
Scandinavia  
 
 

1. Market overview from your country 
  

 USA is # 1 long-haul destination for Scandinavia travelers (1,5 mill travelers) followed by Thailand 
as # 2 (800,000 travelers) 

 Average household income $100,000, average spend on travel annually $4,800. Low 
unemployment at 6.3%. 

 Four countries, four languages, four currencies, English widely spoken – no localizing of language. 
26.8 million people, 1 million golfers 

 6 weeks of full paid vacation 

 The unique thing about Scandinavian travelers are their traveling seasons, whereas the high 
season for traveling (outside the summer vacation time in July) might be shoulder or low season 
in California: October fall break, Christmas/New Year, February winter break and Easter period. 

  
2. Key initiatives or recent results 

  

 Airlines see a steady increase in bookings to the US.  And we see more seat capacity into the East 
Coast gateways from the Scandinavian region than ever before. New airlift into Connecticut and 
Rhode Islands by Norwegian, SAS flight into Boston and United new direct into NY. 

 Participation in the USA Travel Show Scandinavia (press conference & B2B workshop), as well as 
recent mission to Stockholm, Sweden 

 Fams – FDM Travel mega fam, three different itineraries, self-drive to cover all New England 
states 

  
3. Outlook/Trends 

  

 Overall, the Nordic market seems robust and there are no signs in decrease of bookings to the 
US—airfares are affordable and USA in general is “on sale.” 

 The majority of tour operators have not adjusted their sales forecast for 2017, only Swedish 
operators expect a 10% decline in 2017 bookings due to the exchange rate and strong dollar 
versus the Swedish Kroner. 

 The mayor trends: 
Luxury: Time is the Scandinavian “currency”, our symbol of welfare. Much of this time we 
dedicate to travel multiple times of the year (average household spend on travel annually 
$4,800). 
Culinary: Scandinavian travelers want to understand the place they are visiting through the local 
food culture. 
Family: Multi-generational travel increasing. 
Digital: 22% of travelers seek inspiration for their next vacation on social media. Internet 
penetration has reached 96%, making Scandinavia a leader in online travel penetration. Most-
used information sources for trip planning are airlines (49%) and OTA’s (47%). 
Eco-friendly: 66% of travelers are willing to pay more for sustainable brands 

 The activity participation while traveling to California are authentic experiences, and wanting to 
stay among the locals. 

 Shopping is the # 1 activity, followed by sightseeing and National Parks (outdoor, recreation with 
high activity level), #4 is small towns/countryside. 

 


