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The objective of this thesis was to evaluate the success and effectiveness of the Finnish
Science Center Heureka’s 2014 Mars-exhibition radio commercial targeted at Russian
tourists. The aim was to highlight areas in need of improvement and change within mar-
keting communication involving the target population.

The theoretical section of this study examines Russian culture and communication styles,
as well as the relationship and position of Heureka with the Russian tourist segment. This
section also goes over Heureka’s own marketing communication. It also discusses the
general usage of traditional marketing today and how digitalization has influenced this.

The empirical section illustrates the research method and implementation of the study.
This research utilized quantitative research methods in the form of a questionnaire con-
ducted face-to-face with Russian customers at the Finnish Science Center Heureka during
Spring 2014. The research consisted of 28 randomly selected Russian participants.

The results suggest that the radio commercial was, as far as content goes, well produced,
and received a positive Likert scale evaluation on most levels. However, 55% of the par-
ticipants saw the utilisation of such a radio commercial for an organization like Heureka to
be ineffective. Radio commercials offer no visual appeal, are limited in terms of infor-
mation and require the listener to access other platforms to gather all necessary infor-
mation.

Even though the majority of the target group travel to Finland by car, only one participant
recalled hearing or gathering information about Heureka from the radio. On the other
hand, 82.1% of participants had utilized the Internet and 64.2% the social media. One of
the main suggestions made by participants was for Heureka to have a stronger online
presence.

According to these results, Heureka should alter their marketing communication by con-
tinuing to have print as their main marketing medium, but replacing radio as a supporting
marketing platform with the social media network Vkontakte, which is used by 60% of the
Russian tourist population. It is risky to invest in new and expensive marketing communi-
cations during the recent economic and political fluctuations in Russia, which have had an
impact on foreign travel. Marketing online allows Heureka to stay visible to the target
group without a large investment.
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1 Introduction

Finland has been experiencing a continuing growth of Russian tourists in the past years
and Russians are presently the biggest tourist group in Finland. According to Matkailun
Edistamiskeskus (MEK), in 2013 Russians made up 28% of the overnight stays in Finland,
which is a significant amount (MEK 2014). It is no surprise that the growing number of
Russians impact companies’ marketing communication, as they need to start taking into
consideration this growing customer segment before the competition snatches the profita-

ble opportunity away.

The Finnish Science Center Heureka is one of the organizations, who wants to take ad-
vantage of the situation and is keen to learn more about this segment. They conduct an-
nual customer interviews with the Russian-speaking visitors with the aim of getting a
deeper understanding about their travel patterns, information retrieval ways and general
interests that could help the center market themselves better and more effectively to the
Russians. Unfortunately, due to budget and limited number of Russian-speaking staff
these interviews cannot be conducted frequently, which is a huge disadvantage, as trends
and patterns usually change numerous times within a year. This is why Heureka appreci-
ates any additional information that is of use to them about this growing segment.

Heureka has made great effort to bring in more Russian-speaking customers by improving
their customer service, exhibitions, homepages, social-media and marketing. In 2014, in
addition to other marketing efforts, they launched two radio commercials on the Russian-
speaking Sputnik-channel in Finland to promote their two new main exhibitions: The Mars-
exhibition and Heureka goes Crazy-exhibition to the Russian public. Heureka has used
radio commercials for many years to promote Heureka and its exhibitions to Russians
traveling to Finland, but it is not for certain whether it is still effective today or whether they
should invest that money into other platforms that might be more effective in reaching the

Russians visiting Finland today. (Seppald, H. 12 September 2014)

Therefore, the focus of this thesis is to evaluate the use of this type of traditional market-
ing to reach the Russian-speaking customer pool that is entering Finland. The objective is
to evaluate the effectiveness and success of the 2014 Mars-exhibition radio commercial
with the use of surveys and through that come to an understanding about whether the use
of this type of traditional marketing is still useful today with this segment or whether Heu-

reka should concentrate on investing in other marketing media.



In 2013, | completed my 5-month internship in Heureka’'s marketing unit. | got the
opportunity to utilize my Russian language skills to do preliminary interviews about the
information retrieval methods of the Russian-speaking customers, as well as learn more
about the segment and how Heureka has thus far marketed and handled this segment.
This experience was a motivator to pursue this area of study even further, as Russians

are a current and important topic for companies and an area of interest for me.

1.1 Thesis objectives and scope

The objective of this thesis is to evaluate the success of Heureka’s 2014 Mars-exhibition
radio-commercial by conducting surveys with Russian-speaking visitors, specifically tour-
ists, at Heureka. The aim of the results is to show and suggest areas of improvement with-

in Heureka’s marketing communication towards the Russian-speaking customer pool.

The scope of this study is limited to Russian-speaking customers visiting Heureka in
Spring 2014. The interviews were conducted at Heureka and the minimum age for partici-
pating in the research was 15 years, as younger visitors are most likely not involved in the

trip-planning process.

1.2 Thesis structure

This is a traditional thesis that begins with an introductory to Heureka as an organization,
as majority of the public knows about Heureka, but has little information about its opera-
tions. It continues by tying in how the culture and migration of Russians has influenced

companies in Finland to change, including Heureka.

The final section in the theoretical part of this thesis deals specifically with traditional mar-
keting, its evolution and whether traditional marketing can still be an effective part of a
marketing communication plan, even though the current trends bring focus to digital or

other marketing media.

The empirical section reviews the research method and analyzes the research results.
This section aims to evaluate and come to a conclusion about whether this traditional ra-
dio commercial is an effective tool for marketing Heureka to Russians, taking into account

the validity and realibility of this study.

The thesis concludes with recommendations for the future by observing the areas of

weakness in Heureka’s marketing communication.



2 Heureka as an organization

The Finnish Science Center Heureka (Heureka) is a non-profit organization run by the
Finnish Science Center Foundation. It is situated in Tikkurila and began its operations in
1989. Heureka annually receives around 275,000 visitors and reaches numbers over
300,000 in its peak years . In 2013, Heureka received a record number of 409 403 visitors
due to the popular “Body World’s” exhibition and is aiming for more records all the time.

(Heureka Toimintakertomus 2013)

The concept of Heureka is based upon interactive science that is both educational and fun
for visitors of all ages. Their mission is to provide fun of discovery for all by sharing the
excitement of learning, which is based upon research and science. In addition to offering
various educational exhibitions, Heureka creates free teaching material for schools and
teachers in Finland, operates science camps, has rat basketball and a planetarium. To
help poorer schools in Finland, it also runs a sponsorship program called, “Tiedekummi”,
to provide companies and organizations the opportunity to support Heureka by sponsoring
school trips to Heureka.

Even though Heureka is seen as a medium to large sized organization due to its numer-
ous operations, it only has a staff of about 75 employees, plus an additional 60 — 70 vol-
unteers, which is impressive. Majority of the operations are done at the center itself, in-
cluding exhibition construction, graphic design, marketing, finances, IT and so forth. All

departments work together to bring their concept to life.

Heureka is a well-known and valued organization locally in Finland, but it is also recog-
nized well around the world. In 2013 it got nominated as being one of the world’s best
science centers by the Association of Science-Technology Centers (ASTC). This is why in
addition to Finnish visitors, Heureka also receives a lot of foreigners and tourists. (Heure-

ka Toimintakertomus 2013)

With the growing number of foreigners they have started to provide information in the ex-
hibitions in Finnish, English, Swedish and recently also in Russian to appeal to continu-
ously larger and more diverse customer segments. The staff also has the opportunity to
take for an example, Russian lessons to help them communicate with foreign visitors bet-
ter. As Russian tourists are a big segment, Heureka also has four to five fluent Russian
speakers, as well as around 10, who are able to speak Russian to a moderate degree.
(Seppala, H. 12 September 2014)



3 Introduction into Russian culture

This chapter gives an insight on the target group and highlights relevant areas in their
culture and traveling habits that influence the way that Heureka communicates with them.
With cross-cultural communication it is important to understand differences, because they

could ultimately be the deciding variable between success and failure.

The relationship between Russian tourists and Heureka differs quite heavily to the rela-

tionship between Finns and Heureka and therefore requires attention.

3.1 Russian way of communication

There are many aspects that international companies needs to take into consideration

when starting communications with Russia.

The primary difference is to understand the possible linguistic limits. In Russia dubbing
films and shows into the Russian language for an example is highly common. This gives a
partial explanation to why it is estimated that 81% of Russians possess Russian as their
main and only language. (Kwintessential 2013) On the other hand many younger entre-
preneurs in the cosmopolitan centres are fluent in numerous languages in addition to Eng-
lish, so it is important to know the audience and recognize what is the appropriate lan-
guage to use.

Secondly, Russian culture puts more emphasis on the spoken, than the written language.
Therefore, even though sending a marketing e-mail might seem more convenient, consid-
er the possibility of interactive or face-to-face possibilities, as Russians will most likely
appreciate and trust that more. (World Business Culture 2013) The use of internet and
technology has also grown in Russia, so the online world is not to be feared when com-

municating to a Russian audience.

Finally, having a local contact might be crucial and in all cases never useless. It is good to
have a set of eyes that understands the audience and the market in a way that a foreigner
cannot. Many international companies struggle, because they do not understand that even
though they are well-known abroad, they might still lack in brand-awareness in Russia and
therefore do not invest in marketing communication enough and fail. (Global Intelligence
Alliance 2012)



Nevertheless, before starting communication with Russians, it is important to understand
their culture. Russia has a lot of customs and traditions and in addition to having pride in
their own nation and culture, they expect foreigners to acknowledge those as well. Busi-
ness in Russia can easily fail due to lack of understanding the culture and procedures.

3.2 Russian migration into Finland

Russians have for many years made up majority of the tourists visiting Finland and it has
been growing since 2004. In 2012, Finland experienced a staggering growth of 17,1% in
overnight stays of Russians and 47% of all tourists in Finland were coming from Russia.
Only 12% of those Russians were experiencing Finland for the first time, which expresses
that Finland continues to be a preferred tourist attraction for Russians and the most popu-
lar one out of the Scandinavian countries. (MEK 2014)

The typical reason that Russians visit Finland is for shopping. During the 2012 Russian
boom, 77% of the trips to Finland were shopping trips. This explains why Russian tourists
tend to prefer staying shorter periods of time in Finland, for an example in 2012 border
research expressed that 66% of Russians stayed in Finland only a day, while only 3%
planned to stay more than 5 days. (TAK 2013)

Out of the Russian travellers, approximately 80% are traveling from St.Petersburg.
St.Petersburg is the closest bigger sized city in Russia and has relatively easy and quick

transportation to Finland by bus, car or train. (Suomen Gallup Oy 2013)

For many Russians, traveling by car continues to be the most preferred mode of transpor-
tation across the border. This is because Russians tend to travel in families, so traveling
by car is economical in relation to buying bus or train tickets for each person, which would
be very expensive. Even though majority still travel to Finland by car, approximately 80%
(Suomen Gallup 2013), the introduction of the Allegro trains between Helsinki and
St.Petersburg has increased also train usage from Russia to Finland. According to Fin-
land’s Border Guard, in 2012 there was an increase of around 50 000 travelers at the
Vainikkala train border station, of which over 60% were Russian. (Rajavartiolaitos 2013)

Even though the number of Russian tourists has been generally increasing, in the recent
months there has been instability with the amount of Russians due to certain factors relat-
ed to the Russian political and economic situation, which may alter the communication

patterns between Finnish companies and possible Russian tourists.



3.2.1 Decline of Russians in 2014

Starting from autumn 2014, there has been a visible decline in Russian tourists all over
the world due to a few reasons.

First of all the value of the ruble has decreased in relation to the euro and dollar, therefore
many Russians do not have the spending power they have had in the prior years. This
causes the Russian tourists, in addition to limiting their shopping and other activities, to
choose less expensive options for their holidays.

Another variable that has influenced the travel pattern is the political situation with
Ukraine. Due to the sanctions set by Western countries many Russians question the pos-
sibility of still getting visas for the Schengen area, which is making visa-free areas a pre-
ferred option. In addition to that, the government of Russia is encouraging its citizens to
travel domestically and has put a ban for foreign travel for government employees (eg.
policemen, military servicemen, and firemen). (MEK 2014)

In July 2014 the situation became worse with the wave of bankruptcies in the tourism in-
dustry due to the poor political and economic situation that caused problems with trans-
portation and accommodation for around 25000 Russian tourists abroad. (The Moscow
Times 2014) The Ministry of Culture in Russia is now giving its focus to the tourism indus-
try by setting forth legal actions, which have received a lot of criticism from the tourism
industry, as it is seen that the proposed laws ruin the present travel agency field. Many in
the field question whether that is their actual purpose, as there has been talk about trans-

ferring all foreign travel to a government owned operator. (MEK 2014)

It is yet to be seen how the situation will resolve itself, but for the moment the hope is that
even though there is a decline, Finland will receive enough Russian tourists to keep up its
tourism industry. Finland is likely to receive more Russians in comparison to other coun-
tries during this time, as it is the most visited country for Russians due to ease. Compa-
nies, like Visit Finland are also stating that they will continue with their planned 2014 mar-
keting plans to ensure that Finland will continue to be in the minds of Russians and to

create a base for the ascension period in the future. (Visit Finland 2014)

3.3 Heureka for Russians

At the moment Heureka does not have a lot of brand awareness in Russia, which is why
marketing towards Russians differs from marketing to Finns, who have prior knowledge
and associations to the Heureka brand. Nevertheless, Heureka is a popular tourist attrac-

tion for Russian tourists, who make up a little over 10% of Heureka’s annual visitors. Heu-
6



reka monitors the nationalities of visitors using language choice buttons on certain exhibi-
tion pieces. This is why it is difficult to get precise data on the number of Russians visiting

annually. (Seppéala 12 September 2014)

Heureka is an appealing attraction for Russians, because it offers something for the entire
family, as most Russians travel in families consisting of younger children, adults and sen-
ior citizens. It is also something unique and new that they cannot experience in Russia
that is still available in the Russian language, which is an aspect that Heureka constantly
tries to promote to Russians, who quite often suffer from linguistic obstacles when travel-
ing abroad. In addition with Finland’s weather conditions, Heureka offers activities both

indoors and outdoors.

Also, Tikkurila is a great location for Russians. All trains from Russia stop at the Tikkurila
train station and there is a straight bus connection to the airport and Flamingo Sokos hotel

from Tikkurila.

Many Russians living in Finland tend to bring their visiting friends and family to Heureka
for a visit, as they are knowledgeable about Heureka’s operations and help to market
Heureka through word of mouth, which is a reliable way for Russians to gain information

about good tourist attractions.

3.4 Heureka’s Marketing Towards Russians

As mentioned in the section above, marketing to Russians differs quite heavily to market-
ing to Finns, firstly because of the lack of brand awareness that Russians have in compar-
ison to Finns about Heureka. This impacts the overall content, which needs to be more
informative, as well as basic, so that the Russian audience can grasp what Heureka is

and also get excited about the possible additional exhibitions that are being advertised.

Because of lack of brand awareness Heureka markets itself imply as an organization to
Russians in addition to marketing specific events and exhibitions held at Heureka. This is
not necessary when marketing to the local audience, which is one reason why marketing

to Russians is also a lot more expensive.

Other reasons why marketing to Russians is more expensive are that marketing and pro-
duction costs in Russia and in the Russian language are higher. The visuals also differ in
Russian marketing, which requires extra investment to create two visual concepts for

marketing the same thing.



Furthermore, in addition to having more simplistic and informative content, Heureka al-
ways emphasizes that the exhibitions are also in Russian, as mentioned in the prior secti-

ton linguistics are often an obstacle for Russians.

All of these marketing activities are brought forth through numerous channels discussed in
the following section.

3.4.1 Media Mix

“Advertising media refers to types of communications channels that can distribute a mes-
sage.” (De Pelsmacker, Geuens & Van De Bergh 2013, 264) According to the marketing
director of Heureka, Heli Seppala (Seppald 12 September 2014) Heureka’s marketing mix
with the Russian tourist segment includes print (eg.brochures), internet (eg. homepages,
social media), radio and outdoor.

Heureka utilizes various locations for their main marketing medium, including:

- Heureka Shop & Heureka

- All hotels in the Helsinki metropolitan area (Helsinki, Vantaa and Espoo)
- Travel agencies and transportation bureaus (eg. Tikkurila HSL office)

- Camping sites

- Harbours and Vaalimaa customs

These locations are often visited by tourists and thus create a lot of exposure for Heureka.

As internet today is another widely popular channel to receive information, Heureka has
translated their homepages into Russian and possess a Vkontakte page, which unfortu-
nately has not recently been updated or monitored actively. Vkontakte is the most popular
social media platform in Russia, even more popular than Facebook. According to border
research, 60% of Russian tourists are registered on Vkontakte, while 20% reported having
a Facebook account. (TAK 2013) This suggests that Vkontakte has the possibility of being

a highly successful communication platform.

Heureka uses outdoor marketing for specific campaigns and extra exposure near the bor-
der and along the highways from the border. Because marketing in Russia is a lot more

expensive, Heureka’'s marketing efforts are concentrated to Finland and the borders.



The following section looks at Heureka’s use of the radio in their media mix. This medium

is given extra attention, because it is also the focused medium for the research.

3.4.2 Sputnik Radio Channel

Even though Heureka uses radio to market to Finns, the use of Sputnik is completely tar-
geted towards Russians, as Sputnik operates 24x7 in Russian. It began its operations in
1999 and the coverage area is from Wiburg to Helsinki, including the three boarders.

Heureka uses radio as a marketing medium in a similar way they use outdoor marketing.
It supports other exposure created by other communication channels and is used for spe-
cific campaigns only.

The reason for using Sputnik is that research suggest that even in 2013 80% of Russians
travel to Helsinki with a personal car, usually from St.Petersburg or nearby cities. Out of
the participants in the 2013 TNS Finnish Gallup study 63% said that they had listened to
Sputnik during their stay in Finland, which suggests that Sputnik should still today be an
effective marketing platform. (Suomen Gallup Oy 2013)

On the contrary, the research also highlighted the demographics of the participants, which
suggest that Sputnik is more popular with the older generations. The 35 — 64 age category
consisted of the most participants, who had listened to Sputnik during their stay (70%). In

contrast, in the 18-24 age category only 44% of the participants had listened to Sputnik.

This is why it is uncertain whether it is still profitable to utilize the radio. It is unclear how

much of the decision making power on the trip lies with the radio-listening age segment.



4 Competition

This chapter gives a quick glimpse on Heureka’s competition for the Russian tourists and

a SWOT analysis on Heureka.

4.1 Heureka’s Competition for Russians

Heureka is situated in Tikkurila, Vantaa, which is near the capital of Helsinki and it is the
only science-center in its region. Therefore, Heureka has little competition between other

science-centers in Finland that are situated more in the north.

This does not mean that Heureka has no competition, as instead of competing with other
science-centers, it competes with other family-centered companies and venues of leisure

and recreation, like shopping-malls, spas, bowling centres, amusement parks and so on.

During the Summer Heureka’s biggest competition for Russians comes from the
amusement park Linnanmaki, situated in Helsinki. It is at a good location and the entry to
the park is free. Linnanmaéki is only open from May - October, so during majority of the

year Linnanmaki expresses no threat.

During the rest of the year the biggest competition comes from Flamingo and Jumbo, as
well as venues for children, for an example Hop Lop. The advantages of Flamingo and
Jumbo is that they are connected with the Sokos hotel and offer a variety of activities for
visitors, including: shopping, bowling, restaurants, waterpark, golf, childrens’ area etc.
There is something to do for everyone from 10 am till 9 pm.They also have a direct bus

connection to the airport and are a close distance from the center of Tikkurila.

Children venues, like Hop Lop are also considered a threat, because Russian families
value children and usually travel with children. Children venues also allow the adults to
spend a little time doing what they want, for an example shop, which is not always a

pleasant experience with the impatient children. (Seppald 12 September 2014)

4.2 SWOT Analysis

Heureka possesses a strong market position, but it is important to ensure that you can
maintain the strengths you have and consider the future, which can be done using SWOT.
The table below (table 1.) illustrates one SWOT analysis for Heureka in relation to the
Russian tourist segment. The SWOT analysis was formed using the knowledge gathered
during this project and is not Heureka’s official SWOT analysis.

10



Table 1. Heureka SWOT Analysis for Russian customer segment

STRENGTHS

- Location + free parking

- Family-centered

- Unique

- Language options available

- Indoors + outdoors

WEAKNESSES

- Limited adaptability and variety of activities
- Some exhibitions are too comprehensive
for young children

- Limited changeability of exhibitions

OPPORTUNITIES

- Events for Russians during their holidays

- Live science shows in Russian

THREATS

- If the public transportation does not work

- Decrease in the value of the ruble

Even with a strong market position due to Heureka'’s unique family-centered concept,

location and linguistic availability, due to the recent political and economic fluctuations,

Heureka should consider taking advantage of their opportunities to continue to bring in

Russian customers. As discussed in section 3.2.1, there has been a decline in Russian

tourists and the spending power of the segment is also lower.

This means that the segment will possibly limit the amount of attractions they visit in

Finland. Also, as approximately 77% of the trips are shopping-trips, there is a high

likelyhood that Russians will try to lean toward Heureka’s competitors, including Jumbo

and Flamingo that provide the shopping experience and recreational facilities for the

children for the duration of their journey to limit spending to necessitites.

11




5 Traditional marketing communication

Chapter three touched upon traditional marketing communication in relation to Heureka’s
marketing media mix, which consisted of several traditional marketing communication
platforms (radio, outdoor and print). The purpose of this chapter is to observe traditional
marketing communication closely, understand the evolution of traditional marketing and

balance the benefits and losses of using traditional marketing in the digital world today.

Traditional marketing consists of numerous platforms, as shown in the figure 1. below.
Each platform has its own advantages and disadvantages and it is important to consider
what you are trying to promote and to who, when choosing the right platform. For an ex-
ample, outdoor marketing, like billboards have the possibility to get a lot of exposure fast,
but if the product is too complicated it might not be the most successful platform. The au-
dience has a short period of time usually to absorb the advertisement, which is why they
should be easy and quick to comprehend to be successful.

™V

" Newspapers /
and — Radio
magazines \

Traditional

Marketing /
Flyers and [
Brochures \ Outdoor
Faceto Product
Face / samples

Figure 1. A venn-diagram of some common traditional marketing platforms

Print was the first traditional marketing medium created. In Finland already in 1883 tradi-
tional marketing communication was utilized for local and cross-cultural communication in
Russia, Denmark and Sweden. (Heinonen & Konttinen 2001, 34) Radio was created in
1924, but it was only used in the 1990’s, alongside television and the internet. ( Heinonen
& Konttinen 2001, 58)

Traditional marketing is the most recognizable type of marketing that encompasses adver-

tisements we see and hear every day.” (Marketing-schools.org 2012) Even with the de-
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velopment of technology, traditional marketing is still being recognized as being an effec-
tive way of marketing that has the possibility to reach all possible segments. Nevertheless,
the evolution of digital marketing has influenced the role of traditional marketing in market-

ing communication strategies.

5.1 Utilisation of traditional marketing in the 21° century

As mentioned, traditional marketing continues to have a strong presence in marketing
communication strategies across the globe to attract new clients and business, on the
other hand there are some companies, who are taking advantage of innovative marketing

techniques available in the modern age.

It is quite risky to completely replace traditional marketing with the latest marketing
innovations, as the newer ideas rarely have proven success rates the way traditional
marketing does. The continuous advantage of traditional marketing is also that it brings
the business to the potential customer, instead of requiring the customer to have the tools
to find the business. (Higuera 2014)

A common mentioned disadvantage to traditional marketing is that it tends to require more
investment, which creates a risk if it ends up being unsuccessful, for an example a
television commercial. On the upside, with the right planning a 15 second commercial has
the possibility of creating exposure to millions of people. (Ritu 2008) The best example of
this is Super Bowl. Research conducted in 2014 with 37,440 participants suggested an
average of 6.6% increase in the likelihood of purchase with a Super Bowl television ad,

even for smaller unknown companies. (BrandAds 2014)

5.2 Changes into Digital Marketing and Impact

Digital marketing has brought forth new platforms and marketing possibilities that require
less investment and resources, which have consequently impacted the usage of tradition-

al marketing in companies’ media planning.

As pointed out above, traditional marketing is still used, but the rich technology lifestyle
today requires companies to also possess an online presence. Internet has grown to be-
come an easy information retrieval and leisure time tool and with a huge segment of the
global population having accounts and spending time online, the possible customer base
online is enormous. On the negative side, this requires companies to ensure they are

easily found and seen.
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Many traditional platforms have been made to some degree obsolete through digitaliza-
tion, for an example Youtube, Ruutu, Katsomo and other video, series and show-oriented
sites create an alternative for television. In addition many newspapers and magazines
now offer a digital version of their services to ease usage and conform with the digital life-

style.

This might create pressure on companies to incorporate various platforms or with smaller
companies to choose, which one is the most effective and profitable for them. With nu-
merous companies trying to find their place online, findability and presence online is also
a competitive sport, because everyone wants to be seen.

The one obvious disadvantage about digital and innovative marketing is that it requires
the consumer to have the knowledge and tools to utilize online services available. This
creates an obstacle when trying to communicate and reach for an example the older de-
mographics, who tend to be more effectively reached through traditional media. (Higuera
2014)

As mentioned before, replacing traditional marketing with innovation is highly risky, there-
fore incorporating various types of of marketing media is a preferred way to gain custom-
ers. It is important to be available online today, as that is the platform that majority use
primarily for searching, but it is just as important to supplement the online presence with
traditional marketing media.

5.3 Effectiveness of Traditional Marketing

To highlight the advantages of using traditional marketing media discussed in this chapter,
section 5.3 mentions three points how traditional marketing is an effective tool for a suc-

cessful marketing communication plan and mentions the specific advantages of the radio.

The key of traditional marketing is knowing and understanding your segment.

Exposure: While digital marketing allows your business to be visible globally, therefore
having the possibility of getting great exposure, traditional marketing is more effective in
gathering exposure in a limited amount of time. Possessing an internet page viewable by
everyone is good, but the chance of everyone in the world accessing it is highly unlikely,
let alone tough to even get your target segment to stumble upon your site without visiting
your competitors’ pages. Traditional marketing is more direct, but therefore also more ef-

fective, as shown in the Super Bowl example in section 5.2. (BrandAds 2014)
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Accesibility by Everyone: Some argue that traditional marketing is intrusive, but at the
same time it brings the product or service to the consumer, instead of forcing the consum-
er to search for the business, therefore saving time and easing the findability for the con-
sumer. (Faulkner 2013)

In addition, as mentioned earlier digital marketing requires the consumer to have the right
tools and knowledge on how to use it, which limits accessibility. This means that even
though it has the possibility to be seen globally, it is restricted to those with the tools to
find it. In a country like Finland, where the population demographic consists of a high older
demographic, utilizing only digital marketing could be detrimental. (Higuera 2014)

Ease of Decision-making: Traditional marketing can offer consumers a chance to get
introduced to the product or service before a purchase decision, which is a huge benefit.
There are many online feedback possibilities available, but the reliability is not always
guaranteed. Also with online trial services, the end result could be negative and costly, for
an example with free-trial products that continue the subscription if the consumer is not

aware that they need to discontinue it after the free-trial period.

With product samples, face-to-face marketing, and informative articles and broadcasts
about products it is a lot easier and comfortable to make purchase decisions without feel-
ing unsure. Traditional marketing can also offer personal live feedback and interactive

experiences to decision-making.

The Radio: The radio possesses these characteristics, but again it is about understanding
the limitations in marketing communication in relation to the product/ service. The radio is
accessible by practically everyone and provides free entertainment. It reaches the listener

in a non-intrusive manner and since the medium is free, it is often seen as a fair deal.

Even though radio commercials lack visuals, they can create emotional reactions in lis-
teners due to the positive associations the listener has with the radio station. In addition,
radio commercials communicate with the listener in a more personal form than other mar-
keting media and without all the clutter. This is a high advantage in comparison to other
traditional and digital marketing media. On the other hand, some products are too tech-
nical to be effectively marketed on the radio or require more visual appeal. For an exam-
ple marketing a specific television requires too much attention from the listener and most
listeners will not be able to grasp all the information. Heureka is on the border, as it is a

large concept to discuss, but is not so technical and complicated in content.
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6 Conducting the Research

This following chapter introduces the research method and data collection of this study, as

well as provides background information about the radio commercial studied.

6.1 Quantitative Research

The chosen research method for this study is mainly quantitative, as it was the most ap-
propriate for collecting information from a large group of people; the Russian tourist popu-

lation.

Collecting data and analysing the entire target group would be an impossible and time
consuming task, that is why it is usually better to select a smaller group of participants
from a large target group to gather a decent approximation on the variable. The assump-
tion is that this randomly selected group can represent the entire target group well
enough. (Bell 2005; Saunders, Lewis & Thornhill 2003, 327)

Due to the reason above, the number of participants for this research is 28 persons. Limit-
ing the number of participants allows control and more precise analysis. On the contrary,
the margin of error is higher, as statistically, it is unlikely that 28 people can accurately
present a population of approximately 3.6 million, the number of Russian tourists in Fin-
land in 2012. (Rajahaastattelututkimus 2012)

The research also utilizes partially a qualitative research method to support the quantita-
tive, as the number of participants for the research was as low as 28 people for a large
population. Qualitative research is useful for offering greater insight on each participants

and their opinions on “why” and “how” they feel a certain way.

It is also important to acknowledge that even though the results may not give statistically a

precise picture on the situation, they can express an estimation.

6.2 Background on the Radio Commercial

The aim of this research was to gather information about the effectiveness of Heureka’s
2014 Mars-exhibition radio commercial played on Sputnik. Heureka has utilized the

Sputnik radio channel for numerous years to reach the Russian tourist segment.
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All prior commercials have been produced in Finland. This commercial was the first to be
produced in Moscow, Russia by Russian radio professionals, therefore in addition to being

a larger investment, this commercial had higher hopes on being successful.

Below is the English translation of the commercial:

“Heureka! The MARS exhibition. Hundred questions about the red planet, which we do
have answers for! A fantastic interactive exposition about outer space. For the very first
time in Science Center Heureka's history - everything about space traveling. Science
Center Heureka is open every day, even on Christmas. Our internet address is heureka.fi.
Science Center Heureka - The MARS exhibition Heureka! It's worth seeing!”

The radiocommercial was played on the Russian Sputnik channel four times a day

between 09:00 and 19:00 during the following dates:

08.03.14 -10.3.2014
22.03.14 - 30.03.2014

These days were seen as the most optimal, as they landed on Russian holidays: women’s

day and school holiday season.

The original Russian script can be found in the attachments (Attachment 3.).

6.3 Data Collection and Process

The empirical data for this research was gathered using surveys conducted face-to-face
with customers at the science center Heureka. Participants were chosen using random
selection with the only requirement being that they were from Russia. The surveys con-

sisted of two sections mentioned below.

— General (sex, age, city of origin) and reasons behind their visit

— Views on the commercial and on Heureka’s marketing efforts
Before responding to the second section the participants had the possibility to listen to the

radio commercial if they had not heard it before, as a part of the second section was eval-

uating the commercial using a likert scale.
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7 Results

This chapter presents the observations and results of the study. As the participants were
chosen using random selection, the first section of the results focuses on identifying the

participants and then continues to the analysis of the radio commercial itself.

It is useful to note that the questionnaire was formed using prior surveys conducted at

Heureka as a template to allow for easier comparison of results later.

7.1 Observations

General observations were made in addition to the survey during the research process at

the science center.

It was quite evident that majority of the Russian visitors were visiting as a family and the
tendency was that the women were more willing to participate in the surveu, while the

others enjoyed the exhibition.

Most families consisted of four people with a few adults and a few children, who looked to
be under 15 years old and therefore were not eligible to participate in the research.

On the contrary, the younger age group of 18 — 25 years were usually visiting as a couple
and had a keen interest in science. This age group preferred shorter responses and were

not so interested in providing information about why they responded in a particular way.

Some participants had a greater knowledge about marketing and were a lot more critical
about the commercial and how it reflected Heureka compared to less knowledgeable

participants, who were more likely to give very positive evaluations without much criticism.

This might have also been due to the haste to finish the interview process and continue

enjoying the exhibitions instead.
It is important to note that when there were families visiting, only one member of the family

was asked to participate in the survey. This explains why even though the number of men

at Heureka was similar to the number of women, majority of the participants are women.
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7.2 Demographics

The total number of participants in the study was 28. Out of the total, 21 participants were
women and 7 men. As mentioned above, only one member of a family was interviewed,

as it was assumed that all family member would express similar results.

As expected, majority of the Russians were visiting from St.Petersburg (24/28). Other
towns included: Tyymen(1/28), Ekaterinburg(2/28) and Moscow (1/28).

16 participants had priorly visited Heureka and for 12 of the participants it was their first
visit, which correlates with the theoretical section that expressed that most Russian
tourists have visited Finland before. This means that majority of the participants had prior
knowledge about Heureka and its concept and the views of the more knowledgeable
visitors might differ from the visitors experiencing Heureka for the first time.

Both types of visitors were treated the same.

Below is a chart to express the age range amongst the participants.

w1517 m18-25 26-45 mA46-55 W56+

Chart 1. Pie-chart of participants’ ages (N=28)

None of the participants were younger than 18 years or older than 55. Both of the
participants, who were from the 46-55 age category were women. As can be seen from

the chart 1. majority of the participants came from the 26-45 or 18 — 25 category.
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7.3 General Result Analysis

Participant were also asked to identify reasons for their visit from a list of options that
Heureka has utilized before. Below is a chart (figure 2.) to express the results found.
Notice that participants were able to choose more than one option. This is why the

number of responses for this questions is over 28.

30

25

20 -

15 -

10 -

Number of Responses

Something to Interest in Interest in The The
do with the science Heureka exhibitions planetarium
children

Figure 2. Results for the reasons the participants were visiting Heureka (N=28)

The results suggest that the main reasons for visiting Heureka are for the exhibitions and
because Heureka offers something to do with the children. This supports the observation
that many participants visit Heureka as a family. At the time of the survey, there was also
the “Children’s Heureka” exhibition available, which might explain why families were even

more keen to visit Heureka with the children during this time.

On the other hand, quite a few participants also showed to have genuine interest in
science and Heureka, while the planetarium was shown to have the least significance on

the visit decision-making, as only six participants noted as it being a reason for their visit.

It is important to note that the planetarium consequently might not have been the main
reason for the visit, as the planetarium is not as advertised as the exhibitions and the
center, even though information about the planetarium can be found on the homepages
and in brochures about Heureka.

In addition, the participants were required to mention how they gathered information about

Heureka. This information is important to understand which platforms are preferred by the

segment and thus worth investing in.
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Figure 3. Platforms used by the participants to gain information about Heureka (N=28)

As can be seen from the graphic (figure 3.) above, only one participant had heard/
listened to a radio commercial. It is important to note that the surveys were conducted

after the Mars-commercial had been on air, not during.

Heureka has no commercials in Russian on the television, which explains why none of the

participants had used it as an information retrieval platform.

Three participants noted using billboards and signs, which suggest that they were

traveling by car, as the outdoor advertising is near the Finland border.

On the contrary, internet, social media and word of mouth were the main platforms used
to gather information prior to the visit. Overall, internet was used by 82.1% of the
participants, which supports the border research in 2012 that suggested that 90% of
Russians entering Finland do possess internet access during their visit. (TAK 2012)

For the “other” option, participants mentioned different types of print media eg.
guidebooks, guides and brochures.

This supports the theory that digitalization is expanding also into the traveling Russian
segment and that traditional mediums are become the supporting platforms for the digital
ones, which are seen as being more convenient and accessible for even this traveling
segment. Word-of-mouth is also seen as a more reliable source of information, which also

correlates with the Russian culture of trusting more the spoken than written information.
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7.4 Radio Commercial Result Analysis

This section covers the results of the survey’s second section; the commercial. The first
guestion in this section of the survey asked the participant to evaluate the following
characteristics of the radio commercial using a likert scale from one to five. One

representing full disagreement and five full agreement.

- Comprehension

- Length

- How attention-grabbing

- The Voice of the speaker

- Interest in hearing the ad again

7.4.1 Likert Scale Results

The following graphic (figure 4.) analyzes the results of the likert scale with the use of
mean and mode in all the catagories.
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Figure 4. Quality of the radio commercial

It is important to use two types of analysis, because the mean can often be altered due to

a few lower results and thus give an unrealistic view of the results.

All characteristics received a decent evaluation. There was a general pattern with the

mode being higher than the mean. While the average expressed lower ranking, overall the

participants had ranked it high. The only exception from this pattern was the degree that
the commercial was attention-grabbing. When the mean suggested that participants

evaluated it to be around 3.5, the mode was only a three.

22



The results suggest that the most successful characteristics of the commercial are the
easy comprehension and the voice of the speaker. The weakest are the eagerness to

hear the commercial again and the degree that it catches the listener’s attention.

The results nevertheless express a positive image that participants felt that the

commercial was produced well.

7.4.2 Follow-Up Questions

The likert scale was followed with several yes and no questions with space for explanation
to understand how the participant felt about Heureka using this commercial as a part of

their marketing and whether Heureka’s marketing reflects Heureka in a positive manner.

The following graphics (figure 5 & 6) display the results. This section also utilizes
qualitative research by categorizing the main opinions and explanations the participants
gave to their responses that give further insight to the question “why” and “how” Heureka’s

marketing communication works or does not.

In addition, all participants had the opportunity to provide Heureka with suggestions for
future improvement within all areas of marketing communication. All of the participants did
not wish to give additional information and ethically it is not suitable to force a participant

to give information if they are not willing. This is taken into account.

Each of the following graphics consist of a quantitative analysis and the supporting

qualitative analysis for better understanding.
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Frequency (number of customers)

18
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14
12
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Yes No

Figure 5. Question 1. Is radio a suitable way of marketing Heureka? (N=28)
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Out of the participants, 55% felt that the radio commercial was not a suitable marketing
method for Heureka, while the other 45% of the participants felt that it was. The difference
in percentages for this question is not big, but majority leaned toward the radio not being
the most suitable.

The main problems highlighted by the participants (as shown in figure 6. below) were the
lack of visual appeal required to grab the attention of the audience and provide
information about the concept, which is exciting, but with audio loses some of its spark.

Positive Negative

~ Limited
information

Creative

Figure 6. Balance of opinions about radio commercials as a marketing method

Concept too
complicated

A radio commercial offers limited amount of information in a limited amount of time, which
the participants felt was inadequate to explain all essentials of Heureka. Heureka consists
of numerous activities, spaces and exhibitions, which the commercial does not highlight.
A concept like Heureka requires time to be explained well to an audience with limited
brand awareness. Visuals would be a lot quicker to understand and get excited about in
comparison to audio, which requires the listener’s complete attention for full

comprehension.

On the other hand some participants appreciated the creativity of the commercial and felt
it was attention-grabbing enough simply with audio. Participants with positive feedback
also highlighted that this is a form of marketing that is accesible by majority, as most
people own radios. It is also not as intrusive in the way that online advertising for an

example is that irritates many and therefore it is suitable even for a concept like Heureka.
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In continuation, when examining the degree that this specific commercial overall

encouraged the listener to pay a visit to Heureka, the opinions flipped to the positive side.

18

16

14

12

| E
Yes No

Figure 7. Question 2. Does this commercial encourage you to come visit Heureka? (N=28)

Frequency (hnumber of customers)

o N B O

Out of the participants 64.7% felt that this particular commercial did encourage them to
visit Heureka, even though in the previous question some of these participants had
highlighted the radio to not be a suitable marketing channel for Heureka. Only 35.3% felt

that it did not encourage them to visit.

Some similar explanations were highlighted to why it encouraged the participant to visit.
These responses are relevant, as they give insight to what the participants value and

come to Heureka for. Below is a graphic (Figure 8.) to display the responses.

Positive Negative

Language
availability

Focus on
space

Not exciting

Poor
explanations

Figure 8. Balance of responses for degree of encouragement

25



The similarities with the previous opinions were that the commercial was effective in
displaying Heureka as interesting and fun in a creative way. Many participants valued the
acknowledgment of the Russian customer segment through the linguistic options and also
that the center is open daily. Opening hours are very important to this segment, since
many Russians spend short periods of time in Finland, so Heureka is a sure place to visit,

without worries whether it is open or not.

While some enjoyed the commercial, it also confused some. As the focus was on space,
instead of Heureka as a whole, some participants felt it was not interesting enough.
Without an interest in space, the commercial does not encourage to visit either. Some
participants also felt that the description and explanations were poor and did not provide
enough crucial information. Furthermore, some referred again to the fact that a radio
commercial does not have the ability to excite to the extent that other marketing media

possibly can, making it difficult for the parents to encourage also the children.

Nonetheless 100% of the participants did feel that Heureka possesses a positive image
that the marketing also reflects to the audience. As an observation, no participant

commented anything negative about Heureka as an organization, which was great.

The main aspects that the participants valued about Heureka was firstly the educational
characteristic of Heureka. Participants expressed that they prefer providing their children
educational recreational activities over non-educational ones. In addition Heureka offers
education in an interactive and interesting way, which is easy for parents to promote to

their children.

Finally, the other main aspect appreciated was the suitability for all ages. With short trips it
is crucial that activities are enjoyed by all member of the family, as the activities are
limited in number, increasingly so in the recent times due to the decrease in value of the
Russian ruble. The decrease in spending power can be seen as a partial advantage for
Heureka as Heureka is a recreational facility that pleases all members of the family, which
makes it an easy choice during the trip. In addition Heureka is affordable and easily

reached, adding to the convenience of the visit.

These results provide valuable information to what Heureka should market about itself, as

these are the things that this visitor segment cares about and values.
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The final section allowed the participant the opportunity to mention suggestions for

improving Heureka’s overall marketing communication.

Below is a venn-diagram to display the results in a visual form.

Indoor
and

@

Heureka's
Marketing

outdoor

Emphasis on
interaction and
activities

Market the
entire center

use the
web

Figure 9. Venn-diagram to improve Heureka’'s marketing communication

The colored bubbles express the most mentioned suggestions.

The most frequent suggestions went under the topic of marketing Heureka as a center
and not simply concentrating on one exhibition, as it does not offer a full image about all

the operations that Heureka has to offer, which makes it unique.

Secondly, many participants highlighted the trend of having a presence online and being
active in updating and interacting with possible customers online. This was also
mentioned as being a requirement for companies today and not understanding why
Heureka does not pursue activities online more, since they are an organization that values

science and technology.

Some participants also mentioned that Heureka should put more emphasis on their

assets, in other words on their spaces that are indoor as well as outdoor, offering

customers fun no matter what weather it is. As well as on their numerous activities and
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interactive characteristics that give Heureka a unique edge in comparison to other science

centers across the globe.
Finally, participants repeated the lack of visual appeal in Heureka’s marketing
communication that should be increased to gain more attention and excitement, especially

from the younger visitors.

Out of all the participants eight had no suggestions to give Heureka and four participants

did not give any qualitative open-ended responses.
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8 Discussion

This chapter examines and evaluates the results of the research to form conclusions and
suggest improvements for future development of Heureka’s marketing communication,

taking into consideration the reliability and validity of the results.

8.1 Reliability and validity of results

Even though these results express an estimation, the high marginal error on this research
needs to be acknowledged and the realiability and validity discussed before coming to

conclusion about the results.

Reliability refers to the degree to which a research tool produces consistent results, in
other words the higher the tendency to get the same results no matter who the respondent

is, the more realiable the research results are.

Validity on the other hand takes into account how well the research measures what is
meant to be measured. It is possible that the research tool measures a variable that the
researcher did not initially mean to measure. In addition participants can also affect the
validity by misunderstanding the purpose and therefore responding in an unintended
manner, influencing the results. (CAL 2009; At Work 2007)

This research took into account validity by utilizing a questionnaire with short and easily
understood questions to avoid misunderstanding. Most questions were option-based in
structure. It is possible that some participants ranked in the likert scale wrong, disregard-
ing the instructions that mentioned the scale rating, which was from (1) full disagreement

to (5) complete agreement with the statement.

Also, Heureka’s main marketing medium, print was not mentioned in the options for ques-
tion (6). Some participants mentioned print in the “other” option, but it is possible that par-
ticipants did utilize print media, but did not mark it in the responses, as it was not men-

tioned clearly.

Since all the questions were based on the participant and their opinions and experiences,
there was no risk in validity due to the participant’s lack of knowledge about the topic. It is
still important to note that some participants had more brand awareness about Heureka or
knowledge about marketing than others and were therefore more capable to give knowl-

edgeable constructive feedback.
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Since the results consisted of both quantitative and qualitative research, it is possible that
the direction of research was unclear and might have affected the validity in measuring
unnecessary or unrelated areas of Heureka’s marketing communication and not giving

enough focus to the commercial itself.

In relation to reliability, the responses in number were few (28) taking into account the
entire possible population, which is 3.6 million Russian tourists.(Rajahaastattelututkimus
2012) This weakens the reliability, even though the responses showed high correlation
with each other. The lack of responses was due to my limited amount of time to conduct

face-to-face customer interviews.

With an extended schedule, the number of responses would be higher, which gives an
area for improvement for conducting this research in the future. The more participants

and repetition, the higher the reliability.

Another area of improvement would be to include “print” in the options and put more effort
in the creation of the questionnaire to ensure that all questions are related to the topic and

to have a clearer analysis plan to improve the validity of the results.

As mentioned, the results of this research cannot be generalized, but do give an estima-
tion and allow for appropriate evaluation on the radio commercial and furthermore on Heu-

reka’s marketing communication.

8.2 Evaluation of results

The results of this research support the theoretical section of the thesis to a high degree.
The observations of this research suggest that Russian tourists do indeed tend to travel
as families and majority of the participants of the study were traveling from St.Petersburg,
which correlates with the research done at the border in 2013 that expressed that 80% of
the tourists are traveling from St.Petersburg. (Suomen Gallup 2013)

Unfortunately, this research did not examine the mode of transportation used by the par-
ticipants to enter Finland, but using the Suomen Gallup 2013 research as a reference
there is a possible assumption to be made that majority also traveled to Finland by car. A
few participants also mentioned seeing the billboards, which suggests that they were trav-

eling by car or bus, as the outdoor advertising is situated near the borders.
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Taking this into account, there is a possibility that the participants had the opportunity to
listen to the Sputnik radio during their journey. Nonetheless, only one participant recalled
hearing/listening to a radio commercial, which is a poor result. This participant was from
the 46-55 age group, which is logical, since Sputnik is most popular with the 35-64 age
group. (Radio Sputnik 2013) In contrast to the marketing theory mentions that radio can
be an effective form of communication, especially with accessibility and opportunity and
with the Russian communication culture trusting more the spoken word than the written,
there must be a variable that is making the radio not so utilized anymore. A possible ex-
planation is digitalization, which is also supported by the expansion of the digital trend
mentioned in the theory part of this thesis.

In contrast to the radio, the internet, social-media and word-of-mouth gained the most
popularity in the results as information retrieval methods. This is an expected result, as in
addition to the internet gaining popularity globally, the TAK border research in 2012 re-
vealed that 90% of Russians actually have internet connection in Finland and 45% have
internet access straight on their phone. (TAK 2012) This also explains why some partici-

pants mentioned as a suggestion that Heureka should have a stronger online-presence.

8.3 Effectiveness of commercial

Even though the commercial received a positive likert scale evaluation from the partici-
pants for its content and production and 45% still felt that it was a suitable marketing
method for Heureka, the fact that the participants still prefer and utilize other media sug-
gests that it is not the most suitable afterall. This might be a surprise, as approximately
80% of Russians are recorded still traveling to Finland by car and thus have the opportuni-
ty to listen. (Suomen Gallup 2013) As mentioned above, this change in effectiveness
might be explained through digitalization.

Online services have become easy and available for a huge majority, referencing again
the fact that 90% of Russians crossing the border in 2012 admitted having internet access
in Finland (TAK 2012) This might limit the number of Russians listening to the radio in the
car to the elder age category, while younger groups prefer entertaining and informing
themselves with the use of technology eg. phones, tablets, laptops etc. (BrandAds 2014)
Before the radio was possibly a lot more effective, because this noise, clutter and distrac-
tions did not exist to the extent that they do now and the listener’s attention and attention

span are miniscual.
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In addition, participants that found the radio to be a poor marketing method for Heureka

noted that a concept like Heureka should be visual to excite the audience more effectively
than a radio commercial, especially to gain interest of children. Children today are used to
lively colors and sounds and it might therefore be increasingly difficult to grasp their atten-

tion.

Taking this information into account, it is beneficial for Heureka to make some changes.

8.4 Improvements and changes

As the main problem with the commercial was not in its content and production, it is logi-
cal to consider the medium. 55% of the participants expressed that the radio commercial
was not the proper marketing tool for Heureka and as 57.1% of the participants had priorly
visited Heureka and to some degree understand the concept, it is useful to take this feed-
back into consideration.

The weakest characteristic of the radio commercial was its ability to grab attention. The
theoretical section of this thesis discussed that one of the effective characteristics of utiliz-
ing radio was that it reaches the listener during a time of minimum distractions, which
might not be the case anymore. In the present time we are bombarded with distractions
constantly, even in the car, making it very difficult for any radio commercial to grab the

listeners full attention. This solely could be a reason to invest in other media.

Heureka does already a nice job of using various channels, both digital and traditional to
limit risks, but the percentages in effort put into digital marketing should be increased to
align with the current trends and needs of the target segment. Heureka should utilize their
present Vkontakte-pages that are not reaching their full potential, as 60% of incoming
Russians are noted as having Vkontakte-pages. Utilizing the online possibilities is also a
cost-efficient in the present time, when traveling habits of the Russian tourists are unsure.
Heureka’s print distribution on the other hand is shown to be effective and wide and even
though there are current fluctuations, which will most likely affect the exposure made

through print, it will beehove Heureka to continue using their print distribution channels.

As marketing is more expensive in Russia (Seppéala 12 September 2014) and with the

present changes in Russia’s tourism industry it would be risky to invest in inside Russia
marketing. This gives an additional reason to utilize the online possibilities more, as well
as continue the distribution of print media in tourist-centered locations to try to reach the

Russians, who are still entering Finland in the present situation.
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9 Conclusion and recommendations

To conclude, Heureka has an overall positive image amongst the Russian tourist segment
with some brand awareness, but with the recent economic and political fluctuations it is
even more crucial that Heureka highlights their strengths and remains visible to the Rus-

sian tourist segment, which continues to make up majority of the tourists in Finland.

Majority of Russians visit Finland for short periods of time. This means that along with the
decrease in spending power at the moment, the competition to get Russian tourists during
their stay is high. Most Russians come to Finland for shopping, which is why Flamingo
and Jumbo are Heureka’s biggest competitors throughout the year, as Linnanmaki oper-

ates only from May till October.

The main advantages Heureka has over these recreational facilities is uniqueness, inter-
activity, language and educational value, which they need to communicate in order to con-
tinue to possess a strong market position with the Russian tourists in the field of leisure

and recreation.

Radio commercials are one way that Heureka has tried to promote its center and the
feedback that the Mars exhibition radio commercial gained from this research was positive

for the content and production, but the overall method received criticism.

Even though 80% (Suomen Gallup Oy 2013) of Russians continue to travel to Finland by
car, because it is the most economical mode of transportation, the effectiveness of using
radio commercials is suggested by this research to be weak. Sputnik is most popular with
the older generations and the trend seems to support an increasing interest in the utilisa-
tion of the internet. Over 80% of the participants mentioned using the internet to find in-
formation about Heureka, while only 3.6% had used the radio. The negatives for Heureka
using radio commercials are that (1) they lack the visual appeal (2) the listener needs to
quickly grasp the most important information (3) the listener needs to go visit other plat-

forms to gain all the required information for the visit (4) it is expensive.

In addition to this, there is more distractions and noise in the car that limits the listeners
ability to grasp radio commercials today, which directly leads to decreased efficiency,
which is another reason why Heureka should switch the efforts to another medium in-

stead.
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In the light of this information, Heureka should support their traditional print and outdoor
media with a strong online presence instead of investing in radio commercials. Heureka
already possesses a Vkontakte page and in Russia, Vkontakte has higher popularity than
Facebook, therefore it is most beneficial to concentrate efforts solely to Vkontakte and the
homepages. 90% of Russians mentioned having internet access in Finland, therefore in-
ternet is an easy and convenient information retrieval tool. (TAK 2012)

Vkontakte also allows Heureka to market itself visually and creatively with the use of pic-
tures and videos without investing too much, as one of the main suggestions was that
Heureka requires a more visual marketing method, as the concept is difficult to grasp
simply with audio. Nonetheless, audio should be incorporated on the sites, as it is more

personal and to the Russian population more reliable than simply text.

In addition, even though the content of the radio commercial was found to be good, Heu-
reka should try to market their center as a whole and mention all the activities available,
as one of the criticisms was that without interest in that specific area of science and

knowledge that the center offers more, the eagerness to visit is very low.

Finally, as Russia is facing political and economic fluctuations that have also influenced
foreign travel, until the situation has settled it is quite risky to invest in expensive market-
ing communication or begin cooperation with travel agencies inside Russia. This is why
utilizing the internet offers an easy tool to remain visibility with the Russian segment dur-
ing this difficult situation, but as Visit Finland (Visit Finland 2014)stated, it is important to
continue marketing efforts even during this time to remain in the minds of the target group

and to create a base for the ascension period.
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Attachments

Attachment 1. Original Questionnaire

88 HEUREKA

Bamn moa? Myxunna /  JKenmnna
Bamr Bospact? 15— 17 18-25 26-45 46 —55 56+

3 xaxkoro Ber ropoaa?

INpuxoanaocs au Bam panee ObBaTh B HaAyIHOM IIeHTpE “DBpHKa’’?
Aa / Her
B uem 3axarouaercsa mmeap Bammero susura?

- MuTepec x Hayke

- Mrrepec x Haygnomy nenTpy “OBprKa’

- Ilocerenne BMecTe ¢ ACTHMI

- I'lo pabore

- [Nocerenne BMecTe € POACTBEHHUKAME / TOCTAMU
- 3-3a BBICTABKI

- [Tocemenne mmaaneTapus

- Apyras mpudanHa:

Ortkyaa Brl ysnaan o maygaoM 1ienTpe “OBpuka’?

- lmrepuer

- Apy3bst/ cembst
-TB

- PexAamMmbIe TITTE/ BEIBECKH

- Paamo

- Commmanpusie cetu Bronrakre/Facebook
- M3 Apyrux mCTOYHHIKOB:

[Ipuxoamaock Ax Bam cABIIIIATE peKAaMy HAYIHOIO IeHTpa “DBpHKa’” Ha PAAHO?

Aa / Her
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-- [TOCAE ITTPOCAVIIIMIBAHMA PEKAAMDBI —

1. TlokaAyiicTa, OLeHHTE PEKAAMY IIO IIKaAe OT 1 A0 5 0aAAOB. 5 GAAAOB — IIOAHOCTBIO COrAacHSI, 1

DAAA — IIOAHOCTBEO HECOTAACHHL.

Pexaama BHATHAA, ee cyTh BocupuHHUMaeTcs Aerko 1..2...3 ... 4.5
Pexaama IMTOAXOAAIIIEH TIO BpeMEHHU AAUHBL 1 ... 2 ... 3 ... 4 ... 5
Pexaama npusaekaer k cebe Buumanne 1...2...3..4 ... 5

I'oaoc AMKTOpPa BBIPa3SUTEACH M IPUATEH HA CAYX 1 ...2..3...4 ... 5

Pexaamy xoTeaoch Obr yeabiats caoBa 1.2 ... 3 ... 4.5

2. Tlo Barremy MHeHHIO, IBASIETCA A TAKOH CIIOCOO PEKAAMBI IIOAXOASAIIIM AAfl HAY9HOIO IIEHTPA

“OBpuka’?
Aa / Her

[Togemy?

3. BmwBaeT AM 3T2 peKAaMa )KEAAHHE ITOCETUTh HAYYHBIN HEeHTP “OBpuka’’?
Aa / Her

[Touemy?

4. Tlo BameMy MHEHHIO, OOAAAACT AM HAYIHBIA HEHTP “OBpHKa” ITO3UTHBHBIM HMUAMKCM?
bl
Aa / Her

5. Mmerorca an y Bac mpeAAokeHNA ITO YAVYIIIEHUIO PEKAAMBI HAYIHOTO HEHTPa “OBpHuKa’ ?

baaroaapmm Bac 3a ygactuel
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Attachment 2. English Translation of the Questionnaire

8 HEUREKA

. Your gender? Man / Woman
. Yourage? 15-17 18-25 26-45 46 — 55

. Which city are you from?

. Have you visited Heureka before?
Yes /No
. What are the reasons you are visiting Heureka?

- Interest in science

- Interest in the Heureka center

- Something to do with the children
- For work

- To come with friends or guests

- For the exhibitions

- For the planetarium

- Other reason:

. From where did you hear about Heureka?

- Internet

- Friends/family

-TV

- Outdoor advertising

- Radio

- Social-media (Vkontakte/Facebook)

- Somewhere else:

. Have you heard a Heureka radio commercial before?

Yes / No

56+
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- AFTER HEARING THE COMMERCIAL —
1. Please rate the commercial on a scale from 1 to 5. 5 — full agreement, 1 — full disagreement.

The commercial was easy to comprehend 1...2..3..4..5

The length of the commercial is good 1...2...3...4 ... 5

The commercial attract the listener’s attention 1 ... 2...3 ... 4 ... 5

The voice of the speaker is expressive and pleasantto hear 1 ...2...3 .4 .. 5

The commercial would be nice to hearagain1...2..3..4..5

2. In your opinion, do you think this is a suitable way to market Heureka?

Yes / No

Why?
3. Does this commercial encourage to visit Heureka?
Yes / No

Why?

4. In your opinion, does Heureka have a positive image?
Yes / No

5. Can you think of suggestions to improve Heureka’s marketing?

Thank you for participating!

40




Attachment 3. Original script of the commercial

“OBpuka! Ha Bctpedy ¢ Mapcom. CTo BONPOCOB O KpaCcHOW NnaHeTe, Ha KOTopble Y Hac
€CTb OTBeThl. PaHTacTMYeCKas UHTEPAKTUBHAS AKCMO3MLUMS Ha TeMy KocMoca. Bnepsble B
NCTOPUM Hay4YHO-pa3BreKkaTenbHOro LeHTpa OBpuKa - BCE O TOHKOCTAX KOCMUYECKOro
nyTewecTtsud. LieHTp 3Bpuka OTKpbIT exxeAHEBHO, Aaxe B Poxaectso. Agpec B
nHTepHeTe: heureka.fi. Hay4Ho-pasBnekaTenbHbIN LEHTP OBpUKa - BbicTaBka "Ha BCcTpeuy
¢ Mapcom". 3Bpukal 310 Hago BMAET.
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