetat eivät halua tulla määritellyksi perinteisiin muotteihin

• Diversiteetti eli moninaisuus on keskeinen arvo, ja heille on tärkeää 

päästä toteuttamaan itseään

• He luottavat enemmän vertaisiinsa kuin markkinoijaan

• Valtaosa on ostanut jotain somevaikuttajan suosituksesta, ja jopa 92 

% suosii ystävien käyttämiä brändejä

• Lapsuuden perheeltä periytyy seuraaville sukupolville tyypillisesti

muutamia brändejä

• Globaalilla Z-sukupolvella on rajaton määrä brändejä 

ulottuvillaan

• Jos tuote ei ole saatavilla verkossa, sitä ei ole olemassa 1



Zetat

0

• 90 %  Zetoista käyttää sosiaalista mediaa 

inspiraation lähteenä: uudet trendit ja elämykset 

kiinnostavat

• 68% lukee vähintään 3 arvostelua ennen 

kommentointia/reagointia

• 28% varaa palvelun / matkat, jos sitä on suositellut

jokin vaikuttaja

• 82% Zetoista luottaa enemmän yrityksiin, jotka 

näyttävät todellisten asiakkaiden tekemää sisältöä

• 61% on kiinnostunut kohteista, joita esitellään

aktiviteetteihin perustuen

• 52% tekee päätöksen kohteesta kuvien perusteella

2

• 95% haluaa tehdä varauksen älypuhelimellaan

• Huom! Aasian markkina

• 76 %  ei tee varausta, jos varaus pitää tehdä 

puhelimitse tai sähköpostitse

• 70% tutustuu matkakohteeseen älypuhelimellaan

https://www.roller.software/blog/

http://www.roller.software/blog/




OMA MEDIA LAINATTU MEDIA

ANSAITTU MEDIA OSTETTU MEDIA



Visit Finlandin suosittelemat 
Online -jakelukanavat



s



Global tr·avel brands are likely to,be the main winners and continue to dominate in the 

future

SIMON'+:
KOCHER

Most popular travel and tourism,websites worldwide - March 2023

Number of visits (in,millio,ns),
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Key observations:

• Booking.com  remains

the most dominant travel

website gJobally

• The number of visits to

booking.com was aver 3x

[arger than the 2nd ranked

site, Tripadvisor

• Quality of content supplied

to OTAs is very ilmportant to

inspire and engage with

new customers

54

i

lo the

Guidebook We
w;u discuss

these vendors
n more detail

Sourc& Slamta - Oni1r1B bawl suri.ey

SllllOll-Kuc  r I ViSII Finland Internal Guidebook Launch - 31 May 2023 B
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Jakelukanavaoppaat 

markkina-alueittain
France

Germany

Italy 

Netherlands 

Spain 

Sweden

United Kingdom

United States

China 

India

Japan



"The Big Four"
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Matkailualan suurimmat toimijat omistavat suurimman osan käytetyimmistä 
ja tunnetuimmista digitaalisista jakelukanavista ja brändeistä

Booking Holdings Inc. Expedia Group Airbnb Inc. Tripadvisor

Booking Holdings Inc. brändejä mm.

▪ Booking.com
▪ Priceline
▪ Agoda
▪ Rentalcars.com
▪ Kayak
▪ Rocketmiles
▪ Fareharbor
▪ Hotelscombined
▪ Cheapflights
▪ Momondo

Revenue: ~17 B USD

Expedia Group brändejä mm.

▪ Expedia
▪ Hotels.com
▪ Vrbo
▪ Travelocity
▪ Hotwire
▪ Orbitz
▪ Ebookers
▪ Cheaptickets
▪ CarRentals
▪ Expedia Cruises
▪ Trivago
▪ FeWo Direkt

Airbnb Inc.brändejä mm.

▪ Airbnb
▪ Hoteltonight
▪ Luxury Retreats

Revenue: 5.99 B USD

Tripadvisor brändejä mm.

▪ Tripadvisor
▪ Viator
▪ Oyster
▪ Jetsetter
▪ Cruise Critic
▪ Seat Guru
▪ FlipKey
▪ Holiday Lettings
▪ Reco Trip Designers
▪ Bokun

Revenue: 902 M USD

Revenue: 8.6 B USD

Booking.com, Airbnb, Tripadvisor, Expedia, Agoda, Hotels.com, Vrbo ja Kayak kuuluvat 

kävijämääriltään globaalisti TOP 20 matkailualan suurimpien verkkosivustojen joukkoon
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Majoitus

Merkittävimmät jakelukanavat markkina-alueittain

Rank France Germany Italy Netherlands Spain Sweden UK USA

1

OTAs

4.00

OTAs

4.25

Travel Aggregators

4.00

Travel Aggregators

4.00

Travel Aggregators

3.75

OTAs

3.75

OTAs

4.25

OTAs

4.25

2

Travel Aggregators

3.75

Travel Aggregators

3.75

OTAs

3.50

OTAs

3.50

OTAs

3.50

Travel Aggregators

3.50

Travel Aggregators

4.00

Travel Aggregators

4.00

3

Search Engines

3.25

Search Engines

3.00

Search Engines

3.25

Search Engines

3.50

Search Engines

3.25

Search Engines

3.25

Search Engines

3.25

GDS

3.00

4

Social Media

2.75

Social Media

2.50

Social Media

2.75

Social Media

3.00

Social Media

2.50

Social Media

2.75

Social Media

2.75

Search Engines

3.00

5

GDS

2.25

GDS

2.00

GDS

2.00

GDS

1.75

Bedbanks

2.00

Online TourOperators

2.25

GDS

2.25

Social Media

2.50

6

Online Tour Operators

1.75

Online Tour Operators

1.75

Online Tour Operators

1.75

Bedbanks

1.50

GDS

2.00

GDS

2.00

Bedbanks

1.50

Online Tour Operators

2.00

7

Bedbanks

1.50

Bedbanks

1.50

Bedbanks

1.75

Online Tour Operators

1.25

Online Tour Operators

1.75

Bedbanks

1.75

Online Tour Operators

1.25

Bedbanks

1.75

Simon-Kucher | Visit Finland Internal Guidebook Launch - 31 May 2023



Rank France Germany Italy Netherlands Spain Sweden UK USA

Hotels:

1

Booking.com

4.25

Booking.com

4.75

Booking.com

4.42

Booking.com

4.42

Booking.com

4.17

Booking.com

4.42

Booking.com

4.67

Booking.com

4.50

2

Expedia

2.92

Expedia

3.75

Expedia

3.50

Expedia

3.42

eDreams

3.08

Expedia

3.42

Expedia

3.75

Expedia

4.33

3

Opodo

2.75

Ab-in-den-Urlaub

3.00

eDreams

3.00

Hotels.com

2.58

Expedia

3.00

Hotels.com

2.58

Hotel.com

3.41

Hotel.com

3.17

Vacation rentals:

1

Booking.com

4.25

Booking.com

4.75

Booking.com

4.42

Booking.com

4.42

Booking.com

4.17

Booking.com

4.17

Booking.com

4.67

Booking.com

4.50

2

Airbnb

4.08

Airbnb

4.17

Airbnb

3.83

Airbnb

3.83

Airbnb

4.08

Airbnb

4.08

Airbnb

3.25

Airbnb

4.42

3
Gites

2.50

HomeToGo

2.67

Casevacanza

1.33

HomeToGo

2.08

HomeToGo

1.58

vrbo

1.75

vrbo

2.67

Majoitus

Merkittävimmät OTA-kanavat markkina-alueittain

Simon-Kucher | Visit Finland Internal Guidebook Launch - 31 May 2023 34



Rank France Germany Italy Netherlands Spain Sweden UK USA

1

Google Hotels

4.92

Google Hotels

4.75

Google Hotels

4.33

Google Hotels

4.33

Google Hotels

4.33

Google Hotels

4.33

Google Hotels

4.75

Google Hotels

4.83

2

Tripadvisor

3.83

Tripadvisor

4.08

Tripadvisor

4.33

Tripadvisor

4.00

Tripadvisor

4.33

Tripadvisor

4.25

Tripadvisor

4.17

Tripadvisor

4.00

3

Skyscanner

3.58

Skyscanner

3.67

Skyscanner

3.58

Skyscanner

3.92

Skyscanner

3.92

Momondo

3.42

Momondo

3.83

Kayak

3.53

Majoitus

Merkittävimmät aggregaatit markkina-alueitain

Simon-Kucher | Visit Finland Internal Guidebook Launch - 31 May 2023 35



Aktiviteetit ja retket

Aktiviteettien ja retkien merkittävimmt myyntikanavat

Rank France Germany Italy Netherlands Spain Sweden UK USA

1

Tripadvisor

4.50

Tripadvisor

4.50

Tripadvisor

4.50

Tripadvisor

4.50

Tripadvisor

4.50

Tripadvisor

4.50

Viator

4.75

Viator

4.75

2

Viator

4.25

Viator

.4.00

Viator

.4.00

Viator

.4.50

Viator

4.25

Viator

.4.50

Tripadvisor

4.50

Tripadvisor

4.50

3

GetYourGuide

3.75

GetYourGuide

3.50

GetYourGuide

3.50

GetYourGuide

3.75

Civitatis

3.50

GetYourGuide

3.75

GetYourGuide

3.50

GetYourGuide

3.25

Simon-Kucher | Visit Finland Internal Guidebook Launch - 31 May 2023 36



37

Google Business Profile majoittajille

Google nostaa Google Business 

Profiliin tekemisen tuotteita 

varattavaksi:

• Majoitus -tuotteet voivat sisältää 

hotellityyppisten majoittajien kohde- 

esittelyn ja linkit eri varauskanaviin 

(OTAt ja oma verkkokauppa) 

maksutta

• Hotellin tietoja, hintoja ja 

varaustilannetta hallitaan Google 

yritysprofiilista: 

https://business.google.com tai 

suoraan googlen haun tai mapsin 

kautta tai varausjärjestelmään tai 

kanavanhallintaohjelmistoon 

integoidun hallinnan kautta.
Majoittajille (hotels 

toimialaluokka) Google nostaa 

oman verkkokaupan ja OTA- 

kanavat varauskanava- 

vaihtoehdoiksi, myös mainoksilla.

https://business.google.com/
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Google Business Profile ja aktiviteetit

Voit lisätä yrityksesi Google Business 

Profiliin aktiviteettituotteita 

varattavaksi:

• Aktiviteettikorttien lisääminen on 

maksutonta

• Sopii yksinkertaisesti hinnoitelluille 

tuotteille, kuten pääsyliput, 

tapahtumat, aktiviteetit (hinta /  hlö).

• Hallitse yritysprofiilisi aktiviteetteja, 

ja pääsylippuja : 

https://business.google.com tai 

suoraan googlen haun tai mapsin 

kautta

Käyntikohteille (kuten museot) 

Google nostaa myös OTA- 

kanavat varauskanava- 

vaihtoehdoiksi.
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Google Things to Do ja Google aktiviteetit

Google Things to Do avulla matkailijat voivat helposti etsiä matkakohteen 

aktiviteettien tarjontaa, sekä vertailla tuotteita, hintoja ja saatavuutta suoraan 

Googlen haussa.
Sponsored

= Tämä on mainospaikka

• OTA-kanavat (kuten Viator, 

GetYourGuide) ostavat näkyvyyttä 

aktiviteettituotteille.

• Yritys, joka on hyväksytty Google- 

partner, voi ostaa mainostilaa 

AdWordsistä omille tuotteilleen. 

Tuotteita voi nostaa AdWordsiin 

suoraan varausjärjestelmästä, kuten 

Bokun, Fareharbour (Googlen 

Connectivity partner)

Top sights in Turku:

= Tämä on hakutuloslistaus

Ilmainen hakulistaus, johon kohteen/tuotteen 

tiedot haetaan kohteiden Google 

yritysprofiilista.



40

Google Business Profile käyntikohteille

Google nostaa Google Business 

Profiliin tekemisen tuotteita 

varattavaksi:

• Tekemistä -tuotteet voivat sisältää 

retkiä, aktiviteetteja ja lippuja muihin 

paikallisiin nähtävyyksiin, jotka 

saattavat kiinnostaa matkailijoita

• Tuotteiden lisääminen on maksutonta

• Sopii yksinkertaisesti hinnoitelluille 

tuotteille, kuten pääsyliput, 

tapahtumat, aktiviteetit (hinta /  hlö)

• Tekemisen tuotteita hallitaan Google 

yritysprofiilista: 

https://business.google.com tai 

suoraan googlen haun tai mapsin 

kautta Käyntikohteille (kuten museot) 

Google nostaa myös OTA- 

kanavat varauskanava- 

vaihtoehdoiksi.

https://business.google.com/
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Google Business Profile käyntikohteille

Google nostaa Google Business 

Profiliin tekemisen tuotteita 

varattavaksi:

• Tekemistä -tuotteet voivat sisältää 

retkiä, aktiviteetteja ja lippuja muihin 

paikallisiin nähtävyyksiin, jotka 

saattavat kiinnostaa matkailijoita

• Tuotteiden lisääminen on maksutonta

• Sopii yksinkertaisesti hinnoitelluille 

tuotteille, kuten pääsyliput, 

tapahtumat, aktiviteetit (hinta /  hlö)

• Tekemisen tuotteita hallitaan Google 

yritysprofiilista: 

https://business.google.com tai 

suoraan googlen haun tai mapsin 

kautta

Koko matkailualue saa 

näkyvyyttä ja ostettavuus 

paranee. Google nostaa OTA 

kanavien Google Ads –mainoksia 

matkan suunnittelijalle.

https://business.google.com/


Google Business profiili
Google Hotel Center (majoitus) 
Things to Do Center (aktiviteetit)
Google Adwords (maksetut mainokset)

OTA –kanavayhteistyö 

Google Partner yhteistyö

Google Hotels ja GTTD 

perustana ovat

https://tables.area120.google.com/u/0/form/b-RELiLKRDN8K61LpB3_Zr/t/bDmez2tVY9VdrYQQlLpk1daYIyLcEj7A69TzjoCmI_2_9FryfJwNZOSfFgM7kzL_PV


Kanavat ja segmentit

iStock/Markus-Thoenen



GERMANY

Travel Markets
Germany 

Netherlands 

Sweden

United Kingdom

iStock/Markus-Thoenen
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Germany market
1. Market Overview

2. Accommodation segment

Digital landscape 

Digital channels

3. Activities & Attractions segment

1.4. CatalogueGERMANY

iStock/Markus-Thoenen
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Germany market

GERMANY

1. Market Overview

2. Accommodation segment

Digital landscape 

Digital channels

3. Activities & Attractions segment

1.4. Catalogue

iStock/Markus-Thoenen
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Digital landscape:

Digital channel grid with the key players in each channel

Digital distribution channels (accommodation)

Social media Search engines OTAs
Travel aggregators /

Metasearch
Bedbanks GDS Online tour operators

▪ Youtube

▪ Facebook

▪ Instagram

▪ Twitter

▪ Whatsapp

▪ Tiktok

▪ Reddit

▪ Linkedin

▪ Pinterest

▪ Google

▪ Ecosia

▪ DuckDuckGo

▪ Bing

▪ Booking.com

▪ Airbnb

▪ FeWo Direkt

▪ HomeToGo

▪ Opodo (eDreams)

▪ Ab-in-den-Urlaub 

(Invia Group)

▪ Expedia

▪ Lastminute

▪ Hotels.com

▪ Interhome

▪ HRS

(Corporate travel & B2B 

focused)

▪ Google Hotels

▪ Tripadvisor

▪ HolidayCheck

▪ Skyscanner

▪ UrlaubCheck24

▪ Trivago

▪ Rome2Rio

▪ Urlaubspiraten

▪ Fluege.de 

(Invia Group)

▪ Urlaubsguru

▪ Swoodoo

▪ Weg.de

▪ Kayak

▪ Momondo

▪ Hotelbeds

▪ Travco

▪ Hotelplan

▪ Webbeds

▪ Amadeus

▪ Sabre

▪ Travelport

▪ TUI

▪ FTI

▪ Dertour (DER 

Touristik)

▪ Alltours

▪ ITS Reisen

▪ Schauinsland Reisen

Finland/Nordic specific:

▪ Fintouring

▪ Arktis Tours

▪ Finnland Rundreisen

Legend:

Companies ranked in descending order by 

annual website visits

Bolded names = regional/German specific 

companies

1.2. Accommodation

Source market: Germany

Source: Simon-Kucher; Similarweb (Germany, Feb 2022 – Jan 2023); Google Trends; Company Websites
53



Landscape scoring:

Shows that OTAs are the #1 relevant channel in the accommodation segment

54

Rank Channels
Market size Market growth CAC Market fit Average score

A
c
c
o

m
m

o
d

a
ti

o
n

 s
e
g

m
e
n

t

OTAs 5 5

1.2. Accommodation

Source: Simon-Kucher; Similarweb (Germany, Feb 2022 – Jan 2023); Hotrec (European Hotel Distribution Study, 2022) Statista; Websites and annual reports 

of best performing companies within the channels

2 5 4.25 4.25

Travel Aggregators / 

Metasearch
3 5 3 4 3.75 3.75

Search engines 5 1 4 2 3.00 3.00

Social media 4 1 4 1 2.50 2.50

GDS 2 1 3 2 2.00 2.00

Online tour operators 2 2 2 1 2. 00 1.75

Bedbanks 1 1 3 1 1.50 1.50

1

2

3

4

5

6

7

1 2 3 4 5

Legend:

Source market: Germany

1 is the lowest and 

5 the highest score



OTA providers: Booking.com holds the #1 place with more than 4x total visits 

compared to second place Airbnb

55

Measurements

OTAs

1 2 3 4 5 6 7 8 9 10 11

Booking. 

com
Airbnb1 FeWo Direkt HomeToGo Opodo

Ab-in-den- 

Urlaub
Expedia Lastminute

HRS

(B2B focus)
Hotels.com Interhome

Property listings FIN ~2900 ~400 ~300 ~300 ~3000 ~100 ~3200 ~600 ~200 ~1800 1800

Property listings SWE ~2700 ~800 ~100 ~200 ~2700 ~300 ~4000 ~400 ~400 ~3800 N/A

Property listings NOR ~1800 ~700 ~100 ~200 ~1900 ~200 ~2300 ~200 ~200 ~2100 N/A

Cost structure Commission % Service fee Commission % Commission % Commission % Commission % Commission % Commission %

Focus on B2B

Commission % Commission %

Cost amount ~15-20% 3% for host ~10-15% ~8-14% ~10-15% ~10-15% ~15-20% ~10-15% ~10-15% Quote

Total yearly visits

visualized

Total yearly visits 453.5M 105.8M 51.8M 51.2M 46.9M 40M 30.5M 19.7M 19.5M 12.9M 1.3M

Monthly visits 37.8M 8.8M 4.3M 4.3M 3.9M 3.3M 2.5M 1.6M 1.6M 1.1M 104k

Monthly unique visitors 15.8M 3.7M 2.2M 2.3M 2.2M 1.8M 1.6M 1M 1.1M 0.7M 63k

Yearly Change

1.2. Accommodation

Source market: Germany

Note: 1) For Airbnb listings capitals (Helsinki, Stockholm & Oslo) used

Source: Simon-Kucher; Similarweb (Germany, Feb 2022 – Jan 2023); property listings median taken from dates 1/4/23, 1/7/23, 1/10/23, and 27/12/23



OTA providers: Based on the average score, Booking.com comes out as the 

provider with highest market potential to Finland

56

Scoring measurements

Focus # Company Annual visits Property listings Keyword visibility Website behavior Average score Cost

Hotels

1 Booking.com 5 5 5 4 4.7 5 4.75 ~15-20%

2 Expedia

1.2. Accommodation

Source: Simon-Kucher; Similarweb (Germany, Feb 2022 – Jan 2023); Google keyword research; Company websites

2 5 5 2.7 73.6 3.67 ~15-20%

3 Ab-in-den-Urlaub 3 1 5 3 3.00 3.00 ~10-20%

4 Opodo 2 5 1 2 2.50 2.50 ~10-15%

5 Lastminute 1 2 2 2.3 1. 83 1.83 ~10-15%

5 Hotels.com 1 4 1 1. 3 1. 83 1.83 ~10-15%

Vacation 

rentals

1 Booking.com 5 5 5 4 4.7 5 4.75 ~15-20%

2 Airbnb 4 5 3 4. 7 4.1 7 4.17 3% for host

3 HomeToGo 3 1 4 2.7 72.6 2.67 ~8-14%

4 FeWo Direkt 3 1 2 33. 2.33 2.33 ~10-15%

5 Interhome 1 4 1 1 1.7 5 1.75 Based on quote

Source market: Germany

1 2 3 4 5

Legend:

1 is the lowest and 

5 the highest score



Aggregators: Regional German companies have a good foothold within 

Aggregator/Metasearch channel

57

Measurements

Travel aggregators / Metasearch

1 2 3 4 5 6 7 8 9 10 11 12

Google 

Hotels1

Trip 

advisor

Holiday 

Check

Sky 

scanner

Urlaub 

Check24
Trivago Rome2Rio Fluege.de Swoodoo Weg.de Kayak Momondo

Property listings FIN ~3200 ~3000 ~400 ~2100 ~1300 ~600 ~2900 ~2900 ~2500 ~400 ~2200 ~3100

Property listings SWE ~6500 ~3000 ~700 ~1800 ~2200 ~1000 ~2700 ~2700 ~2200 ~400 ~2100 ~2300

Property listings NOR ~3900 ~3000 ~500 ~1400 ~1200 ~800 ~1800 ~1800 ~1100 ~400 ~1100 ~1200

Total yearly visits N/A 164.8M 97.2M 61.7M 60.5M 44.9M 25.8M 22.8M 20.3M 16.4M 15M 10.4M

Monthly visits N/A 13.7M 8.1M 5.1M 5M 3.7M 2.1M 1.9M 1.7M 1.4M 1.3M 0.9M

Monthly unique visitors N/A 8.8M 3.7M 2.4M 2.2M 2.4M 1.6M 1.4M 1M 0.8M 0.8M 0.5M

Yearly Change N/A

Cost structure Cost structure largely based Cost-per-click (CPC) and Cost-per-acquisiton (CPA) models

Total yearly visits 

visualized

1.2. Accommodation

Source market: Germany

Note: 1) Google Hotels data not separately available; CPC = cost-per-click vary depending on region, seasonality, and competition and can be operated within a bidding model 

Source: Simon-Kucher; similarweb.com (Germany, Feb 2022 - Jan 2023; property listings median taken from dates 1/4/23, 1/7/23, 1/10/23, and 27/12/23)



Aggregators: Based on the average score, Tripadvisor comes out as the 

provider with the highest market potential to Finland

58

Scoring measurements

# Company Annual visits Property listings Keyword visibility Website behavior Average score

1 Google Hotels1 5 5 5 4 4.75 4.75

2 Tripadvisor 5 5 5

1.2. Accommodation

1) Annual visits and website behaviour based on Google.com, Google Hotels website data not separately available 

Source: Simon-Kucher; Similarweb (Germany, Feb 2022 – Jan 2023); Google keyword research; Company websites

1.3 3 4.08 4.08

3 Skyscanner 3 4 4 3.6 7 3.6 7 3.67

4 UrlaubCheck24 3 3 3 3.67 3.17 3.17

5 Holidaycheck 3 1 3 3.33 82.5 2.58

6 Fluege.de 1 5 2 2 02.5 2.50

7 Kayak 1 4 3 1.6 7 22.4 2.42

7 Momondo 1 5 1 2.67 22.4 2.42

9 Rome2Rio 2 5 1 1.3 3 2.33 2.33

9 Swoodoo 1 5 1 2.33 2.33 2.33

11 Weg.de 1 1 2 3.67 1.92 1.92

12 Trivago 2 2 1 1.6 7 1.67 1.67

Source market: Germany

1 2 3 4 5

Legend:

1 is the lowest and 

5 the highest score



Germany market
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GERMANY
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Digital landscape: Channel grid is split by awareness & visibility platforms, 

and online booking providers

Things to consider:

▪ Listing into Google things to do to 

have visibility and optimizing the 

content for better search results

▪ Social media presence to raise 

awareness of attraction or activity

▪ Online booking platforms give 

additional visibility and are used 

in research, which leads to direct 

and offline sales

▪ GetYourGuide is the biggest 

vendor specializing in activities 

and attractions in European 

market, but listing into Viator 

gives access to Tripadvisor for 

larger reach

Activities/Excursions and Attractions segments

Awareness & Visibility platforms (marketing) Online booking providers

▪ Search engines

▪ Google & Google Things to do

▪ DuckDuckGo

▪ Bing

▪ Social media

▪ Youtube

▪ Facebook

▪ Instagram

▪ Tiktok

▪ Twitter

▪ Reddit

▪ Linkedin

▪ Pinterest

▪ Information guides of Things to do

▪ Outdooractive (travel guide, 29M views)

▪ Reisereporter

▪ Marcopolo.de

▪ The Crazy Tourist

▪ Lonely planet

▪ Local travel sites e.g. Visit Finland, different destination and regional 

sites like Visit” ”

▪ Aggregators/Metasearch

▪ Tripadvisor

▪ OTAs

▪ GetYourGuide

▪ Viator (Tripadvisor)

▪ Tiqets

▪ Musement

▪ Lower relevance in German market:

▪ Klook (OTA)

▪ Tourscanner (Aggregator/Metasearch)

▪ Civitatis (OTA)

▪ Mydays.de (experience gifts, no Finland offering)

▪ Global vendors with things to do 

(more applicable to accommodation):

▪ Booking.com

▪ Expedia

▪ Airbnb Experiences

▪ TUI Legend:

▪ Hotelbeds (Beyond the bed) Companies ranked in

descending order by total

visits (12 months)

1.3. Activities & Attractions

Source: Simon-Kucher; Similarweb (Germany, Feb 2022 – Jan 2023); Google Trends; Company Websites
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Awareness & visibility: Important to have presence in marketing channels to 

raise awareness and reach travelers

Things to consider:

▪ Visibility in different channels is a 

key part of marketing efforts

▪ Channels are used for research 

before and after arriving to the 

destinations

▪ Social media offers a great 

opportunity by building up a 

following and creating quality 

content

▪ Depending on the niche there are 

opportunities within all-travel related 

websites and more specific sites 

such as Outdooractive with specialty 

in active outdoor travel options like 

hiking

▪ Different travel related forums are

also options for raising awareness,

e.g. Weltreiseforum, Finnland forum

Awareness & Visibility channels

Vendor Focus Comments

Google things to do Things to do, attractions Free to sign-up, easy to use, and great visibility in Google searches

Social media channels Not specific
Free to use, content sharing for raising awareness and visibility, paid 

options available within ads and influences marketing

Search engines Not specific
Search engine optimization (SEO) is important for better search result

visibility

Travel guides &

Things to do articles

Destination guides, Things

to do in the destination
Websites with information about destinations and lists of things to do

Outdooractive Active and nature travel
Travel guide for hiking, bike routes, and other active and nature related 

travel opportunities, 29M website visitors from Germany

Reisereporter Online travel magazine
Travel related content, inspiring and informing travelers about different 

destinations, tips, and tricks

Travel forums Travel tips & tricks Options for raising awareness in travel related online forums Presence in major channels like social media 

should be a priority – finding the right 

audience to attract is the key for successful 

marketing results

1.3. Activities & Attractions

Source: Simon-Kucher; Company websites
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Online booking providers:

Specialized vendors Viator and GetYourGuide holds the 2nd and 3rd place

Online booking providers

# Vendor
Annual visits Global content Offering

Customer 

experience
Overall score Cost

Activity / 

Excursion & 

Attraction

1 Tripadvisor 5 5 5 3 4.50 4.50 ~15-25%

2 Viator

1.3. Activities & Attractions

2 5 5 4 4.00 4.00 ~20-25%

3 GetYourGuide 4 3 3 4 3.50 3.50 ~20-30%

4 Musement 1 3 2 4 2.50 2.50 ~15-25%

5 Tiqets 1 1 1 5 2.00 2.00 ~15-25%

Source market: Germany

1 2 3 4 5

Legend:

1 is the lowest and 

5 the highest score

Source: Simon-Kucher; Similarweb (Germany, Feb 2022 – Jan 2023); Company websites; Customer reviews
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Provides deep dive into each vendor within the key segments

Accommodation providers

1. OTA 2. Aggregator/Metasearch

Booking.com Tripadvisor

Expedia Skyscanner

Ab-in-den-Urlaub UrlaubCheck24

Airbnb

Activity/Excursions and Attraction providers

3. Awareness & Visibility 4. Booking Provider

Google Things’ to do Tripadvisor

Search engines Viator

Social media Get your guide

1.4. Catalogue:

Click on a vendor to take you to the catalogue page for them

Source: Simon-Kucher
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Accommodation Segment

Booking.com

65

Business model facts

Commission model % off end price Core product Hotels

Typical commission 

rate
15-20%

Secondary 

products
Flights, packages & 

excursions

Price parity 

requirement

Yes, with provider’s direct 

website
Cancellation policy Flexible

Additional fees

Processing credit card payments, 

providing premium listing 

placement

Real-time 

inventory
Yes

Payouts

Booking.com

▪ Part of Booking Holdings that 

owns several online travel 

brands such as Priceline and 

Agoda – Booking Holdings have 

a total of $17B+ in revenue

▪ Best performing OTA in Germany 

as it provides most visibility for 

potential customers

▪ Known for its user-friendly design 

and features such as free 

cancellation options, real-time 

availability, and instant 

confirmation

▪ The commission rates typically 

climb up to 20% excluding 

additional services such as 

premium listing placement

Source market: Germany

1.4.1. OTA:

Note: Seasonal median calculated from availability on dates 1/4/23, 1/7/23, 1/10/23, and 27/12/23 

Source: Simon-Kucher; Booking.com; Similarweb (Germany, Feb 2022 – Jan 2023)

KPIs

# of Finnish properties (seasonal median) ~2900

Device distribution

Desktop 42.5%

Total yearly visit 453M Mobile web 57.5%

Monthly visits 37.8M

Target segment (age)

18-24 19%

Monthly unique visitors 15.8M 25-34 30%

Yearly change 35-44 21%

Visit duration 9:17 min 45-54 15%

Pages per visit 9.87 55-64 8%

Bounce rate 30.98% 65+ 6%



Accommodation Segment

Expedia
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Expedia

▪ Part of Expedia Group that owns 

several online travel brands such 

as Hotels.com and Trivago – 

Expedia Group have a total of

$11B+ in revenue

▪ Mobile-app which make it easy 

for customers to plan and book 

their travel itineraries. Expedia 

also offers customer support 

services, travel insurance, etc.

▪ The commission rates typically 

climb up to 20% excluding 

additional services such as 

premium listing placement

1.4.1. OTA:

Source market: Germany

Business model facts

Commission model % off end price Core product Hotels

Typical commission 

rate
15-20%

Secondary 

products
Flights, packages & 

excursions

Price parity 

requirement

Yes, with provider’s direct 

website
Cancellation policy Flexible

Additional fees
Credit card, providing premium 

listing placement

Real-time 

inventory
Yes

Payouts

Note: Seasonal median calculated from availability on dates 1/4/23, 1/7/23, 1/10/23, and 27/12/23 

Source: Simon-Kucher; Expedia; Similarweb (Germany, Feb 2022 – Jan 2023)

KPIs

# of Finnish properties (seasonal median) ~3200

Device distribution

Desktop 38.2%

Total yearly visit 30.5M Mobile web 61.8%

Monthly visits 2.5M

Target segment (age)

18-24 19%

Monthly unique visitors 1.6M 25-34 29%

Yearly change 35-44 21%

Visit duration 5:41 min 45-54 15%

Pages per visit 7.11 55-64 9%

Bounce rate 33.8% 65+ 7%



Accommodation Segment

ab-in-den-urlaub
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Business model facts

Commission model Commission % Core product
Package tours, 

Accommodation

Typical commission 

rate
~10-15%

Secondary 

products
Flights, Travel insurance

Real-time inventory Yes Cancellation policy 24h / Flexible re-booking

Payouts

Ab-in-den-Urlaub (Invia Group)

▪ Part of Invia Group among other 

travel companies like Fluege.de, 

Reisen.de etc.

▪ Invia Group have a strong 

presence in the travel industry, 

especially in DACH region

▪ Ab-in-den-Urlaub has network of

~50k hotels worldwide

1.4.1. OTA:

Source market: Germany

Note: Seasonal median calculated from availability on dates 1/4/23, 1/7/23, 1/10/23, and 27/12/23 

Source: Simon-Kucher; ab-in-den-urlaub; Invia Group; Similarweb (Germany, Feb 2022 – Jan 2023)

KPIs

# of Finnish properties (seasonal median) ~100

Device distribution

Desktop 25.1%

Total yearly visit 40M Mobile web 74.9%

Monthly visits 3.3M

Target segment (age)

18-24 16%

Monthly unique visitors 1.8M 25-34 26%

Yearly change 35-44 22%

Visit duration 7:09 min 45-54 18%

Pages per visit 8.09 55-64 11%

Bounce rate 35.8% 65+ 7%



Accommodation Segment

Airbnb
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Airbnb

▪ Best performing vacation rental 

OTA in Germany known for acting 

as a link connecting hosts to 

travelers looking for 

accommodation

▪ Additionally, Airbnb offers a 

variety of experiences and 

activities to enhance traveler’s 

experience

▪ Compared to other OTAs, the 

commission rates are very 

affordable for the host, as 

majority of the commission is 

charged from the customer

Business model facts

Commission model % off end price Core product Vacation rentals

Typical commission 

rate
3% for host, 11% from customer

Secondary 

products
Boutique hotels, activities

Price parity 

requirement
No Cancellation policy Flexible

Additional fees No
Real-time 

inventory
Yes

Payouts

1.4.1. OTA:

Source market: Germany

Note: Seasonal median calculated from availability on dates 1/4/23, 1/7/23, 1/10/23, and 27/12/23 

Source: Simon-Kucher; Airbnb; Similarweb (Germany, Feb 2022 – Jan 2023)

KPIs

# of Finnish properties (seasonal median) 4000+

Device distribution

Desktop 45.8%

Total yearly visit 105.8M Mobile web 54.2%

Monthly visits 8.8M

Target segment (age)

18-24 23%

Monthly unique visitors 3.7M 25-34 32%

Yearly change 35-44 20%

Visit duration 8:51 min 45-54 14%

Pages per visit 20.52 55-64 7%

Bounce rate 27.3% 65+ 5%



Accommodation &

Activity/Excursion & Attractions
Source market: Germany

Tripadvisor
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Tripadvisor

▪ Tripadvisor is known from travel 

reviews as a metasearch channel 

offering products from 

accommodation to activities, 

attractions, and information on 

even restaurants

▪ Large reach within travel industry 

and used in both research and 

booking phases

▪ The commission rates typically 

around 15-25% excluding 

additional services such as 

premium listing placement

▪ From aggregator/metasearch 

channels Tripadvisor has the 

highest market potential to 

Finland in accommodation 

segment – important for activity 

and attractions segment as well

1.4.2. Aggregator:

Business model facts

Commission model
% off end price 

(also CPC)
Core product Travel reviews

Typical commission 

rate
~15-25%

Secondary 

products

Accommodation, Activities, 

Attractions

Price parity 

requirement
No Cancellation policy Flexible

Additional fees No
Real-time 

inventory
Yes

Payouts

Note: Seasonal median calculated from availability on dates 1/4/23, 1/7/23, 1/10/23, and 27/12/23, CPC = cost-per-click vary depending on region, seasonality, 

and competition and can be operated within a bidding model

Source: Simon-Kucher; Tripadvisor; Similarweb (Germany, Feb 2022 – Jan 2023)

KPIs

# of Finnish properties / activities 3000 / 5000

Device distribution

Desktop 28.7%

Total yearly visit 165M Mobile web 71.3%

Monthly visits 13.7M

Target segment (age)

18-24 17%

Monthly unique visitors 8.8M 25-34 27%

Yearly change 35-44 22%

Visit duration 3:21 min 45-54 17%

Pages per visit 5.04 55-64 10%

Bounce rate 53.6% 65+ 8%



Skyscanner
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Skyscanner

▪ Skyscanner is one of the first 

travel aggregator/metasearch 

websites, allowing travelers to 

compare prices to find the right 

option for them

▪ In terms of website behavior (visit 

duration, pages per visit, and 

bounce rate) Skyscanner is one 

of the best performing 

aggregator/metasearch vendors

▪ Available in over 30 languages in 

52 markets

▪ Offers a set of partner tools e.g. 

for blog writers to integrate 

Skyscanner into their blogs 

through links, banners, widgets, 

APIs, etc.

KPIs

# of Finnish products ~2100

Device distribution

Desktop 40.6%

Total yearly visit 62M Mobile web 59.4%

Monthly visits 5.1M

Target segment (age)

18-24 23%

Monthly unique visitors 2.4M 25-34 26%

Yearly change 35-44 21%

Visit duration 7:11 min 45-54 12%

Pages per visit 8.98 55-64 6%

Bounce rate 27.3% 65+ 4%

1.4.2. Aggregator:

Accommodation SegmentSource market: Germany

Business model facts

Cost structure
CPC & CPA

(bidding operated)
Core product Flights

Real-time inventory Yes
Secondary 

products
Accommodation, car rental

Payouts

Note: Seasonal median calculated from availability on dates 1/4/23, 1/7/23, 1/10/23, and 27/12/23, CPC = cost-per-click vary depending on

region, seasonality, and competition and can be operated within a bidding model Source: Simon-Kucher; Skyscanner; Similarweb (Germany, Feb 2022 – Jan 

2023)



UrlaubCheck24
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UrlaubCheck24

▪ German-based online 

comparison platform which offers 

a wide range of services to 

German-speaking consumers

▪ Part of Check24, which has a 

wide variety of price comparison 

options – UrlaubCheck focused 

on travel price comparison

▪ Check24 with annual visits of 

288M, while UrlaubCheck24 has 

around 61M

▪ UrlaubCheck24 provides search 

and book travel options for flights, 

hotels, vacation packages, car 

rentals, etc.

KPIs

# of Finnish products ~1300

Device distribution

Desktop 39.3

Total yearly visit 61M Mobile web 60.7

Monthly visits 5.0M

Target segment1 (age)

18-24 16%

Monthly unique visitors 2.2M 25-34 28%

Yearly change 35-44 22%

Visit duration 10:09 min 45-54 17%

Pages per visit 7.01 55-64 10%

Bounce rate 34.2% 65+ 7%

1.4.2. Aggregator:

Source market: Germany

Business model facts

Cost structure
CPC & CPA

(bidding operated)
Core product Travel related products

Real-time inventory Yes
Secondary 

products

Check24 has wide variety of 

price comparison options

Payouts

Note: 1) Demographics looked from Check24 site; Seasonal median calculated from availability on dates 1/4/23, 1/7/23, 1/10/23, and 27/12/23, CPC = cost- 

per-click vary depending on region, seasonality, and competition

Source: Simon-Kucher; UrlaubCheck24; Similarweb (Germany, Feb 2022 – Jan 2023)

Accommodation Segment



Google Things to Do offers an opportunity for raising awareness of the 

destination and being seen by researching travelers

Google Things to do:

▪ Allows travelers to find 

information on things to do in 

terms of attractions and activities

▪ Large number of reviews build 

the trust and allows travelers to 

see first-hand experiences of 

others

▪ Part of research process for 

travelers before and after arriving 

to the destination

▪ Listing is free and boosts visitors 

and direct traffic as it allows to 

search web results related to 

chosen attraction

1.4.3. Awareness & visibility:

Source: Simon-Kucher; Google Things To Do
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Search engine optimization/marketing and data insights drive more 

conversion and help with targeted marketing

Search engines:

▪ Optimizing the website and 

focusing on SEO-efforts allows 

better rankings in search results

▪ Search engine marketing (SEM) 

such as bidding on relevant 

keywords and optimizing landing 

pages help attracting potential 

customers searching information 

directly

▪ Knowing the customer allows to 

tailor target audience e.g., 

through location, device, and 

search intent

▪ Analytics data e.g., in search 

volumes, click-through rates, or 

conversions deepen customer 

understanding and enables even 

better digital marketing efforts

1.4.3. Awareness & visibility:

Organic results – visibility can be enhanced with SEO

Source: Simon-Kucher; Google; Bing
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Social media for inspiring potential customer through content creation, direct 

engaging, targeted advertising, and user-generated content

Social media marketing 

opportunities:

▪ Allows creating and sharing 

engaging content to reach 

potential customers who may not 

otherwise hear about the 

property, attraction, etc.

▪ Enables engaging directly with 

the customers, respond their 

queries, and provide timely, 

personized customer service

▪ Reaching the right audience with 

a content that inspires people in 

specific travel communities

▪ Platform enables users to create 

and share experiences e.g., 

through reviews, photos, and 

videos to build trust and 

credibility for future customers

1.4.3. Awareness & visibility:

Source: Simon-Kucher; Instagram
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Accommodation &

Activity/Excursion & Attractions

Tripadvisor

Tripadvisor

▪ Tripadvisor is known from 

travel reviews as a 

metasearch channel offering 

products from 

accommodation to activities, 

attractions, and information 

on even restaurants

▪ Large reach within travel 

industry and used in both 

research and booking 

phases

▪ The commission rates 

typically around to 15-25% 

excluding additional services 

such as premium listing 

placement

KPIs

# of Finnish properties / activities 3000 / 5000

Device distribution

Desktop 28.7%

Total yearly visit 165M Mobile web 71.3%

Monthly visits 13.7M

Target segment (age)

18-24 17%

Monthly unique visitors 8.8M 25-34 27%

Yearly change 35-44 22%

Visit duration 3:21 min 45-54 17%

Pages per visit 5.04 55-64 10%

Bounce rate 53.6% 65+ 8%

1.4.4. Booking provider:

Source market: Germany

Business model facts

Commission model % off end price Core product Travel reviews

Typical commission 

rate
15-25%

Secondary 

products

Accommodation, Activities, 

Attractions

Price parity 

requirement
No Cancellation policy Flexible

Additional fees No
Real-time 

inventory
Yes

Payouts

Source: Simon-Kucher; Tripadvisor; Similarweb (Germany, Feb 2022 – Jan 2023)
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Accommodation &

Activity/Excursion & Attractions

Viator

Viator

▪ Viator owned by Tripadvisor 

holds majority of the market in 

the North America, but has also 

presence in Europe

▪ By listing into Viator, supplier gets 

listed to Tripadvisor exposing to a 

larger market

▪ The commission rates are 

typically around 20-25% 

excluding additional services 

such as premium listing 

placementKPIs

# of Finnish products ~900

Device distribution

Desktop 32.7%

Total yearly visit 8M Mobile web 67.3%

Monthly visits 669K

Target segment (age)

18-24 23%

Monthly unique visitors 468K 25-34 33%

Yearly change 35-44 20%

Visit duration 3:27 min 45-54 13%

Pages per visit 2.6 55-64 7%

Bounce rate 63.4% 65+ 5%

1.4.4. Booking provider:

Source market: Germany

Business model facts

Commission model % off end price Core product Activities and attractions

Typical commission 

rate
~20-25%

Secondary 

products
N/A

Price parity 

requirement
No Cancellation policy Flexible

Additional fees No
Real-time 

inventory
Yes

Payouts

Source: Simon-Kucher; Viator; Similarweb (Germany, Feb 2022 – Jan 2023)
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Kohderyhmä:

• Kansainväliset FIT-matkailijat, perheet, pariskunnat ja ryhmät.

Esimerkkituotteet:

• Opastetut kierrokset, luontoretket, kulttuurikohteet, gourmet-
ruokailut, design-elämykset.

Vahvuudet:

• Maailmanlaajuinen näkyvyys TripAdvisorin kautta, vahva 
asiakasarviojärjestelmä.

Komissio:

• Komissio 20–30 %, kuratointimaksu 29 $ / tuote.

Huomioitavaa:

• Laadukas palvelu ja hyvät arvostelut vaikuttavat näkyvyyteen ja 
myyntiin.



GetYourGuide

GetYourGuide

▪ GetYourGuide has the most visits 

out of activity and attraction 

specialized vendors in Germany

▪ In European market, 

GetYourGuide is popular but 

ranked behind Viator in a global 

scale

▪ The commission rates are

typically around 20-30%

KPIs

# of Finnish products ~350

Device distribution

Desktop 24.7%

Total yearly visit 24.4M Mobile web 75.3%

Monthly visits 2M

Target segment (age)

18-24 18%

Monthly unique visitors 1.4M 25-34 30%

Yearly change 35-44 22%

Visit duration 4:22 min 45-54 16%

Pages per visit 4.2 55-64 9%

Bounce rate 52.7% 65+ 6%

1.4.4. Booking provider:

Source market: Germany

Business model facts

Commission model % off end price Core product Tours, activities, experiences

Typical commission 

rate
20-30%

Secondary 

products
N/A

Price parity 

requirement
No Cancellation policy Flexible

Additional fees No
Real-time 

inventory
Yes

Payouts

Accommodation &

Activity/Excursion & Attractions

Source: Simon-Kucher; GetYourGuide; Similarweb (Germany, Feb 2022 – Jan 2023)
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Kohderyhmä:

• FIT-matkailijat, pariskunnat, perheet ja ryhmät, kulttuurista ja luonnosta 
kiinnostuneet.

Esimerkkituotteet:

• Opastetut kierrokset, luontoretket, historialliset ja kulttuurikohteet, 
saunakokemukset, ruokaelämykset.

Vahvuudet:

• Vahva näkyvyys Keski-Euroopassa, mobiiliystävällinen, viime hetken 
varaukset mahdollisia.

Komissio:

• Komissio 20–30 %, riippuu sopimuksesta ja tuotetyypistä.

Huomioitavaa:

• Tärkeää optimoida kieliversiot ja huolehtia hyvästä asiakaskokemuksesta.



Saksan markkinat 

Asiakasprofiilit ja myyntikanavat



Saksa Travellers Portrait



Saksa Travellers Portrait

Profiili

Keskimääräinen 
ennakkovarausaika

Lähde: Matkailijamittari, Rudolf-tilatotietokanta, Oxford Economics, Statistics Sweden

Valmismatkojen 
osuus

2,3kk

4 %

Rahankäyttö

Per päivä:

262 M€
Per matka: 694 €

74 €

Markkinan ennustettu 
vuosikasvu

GINI-
kerroin

0,22

Tanska

Ruotsi

Islanti

41 %

23 %

Norja 12 %

Suomi 17 %

7 %

Tanska

Ruotsi

Norja

Suomi

Islanti

43 %

30 %

21 %

4 %

2 %

11 %

, yhteensä

Markkinaosuus % Pohjoismaisista yöpymisistä

Talvi 2023 (joulukuu 22–huhtikuu 23) Kesä 2023 (kesäkuu–elokuu)

https://www.visitfinland.fi/suomen-matkailudata/matkailijamittari
https://visitfinland.stat.fi/PXWeb/pxweb/fi/VisitFinland/VisitFinland__Majoitustilastot/visitfinland_matk_pxt_116t.px/
https://www.oxfordeconomics.com/
https://tillvaxtdata.tillvaxtverket.se/statistikportal#page%3D72b01aa0-1d4a-425c-8684-dbce0319b39e


Saksa Segmentit x Digikanavat

Segmentit Digikanavat

1. Google

2. Youtube

Myös Pinterest korostuu

Nature lover

Luonnon, luonnon ilmiöiden 
ja ihmeiden ihailija.P

O
TE

N
TI

A
A

LI

Active Hobbyist

Seikkailuhakuinen eri urheilulajien 
harrastaja. (yöelämäkin voi 
kiinnostaa)

P
R

O
FI

LO
IV

A

Outdoor explorer

Luontoa arvostava aktiviteetti- 
lomailija. (esim. pyöräilyä, 
patikointia)
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Matkailuaiheiset 
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Northern Lights
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Camping
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Lähde: Visit Finland Segmentointitutkimus Lähde: D2 Digital Demand (2023)

Potentiaalinen segmentti: Kuvaa segmenttiä, jossa kiinnostus Suomea kohtaan korostuu. Kiinnostus on siis tällä segmentillä korkeampi, kuin koko markkinan keskimääräinen kiinnostus.

Lähde: Visit Finland Segmentointitutkimus

Varauskanavat

1. Booking.com

2. Trivago > korostuu

3. Expedia > korostuu

Profiloiva segmentti: Kuvaa sitä, miten eri segmentit korostuvat. Vaikka jokin toinen segmentti olisi kooltaan markkinalla suurempi, profiloivan segmentin tavoittaminen onnistuu help81 ommin.

Segmenttien suosimat digikanavat sekä matkansuunnitteluun ja tiedonhakuun että matkan varaamiseen.

https://d2analytics.io/products/d2-digital-demand/
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