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BACKGROUND DATA AND READING GUIDELINES

CKA& LWzt AOFGAZzY t221a Ayi(d2 b2NBl &Qa ThédkksyltRard based on éagafrdmRie §earR@18, Gollegtediran2tye oyyiogasjgnS & S

European markets that are included in the ongolingovasjorNorge tracking. Norge tracking in seven European countries: Norway, Sweden, Denmark, England,

The purpose is to provide an overviewlofiovasiorb 2 NHES Q& G NHSG Béidall Frandeyind Netherlands. In some charts, the development is displayed, in

the different countries. Who are they? What are their travel habits? How do gKAOK Ol a8 GKSNB Aa Roehrliestbei iy OckbeNZO®S NJ @

they perceive Norway as a holiday destination? What can be done in order to

convince them that Norway is worth visiting? On somepagesthe countries are compared to an average. This is the average for all
F2NBAIY YIN] SGa SEOSLII GKS O2dzyiNE AY | dz

The aim is thus to give insights on how to appeal toltim®vasjoriNorge target compared to the average of the result from Sweden, Denmark, Germany, France and the

groups in the seven important markets. The knowledge is essential to maintain Netherlands. This also means that Norway is compared to an average for the six foreign
FYR AYLINR@ZGS b2NBlI &Qa LRaAdAzaga la |y Iniakdd OGA GBS K2t ARF& RSaldAylFdAzYy

destination thattourists are aware of and perceive as an exciting place to go for

their next holiday.
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MARKET SHARE

Thismap provides an overview of the size of the

four main target groups across the seven
countries thatinnovasjoriNorge is tracking.

Generally the Nature target group is the largest
all foreign markets, however, as can be seen, tt

is very much due to the size of the culturally

motivated group, which itself hovers around a

share of 5860% of active holiday travelers.

Northern light and Alpine are the two smallest
target groups with market shares ranging from

25-50%.

DEFINITION OF TARGET GROUPS
The target groups are defined as active travelers who
would travel abroad in order to have certain

experiences. For the select experiences associated with

each target group, see the table below.

Nature

Northern Light

Alpine

Culture

Dramatic and wild nature, and beautiful
scenery, Hiking, Fishing, Cycling, Local art,
culture and lifestyles, Clean and unspoiled
nature

Outdoor activities such as going dog sleddi
staying in an ice hotel or seeing the norther
lights, Alpineskiing Snowboarding, Cross
countryskiing

Alpineskiing Snowboarding, Crossuntry
skiing

Local art, culture and lifestyles

q Innovasjon
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NORWAY

Nature: 82%
Northern light : 46%
Alpine: 32%
Culture: 63%

ENGLAND

Nature: 74%
Northern light: 56%
Alpine: 31%
Culture: 60%

FRANCE

Nature: 63%
Northern light : 48%
Alpine: 30%
Culture: 51%

SWEDEN

Nature: 69%
Northern light : 32%
Alpine: 21%
Culture: 56%

DENMARK

Nature: 65%
Northern light : 25%
Alpine: 16%
Culture: 54%

NETHERLAND

Nature: 68%
Northern light : 33%
Alpine: 19%
Culture: 57%

GERMANY

Nature: 68%
Northern light : 36%
Alpine: 23%
Culture: 57%



MAIN FINDINGS

ENGLAND, DENMARK, NETHERLANDS AND FRANCE

TARGET GROUP

BRAND
VALUES

NORWAYS BRAND

INSIDERS AND
OUTSIDERS

SOV

ENGLAND

About four out of ten ardetween 36 and 55
years old More than half haso children
They are primarily motivated hyild
unspoiled nature, big citiesandlocal art,
culture and lifestyles Seven out of ten says
they are interested imutdoor activities

Fjords, the northern lights, beautiful scenery,
cold, snow,

Spectacular natural scenery
Natural phenomena

Spectacular mountains

New and interesting experiences
Wide variety of ski in ski out
Less crowded skiing destinations
Good cycling

Good angling

el + o+

The visitors are especially likely to say that it
is easy to plan a trip to Norway and that there
are less crowded skiing destinations,
welcoming locals and attractive offer for a
holiday compared to nowisitors.

Norway's SoV is 598% over 2018, and is a
little higher in the winter than other times of
GKS &SI NX®» b2NBl &Qa
the Nordiccountries.

DENMARK

More than four in ten Danes amver 56
years oldandthree in fourhaveno children
They are motivated blpcal art, culture and
lifestyles andbig cities butoverallLess
interested inoutdoor activitiescompared to
average across other foreign markets.

Nature, skiing, mountains, fjords, expensive,
cold

Spectacular natural scenery
Spectacular mountains
Spectacular fjords

Hiking

Good cycling

Sustainable alternatives

Cuisine and local specialties
Less crowded skiing destinations

deeleel 4+ +

Danesghat have visited Norway are more
likely to say that the country has welcoming
locals and that it is easy to plan a trip to
Norway compared to Danes that have not
visited Norway.

Norway's SoV is between 9% and 14% in
2018. It is especially high in the winter and

traditional summer holiday destinations.

NETHERLANDS

FRANCE

The characteristics of the Dutch is on par with The French group tsavels less oftenis a

the average across other foreign markets.
About a third isbetween 18 and 35 years old
and a quarter ar@bove 56 years oldThey
are interested irbig cities, local art, culture
and lifestyleand unspoiled natureThey are
also more interested igyclingthan average,
but less so in other outdoor activities.

Nature, fjords, mountains, northern lights,
snow, cold

Spectacular natural scenery
Hiking

Spectacular fjords

Natural phenomena

Attractive offers for a holiday

+ Less crowded skiing destinations
Family friendly skiing

= Wide variety of ski in ski out

-l + + + +

The Dutch tourists that have visited Norway
and the potential Dutch tourists that have not
visited Norway mostly disagree on Norway
having attractive offers and if they have good
cuisine.

Norway's SoV is fairly steady throughout the
year being 7%10% in most months of 2018.

{ 2 monthsiandiinkI® it falfs Belo® that of mofe2 y Horway is thus well ahead of the other Nordic

countries.

little younger and more oftenhave no
children. They are motivated byild and
beautiful scenery, and clean and unspoiled
nature as well asocal art, culture and
lifestyle.. They are motivated by abutdoor
activities compared to the average of other
marketsq includingskiing hiking and cycling

Fjords, nature, open wide landscapes,
northern lights and beautiful scenery

Spectacular natural scenery

Natural phenomena

Spectacular fjords

Best place to experience northern lights
Attractive offers for a holiday

Wide selection of slopes

Less crowded skiing destinations

Good cycling

deelecl 4+ + +

French visitors are especially more likely to
say that Norway have attractive offers for a
holiday and is a good place for cycling
compared to nowvisitors.

Norway'sSoVranges between 7% and 11% in
2018. TheSoVis very stable across the whole
year and barely changes.



MAIN FINDINGS

GERMANY, NORWAY AND SWEDEN

GERMANY NORWAY SWEDEN
Almost halfof the Germangroupis between 3655 years old Nine of out ten Norwegians have had a holiday in Norway or The Swedish target groupavels more oftenthan other
Theytravel slightly less ofterthan other foreign marketsbut abroadmore than 3 timesin the past 3 years. They are foreign markets. They are also older with Hading over 56
TARGET GROUP aremore likely to visit Norway Their motivation is primarily in  motivated by experiencingig cities, local art, culture and years old They ardess likely to visit Norwaybut has seen
wild, clean and unspoiled naturandlocal art, culture and lifestyle andwild, unspoiled nature. Compared to foreign more addsfor Norway than other foreigmarkets.Theyare
lifestyle. They are more motivated Byiking, cyclingand markets, they are more motivatebly hiking andcross country primarily motivated bybig cities, local art, culture and
nature than the other markets skiing lifestyles and wild and beautiful scenery.

Fjords,beautiful sceneryntouched nature, the northern lights  Nature, mountains, northern lights, fjords, but also locations . . . . .
Nature, fjords, Hurtigruten, beautiful, expensive, mountains

% and landscapes such ad ofoten NordNorge,Vestlandet Sgrlandetand Oslo

<

g +  Spectacular natural scenery +  Spectacular natural scenery +  Spectacular natural scenery

n +  Spectacular fiords +  Spectacular fiords +  Spectacular fiords

% +  Natural phenomena +  Good hiking +  Spectacular mountains

= BRAND +  Good hiking +  Spectacular mountains +  Good hiking

no: VALUES — Wide selection of slopes — Wide range of sustainable alternatives _ Great cuisine and local specialties

z ~  Family friendly skiing < Wide variety of ski in ski out < Best place to experience the Northern Lights
+  Less crowded skiing destinations < Attractive offers for a holiday = Wide variety of ski in ski out
T Wide variety of ski in ski out +  Less crowded skiing destinations + Less crowded skiing destinations

Visitors and notvisitors especially disagree that it is easy to Most Swedish vacationers has visited Norway in the past. The

INSIDERS AND  plan a trip to Norway and that Norway is easy to get to. UL e e SO s T A IR bl ySa GKIFIdG KFayQdasz YIAyfte RAALF INE
L. L - look at the locations in the associations to obtain a picture of . . . . .
OUTSIDERS Surprisingly, the visitors also evaluate skiing statements a lot where a trip to Norway, if the locals are welcoming and if there is

higher that nonvisitors. interesting culture and history.

b 2 N¥ IS@&/@ the second highest in Norway. DenmatsV/ Norway'sSoVAY { SRSy Aa OSNEB adlot$S
b 2 N¥ IS@/Q at a stable level between 7%10% in 2018, is higher throughout most of 2016. While NorwagsVis 16% SoVis ranking in the top half of all countries, but still
outranking both Nordic neighbors of Denmark and Sweden.  19% throughout the year. This in part due to the measure of outranked by Denmark, Sweden, Italy and on par with
SoVR2YS&GAOFtteas a2 Ay NBI AU SennayhNEdngeand Icaldd. NS YAIKEGI 6S KAIKSN

SOV
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CHARACTERISTICS OF THE ENGLISH TARGET GROUP

The infographic below describes the characteristics of the English target group compared to the average of the remdioiegfivearkets. The English target group is generally
younger, more often children families and more likely to visit Norway. However, fewer has seen adds for Norway. Thegsuozatly [dorway with the fjords, the northern

lights, a beautiful scenery but being cold and snowy place to visit.

DEMOGRAPHIC CHARACTERISTI(® England target group @ Average (foreign markets)

W= 61%/ 61%

& 3 0r more travels abroad
in the past 3 years

W~ 39%/ 39%
12 travels abroad
in the past 3 years

52%/ 52%

Women

22%/ 17%

2 or more children

56%/ 67% 21%/ 16%
No children i 1 child

= 21%/ 33%

56 years or older

=2 44%/ 39%
36-55 years

== 35%)/ 29%
18-35 years old

ASSOCIATIONS TO NORWAY

46 000¢ 57 000 ”URI]S
R e

NORTHERN LIGHTSHG
COLD

@ 152/143
Average years
of education

(N=5257)

PROBABILITY FOR VISIT AND RECALL

“ 5,7/ 4,8

Likely to visit Norway within 12 months

‘* 14%/ 23%

Remember seeing an add for Norway

MOTIVATION FOR TRAVEL ON HOLIDAY ABROAD

Wild nature, and beautiful scener 87%
Clean and unspoiled natur A 85%
Big cities FR%
Local art, culture and lifestyle %]j_"of%

Outdoor activities
Hiking

Cycling

Alpine skiing

Snowboarding

Fishing

Cross-country skiing
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HOW THE ENGLISH TARGET GROUP SEES NORWAY

BRAND TARGETS
The chart on the right shows the 100% mmmm England Average (foreign markets)
0,
percentagethat agrees or strongly agrees 90% 89% o504 84% 84% goo,
that the brand characterize Norway. The 80% 77% 77%
. . 0,
bars display the percentage in England 0% 71% fa0) 67% 66% 65 6% 620
that agrees and the red line show the ©62% 61% 5996 o, 56%
. . 0, 0,
average across the remaining foreign 60% 53% 500 47% 469450,
markets (Norway excluded). 50% °
40%
The English market tends to agree that 30%
the brands characterize Norway, to a 20%
higher degree than the foreign markets. 10%
This is especially true for the brands of 0%
lng E (?)\ U )} y 3 A O(uﬂAZu cﬂ&c&{al-u;{R I Aad Q\N;gb < & @ ,\i_\<‘°" & & & @@o & &zb -\6’5\ & & @ .\o& o %
2 SELSNASYOS b2NIKSNY f AE‘K@‘\a@@Z “ng"Egﬁb A )(»Q_ZI NS R T I
= z A w Lz A A X R o X
OAGASAQ FY2y3d 2GKSNE® ¢KS gégse@ P2 (@ & &GN S E T 5SS
N N h
significant outliers are the brands of QQ’ ,&’\ K& @‘7* \@ Qq,bb ) \Qq?\ QOS g@"’ e>\<><’ é-\x\ &z" ] \(\e,t—‘ (;@0%
- - < S NN ;
WD22R KA1AY3IQ YR wDQ@Rﬁw‘Hg&‘Ayagqa@%é@e Q&e‘&a};} JEFC I S o‘\*\&“b
& s K & ej\\e, Q’o N ‘,é@ o'>\‘—: ) \é& ©
éz“\ & & @‘\% v &%‘ & &
Q/\, & 3 © .\bq'
& & N
X Q
& Q
9 @’b

(N=5257)
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DEVELOPMENT IN BRAND TARGETS 2016 TO 2018

The chart shows the share that agrees or strongly agrees with the brand statements about Norway and their developmert@torB@IB. As can be seen there is very little
change from 2016 to 2018, put there is however a small t[end that most brand statements are on the rise. This indicafeadistency and potential positive trend in the
9y It A&K (FNBSG INRAzZIQ&E GASE 2F K2f ARF@Ay3d b2N¥leo

DEVELOPMENT | BRAND TARGETS FROM 2016 TO 2018

89% 2016 m 2017 m2018

100% 0% e e gov  77%
90% (S50 8% g5 g&%o 75%  T1% 14, 830"
80%_  75% 9 o 1
80% 0 4% 70% 9
b 7 % . 67%  66%
K 69% 68 gg&, 66% o BO%  82%  61%  62% 5y
70% 66%.  66%. 530 699%° H0 60%, 60%  56% 5656%5057% 54% e
0,
60% s 59%m 56% 8%, STy, Sk, Bl 48%. 47%  4T%
50% ° _50% ,Z0% 45% - ,46%
0 45% L, 44%
40%
30%
20%
10%
0%
* .
& & &L & © & N & & &R & g’?}c’ "\\‘& e?'b \\\Q'% ~E>'5\ \Q% &% QQ"J oéf? & \\Qoo \\‘\%
¢ & W E PSS e F S
S 3 & & ) > & & S RO SRS < & & > & & o ¢ S > o
'5‘0@ \’2;‘@ rz}‘s{\ (‘,\’bo) Q,’br"* «‘2/% 0&0 QJ"Q < © ‘C‘"\ \(ao& b\&\ \‘,03) \‘2»’2}& o ‘\';\Q/(\ 'b\& "000 '\0& %&’5’ Goo 000
& S & SO 2 N % & & @ = \Y N &
N & @ ° & & & « & o A & & & & & ba’{-
& & _{00% & &é & S L)o‘;‘ Cs\q’ ,oefb \g@ 6“;{. &
& PN @ N & Y & <& N QA <©
g & & & ¥ooe o® < & L0
P \ N 2 @ 5
«© $Q, Q/(b O@ b?ﬁ N
< & o s\
O RS W\
@ & N
< F
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DIFFERENCE BETWEEN PERCENTAGE VISITORS THAT AGREE AND PERCENORSEMAN AGREE
VISITORS AND N&ONSITORS

Welcoming locals e 2 3%

The circle diagram illustrates that a quarter of the active

Rtk . L Easy to plan a trip meessee————————————— 220/
tourists in the English target group have visited Norway before.

Great cuisine and local specialitic o ——sssssss— 19
Good cycling e 1900
Less crowded skiing destination - 19

The bar chart shows the difference in perception of Norway,
between the people in the target group that have visited
Norway before and the people in the target group who have

not visited Norway before. In other words, these are brands on Good angling ee—— 186
which Norway outperformsthene@A & A 1 2 NR&a SELISOGF G A2y & 2 NIAWwdctve offers for a holiday m———————— 180
to live up to expectations. Wide range of sustainable alternative se-——————————————— 159

All brands are more positive for the group that have visited Easy to get t0 me———————————— 15%
Norway the group that have not. This is an indication of great Wide variety of ski in ski out productse————————— 149

perfom:_anceffﬁr Norway,d buttalslohrelzeals_ a '\(iliscrepancy in Wide selection of slopes e —— 137
perception of Norway and actual holiday in Norway. Family friendly SKing 13%

Ld Aa Sa LJSOA Ptte w2St02YAy3 20kt ﬁﬂ%yéxé{tiﬁge%grﬂérﬁ(% ingo%itioh%gk}(rw U305

are evaluated more highly. Good hiking 120
| 0

Exciting cities m————————— 120,

ENGLISH TARGET GROUP WHO HAVE VISITED NORWAY A\ it e s e qqe

Exciting culture and history —————— 11
Spectacular fjords m————————— 00,
Best place to experience the Northern Lighte—— 7%

m Visitor New and interesting experience S 4%
Spectacular mountains — 4%
= Non-visitor Natural phenomena s 4%

Spectacular natural sceneryss 1%

0% 5% 10% 15% 20% 25%

11
(N=5257)
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SHARE OF VISITORS AGREEING WITH BRAND STATEMENTS

This figure shows the percentage that agrees or strongly agrees with the brand statements by visitors-gisitorsn The preious page showed what set the groups apart, while
this page shows thabsolute percentagef agreement for both groups.

PERCENTAGE THAT AGREES WITH THE STATEMENT SPLIT BY VISITARIAGR NON

m Non-visitor m Visitor

100% %
8g9g% 9 0 9 0
90% 858" gata * gt L B8% gm0y BEY 84% 82%
80 7% TT% 750
80% & e 5% 72% 3% oo, 3% 71%
( 0,
70% W 3l 2@ om o ol s ] 65%  63% 619% 61% 60% 599
60% S 52 s2fl 5 a7l
50% 424 414 404
40%
30%
20%
10%
0%
2 s o 3 ) ) S . o Q & NS o > ° & S o o . &
£ T F ST
X N > 5 X N o & > & S © ) & & & I Q & < & 5 2
\;\'z} Q\& ‘@0 Q 'b& & 'b“"*\ N (900 .\S}\ S N S S & 7},@ o;"b o 2 \«,QQ’ & > ' o(\0 S‘Q b@:;& (900 oob
N N QO ™ o8 \ < < o
,\K\'Z"& ,&,\q} ,b(/‘)/b \\(&, Qé’}. ‘&e & : N 2 & :_ﬁ\ 66‘& $Q/(, ’Sae, o\$% & & b\o*b .x\\k \Q,é} {*0 \L\\(\% &
2 A N N
,@"& ¥ c_,QQ’é &Q’& <& & & &£ & ,;\A"’o > & & K«;*\\ be?’c)
N RS X, XS
& < & & & SR & &
& 2 X [$ X ¢
& R 4R & A & &
< O & I 2
2 &0(’0 s\bq’ $\6

R .
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DEVELOPMENT IN KEY BRAND TARGETS SINCE 2012

The development since the beginning of the tracking is displayed the line chart across key performance brand indicatifrge Boand targets there is a slowly but steady

increase in the perception of Norway having good offers on all brand targets. So even though the view of Norway is dlticenatseems to be a small positive trend in the view
of Norway on the five brand targets below.

DEVELOPMENT IN KEY INDICATORS

) CICICIN I I I I I I T T T T T T T T N N W W WS W T ST ST R S

NN RN RS IR I\ G AN AR A A\ A IR MR N I\ S S V \CAN SA \ SR SA S A VA SN LN A S S S SN
>y YWY YWY Y AY YW YA AP A AP YY YV YYD
& &S Q& ¢ &S Q& SRV R Q& SRRV Q& F &S Q& ¢ & & &S Q& SRV

oéo &@ QQ@ W v°°° o(,}o &@ 3,5‘\) W v"% oéo &@ & ¥ N v&’o oéo &@ 9‘9"0 WY v\)‘:’o oéo &@ Q@* W ?9(’0 o(,}o &@ ‘o@& =W vg"o 0(,J&o &@
Q
N & Ng < e’ K Ng & K & N N
= |t Offers new and interesting experiences* It has an exciting culture and history = |t has exciting cities
It offers a wide range of sustainable alternatives It has great cuisine and local specialities
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g gm  ENGLAND
DRIVERS FOR THE PROBABILITY TO VISIT NORWAY

Grouping the branding targets into five dimensions (see explanation on page 56) reveals an interesting pattern. In the dingehsions that appear, are the ones that have a
statistically significant impact on the probability of visiting Norway. The vertical axis plots how many on average stgreglgragree with the branding dimension, while the
horizontal axis showed the standardized impact on the probability of visiting Norway. The results show that a largetbbaaegeft group agrees that Norway has impressive
nature, but the perception of Norway as a place with interesting cultural experiences have the highest impact on theiyrobgbihg to Norway. Since this also has the lowest
share of agreement, it should be prioritized as a area of improvement for the English market.

|
[
2 10
o
=)
8 ® Impressive nature
o 0,8
'_
L
Q
%: 0.6 ° ® Travel to Norway .
L Possible to do outdoor activities
E Cultural experiences
8 o4
T
O
D
=
= 0,2
@)
T

0,0

0,00 0,05 0,10 0,15 0,20 0,25 0,30
IMPACT ON PROBABILITY OF GOING TO NORWAY
q Innovasjon (standardized correlation coefficient on axis)
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g gm  ENGLAND
SHARE OF VOICE IN ENGLAND

Below is an illustration of the developmentiof2 N3 St&ar@ &f Voice in months of 2018 in England compared with the Share of Voice for other markets. On average Norway ha
RSOSyil akKikENB 2F (GKS G20l tf @2A0S8: NIylAy3a Ay (KS { 2ahiwKichfishn irdi€atidn bffa stOriy dnd Stable Bofidey ! C
brand.

DEVELOPMENT IN SHARE OF VOICE IN THE UK COMPARED TO OTHER COUNTRIES

100% = Switzerland
1 5 Y S (Y S SS—— I
= Sweden
80% = Austria
= Norway
60% m Scotland
= ltaly
= France
40% Germany
New Zealand
Alaska
20% u Canada

= Iceland

0% Finland
January  February March April May June July August  September October November December
2018 2018 2018 2018 2018 2018 2018 2018 2018 2018 2018 2018
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- DENMARK

CHARACTERISTICS OF THE DANISH TARGET GROUP

The infographic below describes the characteristics of the Danish target group compared to the average of the remafaneigfivemarkets. The Danish target group is generally
older, more often has no children and are generally less likely to visit Norway than other foreign markets. However, same &dds for Norway. They mainly associate Norway

with Nature, Skiing, Mountains and fjords, but also expensive and cold.

DEMOGRAPHIC CHARACTERISTI(® England target group @ Average (foreign markets)

W~ 65%/ 60%

'(" 3 or more travels abroad
in the past 3 years

W~ 35%/ 40%
'(" 1-2 travels abroad
in the past 3 years

51%/ 52%

Women

2 2 11%/ 18%
i 1 child

12%/ 19%

2 or more children

a4 76%/ 63%

No children

=2 24%/ 43%
36-55 years

= 42%] 29%

56 years or older

= 35%)/ 29%
18-35 years old

ASSOCIATIONS TO NORWAY

q 13,8/ 14,6
% Average years
of education

é 67 000g 80 000
EUR

Median income

NORDLYS 2
Kol E

=0 |.n_;sl_<|r[R|g.m_,mf-[;-sMIJK

L w— (N

STORSLAET
(N=5368)

PROBABILITY FOR VISIT AND RECALL

‘b 4,1/ 5,1

Likely to visit Norway within 12 months

‘* 25%/ 20%

Remember seeing an add for Norway

MOTIVATION FOR TRAVEL ON HOLIDAY ABROAD

[20FE NI S

Big cities P
2Af R Y GdNB 5780
Clean and unspoiled natur 80%

Hiking

Outdoor activities

Alpine skiing

Cycling
Cross-country skiing

Fishing

Snowboarding



DENMARK

HOW THE DANISH TARGET GROUP SEES NORWAY

BRAND TARGETS
The chart on the right shows the 100% 89% mmmm Denmark Average (foreign markets)
percentagethat agrees or strongly agrees 90% 88% g86% 86%
that the brand characterize Norway. The
. . 0,
bars display the percentage in Denmark 80%
that agrees and the red line show the 70%
average across the remaining foreign 60%
markets (Norway excluded). 50% % 46%
40% 39%

0
The Danish market tends to agree less ) 30% 29% 29% 29% 4%
than other foreign markets, that the 30% 20%
brands characterize Norway. Among the 20%
top four brands there is no difference, 10%
however it is clear that anything below is 0%
generally rateq Iower.than forelgn & é\(\‘a ‘o‘b‘j @o{, PR .‘\\,\\oo &o@ @ e@ & Q@ .,\\(\og & & ,\\ \4@ &
marketsg maximum differencebeing & & %Q\\ NS 6@«\% PO &\\‘* o o° & &Q\‘% P v\\o\\ ‘ob bJ’ & Q/(;\?}\ &

A B o o A \ A\ R @ o BN 3 < X0
YD PJJ? I G ()(125 ?.A ySQ yf|Q W{ dZﬁSﬂ? I 9? yfi? %&5@ Q¢$ Q§9 %QQ QPQ & 6ﬁ$ <5¢§ \bQ? S & C§$ é§9 Qjés ;6§ .\G§ pr %5§S d&gQ Q§§
FfTOSNYIFHuA@gSaQo \@ o@ 5Q &@’\ @‘x\"‘ '3 ﬁ@ RN é@“ @5 $° D g\d\ '\(\:} 5}‘ beo ‘;{;\\0
63& 99& qu « ~Q§% & &g, 4§@@ d§> @g, K%P S} cg@ &p
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R N <° RN & & & O °
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=} DENVARK |
DEVELOPMENT IN BRAND TARGETS 2016 TO 2018

The chart shows the share that agrees or strongly agrees with the brand statements about Norway and their developmert@torB@IB. As can be seen there is very little
change from 2016 to 2018, but there is however a smalJ trend that most brandv statements are on the rise. This indicafeoadstency and potential positive trend in the
5FLyA&daK GFNBSG INBAZIQE PAS6 2F K2f ARFI&@Ay3 b2NBl o

DEVELOPMENT | BRAND TARGETS FROM 2016 TO 2018

% 89% 89% 88% 2016 m2017 m2018
100% 90% Dea 990 88%
90% 9%8808%8?@6%86%’6%7?9"/" =
80% 6%674% °62;% so00
70% 396570 B8% .. 54% 53% 59%
60% 53%57% 0 0 A002% _50% _48% 45% - AT% 0
529 46% 20%4590°" 45 Y 41810% 3000
50% 4505 478 9%y, 43% 419°7° 38% . .
2439 0, 29% 9704 29%
40% 34%  ofh L0 200 S0, 24%
20% 20962570, 255 C24%  22% 1q39%
21%s  18%
20%
10%
0%
\ e . ) 2 o & & Q o \ N > * . o o Y &) o & o )
égﬁ‘ g@\(\ ‘,\&\o s‘\\d‘b (&o &S &\)\o c\}_\o & \OQQ’ \L,}o" & Q&e Q&% &\\o 0@ &8 o'\‘& 8)& Q}.@e \\g\\o _ ?.>\& Q;&\é‘
7}:,0 &oo ooe, &Q;\ é\o s 82 (\&A Q\,b(\ 6‘9 N \(\% oq;:o e;\& (\o q}° ,,;\o"o A &Q«O ,@’\Q obc Qe<> (;-\\o
S < © * & 3 «© & ") : S > R © & © «© ® 2 «° N ¥
& NF £ &« S & W& W S Ce 8 S
\}Iz}(\ QS\I@(J (_)Qe éﬁ& o =N <<:z§" L)&Qf . X & K‘}\o$ Q’{;&\(\ i fz;b \‘Q§ &{& R \(\‘7 @QQP (\b\o b‘—\){'\\
9 3 ) ) o 2 4 &F & > )
@ KR N R o & & & S & N & S
ch, +<}‘ N N ,\@(\(‘ ;\\é\ )é,bé‘ . o0 &° & &o\$
S ke N o & < ) 2 < <
> & R e N & X I52d
% e NG ) i &
2 % < e < & N
(}‘,0(\ ’b(’z &\b $\b®
KU A
Q*e Q)e"’&

R\
q Innovasjon
[ | Norge FvdzSadAazy 62NRAY3I dzyiit GKS SyR 2F wnmc éF& YéELG 2FF



DENMARK

VISITORS AND N&ONSITORS

The circle diagram illustrates that three quarters of the active
tourists in the Danish target group have visited Norway before.

The bar chart shows the difference in perception of Norway,
between the people in the target group that have visited
Norway before and the people in the target group who have
not visited Norway before. In other words, these are brands on

which Norway outperforms the ne@A & A (i 2 NQ &

to live up to expectations.

All brands are more positive for the group that have visited
Norway the group that have not. This is an indication of great
performance for Norway, but also reveals a discrepancy in

perception of Norway and actual holiday in Norway.
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DANISH TARGET GROUP WHO HAVE VISITED NORWAY

w2 St O2YAy3
GKEG
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SHARE OF VISITORS AGREEING WITH BRAND STATEMENTS

This figure shows the percentage that agrees or strongly agrees with the brand statements by visitors-sisitorsn The preous page showed what set t
this page shows thabsolute percentagef agreement for both groups.

PERCENTAGE THAT AGREES WITH THE STATEMENT SPLIT BY VISITARIAGR NON
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_
- DENMARK

DEVELOPMENT IN KEY BRAND TARGETS SINCE 2012

The development since the beginning of the tracking is displayed the line chart across key performance brand indicatifrge Boand targets there is a slowly but steady

increase in the perception of Norway having good offers on all brand targets. So even though the view of Norway is dladotatiere seems to be a small positive trend in the
view of Norway on the five brand targets below.

DEVELOPMENT IN KEY INDICATORS
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= |t Offers new and interesting experiences* It has an exciting culture and history = |t has exciting cities

It offers a wide range of sustainable alternatives
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It has great cuisine and local specialities
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=} DENVARK |
DRIVERS FOR THE PROBABILITY TO VISIT NORWAY

Grouping the branding targets into five dimensions (see explanation on page 56) reveals an interesting pattern. In the dingehsions that appear, are the ones that have a
statistically significant impact on the probability of visiting Norway. The vertical axis plots how many on average stgreglgragree with the branding dimension, while the
horizontal axis showed the standardized impact on the probability of visiting Norway. The results show that a largetebadaegeft group agrees that it is easy to travel to
Norway and it is possible to do outdoor activities. However, the lowest share is Norway as a destination for culturalaspebigt it has the highest impact on the probability of
going to Norway. It should be prioritized as a area of improvement for the Danish market.
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=} DENVARK |
SHARE OF VOICE IN DENMARK

Below is an illustration of the developmentinf2 N3 Bhar@ éf Voice in months of 2018 in Denmark compared with the Share of Voice for other markets. On average Norway hé
i KS dly2ondtaftbd Hith la dfhlybHt&atable ificreaseé ih O 2 d

I RSOSyi aKINB 2F GKS G2aGFt @2A083 NIylAy3d Ay
February 2018. Generally this is an indication of a strong and stable holiday brand.

DEVELOPMENT IN SHARE OF VOICE IN DENMARK COMPARED TO OTHER COUNTRIES
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CHARACTERISTICS OF THE DUTCH TARGET GROUP

The infographic below describes the characteristics of the Dutch target group compared to the average of the remainiregiivenéirkets. The Dutch target group is generally
younger, but has similar trends in relation to having children. They are less likely to visit Norway, but actually seekisrfooen Norway than other foreign Markets. They mainly
associate Norway with the nature, fjords, northern lights, beautiful landscapes and mountains, but some also mentiorciltb@ing snowy.
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HOW THE DUTCH TARGET GROUP SEES NORWAY

BRAND TARGETS
The chart on the right shows the 100% Netherland Average (foreign markets)
precentagethat agrees or strongly agrees 88%
. 90% 85%
that the brand characterize Norway. The ’ 8. 82% 81% 8
bars display the percentage in the 80%
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DEVELOPMENT IN BRAND TARGETS 2016 TO 2018

The chart shows the share that agrees or strongly agrees with t@e brand statements abogt Norway and their develppmerttﬁtorﬂ. As canvbe seen there i§ very Iittlp A
OKI y3S FNRBY Hnmc (G2 HamyZ FYR GKSNBQa 3ISySNItte | Osaplebiahdpdsitionyhikhe Buich targeSgrong: 1S 2 F

DEVELOPMENT | BRAND TARGETS FROM 2016 TO 2018
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VISITORS AND N&ONSITORS

The circle diagram illustrates that more than a quarter of the active
tourists in the Dutch target group have visited Norway before.

The bar chart shows the difference in perception of Norway,
between the people in the target group that have visited Norway
before and the people in the target group who have not visited
Norway before. In other words, these are brands on which Norway
outperforms thenorRBA & A i 2 NR& SELISOGI A2y a4
expectations.

All brands are more positive for the group that have visited Norway
the group that have not. This is an indication of great performance
for Norway, but also reveals a discrepancy in perception of Norway
and actual holiday in Norway.
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SHARE OF VISITORS AGREEING WITH BRAND STATEMENTS

This figure shows the percentage that agrees or strongly agrees with the brand statements by visitors-gisitorsn The preious page showed what set the groups apart, while
this page shows thabsolute percentagef agreement for both groups.

PERCENTAGE THAT AGREES WITH THE STATEMENT SPLIT BY VISITARIAGR NON

100% 1% Non-visitor m Visitor
* |87 gmn 0 88% 86 6% _ 87%

77% 9% 77%

90% 81%, 80% 799
80% 74% 70% 68%
70% 62%
60% o9% 57% 58% 5500 7 540 sp0p sav
50%
40%
30%
20%
10%
0%
g . . &

o ) & &) o ] > & A\ ) &
& & & & ¢ & & & ‘ S & S
& K° & & @& ~a,&° & & N N & \oQ & o<‘ G S A S
N P T R N PO A e <\°° ’5@ S EN R R N
L e S (3 - by 2> 2> X
QA o N Y & & & A\ Q X N Q N O N 5 & Q&
» & © N o 2 N S O Q S Q & S S & N &
N A Q < I S S ) J > < O AN ) © R & J N
O N N 2 e 0% S e % O S & <$
2 < G & N < o X NS & < \ < & \
\’b‘(\ & & e,"’\o & & 4 v“é ‘39 W & S 3° \\"éj <\°\V\ o‘{‘é &\\0 < g 6@
N Y < N . 5
o V&S @ o & &L & & & P & @
& N o &S & AP & & &
& N & N S K% AN & O o
) > & 2 IS & X & &
S > N & & v &
¢ o o o # ¢
2 ‘ Q D
Ny N V@“ S

. N
Innovasjon P
[ | Norge



DEVELOPMENT IN KEY BRAND TARGETS SINCE 2012

The development since the beginning of the tracking is displayed the line chart across key performance brand indicatifree Boand targets therés a lotof fluctuation early
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DRIVERS FOR THE PROBABILITY TO VISIT NORWAY

Grouping the branding targets into five dimensions (see explanation on page 56) reveals an interesting pattern. In the dingehsions that appear, are the ones that have a
statistically significant impact on the probability of visiting Norway. The vertical axis plots how many on average stgreglgragree with the branding dimension, while the
horizontal axis showed the standardized impact on the probability of visiting Norway. The results show that a largetbbaaegeft group agrees that Norway has impressive
nature, but the perception of Norway as a place with interesting cultural experiences and being easy to travel to, higlesténtpact on the probability of going to Norway.
%nce these also rank the lowest on agreement, it should be prioritized as a area of improvement for the Dutch market.
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SHARE OF VOICE IN NETHERLANDS

Below is an illustration of the developmentinf2 N3 Bhar@ &f Voice in months of 2018 in the Netberlands compared with the Share of Voice for other markets. On average
g2 A0S3 NI y1 ¥emstark yhoujhkndh siight increbdesiie ab dzy (G NJA
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November, although the differences are so small it might be noise. Generally, though, Norway seems to be a strong and stabledmalidathe Netherlands.
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FRANCE

CHARACTERISTICS OF THE FRENCH TARGET GROUP

The infographic below describes the characteristics of the French target group compared to the average of the remafoneigfivenarkets. The French target group is generally
younger, more often children families and more likely to visit Norway. However, fewer has seen adds for Norway thamiaétitsr They mainly associate Norway with the

fjords, nature, open wide landscapes, the northern lights and being beautiful.
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