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Why does it matter?What are we doing? 

Segmentation 

Project 

Target audiences: Visitors

Target markets: UK, Germany, Sweden, Netherlands, Italy, USA

Channel(s): Meta, Google Ads, YouTube, LinkedIn, GA4, Border 
Survey Data  

Last updated: Oct 15

What does success look like?
Metric Goal Justification 

Requirements 



Segmentation 

Process 
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Growth Lead

Data 
collection 

USER BEHAVIOUR

Sourced from Visit Finland 
(03/24–02/25), GA4, Meta, 

Google Ads, LinkedIn

Columbia Road

Insights & 
analysis 

PAT TERN RECOGNITION

Analysed traveller traits, 
motivations, spend, and 

planning behaviour

2

Growth Lead

Persona 
development 

NEEDS ANALYSIS

Built data-driven segments 
and matched them with 

relevant Helsinki offerings

3

Helsinki Partners Team

Validation

FEEDBACK LOOP

Shared draft personas 
with internal teams to get 

structured feedback

4

Helsinki Partners Team

Application & 
targeting

IMPLEMENTATION

Built targeting logic, 
messaging priorities, and 

tracking setup

5

4

1



DEPRIORITISE NURTURE

HIGH 

POTENTIAL

LIMITED FIT

HIGH VALUE

3.2.1 Visit Finland

Data analysis

Visit Finland segments travellers 
into 11 groups based on their 
motivations and behaviour. To 
prioritise segments for our Helsinki-
focused personas, we evaluated 
each one across two key 
dimensions:



Strategic Relevance to Helsinki: 
How well the segment aligns 
with Helsinki’s urban 
experiences, cultural depth, 
design identity, and off-season 
travel potential.

Economic Impact: A 
combination of estimated visitor 
volume, average trip spend, and 
potential to support the local 
ecosystem across seasons.



This approach enabled us to 
identify and prioritise the segments 
most likely to deliver value across 
city campaigns, content strategy, 
destination partnerships, and 
sustainable growth.

Strategically 
relevant for 
Helsinki 

Economic 
impact

Low economic 
impact

Not 
strategically 
relevant 
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MyHelsinki 

Visitor Segments


Segmentation Project | DRAFT DO NOT SHARE 



Culture Shopping Food Wellbeing

Urban explorer

Amira, 32 UX Designer | Berlin 

Solo traveller or with friends, spontaneous, tech-savvy, budget-conscious yet experience-driven.


Demographics



Age

Gender

Group type

Top 
markets

Planning 

Overnights

Spend

Income

25 – 45

60/40 Female 

40% Solo travellers 
SV, UK, NL

UK, Germany, USA, 
Sweden

1–3 months ahead, 
spontaneous and 
agile 

3– 4 nights

€600–€900 per 
trip
Average

45%
of Helsinki's total 
international 
visitors (1.89M 
visits)

“I love cities that surprise me 
around every corner – a gallery 
in a tram depot, a market in a 

square, live music in the park.”

Amira UX designer, 
Berlin

Partnerships with 
low-cost airlines, city 

break OTAs, urban 
culture influencers

Instagram, TikTok, 
Spotify, YouTube 

Shorts, digital lifestyle 
media

Channels 
Targeting

Strategic positioning 
Top priority segment due to high volume, 
youth engagement, and city break relevance. 
Strongest representation from UK, Germany, 
Sweden, and USA. She wants immersive, 
creative, and walkable city experiences: street 
art, pop-up events, food markets, and vibrant 
neighbourhoods. Values authenticity, design, 
spontaneity, and safety.

P romote Helsinki’s walkability, safety, creative 
energy


Spotlight youth culture, local events, and 
weekend getaways


Leverage influencer content, short-form video, 
and interactive guides

Messaging priorities

Kallio nightlife + Sompasauna – 
Authentic, edgy, and social

Flow Festival – Music, design, and 
future-facing vibes

Design District walk – Indie shops, 
murals, and coffee stops

Oodi Library + Töölönlahti – Urban 
calm + architectural wow

Matching Helsinki Experiences 
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Wellbeing Culture Food Nature

Mindful voyager

Jonas & Eva, Couple in their 50s | Amsterdam 

Value-conscious but quality-focused, wellness-oriented, culture-curious, peaceful travellers who plan ahead.


Demographics



Age

Gender

Group type

Top 
markets

Planning 

Overnights

Spend

Income

Primarily +45

Balanced female 
skew in wellness 

Couples or solo 
(especially 
Germany, USA)

Germany, 
Netherlands, USA, 
UK, Sweden

3–6 months ahead

4–5 nights

€900–€1,300 per 
trip
Mid-to-upper

23%
of Helsinki's total 
international 
visitors (947K 
visits)

“When I travel, I want to slow 
down, breathe, and feel like I’ve 
truly seen a place – not just the 

checklist sights”.

Jonas Amsterdam

Lifestyle blogs, podcasts, 
wellness platforms, conscious 

travel content. Collaborate 
with boutique operators and 

eco-retreat curators.

Podcasts, lifestyle 
newsletters, cultural 

publications, Facebook. 
Trusts word-of-mouth and 

editorial content.

Channels 
Targeting

Strategic positioning 
High strategic priority, especially in off-peak 
travel and cultural/wellness campaigns

Strong representation from Germany, 
Netherlands, and USA. They travel for slow 
culture, design, saunas, and nature with 
meaning. They’re interested in wellness 
retreats, sustainable cities, and immersive 
off-season experiences.

H ighlight wellness rituals, slow travel, clean 
design

Promote Helsinki as a peaceful, soulful Nordic 
city

Lean into sustainability, safety, and authenticity

Messaging priorities

L öyly or Kulttuurisauna – Iconic sea-
facing saunas

Lammassaari boardwalk – Nature 
escape in the city

Ateneum or Amos Rex – Art, culture, 
and reflection

Nolla or Maannos – Conscious Nordic 
dining

Matching Helsinki Experiences 
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Food Culture Shopping Nature

Design & dining connoisseur

Luca, 48 Food critic | Milan 

Solo or couple traveller, design-literate, experience-first, high-income, slow but selective planner.


Demographics



Age

Gender

Group type

Top 
markets

Planning 

Overnights

Spend

Income

Primarily +45

Male-skewed (58% 
of foodies)

Solo or couple

Germany, 
Netherlands, 
Sweden, USA, Italy

3–6 months ahead

3–5 nights

€1,200–€1,800 per 
trip

High

2%
of Helsinki's total 
international 
visitors(estimated 
~89K visits based 
on border survey)

“I follow chefs, not checklists. If 
the food tells a story, I’ll listen – 
especially with a view and good 

wine.”

Luca Milan
High-end travel editorials, 
design blogs, food media. 

Partner with boutique culinary 
and architecture agents.

Editorial food/design 
magazines, Pinterest, curated 

newsletters, niche design 
networks

Channels 
Targeting

Strategic positioning 
Strategic niche priority due to high spend, 
cultural influence, and potential for premium 
campaigns. Strongest representation from 
Germany, Netherlands, and Sweden. He’s in 
search of sensory storytelling through food 
and architecture. Seeks encounters with 
creators, hidden design spots, and high-end 
culinary experiences.

E stablish Helsinki as the culinary + design 
capital of the Nordics

Promote chef-led tours, editorial storytelling, 
and design trails

Use visual-first campaigns and curated 
partnerships

Messaging priorities

Gr ön or The Room – Award-winning 
New Nordic cuisine

Design Museum + Aalto House – 
Nordic design heritage

Studio Kukkapuro or Lokal Gallery – 
Hidden design gems

Boutique hotels (U14 / Helka) – Stay 
in style

Matching Helsinki Experiences 
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Visit Finland

Segments
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Campaign template | Production Guidelines
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MyHelsinki

Google Analytics
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