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LM Denoarnc| potes | soomens s vl i v
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Multiple Selection Country City
Country City
International 0,39% Finland _: o : Kaikki N Kaikki e
. Helsinki [N
Andorra : Kuopio - Age Category Gender
: i Vantaa - :
Belgium [ espoo [ : Kaikki V| Kaikki v
. . Jyvisk... -
Germany Kontiol... - Profiles
' ' 5 Lahti '
Spain : : :
: : nurmes _ Travel Profile
Sweden ' } Tampere = 3 Kaikki v
: Turku )
4,02 Domestic 99,61% - - . )
Avg Duration [Day] 0% 50% 100% 0% 10% Motive
Kaikki e
Age Gender © FEMALE @MALE
0% Travel Company Visiting Role
<18
ELSE o Kaikki v | Kaikki ~
MALE
0% e 25.06% 18-24 years Accommodation
25-34 years Kaikki b
10% 35-44 years Dynamic Variable Best Visitor Groups
I 45-54 years Kaikki N~ Kaikki W
0% #;"" _4" PP remALE 35-64 years 152024 @ 31122024 &
S S A S & 72.75%
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Travel Profile

LOCAL 18.86%

DAY VISITOR
26,6%

Travel Company

Friend(s) 8,05%

By myself
14,67%

Family / family m...
31,83%

Visiting Role

Motive

leisure: exercise 1,99%
leisure: having fun 2,58%

leisure: family ... 2,81%
OVERNIGHT other: other reason

54,54% 4,34%
leisure: hobby 4,69%

leisure: cottage ... 9,5%

leisure: visiting relativ... 10,79%

Accommodation Type

Partner or spou... Farm stay 1.04%

42,01% Airbnb or simila... 5.39%
Camping (tent, camper, mobile h...
8,35%

Private accommodation (relatives, fri...
17.74%

Information Source

Trip b... 1.9%
Oth... 7.3...

A frien...
8.,18%

I have visit...
44,19%

Faceb...
10,9%

Destination's...
18,72%

leisure: nature 33,06%

leisure: relaxing 11.61%

4,02

Private owned cottageqq BRAIERS Phay]
19,13%

Rental cottage 18,96%

Hotel 17.74%

Planning and Booking

®Target Name

Survey Name
Kailki A Lieksa ’
Demographics - -
Country City
Kailcki ~ Kaikki hd
Age Category Gender
Kailkki e Kailkki hd
Profiles
Travel Profile
Kailkki e
Motive
Kailkki e
Travel Company Visiting Role
Kailkki ~ Kaikki e
Accommodation
Kaikki s
Dynamic Variable Best Visitor Groups
Kaikki s Kaikki hd
1.5.2024 B 311222024 &
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Destinations Economic Impact ©

35.12 [EUR/Day, Person]

Tourism Incomes

249,000 [EUR]

Tourism Incomes

e | [ERE] Crager ame

Survey Name

Lieksa A

Country City

Kaikki Kaikki N

Age Category Gender

Kailcki Kaikki N
Profiles

Travel Profile

Kaikki ~

Motive

Kaikki ~

Travel Company Visiting Role

Kaikki Kaikki N

Accommodation

Kailkcki e

Dynamic Variable Best Visitor Groups

Kaikki Kaikki s

1.5.2024 & 31122024 ©
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Destinations Economic Impact ()

47.37 [EUR/Day, Person]

Tourism Incomes

336,000 [EUR]

Tourism Incomes

(et ST v e

Survey Name
Kaikki Licksa N

Demographics --

Country City

Kaikki Kaikki ~

Age Category Gender

Kailcki Kaikki e
Profiles

Travel Profile

Kaikki s

Motive

Kaikki N

Travel Company Visiting Role

Kaikki Kaikki ~

Accommeodation

Hotel N

Dynamic Variable Best Visitor Groups

Kaikki Kaikki g

1.5.2024 & 31122024 &
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Destinations Economic Impact (O

29.2 [EUR/Day, Person]

Tourism Incomes

207,000 [EUR]

Tourism Incomes

arget Name Survey Name
Kaikki Licksa
Demographics --
Country City
Kailcki Kailcki
Age Category Gender
Kaikki Kailcki
Profiles
Travel Profile
Kailcki
Motive
Kailcki
Travel Company Visiting Role
Kailcki Kailcki
Accommodation
Rental cottage
Dynamic Variable Best Visitor Groups
Kailkki Kaikki

1.5.2024 B 31122024 &
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|7 Back to Mainview Overview
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. . . In Timeli
Destinations Economic Impact ® B
Trends and Seasons
Motive and...
Selected Spending Categories
Kaikki o
Spending Categories Day Visitors % [Spending/Person, Day] Overnights % [Spending/Person, Day] Year Month
.
Accommodation 40.73% > I:I 2017
Cultural and Recreational Services 17,005 10,01% P |:| 2018
On Fuel and Charging 19,74% 1,51% > [ 2019
Public Transport 16,44% 8,61%
Restaurant and Cafe 23,17% 14,57% ? D 2020
Shopping and Other Services 23,65% 14,57% > [ 2021
100,00% 100,00% > [ 2022
> [ 2023
> [ 2024
> [ 2025
Day Visitors [%] > [ 2026

Public Transport

16,44%
23,65%

Cultural and R...
17,00%

On Fuel and Char...
19,74%

Restaurant and Cafe
23.17%

Shopping and Oth...

Overnights [%]

Cultural and Recre...

10,01%
On Fuel and C... Accommodation
11,51% 40,73%

Restaurant and ...
14.57%

Shopping a... 14,57%

(D’I'arget Name
Kaikki
Demographics

Country

Kaikki

Age Category
Kailkki

Profiles

Travel Profile
Kaikki

Motive

Kailcki

Travel Company
Kailkcki
Accommodation
Kailkcki

Dynamic Variable

Kailcki

Survey Name

Lieksa

City
Kaikki

Gender

Kailcki

Visiting Role
Kaikki

Best Visitor Groups

Kailcki
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Destinations Economic Impact (O
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arget Name Survey Name
Kailkcki Lieksa W
Demographics --
Country City
Kailcki Kailcki N
Age Category Gender
Kaikki Kailcki N
Profiles
Travel Profile
Kailcki e
Motive
Kailcki ~
Travel Company Visiting Role
Kailcki Kailcki N
Accommodation
Kailcki e
Dynamic Variable Best Visitor Groups
Kaikki Kaikki s

1.5.2024 31.12.2024
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m Target Name (D Survey Name ()
SALMI
NV Kaikki v Lieksa AV
| T G
Date Day Visitors Overnights Overnights Overnights Total  Total visits [| Destination
base lag
.
1.5.2024 2 18 18 20
2.5.2024 2 2 2
3.5.2024 27 27 27
45.2024 1 1
5.5.2024 1 250 250 251
6.5.2024 1 5 5
7.5.2024 1 2
8.5.2024 1 7 7
9.5.2024 2 13 13 15
10.5.2024 2 7 7 9
11.5.2024 3 22 22 25
12.5.2024 3 3
13.5.2024 6 6 6
14.5.2024 2 2 2
15.5.2024 1 1 1
16.5.2024 3 6 6 9 4,02 Travel Profile
17.5.2024 4 4 55 6.
18.5.2024 a 8 8 12 & Kaikki N
19.5.2024 7 7 7 =
20.5.2024 279 279 279 g -
23.5.2024 3 3 2
24.5.2024 1 7 7 s 8 . _
25.5.2024 6 2 2 8 T 4 152024 & 31122024 ©
26.5.2024 a 1 1 15 : : : .
Yhteenss 340 6745 6 745 7 085 touko 2024 heind 2024 syys 2024 marras 20... @




®
0.09 [kgCO2e/km]
CO2 Emission per km
0]
0.03 [kgCO2e/km, day]
CO2 Emission per km and day
®

3,251 [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 Lieksa Y
Demographics --
Country City
Kaikki Kaikki ~
Age Category Gender
Kailcki Kaikki e
Profiles
Travel Profile
Kaikki s
Motive
Kaikki N
Travel Company Visiting Role
Kaikki Kaikki ~
Accommeodation
Kaikki N
Dynamic Variable Best Visitor Groups
Kaikki Kaikki g

1.5.2024 31.12.2024
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© 143

Passages per Traveller

© 381

Avg Distance [km]

© 360 501

Total Distance [km]

© 33.25

Avg Emission [kgCO2e]

© 31418
Total Emission [kg]

© 0,087
[kgCO2e/km]

@ 0,033
[kgCO2e/km, day]

Vehicle and Source

Vehicle and Source  Percentage [kgCO2e/km] Route

Car Petrol 53.42% 0,093 ® Road

Car Diesel 18,00% 0,081 @®Rail

Train 992% 0,007 @ nir

Car Plug-in Hybrid 8,63% 0,043

Rv-truck 3,01% 0278 @ Strect
100,00% 0,087

Okgs
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are determined by waypoints.
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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
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Target Name
Kailkki

Demographics

Survey Name

Lieksa

S

Country City

Kailkki Kailkki e
Age Category Gender

Kaikki Kailkki W

Profiles

Travel Profile

Kailkki ~
Motive

Kaikki ~
Travel Company Visiting Role

Kailkki Kailkki e
Accommodation

Kailkki ~
Dynamic Variable Best Visitor Groups

Kailkki Kailkki
1.5.2024 & 31122024 &
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To Area
SANLMI
N N / 381 33,25 0,087
Avg Distance [km] Avg Emission [kgCO2e] [kgCO2e/km]
360 501 31 417,93 0,033
Total Distance [km] Total Emission [kg] [kgCO2e/km, day]
Waypoint (1) Amount of Vehicle (D)
train 9,92%
Kaildki ~ respondents
-
Licksa 293
Koh 120 s
riving
Joensuu 70 87,50%
Tuuka 30
Kuopio - Vehicle and Source (7)
Nurmes 24
Helsinki 17 Car Plug...
Licksa Koli 17 863%
: ) Train
K.Oﬂtlﬂlahtl 15 g}gz%
Mikkel 15 .
Savonlinna 14 Car Diesel " Car Petrol
8% 53,42%

Lahtela 12
o - From (D) Waypoint () Avg distance  Avg emission  Avg Emission D
Cuiokumpu 10
Kitee 9 Kaild v | | Kaikii v [km] [kgCO2e] [kgCO2e/km]
Lahti 2) Rivas-Vaciamadrid Zaborje 4299 356,52 0,083
Pankakoski 9 Himeenlinna Las Lagunas de Mijas 3394 88239 0,260
Ruunaa 9 Berezovaya Luka Kivisuo 2264 187,78 0,083
Varkaus ] Joensuu Luhy 2250 210,58 0,094
Thorere 3 Sint-Niklaas Lieksa 2037 520,60 0,260
Imatra 3 Bad Soden Lieksa 1943 506,47 0,260
Lahnala g Zaosech'e Gotland County 1692 481,02 0,284
Heindvesi 7 Berliini Joutsenpuro 1558 405,18 0,260
Vantaa 7 Mostovitsa Espoo _ 1331 124,62 0,094

Target Name

Survey Name

Kailkki e Lieksa V
Demographics | Slees Graphs
Country City
Kailkki e Kailkki e
Age Category Gender
Kaikki ~ Kailkki N
Profiles
Travel Profile
Kailkki ~
Motive
Kailkki ~
Travel Company Visiting Role
Kailkki e Kailkki e
Accommodation
Kailkki ~
Dynamic Variable Best Visitor Groups
Kailkki s Kailkki s
1.5.2024 8 31122024 8
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m In the Customized Section tab, you can find your own tailored questions, of which the answer method is Evaluation (Dl'arget Name Survey Name
B . - | ) g
A LM | areeither a choice or a sliding scale. Note! Feedback-type questions can be found separately on the Kaikki Lieksa
NS Feedback tab.
[ ]
Demographics s s
Country City
Column Bar 1038 1038
Kailki Kailki
Subject @ Respondents Answers
) ) ) o o ) Age Category Gender
Mika oli tirkein syy kdyttimiesi kulkuvilineiden valintaan?
Kailkki Kailkki
What was the main reason for choosing the transport you used?
Profiles
Habit
Choices made by the travel party 1,35% Travel Profile
4,34%
Kailki
Cost savings 5,11%
Motive
Comfort 5.11% Kaikki
Smooth journey 42,77% Travel Company Visiting Role
Kailki Kailki
Lack of alternatives 10,4% i
Accommodation
Kailki
Dynamic Variable Best Visitor Groups
Kailkki w7 Kailkki o
Smooth transit at destination
12,91%
1.5.2024 B 31122024 &
Travel duration 13,49% @




Evaluation GlI'ilrg_:;'et Name

m In the Customized Section tab, you can find your own tailored questions, of which the answer method is
¢ LM | areeither a choice or a sliding scale. Note! Feedback-type questions can be found separately on the
V4 Feedback tab. Specifics
s |
Demographics
Country
Donut Column Bar 101M 101
Subject @ Respondents Answers
Age Category
Profiles

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

Other: Ostosmatka 0,1%

Other: .. 0,1%

Camping and outdoor op... 0,1%

Camping and outdoor o... 0,1%

A familiar tourist desti... 0,1%

A familiar tourist dest... 0,1%
Other: Pielinen 0,2%

Camping and outdo... 0,2%
Camping and outd... 0.3%

A familiar tourist d... 0.3% Eh
A familiar tourist d... 0,79%
Camping and outd... 0,99%
An event/meeting organized by a compa...
1.88%

Koli national park 28,98% Motive

A familiar tourist destination/company
2,18%

Patvinsuo national park 2,57%
Kailcki
Other 2,77%

Camping and outdoor o... 3,76%

Affection for home region 14,24% 1.5.2024

Recommendation of a friend/acquaintance
7.52% Proximity to Koli 7.81%

Travel Company

Accommodation

Dynamic Variable

31.12.2024

Survey Name

Slicers Graphs
City
Gender
Visiting Role
Best Visitor Groups
s Kailkki

QO



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

¢ LM | areeither a choice or a sliding scale. Note! Feedback-type questions can be found separately on the

[Bonut | column | g 1024 1992
Subject ©® Respondents Answers

Missd muualla kuin Lieksassa kiivit matkasi aikana?

Where else besides Lieksa did you visit during your trip?

Tahko
Other 3,92% 1.56%

Juuka 6,58% Koli 23,95%

| didn't go anywhere else
8.13%

Elsewhere in Lieksa 8,58%

Joensuu 14,41%

Bomba 8,94%

Elsewhere in North Karelia 10,29% Ruunaa 10,94%

Ql'arget Name
Kailki e
Demographics
Country

Kaikki N

Age Category
Kaikki v

Profiles

Travel Profile

Kaikki

Motive

Kaikcki

Travel Company
Kaikki N
Accommodation
Kaikki
Dynamic Variable
Kaikki e

1.5.2024 31.12.2024

Survey Name

Licksa A

City
Kaikki N
Gender
Kaikki h
A
A
Visiting Role
Kaikki N
av
Best Visitor Groups
Kaikki s

O




%’\\ In the Customized Section tab, you can find your own tailored questions, of which the answer method is D
$ A LM | areeither a choice or a sliding scale. Note! Feedback-type questions can be found separately on the

Feedback tab. Specifics
et \/ | P
Donut Column Bar 1038 1038
Subject ® Respondents Answers
In what ways would you primarily reduce the carbon footprint of your trip?
Voluntary compensation with a service of my choice By choosing a lower CO2 emission alternative of transport

7,23%

29,09%

I am not interested 16,86%

| can not say 21,19%

By using public transport 24,66%

al'arget Name

Demographics

Country

Age Category

Profiles

Travel Profile
Motive
Travel Company

Accommodation

Dynamic Variable
Kailki s
1.5.2024 & 31.12.2024

Survey Name

Slicers Graphs

City

Gender

Visiting Role

Best Visitor Groups

Kailcki s

QO



- ®Target Name Survey Name

Benefits Kaikki : Lieksa
Demographics Slicers Graphs
Disadvantages
Country City
Specifics Kaikdki v Kaikki
e Age Category Gender
i i Kaikki Kaikki
Social Indicator ® aikki aikki
Profiles
Travel Profile
Kaikki
Motive
fy Kaikki
84,67 %
Travel Company Visiting Role
0,00 % 100,00 %
Kaikki ~ Kaikki

Accommeodation

Kailkki
Dynamic Variable Best Visitor Groups
Kaikki e Kaikki

1.5.2024 B 31122024 ©

O
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AN Evaluation ®Target Name

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

Disadvantages
Specifics

2023 version

The biggest benefit of tourism to the locality

Health and wellbeing: health pr... 0,86%

Image and reputation: image

2,58%

| can not say 2,58%

Economy and develop... 2,58%

Economy and development: investment att...
2,58%

Culture and cultiva... 2,58%

Economy and development: maintenance of services
16,31%

Economy and development: work oppor...
12,02%
Tourism does not bring visible benefits...
3%
Living and environment: hobby activiti...
3%
Economy and development: supportin...
3%
Culture and cultivation: maintaining cultu...
3.43%

Culture and cultivation: culture offerings

Economy and development: growth of services
4,29%

9,44%
Image and reputation: visibility

7.3% Image and reputation: attractiveness
Economy and development: incomes 9.44%

7.3%

Demographics

Country

Age Category

Profiles

Travel Profile

Maotive

Travel Company

Accommodation

Dynamic Variable
Kaikki s
1.5.2024 B 3112.2024

Survey Name

Slicers

City

Gender

Visiting Role

Best Visitor Groups

Kaikki

O

Graphs
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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

Economy and development: ... 0,86%
Safety and order: disrupfi... 1,29%
Safety and order: the movement of tourists in p...
1.72%
Traffic and moving around: road closures
3,02%
Traffic and moving around: violation of ...
3.88%

Environment: littering
3,88%

Environment: modification of the enviro...
4,74%

Traffic and moving around: parking problems
5,6%

| can not say 6,9%

Evaluation ®Target Name

Benefits
Demographics
Disadvantages
Country
Specifics
2023 version Age Category
Profiles
Travel Profile
Motive
Travel Company
Accommodation
Dynamic Variable
Kaikki ~
Tourism does not cause visible harm to the locality. 1.5.2024 B8 31.12.2024

55.6%

Survey Name

Slicers

City

Gender

Visiting Role

Best Visitor Groups

Kaikki

CO

Graphs
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sALMI
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COMEBACK
SATISFACTION @ NET PROMOTERSCORE ©  SATISFACTION @ EXPECTATION @

84,16 % rﬂ,m ‘ 88,69 % ‘

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

Timeline

|§-

(Tyhja)

100,00 %

G:!I'alrget Name
Kaikki
Demographics

Country
Kaikki

Age Category
Kailkki

Profiles
Travel Profile
Kaikki
Motive
Kaikki

Travel Company
Kaikki
Accommodation
Kaikki

Dynamic Variable

Kaikki

av

Survey Name

Lieksa A

City
Kaikki e
Gender
Kaikki hd
AT
A
Visiting Role
Kaikki N
A
Best Visitor Groups
Kaikki R

1.5.2024 B 31122024 B

O




m Evaluation al'arget Name Survey Name

NS Table Word Cloud Breakdown (DSentiment Feedback

Demographics Slicers Graphs

0]

1 it Total Sentiment (-100 %, 100 %)
Cloud Chart = Network Chart Negatlve Positive
Word Cloud of Standardized Feedback (1) Category ()  -71% -43% -14% 14% 43% 71%  100% Row Age Category Gender
Dist.
35,05°
12,62°
9,01 .
7.60¢ Profiles
6,37°
5.15¢ Travel Profile
3,43°
2,76°
f:z: Motive
Column Dist. 0,49% 1317% 1042% 10,66% 44,00% 2047% 080% 100,00
standardized Feedback Date l Sentiment Analysis of Standardized Feedback (1) .
- Travel Company Visiting Role

Accommodation

Dynamic Variable Best Visitor Groups
Kaikki R Kaikki e
1.5.2024 = 31.12.2024

QO




