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WHEN RETURNING TO
LATVIA FROM ABROAD

If, in the last 14 days, you have been in one of the
countries that is subject to special
precautionary and restrictive measures, you must

at your place of residence or elsewhere for 10
days!

is not obligatory if the person has been
vaccinated against Covid-19 and can provide a
medical certificate (showing that the full vaccination
course was completed at least 15 days ago), unless
the person is returning from outside the European
Union, Switzerland, the United Kingdom, or European
Economic Area.



https://covid19.gov.lv/en/support-society/careful-travel/national-morbidity-rates
https://covid19.gov.lv/en/covid-19/safety-measures/self-isolation
https://covid19.gov.lv/en/covid-19/safety-measures/self-isolation

WHEN RETURNING TO
LATVIA FROM ABROAD

Before arriving in Latvia:

a Covid-19 test must be taken, the negative result of which must be
presented upon boarding. The certificate must be issued within the last 72
hours!

Within 48 hours before your arrival, you must fill in the electronic form on
the website, indicating the result of your test and the purpose of
your arrival.

In case of a positive test result, you may only arrive in Latvia by private
vehicle, however, take into account that, on your way to Latvia, you may also
have to face the entry restrictions set by other countries when transiting.
Detailed travel alerts for individual countries are available


https://covidpass.lv/en/
https://www.mfa.gov.lv/en/




HOW WE FEEL AND TRAVEL NOW?

Although 43% of the Latvian
population is still worried about the
coronavirus situation, it can be
observed that in the spring of 2021
the population feels less worried
than it was in 2020

Source: Kantar



HOW WE FEEL AND TRAVEL NOW?

(3% travel in Latvia
28% do it more often than before COVID-19

Domestic travel is a new habit for young
people in age group 18-34 years and 25-34
years (respectively: 49% and 43%), as well as
iIn families with children (36%).

Source: Kantar



HOW WE FEEL AND TRAVEL NOW?

60% think and dream about traveling
abroad

21% have postponed their travel plans
23% plan to the same extent as before
16% plan travelling more

Source: Kantar



HOW WE FEEL AND TRAVEL NOW?

52% of Latvians (age 18 to 60) think that
restrictions should be lifted without
requiring mandatory testing and self-
Isolation for people who have already had
Covid-19 or have been fully vaccinated

Source: Kantar



FINANCIAL SITUATION IN
HOUSEHOLDS

66%0 of Latvian households still assess

their economic situation as good, and this
iIndicator has been stable throughout the

year.

Source: Kantar



WHAT DO PEOPLE EXPECT
FROM COMPANIES?

41% - quality of goods and services
37% - discounts and special offers
29% - use of digital communication tools

Source: Kantar



REASONS WHY LATVIANS
DO NOT TRAVEL

37% lack of money
29%0 lack of free time

16% no motivation / lack of
Information
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Important factors for choosing
holiday destinations

50% Peace and quiet
51% Activetourism offer

* 48% Gastronomy

45% Cultural tourism
offer







B~ W

Soclal Media Influencers In Latvia

www.influenceri.lv/

Golin Accelerators of Relevance Index 2021

. SCALE - the index includes influencersawho have at least 1000 real

followers from Latvia

. LATVIA - the iIndex meludes those with at least 20% real followers from

Latvia

. ENGAGEMENT - audience engagement rate
. VISIBILITY — awareness of influencer outside social network in online

media to identify the potential of the content it creates to reach the
media

. SECTOR - lifestyle, beauty, design, fashion, food, entertainment, photo

& video, sports, youth

. COMPETENCE - competence in the represented field, quality of

content related to this field and personal opinion

. HONESTY - transparency regarding sponsored content



INFLUENCER’S TOP10 BY NUMBER OF FOLLOWERS

Indeksa rezultati péc sekotaju skaita

: @

Mikro-influenceri Medium-influenceri Makro-influenceri
Labakie indeksa rezultati Labakie indeksa rezultati Labakie indeksa rezultati
influenceriem ar sekotaju influenceriem ar sekotaju influenceriem ar sekotaju
skaitu 1000-10'000 skaitu 10'000-25'000 skaitu virs 25'000
http://www.influenceri.lv/mikro-influenceri/ http://www.influenceri.lv/medium-influenceri/ http://www.influenceri.lv/makro-influenceri/

Source: influenceri.lv


http://www.influenceri.lv/mikro-influenceri/
http://www.influenceri.lv/medium-influenceri/
http://www.influenceri.lv/makro-influenceri/

INFLUENCER’S TOP3 BY SECTOR

Tik Tok, Family, Lifestyle, Beauty, Design, Fashion, Food, Entertainment, Photo & Video, Sports, Youth

Source: influenceri.lv




26% 22%”“ - 20%
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TRAVEL TRENDS

» Concern around personal wellbeing, air quality and
humans impact on the environment

« Strong preference for travel domestically, or to
neighbouring countries with easy access by car

* A desire to avoid high-density accommodation and
activities, or mixing too closely with strangers

* A preference for active holidays, involving fithess
activities, hiking and cycling
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