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Selected , Finland, Poland, Tanzania

International 0,63%

(Tyhjd)
Poland
Tanzania
4,10 " Domestic 99,37%
Avg Duration [Day]
Age 56.02 Gender
MALE
20% I I
,,;F;’ qﬁwgeﬂﬁ FEMALE 67,29% —

‘)’ 2" h"l

Country

0%

50%

e B e [

City

Helsinki [
kuopio [ :
Vantaa -
Tampere [N
Espoo -
Jyvisk... -
Lahti [
Kouvola -
Kotka .
Lappee... -

10l-:l‘}|’= 0% 10-%
O FEMALE @MALE
18-24 years
25-34 years
35-44 vears
45-54 years

55-64 years

65+ years

@I'arget Name

Kaikki e

Demographics

Survey Name

Lieksa A

Country City

Kaikki ~ Kaikki h
Age Category Gender

Kaikki e Kaikki '

Profiles

Travel Profile

Kailcki e
Motive

Kailcki e
Travel Company Visiting Role

Kailcki N Kailcki hd
Accommodation

Kailki e
Dynamic Variable Best Visitor Groups

Kailcki e Kailkki ~
1.1.2026 8 3152026 ©
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Travel Profile

LOCAL 12,77%
DAY VISITOR
15,89%
OVERNIGHT
71,34%
Travel Company

Friend(s) 3,77%
By myself
18.87%

42,45%

Family / family ...
33,49%

Visiting Role

Partner or spou...

Motive

leisure: having fun 1.4%
leisure: family a... 2,34% leisure: nature 28,5%
leisure: nature ... 2,8%

leisure: hobby 4,67%
leisure: exercise 5,61%

leisure: cottage holiday

5,61% leisure: relaxing 14,02%

leisure: visiting relati... 13,55%

Accommodation Type

Bed & breakfast 1,17%
Airbnb or similar rental apartment
9,36%

4,10
Avg Duration [Day]

Hotel 22,22%

Rental cottage 18,71%

Private accommodation (relatives, fri...

Private owned cotta... 19,3% 21.64%

Information Source Planning and Booking

Instag... 1.89%
Fac... 6,1...

Other
7.55%

A frien...
9.91%
I have visi...

Destination’s... 50,47%

15,09%

®'rarget Name
Kaikki N
Demographics
Country

Kaikki ~

Age Category
Kaikki %

Profiles
Travel Profile
Kaikki
Motive
Kaikki

Travel Company

Kaikki ~
Accommodation

Kaikki

Dynamic Variable

Kaikki s
1.1.2026 & 31.5.2026

Survey Name
Licksa <
Slicers Graphs
City
Kaikki -
Gender
Kaikki e
e
he
Visiting Role
Kaikki N
e
Best Visitor Groups
Kaikki s
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Destinations Economic Impact (O

40.99 [EUR/Day, Person]

Tourism Incomes

55,000 [EUR]

Tourism Incomes

(s [BR] Crorge e

Survey Name
Kaikki e Lieksa ~
Demographics --
Country City
Kailkki e Kailkki e
Age Category Gender
Kaikki ~ Kailcki e
Profiles
Travel Profile
Kaikki ~
Motive
Kailkki ~
Travel Company Visiting Role
Kailkki e Kailkki e
Accommodation
Kailkki ~
Dynamic Variable Best Visitor Groups
Kailcki ~ Kailcki ~
1.1.2026 B 3152026 ©
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Destinations Economic Impact (O

49.62 [EUR/Day, Person]

Tourism Incomes

67,000 [EUR]

Tourism Incomes

[ [ O e

Survey Name
Kaikki N Lieksa W
Demographics --
Country City
Kailcki N Kaikki s
Age Category Gender
Kaikki s Kaikki e
Profiles
Travel Profile
Kailki N
Motive
Kailcki ~
Travel Company Visiting Role
Kailcki N Kaikki s
Accommodation
Hotel ~
Dynamic Variable Best Visitor Groups
Kailcki s Kaikki ~
1.1.2026 B 3152026 ©
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Destinations Economic Impact @

37.69 [EUR/Day, Person]

Tourism Incomes

51,000 [EUR]

Tourism Incomes

arget Name Survey Name
Kaikki N Lieksa V
Demographics --
Country City
Kaikki e Kaikki e
Age Category Gender
Kailcki ~ Kaikki e
Profiles
Travel Profile
Kaikki ~
Motive
Kaikki ~
Travel Company Visiting Role
Kaikki e Kaikki e
Accommodation
Rental cottage N
Dynamic Variable Best Visitor Groups
Kaikki s Kaikki s
1.1.2026 8 3152026 ©




sANLMI
[ \/ d
Destinations Economic Impact (O
Selected Spending Categories
Kailcki o
Spending Categories Day Visitors % [Spending/Person, Day] Owvernights % [Spending/Person, Day]
i
Accommodation 40,73%
Cultural and Recreational Services 17,00% 10,013
On Fuel and Charging 19,74% 11,51%
Public Transport 16,44% 8,61%
Restaurant and Cafe 23.17% 14,5T%
Shopping and Other Services 23,65% 14,5T%
100,00% 100,00%
Day Visitors [%] Overnights [%]
Public Transport Shopping and Oth... Cultural and Recre...
16,44%
23,65% 10,01%

Cultural and R... on EFuel and C... Accommodation

17,00% 11,51% 40,73%

Restaurant and ...
On Fuel and Char... 14,57%

19,74%

Restaurant and Cafe
23.17% Shopping a... 14,57%

In Timeline

Trends and Seasons

Motive and...

Year Month

R L L Y Y " . VW )

1 2017
1 2018
[ 2019
[ 2020
1 2021
[ 2022
[ 2023
[1 2024
[ 2025
[ 2026

®Target Name
Kailkki
Demographics

Country

Kaikki

Age Category
Kaikki

Profiles

Travel Profile
Kaikki

Motive

Kaikki

Travel Company
Kaikki
Accommodation
Kaikki

Dynamic Variable

Kaikcki

Survey Name

Licksa o

City

Kaikki N

Gender

Kaikki e
A
A

Visiting Role

Kaikki N
A

Best Visitor Groups

Kaikki s
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‘ Back to Mainview ‘

Overview
Spending Categories
Destinations Economic Impact (O -
Trends and Seasons
1290 50 1340
Overnight Stays Day Visitors Total Visits Motive and...
© ' Day Visitors ® Overnight Stays
500 .
£
-
=]
E -
=
. men T
202601 202602 202603 202604 202605

(© Ovemnight [EUR/Day]
34,74

s

F Daily Avg [EUR/Day]

' Day Visitors Spending ®Ovemights Spending

5 20000 .
£
=
1]
o
) -
) I— ] -

202601 202602 202603 202604 202605

G)‘I'argiﬂt Name
Kailcki N
Demographics
Country

Kaikki e

Age Category
Kaikki v

Profiles
Travel Profile
Kaikki
Motive
Kaikki

Travel Company

Kaikki s
Accommodation

Kailcki

Dynamic Variable

Kailkki \/
1.1.2026 B  315.2026

Survey Name

Lieksa

-

City
Kailcki N
Gender
Kailcki e
A
S
Visiting Role
Kailki N
St
Best Visitor Groups
Kailcki s

D




7 /\ Target Name () Survey Name ()
SAALMI

NV Kaikki N Lieksa
Tk | Geh

Date Day Visitors Overnights Overnights Overnights Total  Total visits [} Destination

base lag

.

1.1.2026 4 4 a

2.1.2026 5 5 5

3.1.2026 2 8 8 10

4.1.2026 1 1 1

6.1.2026 1 1 1

7.1.2026 26 26 26

8.1.2026 4 4 a

11.1.2026 1 1

12.1.2026 27 27 27

13.1.2026 1 1

14.1.2026 3

15.1.2026 3

16.1.2026 1 1 1 2

17.1.2026 2 2

20.1.2026 1 1

22.1.2026 1 38 38 39 50 -
23.1.2026 g

241.2026 2 3 3 5 8 a5
27.1.2026 3

30.1.2026 3 3 3 =

31.1.2026 15 15 15 E

1.2.2026 2 5 5 7 8

222026 2 27 27 29 =

3.2.2026 1 58 53 59 o
Yhteensa 51 1202 1292 1343 tammi 202

maalis 2026

touko 2026

Travel Profile
Kailkki

1.1.2026 B 3152026

51




@
0.08 [kgCO2e/km]
CO2 Emission per km
0
0.02 [kgCO2e/km, day]
CO2 Emission per km and day
®

5,106 [EUR/kgCO2e, km, Day, Person]

Money spending and emission intensity

The carbon footprint of a visitor’s travel is measured from the point of departure to the
destination. In the calculation, the travel chains and the vehicles used on the journey
are determined by waypoints.

Target Name Survey Name
Kaikki e Licksa W
Demographics --
Country City
Kaikki e Kaikki e
Age Category Gender
Kailcki e Kaikki ~
Profiles
Travel Profile
Kaikki N
Motive
Kaikki N
Travel Company Visiting Role
Kaikki e Kaikki e
Accommeodation
Kaikki N
Dynamic Variable Best Visitor Groups
Kaikki ' Kaikki s

1.1.2026 31.5.2026




0]

Passages per Traveller

®

®

®

Avg Emission [kgCO2e]

®

®

®©

1,55

423
Avg Distance [km]

84 640

Total Distance [km]

32,09

6 418
Total Emission [kg]

0,076
[kgCO2e/km]

0,024
[kgCO2e/km, day]

Vehicle and Souree Survey Name
Vehicle and Source Percentage [kgCO2e/km] Rl et
Car Petrol 35,26% 0,093 Road
Car Diese e oom owi Demographics | Sieers Gophe
:arl Plug-in Hybrid E,;:% E,x: Py -
rain ,58% ) Country City
Motorbike 7,78% 0112 o o @ Water
100,00% 0,076 ’ Kaikki hd Kaikki hd
"
. e Catego Gender
© Grayscale (Light) Ag Y
Kailkki e Kaikki e
Profiles
Travel Profile
Kaikki N
Motive
Kaikki e
Travel Company Visiting Role
Kaikki W Kaikki W
Accommeodation
.. : . . Kaikki v
2 3 . \ Dynamic Variable Best Visitor Groups
’- ~ i : Kaikki ~ Kaikki v
I . 4 -
The carbon footprint of a visitor’s travel is measured from the point of departure to the S 11.2026 D 3152026
destination. In the calculation, the travel chains and the vehicles used on the journey CI)
J are determined by waypoints. ;

| ©2026 TomTom Feedback

rd - | - rl




To Area
SALMI
NT 423 32,09 0,076
Avg Distance [km] Avg Emission [kgCO2e] [kgCO2e/km]
84 640 6 418,45 0,024
Total Distance [km] Total Emission [kg] [kgCO2e/km, day]
Waypoint () Amount of Vehicte (@)
itk respondents frain
o TP 13,58%
Lieksa 76
Koh 30
Toensuu 10 driving RUOTSI
Kuopio 6 85.43%
e . Vehicle and Source (7)
Nurmes 5
. N Motorbike Car Petrol
Pankakoski 3 7,78% 35,26%
Lieksa Kol 1 Train
Saunakangas E! 13,5...
Tuuka 3
Lahtela 3 Car Plug-i... Car Diesel
Lappeenranta 3 16,56% 18.96% [ p———
Oyala 3 From (D) Waypoint (D) : . ccion D *
Varkans 3 rom aypoin Avg distance  Avg emission Avg Emission
Espoo 2 Kailcki ~ Kailki [km] [kgCO2e] [kgCO2e/km]
Homantsi 2 Lieksa Mednoye Ozero-2 1020 84,61 0,083
Isonvaara 2 Lieksa Zaube 959 89,74 0,094
Kajaam 2 Vantaa Ahoniemi 694 64,98 0,094
Eontiolahti 2 Turku Ruunaa 689 0,00 0,000
Liperi 2 Mynamaki Lieksa 653 61,15 0,094
Pieksimila 2 Hanko Lieksa 639 52,98 0,083
Rautavaara 2 Naantali Koli 637 28,01 0,044
Ruunaa 2 Salo Lieksa 615 68,84 0,112
2 Kaarina 599 56,05 0,094

Sikomem

Lauttalahti

Target Name Survey Name
Kaikki Lieksa
Demographics | Slees Gphs
Country City
Kaikki Kaikki
Age Category Gender
Kailkki Kaikki
Profiles
Travel Profile
Kaikki
Motive
Kaikki
Travel Company Visiting Role
Kaikki Kaikki
Accommodation
Kaikki
Dynamic Variable Best Visitor Groups
Kaikki Kaikki
1.1.2026 31.5.2026




m In the Customized Section tab, you can find your own tailored questions, of which the answer method is Evaluation

2N are either a choice or a sliding scale. Note! Feedback-type questions can be found separately on the
SANLMI

N/ Feedback tab. -

[ d
| Donut | column  Bar 280 280
Subject @ Respondents Answers

Mik3 oli tirkein syy kidyttimiesi kulkuvilineiden valintaan? ~

What was the main reason for choosing the transport you used?

Habit
Choices made by the travel party  2,14%

3.21%

Comfort 3,93%

Cost savings 5,71%

Smooth journey 42,86%

Lack of alternatives 10%

Travel duration 13,57%

Smooth transit at destination 14,29%

G)I'arget Name Survey Name
Kailkki - Lieksa
Demographics - EE s
Country City
Kailcki Kailcki
Age Category Gender
Kailcki Kailcki
Profiles

Travel Profile

Kailcki

Motive
Kailcki

Travel Company Visiting Role
Kailcki Kailcki

Accommodation

Kailcki
Dynamic Variable Best Visitor Groups
Kailkcki s Kailkki s

1.1.2026 B 3152026 &

D
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m In the Customized Section tab, you can find your own tailored questions, of which the answer method is Evaluation
N M | are either a choice or a sliding scale. Note! Feedback-type questions can be found separately on the
Feedback tab. S ifi
W pecifics
Donut Column Bar 237 237
Respondents Answers

Subject ®

What made you choose this destination? Select the most significant reason.

Event: Vaskiteltta 0,42%
Camping and outdoor opp... 0,42%
Camping and outdoor op... 0,42%
Camping and outdoor ... 0,42%
A familiar tourist desti... 0,42%
A familiar tourist des... 0,42%
A familiar tourist de... 0,42%
A familiar tourist de... 0,42%
A familiar tourist d... 0,42%
Camping and outd... 0,84%

Koli national park 23.63%

A familiar tourist destination/company
0.84%
An event/meeting ... 1.27%
Camping and outdoor opportunities: Ruun...
1,69%
Camping and outdoor opportunities
2,95%

Location near Vuokatti/Tahko/Bomba

3.8%
Affection for home region 23,21%

Recommendation of a friend/acquaintance
T17%

G:ll'.':lrgf_-t Name

Demographics

Country

Age Category

Profiles

Travel Profile
Motive
Travel Company

Accommodation

Dynamic Variable
Kaikki e
11.2026 B 315.2026

Survey Name
Slicers Graphs

City

Gender

Visiting Role

Best Visitor Groups
Kaikki e

D



m In the Customized Section tab, you can find your own tailored questions, of which the answer method is . iarget Name Survey Name
¢ /A, L M| are either a choice or a sliding scale. Note! Feedback-type questions can be found separately on the Kaikki . Lieksa o
[, |
Demographics --
| Donut | column  Bar 238 421 couni o
Kaikki N Kaikki N
Subject ® Respondents Answers
. B . Lo Age Category Gender
Missd muualla kuin Lieksassa kivit matkasi aikana? N
Kailcki g Kaikki N
Where else besides Lieksa did you visit during your trip?
Profiles
OtherTahko
1,17%
Juuka 5.39% 87% Travel Profile
Elsewhere in Morth Karelia 7,73% Kaikki N
Koli 27,4%
Motive
Kaikki N
Bomba 7.73% Travel Company Visiting Role
Kaikki s Kaikki N
Accommodation
| didn't go anywhere else Kaikki e
8.9%
Dynamic Variable Best Visitor Groups
Joensuu 14,75% Kaikki S Kaikki S~
Ruunaa 10.3% 1.1.2026 31.5.2026
Elsewhere in Lieksa 13,35% @




m In the Customized Section tab, you can find your own tailored questions, of which the answer method is Evaluation G}Target Name Survey Name

$ AN M | are either a choice or a sliding scale. Note! Feedback-type questions can be found separately on the

\\// Feedback tab. Specifics
s, d
Demographics Slicers Graphs
Donut Column Bar 280 280 Country City
Subject @ Respondents Answers
Age Category Gender

In what ways would you primarily reduce the carbon footprint of your trip?

Profiles
Voluntary compensation with a service of my choice
6.07% Travel Profile
By using public transport 26,07%
| am not interested 16,43% Motive
Travel Company Visiting Role

Accommodation

Dynamic Variable Best Visitor Groups
s v . v
| can not say 24,64% Kailcki Kaikki
1.1.2026 & 31.5.2026 &

By choosing a lower CO2 emission alternative of transport
25,71% @



®Target Name Survey Name
L ! N
Benefits Kailkki Lieksa
Demographics — s
Disadvantages
Country City
Specifics Kaikki V| Kaikki .
versen Age Category Gender
. . Kailki Kaikki
Social Indicator @ o o
Profiles
Travel Profile
Kaikki ~
Motive
8 8 , 01 % Kaikki \
Travel Company Visiting Role
0,00 % 100,00 %
Kaikki ™ Kaikki ™
Accommodation
Kaikki ~
Dynamic Variable Best Visitor Groups
Kaikki ~ Kaikki ~
1.1.2026 B 3152026 B




N Evaluation

AN

2 . M | Under the Benefits button, you can find the answers to the question: “What do you think is the biggest
W benefit of the event or tourism for the locality”, which is asked from local respondents.
b

A

Benefits

Disadvantages

Specifics
2023 version
The biggest benefit of tourism to the locality
) N o
Tourism does not bring visible ben... 2,7% Culture and cultivation: maintaining culture and traditions

13.51%

Living and environment: le... 2,7%

Culture and cultivation: ... 2,7%

Culture and cultivation: atmosphere
27% Economy and development: maintenance ...

Sense of community: internationalization 13.51%

5.41%

Image and reputation: visibility
5.41%

Economy and development: supporting ...

5.41%

Image and reputation: attractiveness
8,11%

Economy and development: work opportunities
13.51%

Economy and development: growth of services Economy and development: incomes
8,11%
' 10.81%

®Target Name

Demographics

Country

Age Category

Profiles

Travel Profile
Motive
Travel Company

Accommodation

Dynamic Variable
Kaikki s
1.1.2026 B 3152026

Survey Name

Slicers Graphs
City
Gender
Visiting Role
Best Visitor Groups
Kaikki s

@),
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Under the Disadvantages button, you can find the answers to the question: “What do you think is the
biggest disadvantage of the event or tourism for the locality?” which is asked from local respondents.

The biggest disadvantage of tourism to a locality

Traffic and moving around: overcrowding
2.78%

Safety and order: disrupti... 2,78%

Housing and living: rise in apartment rents
2,78%

Health and wellbeing... 2,78%
Environment: waste ... 2,78%
Environment: modification of the enviro...
2.78%

Economy and development: lack of rul...
2,78%

Traffic and moving around: parking pro...
5,56%

I can not say 8,33%

Evaluation ®Target Name

Survey Name

Benefits
Demographics S e
Disadvantages
Country City
Specifics
S Age Category Gender
Profiles
Travel Profile
Motive
Travel Company Visiting Role
Accommodation
Dynamic Variable Best Visitor Groups
Kaikki o Kaikki o
1.1.2026 B  31.5.2026

Tourism does not cause visible harm to the locality.

61,11%

@),



SALMI
U
COMEBACK
SATISFACTION (©  NET PROMOTER SCORE ©  SATISFACTION @ EXPECTATION ©

85,50 % 51,63 ‘ 92,63 % ‘

0,00 % 100,00 % 0,00 100,00 0,00 % 100,00 % 0,00 %

|§-

(Tyhja)

100,00 %

®Target Name
Kailcki o
Demographics
Country

Kaikki ~

Age Category
Kailki v

Profiles
Travel Profile
Kaikki
Motive
Kaikki

Travel Company

Kaikki ~
Accommeodation
Kaikki

Dynamic Variable
Kaikki ~

1.1.2026 B 3152026

Survey Name

Licksa

N

City

Kaikki s

Gender

Kaikki s
S
v

Visiting Role

Kaikki s
S

Best Visitor Groups

Kaikki ~

D




m Evaluation ®Target Name Survey Name

ALMI (02
N Table Word Cloud Breakdown Sentiment Feedback
e d
Demographics e s
T 1t Total Sentiment (-100 %, 100 %)
Cloud Chart | MNetwork Chart Negatwe Positive
Word Cloud of Standardized Feedback (1) Category (i) -T1% -43% -14% 14% 43% T71% 100% Row | Age Category Gender
Dist.
1,73%
7,54%
6,70% .
6.42% Profiles
6,01%
573% Travel Profile
4,05%
3.91%
39T Motive
3,35%
Column Dist. | 0,28% 7,26% 16,90% 9,92% 57,26% 6,70% 1,68% 100,00%
Standardized Feedback Date ¢  Sentiment Analysis of Standardized Feedback (i) o
= Travel Company Visiting Role

Accommodation

Dynamic Variable Best Visitor Groups
Kailkki s Kailkki s
1.1.2026 B 3152026 &
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