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"GLOBAL

KEY MARKETS
1. Europe: UK, Germany, France
2. USA

* Age 25-35

« Seek actively new possibilities and experiences

« Women are the primary target audience

« Invest in personal well-being

« Interested in unique experiences and adventures
« Higher income levels

« Experiences are more important than possessions
« At the destination: activities vary from sports,
Ielglt)lormg arctic lifestyle, eIl_]O%HOI%g the silence of the

iture and taking the best out of well-being in the
wilderness
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