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Focus – Visit Tromsø-region AS 

Individual travellers MICE Events



Revenue development - Excursions
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about target 
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different needs
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The objective of the project
• To obtain a better market insight 

into our winter tourists 

• So we can run more targeted and 
effective marketing 
communications through the 
correct message and channel 
selection

• Sale and more precise product 
development of our activities and 
destination

• We want to reveal market 
potentials – in the United Kingdom, 
Germany and Japan



What is segmentation?
Divide the market up into groups
with the same requirements and 
characteristics. These groups are 
identifiable, different from each 
other and measurable.

Effective segmentation contributes 
to: 
• Increased market insight
• More targeted marketing 

communications
• Increased sales
• Product development
• Higher customer satisfaction
• More efficient use of resources

BRILLIANT!

OH NO!!!
Why did I go on 

this?

People are different!
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The main motivation is the 
Northern Lights. 

Should be possible to find sub-
groups with different 

requirements?



Main activity categories
How can we describe our activities? 

NORTHERN 
LIGHTS 

ACTIVITIES 

Category -
excursion

Other
experiences

Size of group
Equipment, 

food etc

OTHER 
ACTIVITIES  

Duration Price Destination

Size of group
Equipment, 

food etc



Survey: 1950 interviews in 3 markets + lists from Visit Tromsø-region

- Country of residence
- Interest for travelling in Sept - March
- Travel budget

- Associations with the Northern Lights
- Knowledge of and earlier experiences with 

the Northern Lights
- Interest in seeing the Northern Lights
- Ranking of 4 potential places where it’s 

possible to see the Northern Lights

- Reasons for choosing the Tromsø region as 
their destination Northern Lights destination

- Reasons for not choosing the Tromsø region
- Interest in and importance of various activities
- Interest in various concepts
- Relevant transport

LANGUAGE, FILTER AND TARGET GROUP THE NORTHERN LIGHTS IN GENERAL THE NORTHERN LIGHTS IN THE TROMSØ REGION

- Where do they get information about their trip?
- Who do they travel with?
- How and from whom do they buy their trip and 

activities?
- Archetypes

- Non-organised and organised activities 
they envisage during a 3-day trip

- Price sensitivity metre (PSM)

- Demography
- Travel budget compared to average

PURCHASING PROCESS AND SOCIAL MEDIA DAY PROGRAMME AND PRICE (Optional) DEMOGRAPHY



The Northern Lights cause powerful associations
Write down key words about what you are thinking about or associate with what you have seen

UNITED KINGDOM GERMANY

JAPAN LISTS FROM VISIT TROMSØ
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NORTHERN LIGHTS IN THE  
TROMSØ REGION

MOTIVATIONS, BARRIERS AND BASIS FOR SEGMENTATION

PHOTOS SHOWN TO THE RESPONDENTS



The Northern Lights – main motivation for visiting, 
but not the only one
For return visitors, it’s (more often) to participate in Arctic snow activities
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Participate in sporting events
Test and challenge one's personal boundaries

Fishing (sea, ice fishing)
Participate in/experience cultural events/festivals

Good value for money
Participate in activities that are a bit challenging

Give me/us a reward
Share experiences with friends, family, etc.

Visit museums and attractions
Easy to book and travel

Participate in safe activities and excursions
Experience Sami culture

Experience local culture and the city's history
Experience the animal life in the north

Experience local hospitality and meet new people
Fulfil a dream - a "once in a lifetime" experience

Gain new knowledge and learn about the place/nature
Relax in a peaceful atmosphere

Participate in Arctic snow activities
Experience/eat new/local food

Whale watching
Experience winter and cold climate in the north

Have fun
Experience untouched nature in the north

Experience a new place
Photograph the Northern Lights and other experiences

Experience the Northern Lights

There may be various reasons for choosing Tromsø as a destination in the period September to March.
Select all the reasons that are relevant for you (n=1950)
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Participate in an event/competition, sporting event, etc.
Do as little as possible - mostly relax

Visit/participate in a festival (music, film or other culture)
Activities/excursions with own group, not people I don't know

The activities are suitable for children/families
The activities/excursions demand minimal physical exertion

Have some fun and party a bit
Participate in physically demanding snow/nature activities

Meet and get to know new people
Book ready-made activity packages prior to departure

Visit several countries on same trip (e.g. Norway, Sweden, Finland)
Activities/excursions in small groups - max. 4-5

Activities/excursions have a clear environmental profile
Do snow-based activities ( e.g. skiing, snowshoeing, tobogganing, etc.)

Activities/excursions cost as little as possible
Plan and book most of the trip and excursions prior to departure

Be a bit spontaneous - decide excursions on arrival
Stay in the city and participate in what's on offer there

See and do as much as possible - in the shortest possible time
Activity provision that includes culture, attractions and history

Be active, but also time for breaks and relaxing
Participate in really good culinary experiences during your stay

All the activities are safe and completely risk-free
The quality of hotel/accommodation is of a high standard

Experience hospitality and high level of service
Experience and learn something new during your stay

Experience the peace and tranquillity of the nature

Imagine that you are going on a 3-4 day trip to Tromsø in the period September to March to experience the Northern Lights and in addition participate 
in other activities and excursions. How important are the following for you and your travelling companions:
Proportion who have responded 5, 6 or 7 on a scale from 1-7 where 1= Not important at all and 7 = totally decisive

Most important activity characteristics
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38%

40%

42%

48%

49%

49%

51%

51%

52%

53%

54%

68%

74%

A light meal/snacks during the excursion

Authentic experience in the nature - without extra comfort

A full meal is served during the excursion

Pay a bit extra for complete unique activity

Choose between many different activities

Pay a bit extra for comfort during the activities/excursions

The activity is photograhed/documented

Combining activity with good local culinary experiences

Participating in several NL excursions/places on same holiday

Advice about NL photography so I can take good photos

Good availability of extra equipment

The guides on the NL excursion are really knowledgable

Excursion to place with high probability of seeing NL

Imagine that you are participating in specific activities associated with the Northern Lights. How important are the following for you and your 
travelling companions:
Proportion who have responded 5, 6 or 7 on a scale from 1-7 where 1= Not important at all and 7 = totally decisive

Main Northern Lights specific motivations
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THE SEGMENTATION SOLUTION
IS NORTHERN LIGHTS BASED, REGARDLESS OF PLACE IN 

NORTHERN NORWAY
– but different places may have different products/conditions
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