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The objectives of the research were to find out what kind of Russian consumers
exist and how Russians behave related to travelling. Moreover, objectives were
to find out if Lappeenranta airport attracts Russian consumers to travel from the
airport to Europe and what would motivate them to come.

Theoretical framework included basic information about Lappeenranta and
Pulkovo airports, consumer behaviour theory and consumer behaviour theory
from the perspective of Russian consumers. The information for theory part was
collected from multiple sources including academic books, articles, recent studies
and other internet sources. The empirical part was based on a structured ques-
tionnaire. All the data for the thesis were collected by this questionnaire, which
was responded totally by 59 Russians.

The results of the study show that Lappeenranta airport attract Russians to fly
from the airport to Europe. Moreover, the most motivating factors to Russians to
come to the airport are the price of flights and unique destinations. Even though
Lappeenranta airport was not informed of the research, it includes information,
which could be used by the airport.

Keywords: consumer behaviour, decision making, motivation to travel, influenc-
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1 Introduction

1.1 Background

Lappeenranta airport is the nearest international airport in Schengen area to Rus-
sians from Vyborg and Saint Petersburg. Leningrad oblast and Saint Petersburg
together consist almost 7 million inhabitants. Moreover, Saint Petersburg is only
around 200 km from Lappeenranta and consists alone around 5 million inhabit-
ants (Regnum 2015).

Lappeenranta airport had annually around 100 000 customers until Ryanair
ceased the flights in 2015. The ownership of the airport changed from state-
owned Finavia to a private company in 2016. Currently, only charter flights exist
from the airport to southern Europe. However, negotiations are going on with

several airlines. (Lappeenranta airport homepage n.d.; Tanskanen 2016.)

In 2011, the research and analysis centre TAK researched travelers in Lap-
peenranta airport. By the research, around 50 % of all customers were Russians
and 90 % of them were from Saint Petersburg. Furthermore, 90 % of all the re-
spondents chose the flights, because price was such a cheap. Especially, Rus-
sians preferred Ryanair because of the prices while other customers preferred
more AirBaltic. Additionally, 53 % of all the respondents considered near location

of the airport an important factor in decision making. (Kaartinen 2013.)
1.2 Previous research

Research exists about market potential of Lappeenranta airport for North-West
Region of Russia and price comparison of flights between Lappeenranta airport
and Saint Petersburg Pulkovo airport. Moreover, researches exist on what kind

of services people want to have at Lappeenranta airport.

Generally, there is a lot of existing research on Russians’ consumer behavior, but
previous research does not exist on are Russians interested to fly from Lap-

peenranta airport and what motivates them to fly from Lappeenranta.



1.3 Objectives and delimitations

As mentioned above, the purpose of the research is to find out what type of Rus-
sian consumers exist and information about their consumer behaviour. Moreover,
objectives are to find out if Lappeenranta airport is attractive to Russians, and
what would motivate them to come and fly from Lappeenranta to some destina-
tion in Europe. To understand Russian customers and the reasons why they want

to travel, it is necessary to know the basics of consumer behaviour.

The focus of the research is on Russian consumers who live in Russia near Lap-
peenranta. It means that it includes consumers who are mostly from Saint Pe-
tersburg and Vyborg area. The population of Russia is in total around 144 million
inhabitants (Worldometers.info 2017). It is too broad a study to research people
all around Russia. Additionally, it is pointless, because consumers do not come
from too far away to Lappeenranta airport for cheap flights. Consumers from Saint
Petersburg and Vyborg area are ideal to be researched.

1.4 Research question

The goal is to find answer are Russians interest to come to Lappeenranta airport
and fly from this airport to Europe. Therefore, the research includes only one re-
search question, which is following:

- Does Lappeenranta airport attract Russians to fly from Lappeenranta to

Europe: what motivates Russians to come?
1.5 Research method

There are two possible research methods: qualitative and quantitative. These two
methods are different from each other and both have its own pros and cons. It is
also possible to combine these methods together. Ryan (1995) published a sim-
ple table, where he compares these two research methods in his book Research-

ing tourism satisfaction.



Comparison dimension Qualitative research Quantitative research
Types of questions Probing Limited probing
Sample size Small Large
Information per Much Varies
respondent
Administration Requires interviewer Fewer special skill re-
with special skills quired
Type of analysis Subjective, interpretive | Statistical, summariza-
tion
Hardware Tape recorders, projec- | Questionnaires, comput-
tion devices, video, pic- ers, printouts
tures, discussion
guides
Ability to replicate Low High
Training of the re- Psychology, sociology, | Statistics, decision mod-
searcher social psychology, con- els, decision support
sumer behavior, mar- | systems, computer pro-
keting, marketing re- gramming, marketing,
search marketing research
Type of research Exploratory Descriptive or casual

Table 1. Qualitative versus Quantitative research (Ryan 1995)

Table 1 shows the differences between qualitative and quantitative research.
Quantitative research method is used as a research method in this thesis. The
quantitative research involves statistical analysis and it relies on numerical evi-
dence. To be sure of the reliability, the quantitative research often requires rela-
tively large sample (Veal 2006). Since the topic is related to consumer behaviour
of Russians, it is necessary to view their opinions. Quantitative research is a bet-

ter method for collecting data from a large amount of people.

The main tool for collecting data is a questionnaire-based survey. Questionnaires
are the most used technique in leisure and tourism research. Particularly, ques-
tionnaires are used when quantified information is required from a specific popu-
lation. Moreover, when individuals’ own opinions, related to their behaviour and

attitudes, a questionnaire is acceptable source of information. (Veal 2006.)

By using a questionnaire, it is possible to poll the views of very large amount of
people relatively quickly (Ryan 1995). Additionally, with structured questions it is
more convenient to get numerical data. The questionnaire is in English and also
in Russian language. It is necessary to have the questionnaire in Russian lan-

guage, because most of the Russian people do not speak English.



It is impossible to interview all the people. The usual procedure is to interview a
sample, which is a proportion of the people (Veal 2006). The sample for the re-
search is, approximately, 100 participants. Furthermore, the sample is selected

from people from Vyborg and Saint Petersburg.

There is no need to apply restricted probability sampling in the research. Snow-
ball sampling is mainly used in the research, which is a type of convenience sam-
pling method. Particularly, it means that a researcher is asking from respondents
if they know more potential respondents (Rugg & Petre 2007). Moreover, it is like
a snowball rolling down from a hill, because participants recommend more par-

ticipants and they recommend more.

Eventually, the collected data is analyzed by using SPSS (Statistical Package for
the Social Sciences) Software. Since the questionnaire creates a large amount
of numerical data, SPSS is the most suitable program to analyze the data. More-
over, SPSS Software enables to transform the data from the questionnaire

smoothly into statistics.
1.6 Structure of the thesis

The thesis consists of four main parts: introduction, theoretical framework, empir-
ical part and conclusions. The thesis starts with basic information about Lap-
peenranta and Pulkovo airports, which includes some history, current situation
and situation of low-cost airlines operating from the airports. The second part of
the thesis is about consumer behaviour. Mainly, it has theory about all the factors,
which influence consumers in decision making process. After knowing the basics
of consumer behaviour, the theory continues with consumer behaviour from the
perspective of the Russians. More specifically, it is about what kind of consumers
Russians are and what different factors influence them. The last part of the thesis

is empirical findings and conclusions.



2 Lappeenranta and Pulkovo airport

This study tells the basics of Lappeenranta and Pulkovo airports. It includes the
current situation of Lappeenranta airport and plans for future, situation of negoti-
ations and SWOT analysis of the airport. Pulkovo airport part includes basic in-
formation about Pulkovo airport and situation of low-cost airlines operating from

the airport and generally in Russia.
2.1 Lappeenrantaairport & SWOT analysis

Lappeenranta airport was founded in 1918 and it is the oldest still functioning
airport in Finland. It is located only around 3 km from Lappeenranta city center,
63 km from Vyborg and around 200 km from Saint Petersburg (Lappeenranta

airport homepage n.d.; distancecalculator.net).

Lappeenranta airport had annually around 100 000 passengers until Ryanair
ceased flights to Lappeenranta in 2015. Additionally, the ownership of the airport
changed from state-owned Finavia to a private company in 2016 (Lappeenranta
airport homepage n.d.). In 2017, Primera air started charter flights to Southern
Europe and thus traffic in the airport restarted again. Current situation at the air-
port is that any low-cost airlines do not operate from the airport. However, there
are negotiations going on at least with five airlines and decisions should be done
by autumn 2017 (Tanskanen 2016).

Chief executive officer of Lappeenranta airport Eija Joro says that the airport is
negotiating with several airlines, but she does not tell yet with what airlines. Also
possible destinations are still unknown information. However, the airport’s pur-
pose is to attract Russian customers to Lappeenranta and it is possible only if the
airport is able to offer cheap price and destinations where a person cannot fly
from Pulkovo airport. (Lappeenranta airport homepage n.d.; Kinnunen 2017.)

Lappeenranta airport is trying to attract airlines to Lappeenranta with low airport
fees. The airport promises that airport fees will be 50 % less compared to what
the fees used to be earlier. Therefore, the airport is planning to get the missing
revenue straightly from customers. For instance, airport security checking could

cost for low-cost airline travelers. (Tanskanen 2015.)



SWOT analysis

Table 2 below shows SWOT (strengths, weaknesses, opportunities & threats)
analysis of Lappeenranta airport. One strength of the airport is location. Russia
Is near, which means that millions of potential customers exist within 200 km.
Lappeenranta airport is a small airport, which means that it can offer fast service,
because not so many people use the airport. Additionally, it is able to offer low
airport fees. Being a small airport is at the same time a weakness, because it has
limited resources and selection of flights cannot be high. Opportunity is clearly to
grow as an international airport. Threats are strongly related to Russian economic
and political situation. Also Russians’ low income level effect on airlines’ willing-

ness to operate from Lappeenranta airport.

Strengths Weaknesses
- Location - Small airport
- Small airport = Resources, selection of flights
= Fast service at airport (no
gueues)

= Low airport fees
- Millions of potential customers

within 200 km.
Opportunities Threats
- To grow as an international - Russian Economic and Political
airport. situation

- Russians’ low income level
= Airlines may not be interested
to operate from Lappeenranta

Table 2. SWOT analysis of Lappeenranta airport
2.2 Pulkovo airport

Pulkovo airport is located 23 km from Saint Petersburg city center. It is the third
busiest airport in Russia and in 2014 it had over 14 million passengers (Pulkovo
airport homepage). As a matter of fact, only a few low-cost airlines exist, which
operate from Russia to Europe. However, they operate mostly from Moscow to

Europe.

Moreover, Russia has its own low-cost airline called Pobeda, which also flies to
Europe only from Moscow (Pobeda airlines homepage). A Spanish low-cost air-

line Vueling operates from Pulkovo to Barcelona and Alicante a few times a week,



but tickets are quite expensive (Vueling homepage). Recently, low-cost airline
Wizz air announced that it starts flights on 23 August 2017 between Saint Peters-
burg — Budapest. At the moment, they already have flights from Moscow to Bu-
dapest. Prices from Pulkovo airport to Budapest are around 100 — 200 € (Wizz
air 2017). From Lappeenranta airport to Dusseldorf in Germany, tickets used to
cost 35 — 100 €. Logically, flights from Pulkovo cost more than from Lap-
peenranta, because airport is bigger and therefore airport fees are higher. Thus,
prices of tickets are more expensive and consumers must pay more than flying

from small airports.

3 Consumer behaviour & influencing factors

In this study we learn the basics of how consumers make decisions, what moti-
vates them to consume and what different factors influence them in the decision
making process. To understand how consumers actually make a buying deci-
sion, it is necessary to know the basics of consumer behaviour. Blackwell, Min-
iard & Engel (2001) defines that consumer behaviour is “activities people under-
take when obtaining, consuming and disposing of products and services”. More-
over, consumer behaviour involves more than buying. It is not only how a per-
son buys products, but consumer behaviour also includes consumers’ use of,

services, activities, experiences and ideas (Hoyer & Maclnnis 2008).

Solomon (2017) lists five different stages in consumer decision making, which

are following:

problem recognition,
information search,
evaluation of alternatives,

product choice,

ok 0N PE

outcomes.

Several different factors exists, which all influence consumer directly or indi-
rectly during the decision making process. Decision making is, traditionally,
based on cognitive process, which means that consumers make rational deci-

sions. By making a rational decision, consumers consider and compare different
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alternatives before making the final decision. The final decision is not only about
facts on knowledge, but also person’s feelings, attitudes, social status, age,

budget and previous experience. (Lehtinen 2014; Solomon 2017.)

Influencing factors

Influencing factors are all the factors that influence a consumer in the decision
making process. Kotler (2009) divides these factors into four groups, which are

following:

1. cultural factors

- culture, subcultures and social class;

2. social factors

- reference groups, family, social roles and status;
3. personal factors;

- age, occupation, lifestyle and values;

4. psychological factors

- motivation.

All the above mentioned factors influence consumers in several different ways.
By knowing the factors, it is easier to understand consumers in the decision mak-
ing process. The factors also explain why consumers want to buy something at

all and what motivates them to make the decision to buy.
3.1 Cultural factors

The first group of the factors are cultural factors. Cultural factors itself are the
most important factors, because they have the broadest and deepest influence
of all the four factors. Cultural factors include mainly culture, subcultures and so-
cial class. (Kotler 2009.)

Firstly, Kotler (2009) says that culture is seen as the fundamental determinant of
a consumer’s wants and behaviour. For instance, a person who grew up in the
United States may have such values as: freedom, material comfort, individualism
and humanitarianism, while a person from some another country has, probably,
different values, view of self and relationship to others. All in all, culture shapes

consumer’s values, beliefs, attitudes and opinions (Lake 2009).
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Each culture has smaller subcultures, which are more specific identifications and
socialization for its members. Subcultures include, for instance, nationalities, re-
ligions, racial groups and geographic regions, which all influence a consumer.
(Kotler 2009.)

The last factor of cultural factors is social class. Solomon (2013) describes social
class, in his book Consumer behaviour: a European perspective, that social class
is determined by a complex set of variables, including income, family background,
education and occupation. It means social class is defined by demographic fac-
tors, usually only by occupation, education and level of income. Social class affect
norms and values and therefore consumer behaviour. Additionally, if a person’s
income level is low, the person cannot simply afford expensive products and ser-
vices and thus it influences the buying decision. (Hoyer et al. 2008; Lehtinen
2014.)

3.2 Social factors

Social factors include reference groups, family, social roles and status. These
groups influence a person directly or indirectly (Kotler 2009). Solomon (2013)
describes reference group by saying that humans are social animals and they
belong into different groups. Moreover, to know what they should do in public

settings, they try to please others and look others’ behaviour.

Also by Solomon (2013), reference group is “an actual or imaginary individual or
group conceived of having significant relevance upon an individual’s evaluation,
aspiration, or behaviour”. Generally, reference groups are all the groups that in-
fluence consumers’ attitudes and behaviour. These groups can influence con-
sumers in two different ways. The first way influences directly, which means face-
to-face influencing, and the second way influences indirectly. As an example, this

kind of groups are: family, friends, neighbours and co-workers (Kotler 2009).

The second factor of social factors is family. The family is the most important
buying organization in the world and the family members are the most influential
primary reference group. There are two types of families in the perspective of
consumer behaviour. In the first type of family a person learns from parents. The

person acquires an orientation toward religion, politics and economics and also,

12



for instance, sense of personal self-worth and love. This kind of family is called
family of orientation. The second type is family of procreation. Instead, of learning
from parents, in this family a person is influenced directly by spouse and children.
Moreover, what is important to know is that when a family is planning to buy an
expensive product or service such as cars or vacations, the most of the husbands
and wives make the decision together (Kotler 2009).

Social roles and status are the last social factors. To a person, groups are im-
portant source of information and the person participates in various different
groups during his/her life time. Every person has a specific position in each group.
To know the person’s position, it is possible to define it in terms of role and status.
Each role has some status, as an illustration, a sales manager has less status
than a senior vice president of marketing. In addition, all products and brands
have some status-symbol, thus people choose products related to their status in
society (Kotler 2009). Regarding this, people do not only buy products and ser-
vices just to enjoy them, but rather to let the other know that they can afford the

product or service. (Hoyer et al. 2008; Solomon 2013.)
3.3 Personal factors

Personal characteristics are the third influencing factor in consumer’s buying de-
cision. These factors include person’s age and stage in the life cycle, which are,
for instance, occupation, economic circumstances, personality, lifestyle and val-
ues (Kotler 2009).

A person’s taste in products is much related to his/her age and gender. Particu-
larly, age and gender of consumers influence what kind of food, clothes and rec-
reation consumers prefer. Additionally, persons’ sexual orientations influence
consumer preferences and behaviour (Hoyer et al. 2008). Moreover, different life
events influence consumers during the life. This kind of events are, for instance,

marriage, childbirth, illness and career change (Kotler 2009).

It is also important to understand that people of similar ages, who have under-
gone similar experiences, share some common memories. These common mem-
ories can be cultural heroes such as Kurt Cobain vs Justin Bieber and historical

events such as the fall of the Berlin wall (Solomon 2013).
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3.4 Psychological factors

All people have different needs. These needs are biogenic and psychogenic
needs. Biogenic needs are innate needs, which arise from psychological states
of tension such as hunger, thirst and discomfort. Psychogenic needs are acquired
needs. Particularly, they are secondary needs, which include recognition, es-
teem, belonging and affection. Moreover, secondary needs are psychological
motives, which drive people to act. (Kotler 2009; Lehtinen 2014.)

Generally, motivation is the driving force, which is stimulating consumers’ behav-
iour. Motivation is the reason why consumers take a course of action. For in-
stance, in tourism motivation explains why a person wants to travel. Motivators
for travelling are the chance to rest and relax, to explore new cultures, to escape
home and routine, spend good time with family and friends and practice favourite
activities. Often motivation and emotion work together and effect on consumer
behaviour. When motivation is the driving force and persistent need, emotion
drives the motivation. (Lake 2009; Lehtinen 2014; Dimache & Andrades 2015.)

Furthermore, consumers’ motivation is always goal-oriented. The desired end-
state for motivation is to reach the consumer’s goal. All consumers have some
particular goal they would like to achieve. Therefore, consumers always choose
products and services that fulfil their specific goals. The goals are affected by all
the previously mentioned factors: cultural, social and personal factors. (Hoyer et
al. 2008; Solomon 2013; Lehtinen 2014.)

4 Russian tourists & influencing factors

In this study we learn to know the current travelling situation in Russia, Russians’
consumer behaviour and the most important influencing factors in decision mak-

ing process.
4.1 Current situation

International travelling has decreased significantly, because Russians do not

travel abroad so much anymore than before. For instance, the amount of sold
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vacation packages have decreased 30 — 50 % depending on the destination. Par-
ticularly, the reason for decreased travelling is the economic and political situation
in Russia. These days Russians prefer domestic travelling over international trav-
elling. One of the main reason for decreased international travel is the exchange
rate. However, in 2015, in international travelling to Europe the most preferred
destinations were Finland, Estonia, Germany, Turkey, Spain, Ukraine and Bela-
rus (Pasanen & Pesonen 2016). In 2015, by research of Izvestiya, when Russians
travelled abroad, Europe was itself the most preferred travelling destination from
all the continents. Moreover, about 78 % of the respondents, who took part of the

research, were willing to economize on trips (VisitFinland 2016).
4.2 Russian consumers types

Graph 2 shows that Pesu (2013) divides Russian consumers into seven different
categories. These types of consumers are innovative, achieved, stable, sponta-
neous, upwardly oriented, traditionalists and saving-oriented.

7 types of Russian consumers
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Graph 1. 7 types of Russian consumers. (Pesu 2013)

1. Innovative
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Innovators have high consumption potential. They focus on novelty, but also reli-
ability, quality, health care and active leisure. They enjoy life by going concerts
and theatres and always search new sensations and adventures. Moreover, so-
cial status plays important role in their life. Therefore, they prefer quality and fa-
mous brands (Pesu 2013).

2. Achieved

The second type of consumers have also high consumption potential. They focus
on reliability, quality and healthcare. Instead of focusing on novelty, they focus on
traditional quality products. They avoid taking any risks in their life and therefore
they choose well-established brands, but only from the mid-price range. They do
rational decisions and prefer discounts. Therefore, they visit several stores until
they find the best deals and discounts (Pesu 2013).

3. Stable

Consumption potential of stable consumers is only slightly above the average.
They have traditional consumer behaviour and even focus is on reliability and
quality, they choose only cheaper options. They are not interested to purchase
famous and established brands. They prefer to shop only when it is necessary to
them. By having a strict purchase plan and leisure activities, they do not purchase

anything spontaneously. (Pesu 2013.)
4. Spontaneous

This type of consumers have average consumption potential. They do not have
any pronounced consumer preferences. That is why their consumer behaviour is
spontaneous and impulsive. The most important factor for them is time. However,
even they are spontaneous, special offers and discounts are important. (Pesu
2013.)

5. Upwardly oriented

Upwardly oriented consumers are the second biggest type of Russian consum-
ers. These consumers have low consumption potential. They find prestige more

important than reliability and quality, and they prefer to buy advertised and new
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products. Even they prefer to visit many stores to find the best discounts, they
are not ready to spend a lot of time to purchase. Purchasing is limited by time.
Especially, time is one of the most important reasons why upwardly oriented con-

sumers happily buy over the internet. (Pesu 2013.)
6. Traditionalists

Traditionalists are the biggest type of consumers. They have low consumption
potential and focus is on traditional values. Therefore, they choose traditional and
established products. This type of consumers are usually pensioners and other
people with low income level. Changes do not affect these consumers and they
are not interested about novelty and advertised products. Moreover, they prefer

to buy more for future than for everyday consumption. (Pesu 2013.)
7. Saving-oriented

Saving-oriented consumers are the smallest type and totally opposite to innova-
tors. They do not chase status, brands, travelling experience, quality brands or
travelling experience. These consumers have time and they prefer to wait until
there is a discount time. (Pesu 2013; Labors & Khakimullin 2015.)

4.3 Influencing factories

The following part includes important factors in perspective of Russian consum-

ers and factors, which influence Russians in decision making process.
4.3.1 Social class

SHARE OF MONEY INCOME IM RUSS1A BY INCOMETIER 2012
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Figure 1. Share of money income in Russia by income tier 2012 (nielsen.com
2013)

Figure 1 shows that 60 % of Russians are middle class and they earn as much
as top class, which is only 20 % of the population. The average salary in Russia
is around 41 650 RUB/month, which is only 660 € (tradingeconomics.com 2017).
The average exchange rate to ruble has been 63.99 in January — August 2017,
when in 2016 the average rate was 74.15 (European central bank 2017). Further-
more, Russia is the most unequal country in the world and income gap is signifi-
cant (Barnato 2016). Most of the people earn considerably less than what is the
average salary. However, even big cities are wealthier, most of the average peo-
ple in Moscow simply do not have enough money to travel abroad, because their

level of income is too low (VisitFinland 2016).
4.3.2 Values

Russian consumers consider traditional values very important such as work, fam-
ily and friends. Moreover, they appreciate literature, art, music and religion. For
instance, Russians usually travel with family members. When the family travel, it
can include many generations such as grandparents, siblings, spouse and chil-

dren. (Pasanen & Pesonen 2016.)
4.3.3 Age

Graph 2 below shows the share of Russian population. The total population is
divided into 5 generations. As earlier mentioned, different generations share dif-
ferent cultural and historical events. In Russia these generations have experi-
enced, for example, the end of The Great Patriotic War, the beginning of Cold

War, Perestroika and transition from socialism to capitalism.
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Share of total population %
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Graph 2. Share of total population % (Pesu 2013)

The first generation is people older than 65 years old. This generation consists
17 % of total population in Russia. The next generation is Baby boomers, known
also as boomers and generation of demographic explosion. Baby boomers were
born in 1943 — 1963 and they consist totally 20 % of the population. Generation
X (unknown generation, thirteenth generation, latchkey kids) is the largest gen-
eration with 27 % of the population. They were born in 1963 — 1983. Generation
Y (generation network, millennium generation, noughties, generation next) is 21
% of the population and they were born in 1983 — 2003. The newest generation
is called Generation Z (digital generation, generation XD (digital children of gen-
eration X)). Generation Z is the smallest and youngest generation because they
were born after 2003 and consist only 15 % of people. (Pesu 2013 & Labors et
al. 2015.)

4.3.4 Other factors

Graph 3 shows top factors influencing Russian tourists’ destination choice in
2015. Price is clearly the most influencing factor with 41 % when Russians are
choosing trips to abroad. Recommendations given by friends is the second factor
with 30 %. The last five factors are pretty equal from 6 % to 17 %. Convenient

transportation and tour operator or travel agency factors are 17 % and 16 %.
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Family members’ opinion influence only 13 %. The last factors of the figure, which
are hotel and airline, do not significantly influence Russians.

Top factors influencing Russian tourists'
destination choice, %, 2015

Price | < 1
Friends' recommendation | 30
Convenient transportation |———— 1 7

Tour operator or travel agency | 16

Family members' opinion |— 13

Hotel [ 10

Airline M 6

0 5 10 15 20 25 30 35 40 45

Graph 3. Top factors influencing Russian tourists’ destination choice, %. (Visit-
Finland 2016)

In research of Lehtinen (2014), price is also the most important factor in Russian
consumers’ shopping process. Russians are very price sensitive. Furthermore,
Russians always try to find better offers and discounts. In products and services,
it is important that price is visible and it is possible to see the price easily. Other-
wise, Russians may not purchase, even the product or service is good (Pasanen
& Pesonen 2016).

Approximately, only 29 % of Russians speak English even on the basic level (Vis-
itFinland n.d.). By the research of Lehtinen, another very important factor for Rus-
sian consumers is language. Getting service in mother tongue, Russians feel
more pleasant and comfortable. In fact, if language barrier is too high, Russians

will most probably choose different service provider next time (Lehtinen 2014).
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4.4 Booking method

Russians' method of booking travel
products: air travel

M Called travel providers B Used an online travel agency website
Used a travel search engine website M At the airport/property location
M Called/visited a retail travel agent Used a travel provider website

B Used a retail travel agency website

Graph 4. Russians’ method of booking travel products: air travel (Rheem 2012)

Graph 4 shows Russians’ travel products booking method related to air travel. It
is already five years old information. However, the figure includes seven different
methods. In the figure the most important method of all the seven methods to
book flights is booking online on a travel provider website. It is clearly the most
common way to book flights and 42 % of Russians prefer it. To the second way
to book flights is almost 50 % difference. Only 23 % of Russians call travel pro-
viders to book flights. The third way to book (12 %) is to use an online travel
agency website. The last significant way to book (10 %) is calling/visiting a retail
travel agent. The last three ways of booking (at airport/property location, using a
retail travel agency website and using a travel search engine website) are using

only 4 — 5 % of Russians.
4.5 Summary

This study shows that the most important single factor to Russians is price. Rus-
sians do not purchase if the product or service is too expensive or if the price is

not visible enough. Russians love special offers and discounts and they search
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them actively. Some of them have even time to wait special discount times. How-
ever, even though the price is good, it is also important to get service in Russian
language or they may not buy the product or service. When travelling abroad,

most of the Russians economize on trips.

The most preferred abroad destination to Russians is Europe. To book flights,
Russians mostly use a travel provider website and call travel providers. However,
the amount of sold vacation packages has significantly decreased. Most of the
Russians do not have money to travel abroad at all, because their level of income
is too low and the exchange rate it bad. Overall, income gap is huge and average

salaries are very low.

5 Empirical findings

In this study we learn the results of the conducted questionnaire. The question-
naire included 15 questions and had 59 respondents in total. In addition, after the
results of the questionnaire part, this study includes a part of analysing the re-

sults.
5.1 Results of the questionnaire
Question 1

In the first question was asked patrticipants’ gender. 90 % of the participants are

female and the rest 10 % are male.
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What is your gender?
10 %

= Male (10 %)
= Female (90 %)

90 %/

Graph 5. What is your gender?
Question 2

In the second question was asked participants’ age. Totally, 86 % of the partici-
pants are 16 — 25 years old. 5 % of the participants are 26 — 35 years old and
also 5 % are 36 — 49 years old. 50 — 63 years old are only 2 %. As well, 64 or
older are only 2 % of the participants.

What is your age?

0 0
5%_\2A)| /ZA)

5%_\

= 16 - 25 (86 %)

= 26 - 35 (5 %)

= 36 - 49 (5 %)

= 50 - 63 (2 %)

= 64 or older (2 %)

Graph 6. What is your age?
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Question 3

The third question was about the place of living. 74 % of the participants are from
Saint Petersburg and 15 % are from Vyborg. Only 2 % of the participants are from
Svetogorsk, Vsevolozhsk, Vologda and I1zevsk and the last 3 % of the participants

are from Moscow.

What is your place of living?
0/3 %2 /o 2%

2%
15% \

= Saint Petersburg (74 %)
= \VVyborg (15 %)

= Svetogorsk (2 %)

m VVsevolozhsk (2 %)

= Moscow (3 %)

= Vologda (2 %)

m |zevsk (2 %)

\_74%
Graph 7. What is your place of living?
Question 4

In the fourth question was asked participants’ occupation. Most of the participants
are students or working. 56 % of the participants are students and 37 % are em-

ployed. Only 5 % are unemployed and 2 % are pensioners.
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What is your occupation?

2%
5%_\ |

= Student (56 %)
= Employed (37 %)

37 %/ = Unemployed (5 %)

\_56 % ,
= Pensioner (2 %)

Graph 8. What is your occupation?
Question 5

The fifth question was about participants’ monthly income. 19 % of the partici-
pants earn 20 000 rubles or less. 24 % earn 21 000 — 30 000 rubles and 17 %
earn 31 000 — 40 000 rubles. 15 % earn 41 000 — 60 000 rubles. Only 3 % earn
61 000 rubles or more. The rest 21 % of the participants did not want to tell how

much their monthly income is.

What is your monthly income?

19 % = 20 000 rub or less (19 %)
r

= 21 000 - 30 000 (24 %)

= 31 000 - 40 000 (17 %)
3%

= 41 000 - 60 000 (15 %)

\24% 61 000 or more (3 %)

15% |

= | do not want to tell (22
%)

17 %

Graph 9. What is your monthly income?
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Question 6

This question was about how often participants travel to Europe. 22 % of the
participants do not travel at all or they travel less than once a year to Europe. 20
% of the participants travel once a year. 22 % travel 2 — 3 times a year and 5 %
travel 3 — 5 times. 31 % of the participants travel to Europe more than five times

a year.

How often do you travel to Europe?

0,
22% = Not at all or less than

once a year (22 %)

r
31 %\

® Once a year (20 %)
m 2 - 3times a year (22 %)

m 3 - 5times ayear (5 %)
5%/

= More than 5 times a year

22% / (31 %)

Graph 10. How often do you travel to Europe?
Question 7

In the seventh question it was possible to choose many options. The question
was “Where have you been in Europe?”. 9 participants answered that they have
not been anywhere in Europe. 25 participants answered that they have been in
Italy and 26 have been in Spain. Most of the participants have been in Germany
(28) and in France have been 21 participants. In Finland have been 18 and in
Sweden 8. In Greece and Austria have been 5 participants and in Estonia, Den-

mark and Portugal 3 participants.
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Where have you been in Europe?

3
5131 A
S~
8_/

18

= Nowhere (9)
= |taly (25)

3
/_9
25 = Spain (26)
= France (21)
= Germany (28)
= Finland (18)

= Sweden (8)

m Greece (5)
\_26 = Austria (5)

m Estonia (3)

= Denmark (3)
21 = Portugal (3)

28/

Graph 11. Where have you been in Europe?
Question 8

The eighth question was about with whom the participants usually travel to Eu-
rope. 15 % of the participants travel to Europe usually alone. 26 % travel as a
couple and 25 % travel with friends. 31 % of the participants travel with their family

members and 3 % mentioned that they do not travel at all.

With whom do you usually travel to Europe?

3%
I 15 %

s = Alone (15 %)
’ = As a couple (26 %)
= With friends (25 %)

= With family members
(31 %)

= | do not travel (3 %)

Graph 12. With whom do you usually travel to Europe?
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Question 9

This question was about the most preferable destination in Europe. It was possi-
ble to choose many options. Spain got 33 % of the answers and is the most pref-
erable destination in Europe, which means totally 21 participants answered
Spain. Italy and France got 19 % of the answers and Germany 9 %. 5 % answered
Norway and 3 % answered Czech Republic, Hungary and Portugal. Only 2 % of

the participants answered Switzerland, Scotland and Montenegro.

What is the most preferable destination in
Europe? = ltaly (19 %)

= Spain (33 %)

= France (19 %)

= Germany (9 %)

= Norway (5 %)

» Czech Republic (3 %)

= Hungary (3 %)

= Portugal (3 %)

= Scotland (2 %)

m Switzerland (2 %)

= Montenegro (2 %)

Graph 13. What is the most preferable destination in Europe?
Question 10

This question was about if participants usually book only flights or a vacation
package when they travel. 76 % of the respondents, book usually only flights
when 24 % book a vacation package, which includes flights and hotels and even

airport transfer.
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Do you usually book only flights or a vacation
package (flights & hotel)?

24 %_\

= Only flights (76 %)

= A vacation package (24
%)

\_76%

Graph 14. Do you usually book only flights or a vacation package (flights & hotel)?
Question 11

The 11t question was how the participants book flights. No one of the respond-
ents book flights at airport/property location. 5 % book flights by phone. The most
common way to book flights is to book on travel provider website (Finnair, Rya-
nair, Aeroflot etc.) with 46 %. The second most common way to book flights (41
%) is to use travel search engine website (Momondo, Ebookers etc.). 8 % book

flights by using a mobile application.

How do you book flights?

At airport/property
9 5 % . _
8 /0'\ ant location (0 %)

= By calling on phone (5
%)

= Travel provider website
(Finnair, Ryanair,

Aeroflot etc.) (46 %)
41 % 46% = Travel search engine

website (Momondo,

Ebookers etc.) (41 %)
= By using a mobile

application (8 %)

Graph 15. How do you book flights?
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Question 12

The 12" question was “What is the maximum price you are willing to pay for round
trip flights to Europe?”. 9 % of the participants are willing to pay only 50 — 100 €
for round trip flights. 34 % are willing to pay 101 — 150 € and 29 % 151 — 200 €.
17 % are willing to pay 201 — 250 € and 8 % are ready to pay 251 — 300 €. 3 %
of the participants are willing to pay 301 € or more for round trip flights to Europe.

What is the maximum price you are willing to
pay for round trip flights to Europe?

306 0% = 50 — 100 € (3 200 — 6 400 P)
8 % (9 %)
= 101 — 150 € (6500 — 9 400 P
(34 %)
17 % 151 — 200 € (9500 — 12 800
P) (29 %)
= 201 — 250 € (12 900 — 16 000
P) (17 %)

= 251 — 300 € (16 100 - 19 200
34%  P)(8%)

301 € or more (19 300 P or
more) (3 %)

29 %

Graph 16. What is the maximum price you are willing to pay for round trip flights

to Europe?
Question 13

In the 13" question was asked what motivates the participants to come to Lap-
peenranta airport. The participants had to rate 6 aspects by using a scale 1 — 5.
The first aspect was price of flights. For 37 participants price is very important
and for 13 it is moderately important. 3 persons do not have opinion, for one
person it has low importance and for 5 persons it is not important at all.

The second aspect was about unique destinations, which means there are no
flights from Pulkovo airport. For 23 participants it is very important to have unique
destinations, for 17 moderately important and 4 participants do not have opinion.
6 participants answered it has low importance and for 9 participants it is not im-
portant at all.

30



The third aspect was the near location of the airport. For 20 participants it is very
important and as well for 20 it is moderately important. 9 participants did not have
opinion and 6 participants answered it has low importance and 9 answered it is

not at all important.

The fourth aspect was about a convenient way to reach the airport. For 22 per-
sons it is very important and for 12 moderately important. 14 participants do not
have opinion on this matter and for 6 it has low importance. For 4 participants it

is not at all important.

The fifth aspect was fast service at the airport. For 20 participants it is very im-
portant to have fast service at the airport. For 19 participants it is moderately
important. 5 participants do not have opinion about that and for 6 it has low im-

portance. The rest 9 participants answered it is not important at all.

The last aspect was about getting service in Russian language at the airport. For
11 participants it is very important to have service in Russian. For 8 participants
it is moderately important. 12 participants do not have opinion and for 4 partici-
pants it has low importance. 24 participants answered it is not important at all to

have service in Russian.

What motivates you to come to Lappeenranta

airport?
40

35
30
25

37
23 25 24
. . 2020 1920
14
15 13 12 12—y
L 9 9 9 g
6 6 6 6
1 I i 1 i
- = i 0

Price of flights Unique Near location Convenient Fast service at Service in

o

destinations of the airport way to reach  the airport Russian
(no flights the airport language
from Pulkovo
airport)

m Not at all important ®mLow importance ®No opinion ® Moderately important ® Very important

Graph 17. What motivates you to come to Lappeenranta airport?
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Question 14

In the second last question was asked “Would you come to Lappeenranta airport
instead of Pulkovo airport?”. 15 % of the participants answered they would defi-
nitely come. 56 % of the participants would probably come and 22 % do not know.
7 % of the participants would probably not to come and no one answered that
they would definitely not come.

Would you come to Lappeenranta airport instead
of Pulkovo airport?

0
% 15%

22 % = Definitely yes (15 %)

= Probably yes (56 %)
| do not know (22 %)

= Probably no (7 %)

= Definitely no (0 %)

56 %

Graph 18. Would you come to Lappeenranta airport instead of Pulkovo airport?
Question 15

The last question of the questionnaire was an open question: “Is there anything

else you would like to add related to the topic?”.

One respondent told that she flew once from Lappeenranta and the main reason
was that price of flights was very cheap. However, in her opinion it is much easier
to fly from Pulkovo airport than at first come to Lappeenranta airport.

One respondent answered that airport transfer would be very useful. Another re-
spondent told that it is difficult to use Lappeenranta airport, because it is impos-
sible to know how long it takes to cross the border. Also one respondent told that
Lappeenranta airport is not able to offer high selection of flights as a small airport.
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5.2 Analyses of the results

Actually, there cannot be analyses related to respondents’ genre since 90 % of
the respondents are female. It is also pointless to analyse how age affect, be-
cause 86 % of all the respondents are 16 — 25 years old. In fact, there are not
even significant differences related to respondents’ genre and age and how they

affect, so there is no need to analyse these matters.

The probable reason why most of the participants are 16 — 25 years old is that
the author of the thesis belongs to age group 16 — 25. The author asked his
friends to answer the questionnaire and the friends asked their friends to answer
the questionnaire et cetera, so all the participants were around the same age.
Why most of the participants are female, is maybe because male persons were
not so active and willing to answer the guestionnaire, while female persons
wanted to be helpful and support the author in his research. However, it would
have been useful to have more male persons in the research. Maybe men do not
want to travel at all from Lappeenranta, so the airport would know to market the

flights mainly to female persons.

Furthermore, 74 % of the respondents are from Saint Petersburg and 15 % are
from Vyborg. It is also a huge gap between the cities and how many persons
responded to the questionnaire. However, some significant differences exist be-

tween participants from Saint Petersburg and Vyborg.

Firstly, 67 % of the respondents from Vyborg are employed and 11 % are stu-
dents while in Saint Petersburg 30 % are employed and 66 % are students. In
Vyborg 78 % of the respondents earn less than 41 000 rubles, while in Saint Pe-
tersburg 55 % of the respondents earn less than 41 000 rubles. Additionally, 18
% earn 41 000 — 60 000 rubles. However, 25 % of the respondents who are from
Saint Petersburg did not want to tell how much their monthly income is. Mostly,
this group of people are students who did not want to share their income level.

Even though most of the respondents are students from Saint Petersburg, their
level of income is slightly more than respondents’ from Vyborg. All in all, most of
the respondents by the research earn clearly less than what is the average salary
(41 650 P) in Russia. In the theory part, related to previous researches, it was
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mentioned that people usually earn much less than what the average salary is,

so this research also supports the fact.

Furthermore, 56 % of the respondents from Vyborg book only flights and 44 %
book a vacation package. 80 % of the respondents from Saint Petersburg book
only flights and 20 % book a vacation package. The most important single factor
that motivates people from Vyborg to come to Lappeenranta airport is the price
of flights. Generally, near location of the airport, convenient way to reach the air-
port and fast service motivate people from both cities. People from Saint Peters-
burg also rate price of flights very important, but also unique destinations are very
important for them. They have Pulkovo airport near so unique destinations are

more important to attract them to Lappeenranta airport.

Moreover, service in Russian language is more important to people from Saint
Petersburg than to people from Vyborg. Since the level of income is lower in Vy-
borg, it is obvious that they rate price of flights very important. However, an inter-
esting fact is that even their salaries are lower and they rate price of flights very
important, they are actually willing to pay much more for flights to Europe than

people from Saint Petersburg.

By previous researches, price was the most important motivating factor for Rus-
sians. As a result of this research price is also the most important single factor,
which motivates Russians. Overall, unique destinations are the second most mo-

tivating factor to Russians to come to Lappeenranta airport.

Generally, students did not want to tell their level of income. Students travel sig-
nificantly more often abroad than employed people. A probable reason is that
many students study in Finland or elsewhere abroad and therefore they travel
more between Russia and the country where they are studying. Moreover, if a
person is able to study abroad, it means parents must have quite a good level of
income to provide. By the research students mainly travel with family members.
Therefore, students travel so often, because their family have money to travel.
Overall, 56 % Russians travel with family members or as a couple. It supports the
facts, which was also mentioned in theory part that Russians usually travel with

family members.
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By this research, 46 % of Russians use travel provider website and 41 % use a
travel search engine website for booking flights. 8 % are using a mobile applica-
tion and 5 % book flights by calling on phone. How Russians book flights differs
significantly from the research, which was done in 2012. In Rheem’s research 23
% of Russians called travel providers and only 5 % used a travel search engine
website. The sanctions may have changed the booking methods or one possible
reason is that Russians prefer to book differently in different areas in Russia.
Rheem’s research was conducted for people from all around Russia while this

research was only for people from Saint Petersburg and Vyborg area.

76 % of the respondents book only flights when they travel and the rest 24 %
book a vacation package. Above in the theory part it was mentioned that the
amount of sold vacation packages have decreased significantly. Most of the Rus-
sians do not have money to travel abroad. Usually vacation package trips are
more expensive than buying only flights and booking hotel by yourself. Perhaps
it is the reason why Russians have started to buy only flights instead of vacation

packages.

The last thing to analyse is how respondents’ income level effect on these mat-
ters. Students have lower income than employed people, which is obvious. Also
people with higher income level travel more often abroad. People, who earn
20 000 RUB or less, 54 % are willing to pay 100 — 200 € for round trip flights to
Europe, when 37 % are ready to pay 200 — 300 €. Additionally, 73 % keeps price
of flights very or moderately important. 56 % of people are willing to pay 100 —
200 € and 43 % are willing to pay 200 — 300 € with income level of 21 000 —
30 000 RUB. 79 % of them keeps price of flights very or moderately important.

50 % of people, who earn 31 000 — 40 000, are willing to pay 100 — 200 € for
round trip flights and 40 % are willing to pay 200 — 300 €. 100 % from this category
keeps price of flights very or moderately important. People whose income level
is 41 000 — 60 000 RUB, 67 % are willing to pay 100 — 200 € and 11 % 200 — 300
€ for round trip flights. 89 % of them keeps price of flights very or moderately
important. By the research, people with better income level are not willing to pay
so much for round trip flights to Europe than people with lower income level. With

higher income level, price is in more important role and also how much people
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from this category are willing to pay. It is hard have any logical reason for it, be-

cause usually it is logical that people with low income are more price sensitive.

6 Conclusion

The thesis included only one main question and did not include any sub-ques-
tions. The research question of the thesis was: Does Lappeenranta airport attract
Russians to fly from Lappeenranta to Europe: what motivates Russians to come?
The goal of the author was to find answer to this question. The topic itself was
timely and the research could probably include some useful information for Lap-
peenranta airport. However, the airport was not informed about the research nor

did it take part in the research.

Even though the questionnaire did not receive as many responses as was
planned, enough responses were received fortunately to get the answer to the
research question, and therefore the goal of the research was reached. The an-
swer to the first questions, does Lappeenranta airport attract Russians to fly from
the airport to Europe, is simply: yes it does. 71 % of the respondents answered
they would definitely or probably come to Lappeenranta airport instead of Pulkovo
airport.

Generally, various different factors influence Russian consumers in decision
making process in travelling. By the research, the main motivating factor to Rus-
sians why they would come to Lappeenranta airport, was clearly the price of
flights. The second most motivating factor was unique destinations. Additionally,
near location of the airport, convenient way to reach the airport and fast service
at the airport motivate Russians to come. Service in Russian language was not
as important as in some earlier researches. In fact, it was clearly the least im-

portant factor of all the factors in the questionnaire.

All'in all, Russians see Lappeenranta airport as an interesting option to travel to
Europe. Even though Pulkovo airport is near, prices are more expensive and ser-
vice is not so fast, because it is one of the busiest airports in Russia. Lap-

peenranta airport can compete with prices and especially with destinations, which
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Pulkovo does not have. To be a successful airport, it is important that Lap-
peenranta airport listens to consumers’ wishes and thoughts and creates a sort
of personal service. As a small airport as Lappeenranta is, it is possible to listen

to customers in order to understand their needs.

Once, Lappeenranta airport manages to get airlines to operate from the airport,
there is a possibility for further research. The Lappeenranta airport situation will
develop and the further research could include, for instance, the amount of Rus-
sians using the airport and if the airport takes into account Russians’ needs and

wishes.
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Appendix 1 (1)
Questionnaire in English language

Questionnaire

1. What is your gender?
1 Male
L] Female

2. What is your age?
016 - 25

26 - 35

036 - 49

050 - 63

(] 64 or older

3. What is your place of living?
[0 Saint Petersburg

O Vyborg

[0 Svetogorsk

O Other (write after)

4. What is your occupation?
0 Student

O Employed

0 Unemployed

[0 Pensioner

[] Something else (write after)

5. What is the level of your monthly income?
(] 20 000 rub or less

(121 000 - 30 000

(] 31 000 — 40 000

(] 41 000 — 60 000

(1 61 000 or more

L1 1 do not want to tell

6. How often do you travel to Europe?
] Not at all or less than once a year

[1 Once a year

[0 2 — 3 times a year

[0 3 — 5 times a year

[0 More than 5 times a year
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7. Where have you been in Europe?
1 Nowhere

L] ltaly

(1 Spain

L] France

(1 Germany

(] Somewhere else (write after)

8. With whom do you usually travel to Europe?
L1 Alone

(1 As a couple

L] With friends

1 With family members

(1 With someone else (write after)

9. What is the most preferable destination in Europe?
O ltaly

O Spain

U France

O Germany

0 Some other (write after)

10. Do you usually book only flights or a vacation package (flights &
hotel)

1 Only flights

(] A vacation package

11. How do you book flights

[0 At airport/property location

O By calling on phone

[ Travel provider website (Finnair, Ryanair, Aeroflot etc.)
[0 Travel search engine website (Momondo, Ebookers etc.)
[0 By using a mobile application

12. What is the maximum price you are willing to pay for round trip
flights to Europe?

O 50— 100 € (3 200 — 6 400 P)

0 101 — 150 € (6500 — 9 400 P)

O 151 — 200 € (9500 — 12 800 P)

0 201 — 250 € (12 900 — 16 000 P)

O 251 — 300 € (16 100 - 19 200 )

[0 301 € or more (19 300 P or more)
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13. What motivates you to come to Lappeenranta airport?
Rate the following aspects using a scale 1 — 5, 1 = not at all important, 2,
= low importance, 3 = no opinion, 4 = moderately important, 5 = very im-

portant
Not at all Low No Moder-  Very im-
important im- opinion ately portant
portance important
Price of flights 1 2 3 4 5
Unique destinations (no flights 1 2 3 4 5
from Pulkovo airport)
Near location of the airport 1 2 3 4 5
Convenient way to reach the air- 1 2 3 4 5
port
Fast service at the airport 1 2 3 4 5
Service in Russian language 1 2 3 4 5

14. Would you come to Lappeenranta airport instead of Pulkovo air-
port?

L1 Definitely yes

(1 Probably yes

(1 1 do not know

(1 Probably no

(1 Definitely no

15. Is there anything else you would like to add related to the topic?
(write after)
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Appendix 2 (1)
Questionnaire/customer survey form in Russian language
Onpoc

1. Baw non?
L1 Myxckon
] XKeHckui

2. Baw Bo3pacTt?
016 - 25

26 - 35

0 36 - 49

050 - 63

[0 64 n ctapwe

3. B kakom ropopae Bbl npoxuBaeTte?
O CaHkT-lNeTepbypr

[0 Beibopr

[0 CBeToropck

0 Opyron ropoA (ykaxuTe 34ech)

4. Pop 3aHATMN?

O A ctyneHT

0 A paboTato

[0 He pabortato

0 A neHcnoHep

L] Apyron BapuaHT (yKaxkuTe 34ecb)

5. Baw poxon B mecsily cocTaBnAaeT?
[1 20 000 pybnen unm meHee

(] 21 000 - 30 000

(] 31 000 — 40 000

(141 000 - 60 000

(1 61 000 nnu 6onee

L] A He mory coobwmnTb

6. Kak 4yacTo Bbl 6biBaeTe B EBpone?

[0 He nocewyato unu 6eisato meHee 4em 1 pas B rof
0 OauH pas B rog

]2 -3 pasasrog

[13-5pasBrog

[0 bonbwe 5 pas B rog

a7



7. I'pe BbI ObINN B EBpone?

U] Hurpe

L1 Ntanna

1 NcnaHus

(1 ®dpaHuus

L1 NepmaHus

[ CBou BapuaHT (yKaxxuTe 34ecb)

8. C kem BbI nyTewecTtByeTe B EBpone?

U] MNyTewecTByto OAUH

L] MNyTewecTBylo C My>XeM/KeHOW, AeBYyLUKOW/NapHeM
L1 MNyTewecTByto C APY3bSAMU

[ MyTeLwecTByIO C YneHamn ceMbm
(1 gpyron BapuaHT (YKaxute 30ecb)

9. Kyaa Obl Bbl xoTenun noexartb?
O Utanusa

0 Ncnanusa

0 dpaHum4a

O Nepmanus

O Opyron BapuaHT (YKaxknte 30ech)

10. BpoHupyeTe N1 Bbl TOSNILKO OUMeTbl Ha camoneT Unu
npeanoynTaeTe rnakeT «BCE BKITHOYEHO»?

(] BpoHWpyto TONbKo BuneTbl Ha camoneT

(] MNokynato NonHbIN NakeT ycnyr

11. Kak Bbl 6poHMpyeTe 6uneTbl Ha camoneTt

[0 BpoHupyto B asponopTy

[0 BpoHupyto no TenegoHy

[0 BpoHupyto yepes Bab-canT Typuctmyeckoro nposargepa (Finnair, Ryanair,
Aeroflot u T.4.)

[0 BpoHupyto 4epe3 canT MOMCKOBOM cucTtembl nyTtewectBun (Momondo,
Ebookers n 1.4.)

[0 BpoHupyto Yyepes npunoxeHue B TenedgoHe

12.CKonbko MakCMMyM Bbl FOTOBbI 3annaTuTb 3a nepenetbl B EBpony
M o6paTtHO?

O 50 - 100 € (3 200 — 6 400 P)

0 101 — 150 € (6500 — 9 400 P)

0 151 — 200 € (9500 — 12 800 P)

0 201 — 250 € (12 900 — 16 000 )

0 251 - 300 € (16 100 - 19 200 P)

[0 301 € nnun 6onee (19 300 P unun 6onee)
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13. YT1o nobGyxpaeT Bac npmexaTtb B asponopT JlanneHpaHTbI?
MocTtaBbTe Gannbl oT 1 0O 5. 1 = He BaXHO, 2 = He3HaunTenbHo, 3 = 6e3
pasHuUbl, 4 = YyMEPEHHO BaXXHO, 5 = 04YeHb BaXXHO

He  HesHauuTenbHo bes YmepeHHO  O4eHb

BaXXHO pasHULbI BaXXHO BaXXHO
LleHbl Ha GuneT 1 2 3 4 5
Pelichl, KOTOpPbIX HET B 1 2 3 4 5
MMynkoBo
Brnuskoe pacnonoxexue 1 2 3 4 5
asporopTa
YnobHasa gopora B asponopT 1 2 3 4 5
BbICcTpbIN cepBUc 1 2 3 4 5
CepBuUC Ha PyCCKOM S3blKe 1 2 3 4 5

14. NMpeanoyTéTe N1 Bbl BOCNOSIb30BaTbCSA yClyramm a3ponopTa
NanneeHpaHTbl, 4em lNynkoBo?

(1 OnpegeneHHo ga

(] Bo3aMO»HO

(] He 3Hato

(] BO3MOXHO HeT

[ OnpeneneHHo HeT

15. Y106bI BbI ewWwé xoTenn 4ob6aBuUTL NO AaHHOWU Teme?
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