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Abstract

In recent years, domestic tourism has grown in popularity. However, the importance of domestic tourism
increased when the COVID-19 pandemic began to spread in 2020. When travelling abroad was no longer a
safe or possible option, travelers began to explore closer travel destinations more. With the pandemic,
many discovered domestic tourism in a new way, which also increased their appreciation for it. As domestic
tourism grew in popularity, it started to be talked about more publicly. As a result of the discussion, many
operators noticed that there was still a lot to research and develop in domestic tourism.

The aim of the thesis was to find out what kind of images Jyvaskyla has from the perspective of Finnish
tourists. By using the research, it was also investigated how familiar Jyvaskyla is as a travel destination and
whether Jyvaskyla is an interesting travel destination in Finns' opinion. The purpose of the research results
was to obtain useful information for destination operators about how Jyvaskyla is perceived by tourists.
And how this information would be useful to use in branding and marketing in the future.

The research was implemented in the spring of 2022. The research was carried out by using a quantitative
and qualitative research methods, so the survey contained both multiple-choice and open-ended ques-
tions. The survey was shared on various social media channels and a total of 117 people answered it. In the
survey, it was mentioned that those who live in Jyvaskyla should not answer the survey because the re-
search only wanted to examine the opinions of Finnish tourists and not the residents of Jyvdskyla. Data col-
lection and analysis of the research was carried out by using the Webropol survey and reporting tool and
Microsoft Excel.

The results revealed that Jyvaskyla is perceived quite positively as a travel destination. But the results also
revealed that Jyvaskyla is still quite unknown to many travelers. Many respondents said that they would
rather choose a travel destination they are familiar with than an unknown one. Jyvaskyld was praised for its
nature, and it was called a beautiful and pleasant student city. According to the respondents, the strongest
aspects of Jyvaskyla are its closeness to nature and its safety. Whereas the weakest aspects are the trans-
portation connections to Jyvaskyld and the fact that Jyvaskyla is not considered very interesting as a travel
destination.
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Tiivistelma

Viime vuosien aikana kotimaanmatkailu on kasvattanut suosiotaan. Kotimaanmatkailun merkitys kuitenkin
kasvoi, kun COVID-19-pandemia alkoi levitd vuonna 2020. Kun ulkomaanmatkailu ei ollut enaa turvallinen
tai mahdollinen vaihtoehto, matkailijat alkoivat tutkimaan lahempéana olevia matkakohteita enemman. Pan-
demian myotd monet l6ysivat kotimaanmatkailun uudella tavalla, mistd nousi myos arvostus sitd kohtaan.
Kotimaan matkailun suosion noustessa siitd alettiin puhumaan enemman julkisesti. Keskustelun myo6ta mo-
net toimijat huomasivat, kuinka kotimaanmatkailussa oli my6s viela paljon tutkittavaa ja kehitettavaa.

Opinnaytetyon tavoitteena oli selvittda, minkalaisia imagoja Jyvaskylalld on suomalaisten matkailijoiden
perspektiivista. Imagojen tutkimuksen avulla selvitettiin myds, kuinka tuttu Jyvaskyld on matkakohteena
seka onko Jyvaskyla kiinnostava matkakohde suomalaisten mielesta. Tutkimustuloksien avulla oli tarkoitus
saada matkakohteentoimijoille hyddyllista tietoa siitd, kuinka Jyvaskyld ndahdaan turistien toimesta. Ja
kuinka tata tietoa olisi hyodyllista kayttaa tulevaisuudessa brandayksessa ja markkinoinnissa.

Opinnaytetyon tutkimus toteutettiin kevaalla 2022. Tutkimus toteutettiin kayttamalla maarallista ja laadul-
lista tutkimusmenetelmas, joten kyselylomake sisdlsi niin monivalintakysymyksia kuin avoimia kysymyksia.
Kyselya jaettiin eri sosiaalisen median kanavissa ja siihen vastasi yhteensa 117 henkil6a. Kyselyssa mainit-
tiin, etta he, jotka asuvat Jyvaskyldssa ei tulisi vastata kyselyyn, silla tutkimuksessa haluttiin tutkia vain suo-
malaisten turistien mielipiteita eika siis Jyvaskylan asukkaiden. Tutkimuksen aineistonkeruu ja analysointi
toteutettiin Webropol kysely- ja raportointityokalun ja Microsoft Excelin avulla.

Tuloksista selvisi, ettd Jyvaskyla koetaan melko positiivisesti matkakohteena. Mutta tuloksista selvisi myds,
ettd Jyvaskyla on silti aika tuntematon monelle matkaajalle. Moni vastaaja sanoikin valitsevansa ennemmin
itselleen tutun matkakohteen mieluummin kuin tuntemattoman. Jyvaskylaa kehuttiin sen luonnosta ja sita
sanottiin kauniiksi ja viihtyisdksi opiskelijakaupungiksi. Vastaajien mukaan Jyvaskylan vahvimpia puolia on
sen luonnonlaheisyys seka sen turvallisuus. Kun taas heikoimpia puolia ovat kulkuyhteydet Jyvaskylaan ja
se, etta Jyvaskylaa ei pideta kovin kiinnostavana matkakohteena.
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1 Introduction

The tourism industry is significant for the Finnish economy, and domestic demand produces nearly
70 percent of the tourism demand. Domestic tourism demand has also grown over the past 10
years. In 2020, with the global COVID-19 pandemic, the entire field of tourism changed. The ef-
fects of the pandemic were strongly visible in international tourism, but its effects also extended
to travelling within countries. However, during the COVID-19 pandemic, the importance of domes-
tic tourism became even more prominent, and it changed the emphasis of demand in the direction
of domestic tourism. With this phenomenon, the needs for development and investigation of do-
mestic tourism became even more apparent. It was already possible to talk about domestic tour-
ism as a growing trend before but the COVID-19 pandemic in particular quickly changed the public
discussion related to tourism. During the pandemic, among other things, safety and responsibility
have become one of the most important attraction factors for domestic tourism. But domestic
tourists are also interested in nature and various activities, as are many other tourists arriving in

Finland from abroad. (Honkanen, Sammalkangas & Satokangas 2021, 9-12.)

In order to develop domestic tourism, it is necessary to know how to brand Finnish destinations
correctly. With thorough branding work, destinations can be identified and differentiated from
other competitors. Branding can also influence people's perception of the destination brand. The
images created by branding, on the other hand, affect people's motives for choosing a certain holi-
day destination. Which is why it is important that the perceived image of the destination is as posi-
tive and interesting as possible. With various marketing methods, destinations are also able to ad-

vertise themselves and the opportunities they can offer to consumers.

The aim of the thesis is to investigate what the image of Jyvaskyla is in the opinion of Finnish tour-
ists. The image is studied with the help of different research questions. And in order to find out
people's opinions and thoughts about Jyvaskyld, a survey was conducted for the research. The the-
oretical background of the thesis was used to create the survey. The research aims to find out how
well-known and interesting Jyvaskyla is as a travel destination in the opinion of the target group.
As domestic tourism increases, it is also important for Jyvaskyla to know how tourists perceive it.
With the results, Jyvaskyla's marketing and branding can be modified so that Jyvaskyla can reach

its right target audience. The topic is important in terms of its topicality but also because branding



is always needed to keep up with the competition. And since domestic tourism is growing, it is im-

portant to show consumers why they should choose Jyvaskyla as their travel destination.

2 Theoretical Background

In this chapter, the theoretical background of the thesis is reviewed. The theoretical background
has been structured from different sources such as books, articles, and other sources. The theory
has been put together on the basis that it supports the research and the research problem. The
theory consists of four different parts. First, the concept of destination is defined, after which the
management of the destination is explained. Next, the branding and image of the destination are
defined. The topic was chosen in order to gain an understanding of how the destination's image is
formed and what role branding plays in this process. Then there is destination marketing and its
challenges. With destination marketing, the destination can decide how it wants to market itself.
Marketing differs from image because image is formed on the basis of consumers' opinions and
experiences, while marketing only emphasizes the desired image. In the last part of the theory,
Jyvaskyla as a destination is reviewed. How it operates, what it is known for and how it wants to

present itself to others.

2.1 Destination Definition and Management

A destination can be difficult to determine, as it can be understood in many different ways. Cam-
bridge Dictionary defines destination as “the place where someone is going or where something is
sent or taken” (Destination n.d.). Whereas the World Tourism Organization (UNWTO) defines des-
tination as “the main destination of a tourism trip is defined as the place visited that is central to
the decision to take the trip” (Glossary of Tourism Terms n.d.). Commonly destinations have been
seen as geographical areas and they are usually considered to have defined boundaries. It is com-
parably easy to visualize the concept of a destination when it is applied to a geographical feature.
Still, it is good to not to forget that there is an overlap between the notion of a tourism destination
and alternative geographically based conceptions of the area or location where tourism is focused,

such as a resort. (Mason 2016, 165-166.)

The concept of a tourism destination can be used at a range of different scales. What is acknowl-

edged to be a destination appears to depend mostly on the researcher’s focus of enquiry. This six-



fold classification, which has a fundamental formal political jurisdiction facet, applies the concept
of scale to tourism destinations: “a macro-region consisting of several countries (e.g. Europe) or a
region that crosses several borders (e.g. the Alps); a nation or state; a province or state within a
country (e.g. Ontario in Canada); a localized region within a country (e.g. southwest England); a
city or town; a unique locale, such as a national park, heritage site, memorial or monument that is
significant enough to attract visitors”. A notably practical definition of the destination is that it is
an amalgam of tourism products accessible in specific locations within a country, attracting visitors

from beyond its boundaries. (Mason 2016, 165-166.)

Destinations have been extensively acknowledged to be the most important part of the tourism
and travel organization; they represent a mixture of products that altogether supply a tourism ex-
perience to consumers. Destinations have been seen as one of the most challenging products to
market and manage due to the fact that they consist of a large amount of stakeholders and com-
plex management, products, and political relationships. As every destination has its own inherent
complexities, it is important that all the forces within destinations are collaborating rather than
competing, thereby it is less difficult to develop an integrated delivery and management system.
Considering that the experience offered to customers is more relevant than the destination pro-
moted to them, destination management organizations are advised to take part in strategic rela-
tionships with partners who altogether can deliver a smooth visitor experience to customers.
When creating a more collaborative method to the management of destinations, it is essential to
take these four questions into consideration: “what functions should an effective destination man-
agement organization carry out to provide maximum short-, medium- and long-term benefit to the
destination; what is a reasonable allocation of resources to each of these functions; what is the
most appropriate form and structure for any new organization; what other models exist and what
lessons can be learnt from other successful and failed partnerships?” (Kozak, Gnoth & Andreu

2009, 15.)

A value co-creation is an important part of destination management. As the tourism system is very
complex and multifaceted, it is essential to learn how to develop a good tourism supply system
collaboratively. The value co-creation theory is based on involving the customer more actively in
the creation of value in consumer experience, compared to the more conventional value creation

process, where consumers and companies had distinct roles of consumption and production.



Whereas in the co-creative approach, the consumer’s experience becomes the very basis of value.
Customer satisfaction and creating loyal customer relationships are valuable objectives that all
parties of the destination should keep in mind and work on them collectively, by doing so it may
affect customers’ benevolence with regard to judgement on the reputation of the destination.

(Woodside, Correia, Gnoth, Kozak & Fyall 2015, 76-79.)

Tourism has its advantages and disadvantages on destinations. Tourism can revitalize and enrich
regions, cities, and countries as it brings more money into the local economy, which allows exist-
ing businesses to flourish and helps to attract new investments from businesses. In reverse tour-
ism can create extra pollution, damage to landscapes, traffic congestion and more use of re-
sources. To ensure tourism adds value to a destination, destination management has to take all
these aspects into consideration. “By focusing on the ideas of place, people, product and process,
it becomes easier to consider the interests of all stakeholders, adopt a holistic approach, promote
your destination and come up with a coherent management strategy.” (Destination Management:

How to Add Value to Your Destination n.d.)

2.2 Destination Branding and Image

Even though the term brand has been around for centuries and regardless of how the word has
been used through the years it has not lost its common origin. The original meaning of the word
has been linked to labeling of livestock. Farmers generally branded their cattle, by burning a stamp
on their skin, to make them stand out from other livestock and buyers would use these brands to
distinguish between the cattle of one farmer and another. (Clifton & Simmons 2004, 13-14.) The
more modern brand definitions also emphasize the significance of identification and differentia-
tion of separate services and products in the marketplace. According to Keller and Swaminathan
(2020, 32) the American Marketing Association defines a brand as “a name, term, sign, symbol, or
design, or a combination of them, intended to identify the goods and services of one seller or
group of sellers and to differentiate them of those of competition”. However, this is just one as-
pect of a brand. A brand is more than that, it is better to refer to it as something that has gener-
ated a certain amount of prominence, reputation, awareness, and other impressions in the mar-

ketplace. (Keller & Swaminathan 2020, 32.)



Brand image is people's current view of the brand, it is a set of beliefs about a particular brand.
And based on these beliefs, it is also the way a certain brand is positioned in the market. A brand
image brings emotional value and not just a mental image for people. A brand image is formed on
the basis of various contacts and perceptions that people get from different sources. It is good to
remember that the perception of a brand is subjective, so it is almost impossible to create a spe-
cific brand image for people. One can only influence people's perception of a brand. (Brand Image

n.d.)

How people perceive a brand depends a lot on brand experience. Brand experience affects how
the customer experiences the brand through a simple but significant encounter. It builds con-
sumer awareness and generates brand loyalty. Evoking positive feelings and emotions from cus-
tomers about a particular brand is the eventual goal. A developed and interesting brand experi-
ence also generates more revenue and is easier to distinguish from the crowd. (Schmidt 2020.) To
create an integrated brand experience, organizations are using every customer touchpoint. These
touchpoints create a journey that may vary between customers, but the experience does not, as

this experience leads to the development of the brand image. (Pandey 2022.)

The intention of brand image is that consumers do not only buy the product, but also the image
that is associated with the product. By utilizing brand images, it is possible to develop and convey
the character of the product in a unique way that distinguishes it from other competitors. There-
fore, it is also important that brand images give a positive, immediate, and unique impression, be-
sides a positive brand image increases the organization's brand value and goodwill. (Brand image
n.d.) Determining the organization’s message, goals, and customers, and analyzing the organiza-
tion and its market is essential in order to build a positive and cohesive brand image (Tarver 2022).
Consumers form brand images in their minds with the help of various associations, such as attrib-
utes and benefits. Brand attributes are consumers' general evaluations of the brand, which are
formed by consumers' mental and functional connections towards the brand, and benefits are the
reasoning for the purchase decision. There are three kinds of benefits: emotional benefits how the
brand makes it customers feel better, functional benefits what the brand does better, and rational
benefits why is the brand believable. Brand image includes the functionality, ease of use, attrac-
tiveness, reputation, and overall value of the products, brand image is in fact brand content.

(Brand Image n.d.)



When talking about the brand image, it is good to ensure that it is not confused with brand iden-
tity. Various visible elements, such as design, color and logo create the brand identity. These ele-
ments help the customers distinguish and identify the brand which is actually the whole purpose
of branding. The way an organization is using visual elements in the promotions and products,
crafting the language in the advertisements, designing the logo, choosing the name, and training
employees to interact with the customers is all to develop a certain image in customers' minds.

“Brand image is the actual result of these efforts, successful or unsuccessful.” (Tarver 2022.)

In the same way as organizations have images, destinations also have images, and factors like mu-
sic, celebrities and movies have a great influence on them. However, building destination images is
important for the destination's competitiveness. It is beneficial to invest in tourism media so that
destinations can attract tourists. In terms of marketing efforts, destinations also form partnerships
with various travel, recreational and communication businesses. Building an effective destination
image requires consistency between the destination and advertising. Attractive pictures of the
destination are not enough. It is important to show what tourists actually experience, otherwise
destinations can get a bad reputation, which also leads to a loss of tourist goodwill. It would be
good to show the interaction between residents and tourists in advertisements to convey that real

experience. (Kotler, Bowen, Makens & Baloglu 2017, 536.)

When choosing a holiday destination, mental images serve as the basis for the evaluation and se-
lection process of the destination. Each individual has their own preferences as to what their ideal
holiday is. This adapts their expectations, from which an aspiration level is set, which in turn is
compared to the actual holiday opportunities. Available information about the holiday destination
conditions the individual's perception of the destination. In most cases, the individual is only
aware of a part of all the holiday opportunities. The available information about holiday opportu-
nities leads to the potential holidaymaker building a factual or naive image of each destination.
That information can be acquired from formal or informal sources, such as travel agencies or
friends. Holiday opportunities that meet the individual's expectations may appear in many differ-
ent destinations, which is why the destinations must be evaluated further using different criteria.
When a destination that exceeds the aspiration level is identified, the tourist can make a reserva-
tion. Before departure, as the individual collects more information about the destination, their

perceptions and expectations may be refined. During the vacation, however, it becomes clear



whether the expectations were met or not. “Thus, at any point in time, each tourist has a certain
accumulation of mental images about a variety of holiday experiences in a number of destina-

tions.” (Ashworth & Goodall 201243, 3-5.)

The purpose of destination branding is to identify the most competitively attractive and strongest
advantages of a certain destination in the eyes of potential visitors, these advantages should build
a story that stands out from other competitors and remains consistent through all marketing com-
munications. Optimally, it also means that the destination’s touchpoints from border guards to
staff in hotels would reflect the destination’s brand values in their behavior. Applying this idea in
each act of communication helps strengthen the competitive identity of the destination over time.
However, when it comes to destination branding, it is good to be mindful of the fact that in most
cases the places have existed for generations and are defined by their people, natural environ-
ment and built, way of life, typography, culture, and history. Therefore, it would be presumptuous
to assume that certain people create destination brands. (Difference Between Destination Brand-

ing and Destination Marketing 2015.)

Competition between distinct destinations is global and due to this it is essential to build and
maintain a strong destination brand that can bring benefits to different sectors. Competition in dif-
ferent business sectors of the destination affects the public diplomacy of the industry and forces
the destination to develop its marketing and attractiveness in order to promote its uniqueness.
The destination’s atmosphere, social development, environment, culture, and the images related
to its brand are the factors that are becoming important for destination’s attractiveness. How a
destination is perceived from different aspects, can all be associated with one brand. A strong des-
tination brand must be able to promote the objectives of the tourism industry, attract investments
and businesses, support interests of exporting industries, promote public diplomacy, and

strengthen national identity and increase self-respect. (Moilanen & Rainisto 2009, 8-11.)

2.3 Destination Marketing

Marketing is about building strong customer relationships and creating value for them, thereby
the customers can also generate value in return. It is moderately easy to sell products if marketers

can understand and satisfy customer needs. Current digital technologies have empowered con-



sumers and created marketing a certainly two-way affair. And when it comes to customer relation-
ship management it is necessary to ask questions such as how the company can influence its cus-
tomers, how the customers can influence the company and how the customers can influence each
other. (Kotler, Bowen, Makens & Baloglu 2017, 31.) Tourism marketing has become an essential
thing especially in countries, where tourism plays a significant part in enhancing their gross do-
mestic product. With various marketing strategies and techniques tourism marketing helps to in-

crease the tourism industry of that place. (Bhasin 2019.)

Destination marketing and management requires a systematic, holistic, and comprehensive ap-
proach to understand it (Wang & Pizam 2011, 1). Attractions, geographic size, entertainment, ac-
commodation, and food and beverage are a few of the things that need to be taken into consider-
ation when marketing destinations. This amalgam of diverse products also makes marketing
destinations challenging. “The complexity is augmented by limited control by DMOs, and the num-
ber of public and private stakeholders involved in delivering a unified brand and destination expe-

rience.” (Kotler, Bowen, Makens & Baloglu 2017, 511.)

Like any other product, tourist destinations as place products must be sold to potential customers.
Brand loyalty to any specific resort is low as a lot of tourist destinations are in competition with
each other, which makes selling them even more challenging. In terms of the commercial future of
destination tourism businesses, it is essential that place products can be sold successfully. Selling
them is also important for the development and buoyancy of the local economy, especially if the
area’s exports are focused on the tourism sector. Adapting the place products and identifying the
convenient markets for them are the two crucial decisions for destination tourism businesses and
agencies. The right place product can provide a greatly satisfying experience and satisfied custom-
ers are good for business. The message of this cautiously defined place product also needs to get
across to the marketplace. The place product’s competitiveness, product life cycle, its attempt to
reach new market segments and especially the capitalization of product improvements are things
that should come across in the marketing message which means that the message has to be con-
tinuously adapted. Therefore, in order to promote the destination as efficiently as possible with a
given budget, the destination's tourism agencies must constantly evaluate their marketing strate-

gies. (Ashworth & Goodall 2012b, 259-275.)



10

Successful destination marketing requires carrying out a lot of research activities. Understanding
the market dynamics and adapting the offerings to market expectations and needs is essential
when managing destinations and creating a whole experience of the place. Collecting data and
generating information is also a necessary part of the research process. With all this information it
is easier to answer research questions and identify effective solutions to concerns and problems
that a destination may have. Destination marketing research must be continuous, and it requires
constant support from everyone involved so that destinations can survive in today’s highly com-
petitive tourism market. Attracting the attention of travelers and suppressing the message of the
competition brand is a main challenge for destination marketers. “The main goal of destination
marketing research, then, is twofold: to increase demand for the destination while maintaining a
sustainable competitive edge in the minds of actual and potential visitors; and to facilitate effec-

tive destination management.” (Wang & Pizam 2011, 103.)

Successful marketing also requires comprehending the destination’s image. Understanding and
measuring the existing image and exploring the critical factors that influence it is vital for tourism
managers and DMOs. With an accurately assessed destination image, it is possible to create mar-
keting implications that help in promoting and positioning the destination. Even though the image
is very complex and difficult to manage, promoters should consider it as a high priority as it is one
of the most crucial factors that determine the competitiveness of destinations. (Wang & Pizam
2011, 134-143.) Wang and Pizam (2011, 146) also want to emphasize that “despite the growing
importance that is attributed to DI among many nations and destinations worldwide, it should be
stressed that promoting the desired image is not a substitute for honest efforts to cope with ac-

tual political, economic, social and cultural challenges that a destination might be facing”.

In a global and increasingly competitive marketplace maintaining, strengthening, protecting, or de-
veloping a competitive positioning has become a prominent challenge in the tourism industry for
the destinations. This challenge is identified by several considerable complexities for instance a
tourism destination, which is by its nature a very dissimilar from most commercially competitive
products. The destination also delivers an experience to its visitors which is the product of a tour-
ism sector. Tourism enterprises, other supporting industries, and organizations and DMOs are all
affecting the visitor experience and thereby producing the overall experience. (Wang & Pizam

2011, 326-327.)
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In order to maintain the destination attractive and competitive, it demands effective and integra-
tive marketing and management strategies. From the demand side, travelers have a range of
choices of available destinations and from the supply side, destination marketing organizations are
competing for attention from an extremely competitive marketplace. (Wang & Pizam 2011, 1.) The
capability to create tourism services and products have to be set up before the holidaymaker ar-
rives at the destination. From the tourism organizations perspective both private and public sector
in the destination region require a continuous flow of tourists, that is why it is essential to do nec-

essary investments in infrastructure and facilities. (Ashworth & Goodall 2012a, 213.)

The more conventional studies of competitiveness have focused generally on the economic as-
pects of destination performance and strength and while it is an important aspect of tourism com-
petitiveness, it is only one aspect. Technological, environmental, cultural, social, and political
strengths also play a part in destination’s ability to compete. In essence, “what makes a tourism
destination truly competitive is its ability to increase tourism expenditure, to increasingly attract
visitors while providing them with satisfying, memorable experiences, and to do so in a profitable
way, while enhancing the well-being of destination residents and perceiving the natural capital of

the destination for future generations.” (Wang & Pizam 2011, 327.)

Marketing internationally has its own challenges as well. Marketers first have to figure out what
services and products to introduce and in which countries and then determine how much to adapt
or standardize their services and products for world markets. It would be easier for marketers to
standardize their offerings since it helps to develop a coherent worldwide image. Also, it causes
less costs when marketers do not have to offer a large variety of products. However, at the same
time marketers generally must adapt their product offerings since consumers and markets around
the world differ widely. (Kotler, Bowen, Makens & Baloglu 2017, 282.) Developments in the politi-
cal environment are affecting marketing decisions greatly. Government agencies, laws and pres-
sure groups that form the political environment can limit or influence various individuals and or-
ganizations in each society. When planning marketing programs and products, marketers need to
observe these developments. The laws that are protecting consumers, society and competition
must be well understood by marketers, also at the local, state, national and international levels.
(Kotler, Armstrong, Harris & He 2019, 91-92.) Political challenges also arise from the fact that peo-

ple are living in a branded destination, which makes the destination their environment and home.
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In addition, from the point of view of brand building, the destination’s political decision-making is
based on the governments’ term of office, which can be a very short time. (Moilanen & Rainisto

2009, 21.)

2.4 Jyvaskyla as a Destination

The city of Jyvaskyld, founded in 1837, is located in Central Finland, which also makes it the provin-
cial center of Central Finland. The area of Jyvaskyla is 1 466,35 km2, of which 80% is land and 20%
water. At the end of 2021, Jyvaskyla had 144 473 residents, which makes it the seventh largest city
in Finland in terms of population. (Jyvaskyla lukuina [Jyvaskyld in numbers] n.d.) Jyvaskyla is gener-
ally known as a lively event, sports, and student city, but it is also known as the capital of architect
Alvar Aalto. In Jyvaskyla, nature and city come together in a unique way, nature experiences can
be found even near the city center. (Keski-Suomen matkailualueen kunnat [Municipalities of the
Jyvaskyla Region] n.d.) Every city has its own recognizable monuments and buildings. Jyvaskyla's
landmarks include the Kuokkala Bridge, the Matti Nykanen’s hill and the Vesilinna observation
tower on the Harju ridge. Especially during the darkest time of the year, many of the landmarks
reach their glory, as they also often double as light art installations. (Jyvaskylan maamerkkeja
[Landmarks in Jyvaskyld] n.d.) Diverse nature, culture, events, and great recreational opportunities

make Jyvaskyla a delightful city to live in (Jyvaskyla-tietoa [Jyvaskylad information] n.d.).

Thousands of events of various sizes are organized in Jyvaskyla every year. Great event areas can
be found in the city for organizing various concerts, festivals, conferences, fairs, meetings, mar-
kets, competitions, sports events, and other events. Most of the event areas are located in the
center of the city, which also makes the events a better experience for visitors, as the services,
shops, restaurants, and hotels people might need can be found within walking distance. (Jyvaskyla

tapahtumakaupunkina [Jyvaskyla as an event city] n.d.)

One of the most famous events in Jyvaskyla is the City of Light event organized in autumn, which
gathers more than 100 000 visitors every year. In connection with the event, a variety of side
events are organized and also a seminar, which is aimed at the professionals in the lighting indus-
try. The event highlights the city's permanent lighting sites as well as the light art works built for
the event. Energy efficiency, safety and aesthetics are things that the city's lighting focuses on. The

world has also noticed this long-term and successful work as a forerunner in city lighting, as
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Jyvaskyla has been awarded in the international city.people.light competition. (Valon kaupunki
[City of Light] n.d.) And because lighting is an inseparable part of Jyvaskyla's cityscape, Jyvaskyla is
therefore known as Finland's city of light (Mika on Valon kaupunki? [What is the City of Light?]
n.d.).

Well-being and exercise play an important role in Jyvaskyla. Jyvaskyla wants to offer Finland's best
conditions for exercise and sports. Jyvaskyla also wants to provide the best conditions for re-
searching and teaching exercise. In the city, it is possible to practice almost 100 different sports.
There are also more than 200 sports clubs and 500 kilometers of fitness tracks, paths, and ski
tracks in the city. (Liikuntapdakaupunki Jyvaskyla [The Capital of Sport in Finland Jyvaskyld] n.d.)
Sports, culture, and education, as well as their international level of education and research, are
the basis of the city's well-being. The only Finnish Faculty of Sports is located in Jyvaskyla as well as
the research institutes of the field like KIHU Finnish Institute of High-Performance Sport and LIKES
Research Centre for Physical Activity and Health and the JAMK University of Applied Sciences Sport
Business School. Based on these, Jyvaskyla is being built as the sports capital of Finland. (Tieda ja

tunne [Know and feel] n.d.)

Jyvaskyla is also known as the Athens of Finland because of its reputation and history as a city of
education, sports, and culture. Acting as the capital of sports and active cultural offerings in land-
scapes designed by Alvar Aalto have strengthened its reputation. However, education has served
as the cornerstone of Jyvaskyla for a long time now. Finland's first Finnish-language lyceum was
started in 1858, after that teacher training was focused in Jyvaskyla, from which the Jyvaskyla
seminary was born. More recently, it has developed into the multidisciplinary University of
Jyvaskyla, which is one of the main attraction factors in the region. (Selin 2011.) In addition to edu-
cation, sports, and culture, Jyvaskyla also has a strong industrial and commercial mark. When the
government began to build its metal factories in the city in the 1920s, Jyvaskyla's population be-

gan to rise sharply. (Landstrom 2007.)

In order to manage a city, it is important to create a plan i.e., a strategy, to achieve the desired
goal through concrete actions. Being the capital of sport in Finland, an educational and cultural
city, a resource-wise city, and a vibrant city are the four priorities of Jyvaskyla's city strategy. With

the help of these four focuses, Jyvaskyla wants to achieve the best conditions and know-how in
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Finland for sport and physical recreation, a platform for sustainable growth and a bright culture,
resource wisdom and sustainable well-being, as well as business growth and acceleration of busi-
ness life. To implement the strategy, the entire city community is needed because the city of
Jyvaskyla is just one actor alongside the others. In addition to a city strategy, many cities also have
values, a mission, and a vision. Jyvaskyla's values are safety, openness, courage, responsibility, and
humanity. Promoting the citizens' well-being, participation and social relations is the mission. And
the vision is Jyvaskyla is a growing and international city of culture and education. The opportunity
to study, live, do business and grow in an equal and safe environment is also part of Jyvaskyla's
commitment to education and culture. (Kaupunkistrategia [City Strategy] n.d.) The goal of Jyvasky-
Ia's brand work is to strengthen the recognition of Jyvaskyla nationally and, in the future, more in-
ternationally as well. This is aimed at with targeted and planned city marketing for important tar-
get groups with the help of strategically significant themes. Being the sports capital and a student
city are key themes for the Jyvaskyla brand. They help distinguish Jyvaskyla from other cities.

(Jyvaskyla-brandi [Jyvaskyla brand] n.d.)

3 Research

This chapter describes which research methods have been used in the research and why. How the
research problem and research questions have been formed and how the questions were an-
swered with the help of the chosen methods. How the data was collected and how it was ana-
lyzed. And finally, it describes how good research must be reliable and what ethical considerations

must be taken into account when conducting research.

3.1 Research Design

The aim of the research was to find out what is the image of Jyvaskyla in the minds of domestic
tourists. The research problem and the research questions derived from it have guided the selec-
tion of the research approach and thereby the choices made regarding the research design. The
research layout answers the question of how to collect data with the help of certain methods for
the formulated research problems (Saaranen-Kauppinen & Puusniekka 2006). The research fo-
cused on finding out how aware domestic tourists are of Jyvaskyla as a travel destination and

whether they would be interested in travelling to Jyvaskyla. It is good to study the topic also be-
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cause the demand for domestic tourism has increased during the corona pandemic (Kotimaan-
matkailu [Domestic Tourism] n.d.). The research approach is the set of research methods such as
data collection and analysis, which are used to solve the research problem. Quantitative research
method has been used in the thesis. And to collect the data, a survey was used, which also in-
cluded open-ended qualitative questions, so that people could also tell in their own words about
their own experiences and thoughts on the subject. The choice of a quantitative research ap-

proach can be justified by the large number of necessary answers.

A good research problem has a clear and unequivocal form. The research problem should be set as
precisely as possible so that the research remains consistent, makes the work easier and helps to
focus on the essential aspects. It contains, in the form of questions, a summary of what one wants
to know and study about the subject. (Saaranen-Kauppinen & Puusniekka 2006.) The research
problem investigated in this thesis was what is the image of Jyvaskyla in domestic tourists’ minds.
The research questions are derived from the research problem and were used to solve the re-

search problem.

1. How well is Jyvaskyla known as a travel destination?

2. IsJyvaskyla an interesting travel destination?

The purpose of the research is to identify the images and experiences Finns have of Jyvaskyla, in
order to find out how attractive Jyvaskyla is considered as. Because Finns' favorite travel destina-
tions in Finland have included and Uusimaa for quite a long time (Kotimaanmatkailu [Domestic
Tourism] 2020). The result of the study could help Jyvaskyla to see if there is anything that can be

done so that Jyvaskylad can also become one of the most popular destinations in Finland.

3.2 Research Methods

Both quantitative and qualitative methods were used in the research in order to obtain versatile
information on the researched topic. When the purpose is to get a general picture of the differ-
ences and relations between variables, it is good to use the quantitative method. Variables are
characteristics, things or activities concerning a person. In this research, the most important infor-

mation desired about the variables are people's opinions. The aim of the quantitative research
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method is to examine information numerically, it also answers the questions how much, how
many and how often. The researcher's job is to examine and verbally explain the essential numeri-
cal information. The quantitative method is good to use when the number of respondents is large.
When the sample is large, it represents better the people's average experience, attitude, or opin-
ion of the subject under research. (Vilkka 2007, 13-17.) The existing situation can usually be found
out through quantitative research, but the method cannot be used to find out the cause of things

sufficiently (Heikkila 2014, 8).

The goal of qualitative research is to understand the reasons for the research subject's decisions
and behavior, as well as the research subject itself. Understanding is more important than figuring
out quantities, which is why the number of subjects is smaller in qualitative research. Group dis-
cussions or in-depth interviews are often used to gather information. (Heikkila 2014, 8). It is easier
to understand the details of a problem or topic with the help of qualitative research because it is
in-depth by nature. However, qualitative research does not help in making decisions or conclu-
sions, it is only suitable for describing a topic or problem. With the help of qualitative research, it
is also easier to find out which problems are worth asking, i.e., the survey may remain too narrow
without qualitative research. (Laadullisen tutkimuksen tekeminen [Conducting Qualitative Re-

search] n.d.)

In fact, these two research methods complement each other very well. The broader general per-
spectives of the research are obtained from quantitative data, and the more in-depth details,
which help to understand the meaning of the conclusions, are obtained from qualitative data.
(Maarallisen ja laadullisen tutkimuksen valinen ero [Difference Between Quantitative and Qualita-
tive Research] n.d.) And as mentioned earlier, both quantitative and qualitative research methods
have been used in this research. A quantitative research method is suitable because the purpose
of the research is to find out the current image of Jyvaskyla as a travel destination for Finns. The
gualitative research method, on the other hand, investigates the background of the phenomenon
in more detail in addition to numerical data. Information on the subject was collected by means of
a survey, where the answer options were mostly pre-defined. However, not all answers could be
predicted, so there was often an opportunity to choose the option "other, what?" in addition to
the ready-made answer options and some of the questions were open-ended, which gave the re-

spondents the opportunity to answer the questions in their own words.
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3.3 Data Collection and Analysis

Survey research is mostly quantitative research, as the answers to the verbal questions presented
in the survey are expressed numerically, which in turn are analyzed using statistical methods. Ver-
bal answers are given when additional information or answers are needed. It is a list of questions
for a particular group of people targeted to extract specific data from them. With survey research,
it is possible to collect and examine information about people's values, attitudes, opinions, or so-
cial phenomena. A cover letter should always be sent with the survey. It tells the basic information
about the research, who is doing the research, why it is being done and how the respondents were
selected. A good cover letter can also motivate the target group to answer the survey. (Vehkalahti

2014, 11-13,47-48.)

The survey was conducted as an online survey, which also included few open-ended questions. An
online survey was perceived as a useful option because it allows to reach more people at once and
collect data faster. It is also a convenient option because there is no need to save the answers sep-
arately, as they are saved directly in electronic format, this also avoids possible data entry errors
(Vehkalahti 2014, 48). Unfortunately, online surveys also have weaknesses. It is difficult to ensure
that only the target group answers the survey or that each examinee answers the survey only
once. The possibility of misunderstanding the questions in the survey is also high. That is why it is
important that the survey is as clear and concise as possible to avoid misunderstandings. As the
number of surveys has increased, the survey response rates have deteriorated, and because of this
phenomenon, it is good to invest in the language and layout of the survey as well (Vehkalahti
2014, 48). For these reasons, the desire to test the survey grew. It is very useful to test the survey
with members of the research's target group to find out whether the questions and instructions
have been understood correctly whether something essential has been left unasked or whether

the survey contains unnecessary questions (Vehkalahti 2014, 48).

Data collection for the research was carried out using the Webropol survey and reporting tool. The
survey has a total of 13 questions. Questions 1-3 are related to the background of the respond-
ents, questions 4-8 investigate how well the respondents know Jyvaskyld and what images they
have of Jyvaskyla, questions 9-10 are related to marketing communications and questions 11-13
find out whether the respondents are interested in traveling to Jyvaskyla or whether they would

rather choose another travel destination (see Appendix 1). It is good to find out the interest in



18

Jyvaskyla not until at the end of the survey, because the respondents have had some time to think
about the different aspects of Jyvaskyla during the survey. In question 6, the target group is pre-
sented with statements about Jyvaskyla where they can choose the option that best describes
their own opinion. The answer options are as follows: strongly disagree, disagree, neither agree or
disagree, agree, and strongly agree. In multiple-choice questions 5 and 10, respondents have the
opportunity to choose one or more options from the given options. And questions 7 and 13 are
open-ended questions where the target group gets to tell their own opinions and thoughts about

Jyvaskyla.

And because the research wanted to find out Jyvaskyla's image from the Finns' point of view, the
survey was therefore conducted in Finnish. So, no original survey has been added to the thesis.
The attached survey has been translated into English (see Appendix 1). The response time for the
survey was approximately three weeks and it was implemented between March 14 and April 4,
2022, and the survey was shared on various social media channels. A cover letter was also sent
with the survey, which explained the main features of the research, who is conducting the re-
search and why the research is being conducted. The cover letter also emphasized that those who
live in Jyvaskyla should not answer the survey, because they have a completely different image of
Jyvaskyla as its residents, considering that the purpose of the research is to find out what Jyvasky-
[a's image is as a travel destination. Also, the respondents answered the survey anonymously, so
that they can express their opinions on the subject freely even though the topic of the research is

not sensitive.

The data formed from the research results was transferred to Microsoft Excel where it was ana-
lyzed, and the reporting tools offered by Webropol were also used in the analysis process. Two dif-
ferent analysis methods were used to analyze the results because both verbal and numerical ma-
terial was developed from the research results. Typification method was used to analyze the
qualitative data and statistically descriptive analysis method was used to analyze the quantitative

data.

Typification aims to analyze the phenomena of the material, which are classified into types on the
basis of their common characteristics or features. The types reflect entities that can be used to

summarize and illustrate the research material. The characteristics that affect the typification of
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the material and the types themselves should be easily identifiable from the material. It is im-

portant that the distinctive features and characteristics of a certain phenomenon are emphasized
in different types and that the features and characteristics of one type distinguish it from another
type. By comparing the types built in the analysis, it is possible to see how the types differ. (Gun-

ther & Hasanen n.d.)

The typification analysis method was used to analyze the open-ended questions of the survey.
Based on the different features that appeared in the data, it was decided to build three distinctive
types that would help to illustrate and summarize the research data. The classification of the an-
swers has been made based on whether Finns' images of Jyvaskyla are positive, neutral, or nega-
tive. These verbal responses to the open-ended questions were taken to Excel, where each re-
sponse was reviewed and given a color code based on the characteristic of the response. At first, it
was intended to build only two distinctive types, positive and negative images of Jyvaskyla, but the
material also started to show answers that did not fit the first two types. So, for this reason, a
third type was built, which represents those who do not really have any kind of images of

Jyvaskyla.

Illustrating the research material graphically and describing it statistically is common in quantita-
tive analysis. The prevalence, quantities and structuring of the phenomena in the data into catego-
ries can be determined by statistical analysis. (Tilastollisesti kuvaava analyysi [Statistically Descrip-
tive Analysis] 2021.) It is good to use figures for research results when a visually perceptive
pictures of the results are desired. With the help of figures, it is possible to give a good overview of
the division of values in the sample. The most common figures are pie charts, bar graphs, line
graphs and area charts. The problem of statistically descriptive analysis is that the researcher can
also slip their own interpretation of the subject when presenting the graphical results. Because of
this, the reader may be left with an incorrectly weighted and incorrect picture of the results.

(Vilkka 2007, 138.)

This statistically descriptive analysis has been used to analyze the multiple-choice questions in the
survey. Various figures have been used to present the results, which were created with the help of
the Webropol survey and reporting tool and Microsoft Excel. In the thesis, all the multiple-choice

guestions appearing in the survey are presented in text and graphic form.
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3.4 Reliability and Ethical Considerations

One of the most important features of the reliability of the research is that the research does not
give haphazard results. When repeated measurements generate exactly the same result regardless
of the researcher, the study is reliable and accurate, i.e., reliability assesses the consistency of the
results from one measurement to another. Especially issues related to measurement and accuracy
in the implementation of the research should be considered in the reliability of the research. The
research’s reliability should be assessed already during the research. (Vilkka 2007, 149.) Reliability
is enhanced when the research problem and the target group are precisely and clearly defined,
the research plan and survey are good, and a suitable data collection method has been used. And
the figures that present research results must be truthful. It is also important that the researchers
themselves critically evaluate the reliability of the research and point out possible aspects that
lower the reliability, such as misunderstood questions, a low response rate or a skewed target
group. (Heikkila 2014, 15.) Validity, on the other hand, tells whether the research measures what
it was supposed to measure. The primary basis for the reliability of a measurement is validity, be-
cause if the right thing is not measured, reliability has no meaning in the research. (Vehkalahti

2014, 41.)

The reliability of the research has been monitored throughout the research process. Certain re-
search methods were chosen in order to obtain the most reliable results for the research problem.
The survey was created using a qualitative and quantitative methods, it was hoped that the survey
would reach as large a group of people as possible, which would increase the response rate of the
survey. The theoretical background was used to create the survey, and the sources used have
been selected according to their reliability and relevance. And the data formed from the survey is

again analyzed using a method that is the most suitable for the research problem.

The research must respect the examinees’ privacy, self-determination, human dignity, and other
rights according to general ethical principles (Vuori n.d.). Good scientific practice is always part of
good research. The choices made in the research and the related justifications are the researcher's
responsibility. It is important that the research does not offend good scientific practice, the target
group, and the scientific community, which means that the formulation of research questions and
objectives, the collection and processing of data, the presentation of results and the storage of

data must be done correctly. The task of the researcher is to maximize the benefits of the research
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and minimize the harms. Current legislation should also be taken into account in addition to re-
search ethics, as every research has both privacy and copyright issues that must be resolved ac-

cording to current standards. (Vilkka 2007, 90-91.)

Good scientific practice was also used in this thesis. When doing the research, it was not felt nec-
essary to collect personal data from the survey respondents. Which is why the respondents an-
swered the survey anonymously, so that they could freely share their own opinions on the subject.
The subject of the research was not sensitive, so the necessary confidentiality agreements did not
need to be signed either. The survey itself was kept as clear as possible so that the effort caused
by participating in it would be minimal. Nor was anyone from the target group forced to partici-
pate in the survey. And as for the sources presented in the thesis, the sources have been pre-
sented neutrally and referenced correctly, following JAMK's reference instructions, making sure
that the information has not been presented as one’s own, but that the credit has gone to the

right person.

4 Results

In this chapter, the results obtained from the survey are reviewed. The Webropol survey and re-
porting tool and Microsoft Excel have been used to review the results. Quantitative results have
been illustrated with the help of different figures and qualitative results with the help of typifica-
tion. At the beginning of the survey, it is said that people who live in Jyvaskyla should not answer
the survey, because the research wants to find out the image of Jyvaskyla from the point of view

of Finnish tourists. A total of 117 people answered the survey.
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4.1 Background of the Respondents
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Figure 1. Age distribution of the respondents.

Most of those who answered the survey were 21-30-year-olds, they made up more than half of
the respondents, 59%. Of all, the least responses were received from 31-40-year-olds, 3.4% (see
Figure 1). The gender distribution of the survey revealed that 74.3% of the respondents were

women, 23.1% were men and 2.6% had chosen the option "other".
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Figure 2. The respondents' residence.

Figure 2 shows that the majority of respondents live in South Ostrobothnia, 50.4%. No answers

were received from Aland, South Karelia, North Karelia, Kanta-Hame or Kymenlaakso.
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4.2 Images of Jyvaskyla
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Figure 3. The familiarity of Jyvaskyla.

Of the respondents, 62.4% considered Jyvaskyla as a familiar travel destination, 30.8% did not con-

sider it familiar and 6.8% were not sure (see Figure 3).
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Figure 4. What is interesting in Jyvaskyla.

Based on the answers, events, food, and shopping were the most interesting things in Jyvaskyla.

Those who chose the option “other, what?” said that they would be interested in student events,
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places that are also suitable for children, and seeing friends and family who live in Jyvaskyla (see

Figure 4).

Table 1. Statements about Jyvaskyla.

Neither
agree
Strongly nor Strongly
disagree | Disagree | disagree | Agree agree Mean | Median
There are good transport connections to Jyvaskyla 6,8% 23,9% 12,0% 40,2% 17,1% 3,4 4,0
It's easy to get around in Jyvaskyla 1,7% 10,3% 33,3% 39,3% 15,4% 3,6 40
Jyvaskyla is a safe travel destination 3,4% 3,4% 18,0% 39,3% 35,9% 4.0 4,0
Jyvaskyla is a responsible travel destination ,9% 3,4% 44 4% 40,2% 11,1% 3,6 4,0
Jyvaskyla has good services 2,6% 6,8% 20,5% 51,3% 18,8% 3,8 4,0
Jyvaskyla has friendly locals 1,7% 3,4%| 436%| 36,8% 14,5% 3,6 4,0
There are interesting things to do in Jyvaskyla 1,7% 9,4% 28,2% 45,3% 15,4% 3,6 4,0
You can enjoy culture in Jyvaskyla 2,6% 7,7% 33,3% 44.4% 12,0% 3,6 4.0
You can enjoy nature in Jyvaskyla 9% 4,3% 22 2% 47,0% 25,6% 3,9 4.0
Jyvaskyla is an interesting travel destination 4,3% 15,4% 16,2% 50,4% 13,7% 3,5 40

Table 1 shows how the respondents felt about different statements about Jyvaskyla. The opinions
revealed that safety and opportunity to enjoy nature are the strongest aspects of Jyvaskyla, as the
means for these statements were the highest. Whereas good transportation connections to
Jyvaskyla and Jyvaskyla is an interesting travel destination are the weakest aspects of Jyvaskyla
according to the respondents, as the means for these statements were the lowest. However, all

the statements have been perceived quite positively, as the median of each statement is 4.

Respondents' opinions were also compared based on their age and residence (see Appendix 2).
Transport connections to Jyvaskyla and Jyvaskyla is a safe travel destination are slightly stronger
aspects of Jyvaskyla in the opinion of respondents aged 20 or younger-40 years old compared to
respondents aged 41-over 60 years old. Whereas 41-over 60-year-olds think Jyvaskyla is more
interesting as a travel destination and they think it is possible to enjoy nature more in Jyvaskyla
compared to the younger respondents. According to respondents who live in South Ostrobothnia,
Jyvaskyla is more interesting as a travel destination compared to respondents who do not live in

South Ostrobothnia. Whereas the respondents who do not live in South Ostrobothnia think that it
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is possible to enjoy nature more in Jyvaskyla, that Jyvaskyla is safer and that there are better

transport connections to Jyvaskyla.

In the next question of the survey, the examinees were asked to describe Jyvaskyla in three words.
Most of the answers were positive. Jyvaskyla was considered as a pleasant and youthful student
city with a lot of versatile things to do. Jyvaskyla's nature also received a lot of recognition.
Jyvaskyld's closeness to nature, lakes and verdancy were highly valued and Jyvaskyla was de-
scribed as a beautiful summer city. Jyvaskyla was also described as an active and sporty city that
offers many different opportunities for sports. Out of all the answers, neutral answers were re-
ceived second most. Jyvaskyla was described as unknown. Many also said that it is difficult to de-
scribe Jyvaskyla when they have never been there, so they had no images of it. And of all the an-
swers, negative answers were received the least. Jyvaskyld was described as difficult to reach due
to its location and because of poor transport connections. Jyvaskyla was also described as small,

cramped, and boring.

No

Yes, what? 33,3%
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Figure 5. The awareness of Jyvaskyld's attractions.

Figure 5 shows that most of the respondents were not aware of Jyvaskyla's attractions, as only
33.3% said they knew at least one attraction in Jyvaskyla. Those who knew an attraction men-
tioned Harju and Laajavuori the most. The Kuokkala bridge, the Matti Nykdnen’s hill, the buildings

designed by Alvar Aalto and the Alvar Aalto museum were also mentioned.
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4.3 Interest in Jyvaskyla
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Figure 6. The interest in Jyvaskyla as a travel destination.

Most of the respondents 83.8% would be interested in traveling to Jyvdskyla and 16.2% would not
be interested. However, 71.8% would rather choose another destination in Finland instead of
Jyvaskyla (see Figure 6). The most popular destinations instead of Jyvaskyla were Helsinki, Turku,

Tampere, and various destinations in Lapland.

Most of the answers mentioned that other destinations are more interesting, have more versatile
things to do, or that the destinations have more beautiful city or nature landscapes. The next most
mentioned thing was that Jyvaskyla is too unknown as a travel destination for them. Respondents
tell how they do not know anything about Jyvaskyla and that other cities know how to advertise
and brand themselves better, which is why they prefer to visit these destinations. The location of
Jyvaskyla was mentioned the third most. Either the transport connections to Jyvaskyla were too
bad, or the southern and northern destinations of Finland attracted more. The remaining few an-
swers mentioned how Jyvaskyla does not interest the respondents at all and how they would go

anywhere other than Jyvaskyla.
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Figure 7. The most used sources.

Most of the respondents, 86.3%, did not remember hearing or seeing any advertising related to
tourism in Jyvaskylda. While 13.7% of respondents remembered hearing or seeing advertising for
Jyvaskyla. Based on the answers, the most popular sources from which respondents seek infor-

mation are the internet 94%, social media 64.1% and friends and family 57.3% (see Figure 7).

5 Conclusion and Discussion

Jyvaskyla was perceived quite positively as a travel destination. However, the research also re-
vealed that Jyvaskyla is still quite unknown to many travelers. The research problem "what is the
image of Jyvaskyla in domestic tourists' minds" and the research questions derived from it "how
well is Jyvaskyla known as a travel destination" and "is Jyvaskyla an interesting travel destination"

received beneficial answers from the research.

Although Jyvaskyla is one of the largest cities in Finland in terms of population, it is still very un-
known to many travelers. A good example of this is that 67% did not know of any attractions in
Jyvaskyla. Many respondents thought that Jyvaskyla was unknown or that its brand work has not
been effective enough to put Jyvaskyla on the map. Which is a valid argument because 86% of the
respondents had not heard or seen any advertising related to tourism in Jyvaskyla. It is also inter-
esting that when the respondents were asked to describe Jyvaskyla in three words, no one men-

tioned that Jyvaskyla is the sports capital of Finland. Even though one of the priorities of the city of
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Jyvaskyld’s strategy is the promotion and development of the sports capital. There were mentions
that Jyvaskyla has good sports opportunities, but nothing was mentioned about the sports capital
itself. However, the branding has been successful in some matters, as many respondents de-

scribed Jyvaskyla as a pleasant and lively student city.

Regarding the respondents' interest in Jyvaskyld, 83% of the respondents would be interested in
traveling to Jyvaskyla, but 72% of the respondents would rather choose another destination than
Jyvaskyla. Which could mean that Jyvaskyld's competitiveness is not enough to compete with
these respondents' preferred destinations. One of the respondents wondered why they would go
to Jyvaskyla when they could get similar things even closer. In these results, it was also mentioned
that, based on the unfamiliarity of Jyvaskyla, the respondents are more likely to choose a destina-
tion that can advertise itself better. A more familiar destination is more preferable choice when
travelers know what to expect from the destination. With these expectations, it is also possible to

influence travelers' motives for booking a trip.

Based on the answers that were obtained, for example, by presenting different statements about
Jyvaskyla, Jyvaskyla was perceived quite positively from different aspects. Jyvaskyla’s nature was
praised a lot, and the most interesting thing in Jyvaskyla, according to the respondents, would be
the events. Which is fitting because Jyvaskyla is also known as an active event city. The negative

issues were mostly related to Jyvaskyld's location and poor transport connections.

The aim of the thesis was to find out what images Finns have of Jyvaskyla as a travel destination.
And based on the results, it could be concluded that Jyvaskyla has a good chance of joining the
other most popular destinations in Finland, because the general images of Jyvaskyla are funda-
mentally quite positive. Jyvaskyla has a lot of different things to offer, and it has a lot of ad-
vantages that others do not have, such as being the sports capital and a youthful student city.
Jyvaskyla is also aesthetically attractive because of its nature and light art works. The biggest chal-
lenges seem to be related to the unfamiliarity of Jyvaskyla. However, these challenges can be
solved with different marketing techniques. And as mentioned before in the theory part of the

thesis, marketing encounters many challenges. According to Wang & Pizam (2011) successful mar-
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keting requires comprehending the destination’s image and with an accurately assessed destina-
tion image, it is possible to create marketing implications that help in promoting and positioning

the destination.

The respondents' opinions about Jyvaskyla were also compared with each other. The opinions of
younger respondents were compared to the opinions of older respondents, and the opinions of
respondents who live in South Ostrobothnia were compared to those who do not live in South Os-
trobothnia. Most of the respondents were younger or they lived in South Ostrobothnia, so it was
wanted to see if their opinions differed from others. And with the help of these opinions, it was
found out that it would be profitable to market Jyvaskyla and its nature more to older people be-
cause they found Jyvaskyla more interesting and in their opinion, it is possible to enjoy nature in
Jyvaskyla. Regionally, it would also be useful to focus marketing more on South Ostrobothnia, be-
cause Jyvaskyla as a travel destination was considered more interesting there. Next, it would be
useful to think about which marketing communication channels should be used in order to reach
the target groups. A very small number of respondents used magazines or tourist offices as a
source of information. So Jyvaskylad's marketing should be increased more on the internet and so-
cial media where these people can be reached. The opinions also revealed that Jyvaskyla is gener-
ally not considered very interesting as a travel destination. This naturally affects Jyvaskylad's image.
With thorough targeted marketing, it is easier to reach the right audience, which can in return in-

crease Jyvaskyla's interest to others.

The research provided new information about Jyvaskyla's image, and this can be used in the future
when branding destinations. It is important for destination branders and marketers to understand
the consumers' point of view, and with the help of this research, it was possible to define how
Jyvaskyla is perceived as a travel destination and how its image affects consumers' choice of a
travel destination. It can therefore be stated that the results of the study are useful and valid. The

reliability of the study is valid because the study managed to measure exactly what was wanted.

As for the reliability of the research, no haphazard results were obtained from the study, the re-
sults were consistent with other studies which is according to Vilkka (2007) important for a reliable
research. And according to Heikkila (2014) it is important that the researchers themselves critically

evaluate the reliability of the research. It turned out that when preparing the survey, the kind of
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material that would be generated in the study and how it would be analyzed had not been consid-
ered carefully enough. Certain choices regarding the preparation of the survey caused additional
work in the analysis phase, which could have been avoided by more thorough planning. The state-
ment questions made it possible to have five answer levels: strongly disagree, disagree, neither
agree nor disagree, agree, and strongly agree. What made it possible for the respondents to not
think about the question properly and choose only the middle value, i.e., neither agree nor disa-
gree. For several questions, the mean of the answers was close to three. Although it was intended
that inaccurate answers would be largely avoided by editing the answer options of the survey pre-
cisely this was not completely successful. Analyzing the qualitative answers also produced its share
of challenges. Researching images was challenging to the extent that opinions and experiences are
very individually experienced. Thus, the results of the researched topic depend a lot on when the
research is carried out and which people respond to the survey. And as mentioned before, alt-
hough the research managed to measure exactly what was wanted which was the image of
Jyvaskyla. Yet by adding even one additional clarifying question to the survey, it would have been
possible to get even more information about how these images have been formed in domestic

tourists' minds.

117 people responded to the survey, which also exceeded the recommended minimum number of
100 people for quantitative research (Vilkka 2007, 17). The reliability of the survey can still be criti-
cized due to its small number of respondents. When the target group was Finns who do not live in
Jyvaskyla, 117 people is naturally not enough to give an overall picture of Finns' opinions. The reli-
ability of the survey was also damaged by the fact that the answers were not evenly distributed
regionally. No answers were received from Aland, South Karelia, North Karelia, Kanta-Hame or Ky-
menlaakso. And only a few answers were received from some regions, while a little more than half
of the answers were received from South Ostrobothnia. The answers were also not evenly distrib-
uted in terms of the respondents' gender, as 74% of the respondents were women. In order for
the results obtained in the research to be considered reliable, the research data must be suffi-

ciently large and representative.

It is certainly possible to do further research on the subject because branding has always been an

important part of business and branding is also important for tourism. In the future, the research
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could be carried out again with a larger group of respondents to obtain more comprehensive re-
sults. The target group of this thesis research was also quite large, so in the future the research
could be limited to, for example, only certain regions in Finland or a certain age group. Itis im-
portant to define the topic as precisely as possible to get satisfactory results. The research leaves
room for a more detailed interpretation of the topic. The appreciation of Jyvaskyla's nature that
emerged from the results would also provide a good basis for researching Jyvaskylad's image from

the perspective of nature tourism.
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Appendices

Appendix 1. Survey

The image of Jyvaskyla

£] Mandatory questions are marked with a star (*)

I'm a tourism and hospitality management student from Jyvaskyla University of Applied Sciences. | am
doing research on the topic "The image of Jyvéskyla as a travel destination for Finns”, and | would like
your opinion on it. There are 13 questions in total, the questions are mainly multiple choice questions and it
takes less than five minutes to complete the survey. Answers are handled anonymously and confidentially.
If you live in Jyvaskyla, DO NOT answer the survey!

Your answer is greatly appreciated, thank you in advance!

Kind regards, Roosa Annola

1. Age *
(O 20 or younger
O 21-30
O 3140
O 41-50
(O 5160

(O Overé60

2. Gender *

O Female
o Male
(O Other
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3. Residence *

O Aland

O South Karelia

(O Ssouth Ostrobothnia
(O Ssouth Savo

O Kainuu

(O Kanta-Hame

(O Central Ostrobothnia
(O Central Finland

O Kymenlaakso

O Lapland

(O Pirkanmaa

O Ostrobothnia

(O North Karelia

(O) North Ostrobothnia
O Morth Savo

(O Paijat-Hame

O Satakunta

() Uusimaa

O Southwest Finland



4. Is Jyviaskyla familiar to you as a travel destination? *

O Yes
O No
(O Not sure

5. What would be particularly interesting in Jyvéskyla as a travel destination
(you can select one or more options) 7 *

[[] Nature

EI Exercise

[[] Activities

[] shopping

[] Events

D Culture

[C] nightiife

[ ] Food (restaurants, cafés)

[ ] Other, what?

[:l Mot sure

6. Choose the option that best describes your own opinion for the following
statements *

Strangly MNeither agree Strongly
disagree Disagree nor disagree Agree agree
There are good lransport connections to
S @) O @) o O

It's easy to get around in Jyvaskyld *
Jyvaskyla is a safe travel destination *

Jyvaskyla is a responsible tfravel
destination *

Jyvaskyla has good services *
Jyvaskyla has friendly locals *

There are interesting things to do in
Jyvaskyld *

You can enjoy culture in Jyvaskyla *

You can enjoy nature in Jyvaskyla *

Qo O [Q8 OG0
O10Q OO0 OO0
O QO QOO O [0
QOIS O OO O |00
OOQ O |00 OO0

Jyvaskyla is an interesting travel
destination *

7. Describe Jyvaskyld in three words *

@

" |

. I

' |




40

8. Do you know any attractions in Jyvaskyla? *

O No

() Yes, what?

9. Do you remember seeing or hearing advertising related to tourism in
Jyvdskyld recently? *

ONO
O Yes

10. From which sources do you search information about the travel
destination (you can select one or more options) 7 *

[] internet

|:| Social media
[] Tourist offices
[] Travel sites
D Travel blogs
[ ] Magazines
[[] Friends/ family

[:l Other, what?

11. Would you be interested in traveling to Jyvaskyla? *

O Yes
O No
12. Would you visit another destination in Finland rather than Jyvaskyla? *

ONO

O Yes, where?

13. If you answered yes, tell me briefly why you would rather choose this
destination instead of Jyvaskyla?
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Appendix 2. Distribution of Opinions Based on Respondents' Age and Residence

Jyviskyla is a safe travel destination

40 39
I 100%
I -
I I )
. -
[ ] .
— | 0%
20 or younger - 40 41-60 or older
@ Strongly disagree ® Disagree @ Neither agree nor disagree © Agree @ Strongly agree
You can enjoy nature in Jyvaskyla
3,9 41
l 100%
75%
I -
l -
L . -

20 or younger - 40 41-60 or older

@ Strongly disagree @ Disagree @ Neither agree nor disagree O Agree @ Strongly agree
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Jyvaskyla is an interesting travel destination

34 38
[] B
5%
50%
i I :
- || 0%
20 or younger - 40 41-60 or older
@ Strongly disagree ® Disagree @ Neither agree nor disagree O Agree @ Strongly agree
There are good transport connections to Jyvaskyla
34 33
. 100%
75%
50%
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- 1 o
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@ Strongly disagree @ Disagree ® HNeither agree nor disagree © Agree @ Strongly agree
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Jyviskyla is a safe travel destination

39 41
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50%
I 25%
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I I 0%
South Ostrobothnia All the other regions
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Jyvaskyla is an interesting travel destination

38 33
. . 100%
75%
50%

. 25%
]

] o
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@ Strongly disagree @ Disagree @ Neither agree nor disagree Agree @ Strongly agree

There are good transport connections to Jyvéskyla
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]
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