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“Vi gir lokale ideer globale muligheter” 

Distriktskontor 
Lokalkontor 

 
Kontorer  i alle fylker         Representert i over 30 land 



Innovasjon Norge prioriterer seks sektorer 

Energi og 
miljø 

IKT Helse Landbruk Reiseliv Maritim, 
olje og gass 

Marin 



Reiselivssatsingen til Innovasjon Norge har to klare 
roller - Som begge har behov for data og analyse  

Utvikling av norsk 
reiselivsnæring 

Markedsføring av Norge 
som reisemål 
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Analyse-teamet i reiseliv  

Trender 

Trackerdata 

Turistbarometer 

Markedsanalyser og 
Målgruppestudier  
 

Turistundersøkelsen 
Norske og  
utenlandske 
turisters forbruk 



Verdiskapning- «return of investment» 

• Større krav fra våre eiere om å dokumentere at det vi 
gjør innen reiseliv gir økt verdiskapning. 

 



PRIORITERINGER NASJONALT – data over tid 
Egne data 

 1) Turistundersøkelsen – hvordan  og hvem er turistene? 

 2) Målgruppeanalyse – hvilke turister skal vi rette oss mot? 

       3) Trackerdata 

  Effektmåling – fungerer arbeidet vi gjør? 

  Posisjoneringsanalyse 

 4) Turistbarometer  

  Prognoser 

 
Eksterne data 

 5) Kommersielle gjestedøgn (SSB) – fungere arbeidet vi gjør? 

 

  

 

 

  



Turistundersøkelsen 

• For tredje år er det gjennomført en 
landsdekkende undersøkelse 

• Norske og utenlandske ferie- og 
fritidsturister og 
forretningsreisende intervjues på 
kommersielle overnattingssteder. I 
2014 er også cruise inkludert 

• 8 670 intervjuer i 2013 

• SSB gjennomfører intervjuene 

• Epinion rapporterer 

• Datafilene er tilgjengelige i NSD  

 

 

 Hva bruker vi dataene til?  

• Forbrukstallene går inn i 
Satellittregnskapet for turisme 

• Gir oss innsikt i formål,  
aktiviteter, reisemønster, tilfredshet 
på et regionalt  nivå 

 



Aktiviteter og opplevelser som 
karakteriserer regionene 

Kilde: Turistundersøkelsen sommeren 2013, Innovasjon Norge  

Turistene i Nord-Norge vil: 
Oppleve naturen, lokal kultur og 
levemåte, lokal historie og legender 
  
 

Turistene i Trøndelag : 
Fiske, slappe av og nyte god mat 

Turistene i Sørlandet vil:  
Sykle, gå på tur, drive sportsaktiviteter og shoppe. 

Turistene på Vestlandet:  
Oppleve fjorder, kultur og 
gå lange turer 
 

Turistene på Østlandet vil ha mer av:  
More seg i fornøyelsesparker og 
oppleve nattelivet 
 



Sommersesongen 2013. Kilde: Innovasjon Norge 



Trackerdata 

Vi gjennomfører ukentlige 
tracker i de fleste av 
hovedmarkedene. Trackeren 
inneholder spørsmål om: 

 

• Sannsynligheten for å reise 
til Norge  

• Oppfatning av Norge som 
feriemål 

 

• Undersøkelsen gjennomføres 
blant personer i vår 
målgruppe i: 
Danmark 
Norge 
Sverige 
UK 
Tyskland 
Nederland 
Russland 
Frankrike 
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It has spectacular natural scenery It offers an opportunity to
experience natural phenomena
such as the midnight sun or the

northern lights

It has exciting cities

It has new and interesting places

It has an exciting culture and
history

It has great cuisine and local
specialities

It offers experiences that you
cannot find anywhere else in the

world
It offers excellent skiing,

snowboarding, etc.
It offers good cycling

It offers good hiking

It offers good angling

It offers a wide range of
sustainable alternatives

Norway is easy to get to

It is easy to plan a trip to Norway

It is easy to book all the elements
of a holiday to Norway

UK

Denmark

Netherlands

France

Germany

Norway

Russia

Sweden

Average
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Attitude to Norway – Norway’s brand in the different markets 
Based on question: Please state whether you agree or disagree with each statement 
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The maps only show the effect of significant branding targets from multiple regression analysis 

 

What has impact on the probability of going to Norway? Brand values 

UNITED KINGDOM DENMARK 

NETHERLANDS FRANCE 
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Exciting cities 

Easy to get to 

Experiences 

you can’t find 

elsewhere 

Good angling 

Easy to plan 
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New and  

interesting places 

Easy to plan 

Spectacular 

natural scenery 

Experiences you 

can’t find 

elsewhere 

Exciting culture and 

history 
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Easy to plan 

Exciting cities 

Exciting culture and 

history 

Great cuisine and 

local specialities  

Experiences you 

can’t find 

elsewhere 
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Good cycling 

Easy to book 

Excellent skiing 

There is potential in 

telling and 

convincing the Brits 

that  Norway has 

something to offer 

on angling and 

exciting cities 

Persuading the 

Danes about the 

uniqueness and 

interesting 

places has 

potential for 

getting more 

Danes to Norway 

Telling the Dutch 

about Norway’s 

exciting cities 

could get more 

interested in 

going to Norway 

There is a lot of 

potential in 

convincing the 

French that 

Norway offers 

good cycling 
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Conversion Funnel: Does The Communication in the tested 

Campaign Platforms Change Attitude And Behaviour? 

Recollection of the 
campaign – without 
any other effect 

Persuaded 

Involved 

Recollection 

Persuaded and active - contact 

The campaign is rated 
better than other 
commercials 

Thinks better of Norway 
as a holiday destination 
after seeing the 
campaign 

Has searched for 
information about 
Norway as a holiday 
destination 

Persuaded and active - holiday 
Is more inclined to go to 
Norway on holiday (self-
reported) 

No recollection of the 
campaign No recollection of the campaign 

“Can you remember having seen this 
[campaign element] in the past month?” = 
“Yes” 

“Do you think the [campaign element] is 
better or worse than other commercials 
you can remember?” = “Much better” or 
“better” 

“Have you changed your attitude to 
Norway as a holiday destination after 
seeing the advertisement(s)?” = 
 “Yes, I have a much more positive view 
of Norway as a holiday destination” or 
“Yes, I have a more positive view of 
Norway as a holiday destination” 
 

“Have you looked for information about 
Norway as a holiday destination after 
seeing the advertisement(s)?” = “Yes” 

“Do you think the advertisement(s) has 
made you want to go to Norway on 
holiday within the next year?” = “Yes, to 
some extent” and “Yes, to a great extent” 

“Can you remember having seen this 
[campaign element] in the past month?” = 
“No” 
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Effektmåling 



Turistbarometer 
 

• Hensikten med Turistbarometeret 
er å gi en oversikt over forventet 
trafikkutvikling til Norge fordelt på 
land og bransjer  
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Andel som forventer økning Andel som faktisk hadde økning

Halvårlig 
temperaturmåler 



Månedlig status på gjestedøgn, nasjonalt og regionalt 

Kilde: wwwinnovasjonnorge.no 



Tall fra januar-august 
Kilde: www.innovasjonnorge.no  

17 markeder 

20 fylker 

http://www.innovasjonnorge.no/


Formidler og sammenstiller eksterne 
og interne data 



Markedsrapporter for 13 markeder 

Kombinerer interne og 
eksterne data inn i 
markedsrapporter 



Kilde: www.innovasjonnorge.no 



Ikke kun data over tid…. 



Bildetest i Tyskland 

Hvilke bilder skal vi bruke i markedsføringen av 

Norge? 

Ønsket å måle den umiddelbare emosjonelle reaksjonen på 

bilder. Før rasjonalisering setter inn. 

- Hvilke har stoppeffekt? – Vi har forsvinnende liten tid 

- Hvilke knyttes til Norge? 

 

2 ulike metoder:  

- Måle ved bruk av webkamera 

- Mer tradisjonell webundersøkelse 

22 



Følgende 60 bilder var med i begge 
testene 



Koding av ansiktsuttrykk 
RealEyes (realeyesit.com) 

24 

Happy 
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The effect of affect: How do emotions 

relate to behavioral intention 

Surprised 

Happy 

Engagement 

Valence 

Disgusted 

Sad 

Scared 

Angry 

Negativ 

   No effect 

   Weak positive effect 

   Strong postive effect 
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Picking the winner – based on 

scoring model 

2 

4 

3 

5 

The pictures are ranked 

according to the scoring 

model. 

1 
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Picking the winner – based on 

choice  

1 2 

4 
3 

5 

The respondents were 

asked to choose their 

favorite picture 



Innovasjon Norge, Picture Test GER, decode marketing ltd, May 2014 page 28 

Conclusions Decode research 

• Average dwell time;   Posters 1.5 seconds   Print ads 1.7 seconds 

• Quick recognition of a brand that meets our ‚goals‘ minimises cognitive effort. 

• Knowing which signals strongly contribute to brand recognition informs decisions when it comes to  
communication development. 

• Changing diagnostic brand signals often results in confusion and a decline in sales  

• Pictures are key persuasive elements in Norway‘s communication to attract holiday-makers. 

• We want to understand 

• Which photos are linked to Norway 

• What associations they are signalling 



Innovasjon Norge, Picture Test GER, decode marketing ltd, May 2014 page 29 

Top 10 Highest association with Norway 



Innovasjon Norge, Picture Test GER, decode marketing ltd, May 2014 page 30 

Overview: Codes of Norway related to familiarity with Norway 

Not familiar with Norway Shared 
Not familiar / familiar 

Familiar with Norway 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

» Images showing the Geiranger region are the ones that are also signal Norway well – but only for those who have been to Norway 
before.  

» As this portion of consumers is comparably low, only certain Geiranger visuals serve the easy decoding of Norway (classical fjord 
visualisation).   



Innovasjon Norge, Picture Test GER, decode marketing ltd, May 2014 page 31 

And because of this, water (ie inlets) are key codes for Norway 

Austria 

Canada 
 

Norway 

Sweden 

Shared by other countries than Norway, too 

- Inlets, boats, fishing 

- Animals, adventure 

- Greenery 

- Leisure boating 



Big data 
• Dataroaming 

• Kredittkort 



The Selfiest Cities in the World: TIME's Definitive 
Ranking 



Spørsmål? 



Tusen takk for oppmerksomheten 


