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The following study has been conducted in order to answer a general question:
‘how can international brands optimize their content in VK in order to drive
brand awareness?” The research narrows down to the case company, Visit Fin-
land, in order to determine what kind of content will drive brand awareness for
this particular brand in VK.

The research path starts with the general overview of Visit Finland’s current sit-
uation in social media, and continues with exploring the audience of VK to the
most popular social networking site, Facebook. After acquiring certain findings,
Russia has been analysed according to Hofstede’s cultural dimensions, where
the effect of these dimensions on consumer behaviour is discussed.

The study continues to research how these dimensions also affect the Russian
nation’s relation to Tourism, as well as their perception of visual stimuli. The
theoretical findings are supported by empirical data gathered from a created
and conducted online survey. The focus in the survey is on the perception of
images, due to the lack of sufficient theoretical resources on the topic of the
way Russians perceive images.

Presenting a structured outline of what type of content is more appealing to the
average VK user concludes the research. A more detailed outline is given due
to suit Visit Finland’s needs and to answer the key research question in relation
to the case.
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1.1

Introduction

Background and Topic Demand

The following thesis topic development began parallel to searching for a re-
search sponsor. When deciding on the nature of the research, personal prefer-
ences have overpowered and lead to a decision upon a topic applicable in mar-

keting communications, particularly branding.

Approaching approximately 20 advertising and marketing agencies in Helsinki, it
has become clear that much of their work is focused on digital branding and
social media. When meeting one particular digital marketing agency (requested
to stay anonymous) a list of possible research topics has been requested. Due
to personal interest in Social Media (SM) Branding, the existent and potential
client companies of the agency have been researched in terms of social media
branding. The topic has then been narrowed down to Russian social media,
considering the findings that most of the agency’s client companies have Russia
as a market of priority, and that the findings have shown that their presence in
Russian social media was mostly insufficient and did not drive enough earned

media.

The majority of recreational literature on the topic of the use of social media for
brand building until this day excludes Russian social media networks as poten-
tial platforms for effective brand awareness enhancement. There is no doubt
that most authors creating guidelines for social media brand building focus on
the biggest worldwide-used networks as a base for their research and writing
due to their desire to target a large audience of potential buyers. Companies
and entrepreneurs from the US, Canada, Australia, New Zealand and most of
Europe can make great use of the provided guidelines for successful marketing
or branding in social media, but what about Russia and the CIS? Of course,
they can make use of Facebook, Twitter and Instagram branding, but the ques-
tion is: will it allow them to reach out to their national audiences? And what
about foreign companies, who have Russia as a market at the pinnacle of their

priorities?
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The above questions arise when thinking from a corporate perspective, and
considering that social media is a powerful tool in digital marketing today, these
questions are difficult to dismiss without receiving an answer. Besides the fact
that there is not enough educational material for brands on how to be success-
ful and popular in Russian social media, it is important to highlight the high de-
mand for such material to be developed. The demand for such material is evi-
dent through viewing some statistical material discovered with preliminary re-

search.

According to an online analytical agency, Russians are stated to be the nation
to spend most time on the Internet after Italians, with 47 million social media
users and 33% social media penetration. However, the important fact to consid-
er for a company, looking to expand onto Russian markets and engage with
Russian customers via SM, is that Facebook is not nearly as popular in compar-
ison to VK (VK.com, the most popular Russian social networking site — other-
wise commonly referred to as Russian Facebook) amongst Russians. "Eastern
Europe is still a VK stronghold, with users in Russia, Ukraine and Belarus ac-
counting for more than 60 million active accounts”; in comparison to Facebook
accounting for only 12.4 million Russian users (We Are Social 2013). Thus, it is
relevant to conclude that Russian SM, VK in particular, is a marketing- and
brand awareness-building tool that requires research in order to help brands
further develop their digital marketing and branding strategies when targeting

the Russian Markets.
Objectives and Limitations

The first and the largest objective of the research, is to find out whether the
Russian consumers possess qualities that set them apart from Westernized
consumer mentalities. This objective is to be achieved through theoretical re-
search and analysis, relying on academic resources providing scientifically ac-
quired data, and empirical data gathered through a reliable online SM analytics
tool. For the comparison to produce focused, demonstrative results, the re-
search will be specific to the comparison of the following social media platforms:
VK and Facebook. The second objective derived from the first objective is to

identify whether the average demographics of the audiences of these social



media platforms differ. These findings will provide an average estimate of the
majority of the audience concerning age, nationality, ethnicity, education level,

marital status and family, as well as socio-economic status.

The third, and a narrower objective, is to research the VK platform in terms of
interests and audience preferences of content. This objective will enable the
research to conclude on the nature of content that drives brand awareness and
consumer-generated content. Holistically, the objectives narrow down to the
case company, Visit Finland, and its presence on Facebook and VK. The com-
pany is present on both platforms but lacks sufficiency on the latter one. The
fourth objective is to analyze Visit Finland’s VK competitors, and roughly outline

the obstacles of Visit Finland to its success in VK.

The case company, Visit Finland distinguishes themselves as an entity that
prides itself on publishing high-quality images and videos as their SM content.
According to Visit Finland’s SM strategy position, the last objective based on
gathering empirical data through an online survey, is to recognize the visual

content that proves effective specifically with the audience on VK.

The first major limitation considers theoretical research on the topic of Russian
consumer psychology. There is a sizeable amount of consumer psychology lit-
erature written in Russian, but the application of this literature seems to be very
general. The solution to this limitation is to rely upon the famous research by
Geert Hofstede: Hofstede’s Cultural Dimensions. Hofstede’s research is highly
applicable in most spheres of business administration, including marketing

communications.

The second difficulty encountered is the acquired demographical information of
Facebook and VK. The source that is used to gather this empirical data may not
be completely trustworthy. There will be an attempt to receive this data directly
from Facebook and VK, but there is a possibility that the companies may ap-

pear unresponsive.

The third limitation is that the topic of research can develop into covering a vo-
luminous amount of topics. To avoid this problem, the research will focus on

Russian consumer mentality, whilst other topics will be researched briefly to
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support or argue assumptions. The empirical data gathered with the online sur-
vey will be purely exploratory and meant to provide the case company with
some insights about visual preferences of the VK audience. The last limitation is
the risk that the responses to the survey may not be reliable. As with all online
surveys or polls, there is hardly any certainty of the honesty of respondents,

which is why the survey is classified as provisional.
Research Questions

The research topic translates into the following key research question: How
should a brand’s social media content be optimized for Russian social networks
to drive brand awareness? The complete and reliable answer to this question
will be almost impossible to provide, therefore considering all limitations, the
conclusion of the thesis should answer the following: How should Visit Finland’s
social media content be optimized for VK to drive brand awareness? The key
research question is increasingly complicated and requires numerous support-

ing questions which will be answered throughout the research:
1) What are the core differences in audiences on Facebook and VK?

2) What are the specialties in Russian consumer mentality, that set the nation

apart from other cultures?

3) Considering the Cultural Dimensions of Russia, what are the distinguishing

features of Russians as tourists?

4) What are the effects of Russian culture on their visual perception and aes-

thetic taste?
3) What are the core preferences of the VK public in terms of visual content?
Research Methods

The complete approach to the research is comprehensive. The research will
begin by addressing the key research question and proceed to answering sup-

porting questions; this will enable conclusions upon the main research question.
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The study is also characterized to be explorative, as the empirical results may

lack reliability.

The method in gathering data will be quantitative. Applying the use of analytical
tools, and conducting an online survey composed of closed-ended questions
will gather the empirical data. The questions will only be in the format of “Yes or
No” and multiple-choice. The questionnaire will consist predominantly of multi-
ple image-choice questions to identify the VK audience’s preference of visual

content.

The analysis of the data will be exported as visual reports (graphs, charts) from
the survey-building platform. The exports will be demonstrated as figures in the
thesis and analyzed textually. The data will then be discussed in relation with
the theoretical framework and the initial hypotheses, which will lead to conclu-

sions.
Case Company: Visit Finland

Visit Finland is the official corporate body representing Finland’s tourism indus-
try. Managed by the Finnish tourist board, visit Finland is a governmental entity
that is responsible for the evolvement of the Finnish economy. The Finnish tour-
ist board is an organization under the Ministry of Employment and the Econo-
my, promoting Finnish tourism in its capacity as a national expert in the sector.
The concerns of the Finnish tourist board are to market, advertise and promote
traveling, leisure, products and services in Finland. Some key facts about Finn-
ish tourism over the last year tell more about the growth of visit Finland and
their efforts:

Index Growth

Number of nights spent in Finnish | 0.5%]

accommodation establishments

Overnight stays by resident tourists 1.1%]




Overnight stays by foreign tourists 1.1%1

Largest markets for overnight stays Russia, Sweden

Biggest Growth of inbound tourism Asian countries, 17.3%1

Figure 1. Finnish tourism statistics 2013 (Visit Finland 2013).

Visit Finland is one of the most active, if not the most active Finnish brand on
social media. They have accounts on: Facebook, Twitter, VK, Instagram, Flickr,
Pinterest, YouTube. Although they are already present on VK, the difference
between consumer engagement in VK and Facebook is rather large. On Face-
book, Visit Finland has over 400 000 “likes”, whereas their VK account only
shows to have a bit above 3 500 followers. Visit Finland has shown to be suc-
cessful in all social media but VK, therefore the research conducted for this the-

sis may help them improve their performance on VK.

2 The Significance of Social Media in Building
Brands

Before going into the research of the specific features of VK that make this so-
cial media network different in brand-building application, it is important to iden-
tify the actual significance of social media as a phenomenon in marketing, and
to outline the phenomenon’s nature as a general subject of the research. In this
chapter, the theoretical research supports the idea of why the use of social me-
dia in brand-building purposes is a necessary feature of a brand’s organization-
al existence.

In concern of the research itself, it is important to separate branding from mar-
keting, to avoid any confusion between purchased marketing communications,
and cost-efficient and often free of charge opportunities for companies to raise
awareness about their presence on the market. Nonetheless, branding and

marketing are closely related. Brand building, unfortunately, does not have a
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direct and traceable effect on sales. However, creating brand awareness is one
of the fundamental steps in endorsing a product and since Visit Finland does
not market a specific line of tangible products, the promotion heavily relies on
brand awareness.

David Kerpen (2011), as an introduction to his book, “Likable Social Media”
metaphorically describes the phenomenon of Word-of-Mouth by referring to Ad-
am and Eve, and the offered apple as the “first marketing interaction in history
of human kind”. Kerpen (2011) also sates that until the occurrence of print ad-
vertising Word-of-Mouth was the most efficient way of marketing for thousands
of years. To interpret Word-of-Mouth as a marketing interaction may not be ex-
actly precise, as the influencer most probably does not benefit from the influ-
enced party purchasing a product. In this case, Word-of-Mouth can be classified
more as a brand-awareness building tool. If a brand gets audiences to talk
about them, it is likely that if the brand’s reputation is sufficient, they will eventu-
ally sell more. However, brand-awareness is only a small step towards any sort
of consumer action upon a product or service.

To clearly identify the difference between marketing and branding, it is im-
portant to define both terms. Marketing is defined as the action of promoting
and selling products or services, whereas branding is described to be a process
of idea or image creation, that will enable larger audiences to recognize the
company and its products through their slogans, advertisements, packaging or
general visual identity. Theoretically, branding becomes only a part of market-
ing, as it is a promotional process that may or may not lead to recognition and
sales (Zenker and Martin 2011)

Today, with print, radio and TV-advertising produced in immense amounts, the
information, that is meant to reach the consumer, is no longer recognized as
well as it used to be. People do not pay as much attention to commercials and
advertisement as they used to, and media and the advertising industries are
evolving faster than ever (Kerpen 2011). Through all this marketing noise, most
people still strongly rely on other people’s experience with products: they would
rather listen to a family member or friend than pay attention and believe a com-
mercial aired on television. Hence, Word-of-Mouth is until this day the most ef-
fective and trustworthy way of not only creating brand awareness, but also en-

force sales. Unfortunately, Word-of-Mouth is not only outside of businesses’
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control, but it is also intangible, invisible and almost impossible to record
(Chevalier and Mayzlin 2006).

People still talk every day, but there is no way you can record anything what
has been said for example, between two girlfriends discussing a moisturizing
face cream while enjoying a coffee at a local coffee shop. Fortunately, social
media is a solution to record part of those types of daily conversations, and
make Word-of-Mouth a more or less analyzable marketing channel. Social me-
dia has given companies a wonderful opportunity to keep an eye on a small part
of people’s lives, their interests, hobbies, favorite books and movies, fashion
tastes and so on. For a company being able to “listen” to their customers or
their potential customers, is one opportunity, being able to “talk” is another.

Scott and Jacka (2011) define social media as a set of web-based broadcasting
opportunities that allow liberalization of content, allowing people to become pub-
lishers rather than simply remain consumers. According to Kerpen (2011), the
main reason why social media has become a powerful tool for brands to build
awareness of their values, missions, products and services is because “every-
body loves to feel heard”. Kerpen (2011) also states that “communication is 50
percent listening and 50 percent talking”, and highlights that “for years, compa-
nies have done a disproportionate amount of talking, shouting even”. However,
if the “talking” and the “listening” are implemented properly, not only does the
company have an opportunity to hear conversations about their business, but
also listen to what consumers have to say about their competitors.

As with Word-of-Mouth, the main risk that social media networks present com-
panies with is that the companies are no longer in control of their public image.
There are ways to report content of course, but content is noticed and shared
very quickly. Despite the lack of control over social media, companies are at an
advantage of capacity to develop deeper and more significant connections with
stakeholders, which enables them to create customer value (Scott and Jacka
2011).

Scott and Jacka (2011) also define social media to be a “minefield of opportuni-
ty and Risk” and supporting it with studies by Herder (2009) that state that 51
percent of managers do not use SM because they do not have enough

knowledge about it. Besides that, 81 percent consider that SM can be a safety
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hazard to the business and fear it could not only be disadvantageous to em-
ployee output but also harm the organization’s status.

However, the phenomenon of social media in terms of digital marketing has
grown so big, that even if a brand chooses to stay outside of the social media
networks, it does not mean there will be zero discussions about the brand
online. “The organization, no matter how much it longs for the good old days, is
no longer in control of the conversation” (Scott, Jacka 2011). The absence of a
brand in consumer-created discussions can nowadays also be a threat to the
organization: “this basically sends a message that the organization doesn’t care
about its stakeholders and that, if they want to engage with the organization,

they have to do it on the organization’s terms” (Scott, Jacka 2011).

The quote above technically states that the average consumer expects the
company to be consumer-oriented and respond to the consumer’s initiative, and
this leads to the topic of a company’s CRM strategy, which social media is slow-
ly but surely establishing its place in. According to the Harvard Business Review
Journal (2005), Gulati and Oldroyd state that a truly honest customer relation-
ship management strategy begins with the establishment of a organization-wide
depository tracing each interaction a consumer has with the business, systema-

tized not by service, product or location, but by the consumer.

While many companies still nowadays miss many of the conversations going on
about them in SM, the ones that pay attention and listen may not always be
aware that they’re not in control of the conversations that affect their company’s
public image. If these conversations turn out to be negative or critical, the only
thing the company can do is to improve the product or service the social media
“publishers” are unhappy with. “Letting go” of the conversation will produce bet-
ter results, creating a positive image of the company by demonstrating that the
organization does not attempt to force it's views upon the customer (Li and
Bernoff 2009). Li and Bernoff have conducted an extensive research on the
phenomenon of SM, and have identified 7 different groups of participants in so-
cial media as a whole. When the empirical part of this research has been con-

ducted, one of the questions in the survey was asked in order to identify the
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general behaviour of VK users. The seven different groups are described as

follows:

1) Creators — publishers of content on blogs such as images, video, pod-
casts etc.

2) Conversationalists — people providing mostly status updates

3) Critics — people who offer comments and reviews

4) Collectors — people who vote on and tag articles

5) Joiners — people creating profiles in large SM networks

6) Spectators — users who are more passive but spend a significant amount
of time reading, watching, listening to SM created by others.

7) Inactive — people who simply do not participate in any form of social me-
dia.

The question in the survey (Figure 2) was meant to provide an idea of what kind
of social media users are the users of VK. One hundred and forty-seven re-
spondents completed the survey and the results were reported as a graph of

percentages (Figure 3).

VISIt Finland VK Exper

=Niae

8. When you browse VK.com, what are your main activities? Pick three. *

(O Posting and sharing interesting content
O Following your friends and their posts
O Following communities and pages

(O Managing communities/public pages
(O Watching Videos

O Listening to Music

(O Commenting on and discussing content posted by others

Figure 2. Question asked to determine the type of SM user (Survey Gizmo).
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While the last group defined by Li and Bernoff does not apply to the target of the
research, others may give the research some foundation for the case and help
identify the type of active participant the VK account holder is. The survey has

provided the following results:

80 73.5%
60.4%

65.3%

35.4%

29.9%

17%

Figure 3. Survey results for the question about SM usage (Survey Gizmo).

According to Figure 3, the target audience can be identified as spectators, who
are mostly following the content posted by their friends and communities, and
who listen to music and watch videos. These results give a good insight into
what type of content the user may appreciate, and help companies develop a
more effective brand-building strategy in the social media networks. It is evident
that the average VK user, or in this case the target population of the survey, is
not too eager to engage with a brand, but the fact that a whole 65.3% of re-
spondents stated that they follow communities on VK may give companies hope
that the audience is “listening” to them. Engagement is a “two-way street” and
requires action on the organization’s behalf in order to for consumer to become

engaged with the brand.

Engagement can create customer value by fulfilling a promise of how the con-
tent published will be managed, how requests or complaints will be fulfilled and

how responsive is the brand. Engagement is first of all, the willingness of the
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company or organization to hear what their customers have to say. The busi-
ness needs to genuinely crave all sorts of feedback from the consumer, and
engagement in social media is the best way to receive it (Kerpen 2011). Of
course, engagement is a core feature to any company’s presence in any type of
social media networks, but does the communication presume that the whole
target group shares the same values? Unfortunately, not all social media net-
works are equally popular across cultures. For example MySpace is very popu-
lar in the USA, with about 74 % of the market share despite its famously clut-
tered layout, but captures only 2.9% of the Japanese market share (Marcus &
Krishnamurthi, 2009). Could this fact be attributed to differences in American

and Japanese culture?

The hypothesis of this study strongly considers the cross-cultural differences
and applies this idea on the case company and its community page in the social
network in question. Any brand has to select a strategy of actions when entering
international markets, where the commonly known strategies are as follows:
standardization, localization (adaptation) strategy or compromise approach be-
tween standardization and localization (Alimiené 2008). The concept of these
strategies should also be applicable for a social media branding approach, as
networks are normally predominated by some type of nationality. As a social
network, VK is indeed predominated by Russians — this is supported by both

analytics and survey results (Figues 4,5).

Audience Geography
Where are this site's visitors located?

Figure 4. Showing that 65.5% of VK users are Russian (Alexa).
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Other, please specify. - 10.2% \
Kazakhstan - 0.7%
Latvia - 0.7%

Estonia - 21.1%

- Russia - 63.9%
Belarus - 1.4%

Ukraine - 2.0%

Figure 5. Showing that 63.9% of the 147 survey respondents are Russian (Sur-

vey Gizmo).

The idea that social networks and a brand’s social media strategy should also
consider either localization or standardization leads to discovering specific fea-
tures of a target audience. Since the majority of Visit Finland’s target audience
is Russian, Russia will be analyzed according to the trustworthy and famous
research by Geert Hofstede, who suggests a concept of cultural dimensions as
such: power distance, individualism versus collectivism, and masculinity versus
femininity, uncertainty avoidance and Confucian dynamism. Although Hof-
stede’s work is mainly focused on Human Resource Management and the or-
ganizational structure of businesses, he suggests that all of the above men-
tioned dimensions have a strong affect on all types of human behaviour, includ-
ing decision-making (Hofstede 2005) Decision-making is a big part of any daily
behaviour, including behaviour in social media. The cultural dimensions will be
applied in the research in reference to Russia as a market, and will discuss fea-
tures of the Russian consumer psychology and their application in suggestions

for content optimization in VK.com.
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3 Russian Social Media

The Russian SM is a rather wide area for brand building in Russia, but several
networks are also strongly internationalized. The social network in subject of
this research, VK.com, is the biggest and most commonly used social network
in Russia with over 60 million daily users (vk.com), and approximately 240 mil-
lion registered accounts in Russia and internationally. According an amazon-
powered analytics website, Alexa.com, VK is ranked as the second in Russia
(after the yandex.ru search engine) and 23d website in the world by usage pop-
ularity. Other social networks are Odnoklassniki (a website where you can con-
nect to your old friends and classmates), Mail.ru or Moi Mir (an e-mail service
similar to Google+), other SM platforms are blogs such as Livejournal.com and
forums like Rambler.ru. It is important to note, that although the above men-
tioned analytics providers may not be completely reliable, other analytical web-
sites (e.g. socialbakers.com, wearesocial.com, and Nielsen.com) provide very

similar information, which adds value to the presented data in this research.

Further into the exploration of the social media phenomenon in Russia, it is im-
portant to emphasize that Russians are ranked as the most active internet users
after Poland, with a total of 6,2 hours a day spent online (4,8 accessed through
a laptop or PC, 1,4 through mobile devices). Although not ranking high amongst
other countries by social media penetration (which is only 33%), Russians are
placed second after Italians by the amount of time spent on social media net-
works (We Are Social 2014). With the given information, it is relevant to state
that social media marketing of a brand in Russia can reach a large population
with continuous exposure. We Are Social, a social media marketing and com-
munications agency, provides some very useful insights on Eastern Europe in
General, giving a good understanding about Russian, Ukrainian and Belarusian

social media landscapes (Figure 6).
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196,699,575

TOTAL POPULATION

95,565,236

INTERNET USERS

61,000,000

ACTIVE SOCIAL NETWORK USERS

331,920,471

ACTIVE MOBILE SUBSCRIPTIONS

INTERNET PENETRATION

31%

SOCIAL NETWORKING PENETRATION

169%

MOBILE SUBSCRIPTION PENETRATION

We Are Social - Sources: US Census Bureau, InternetWorldStats, Facebook, VKontakte, ITU wearesocial.sg + @wearesocialsg *+ 32

Figure 6. Eastern European SM usage statistics (We Are Social 2014)

To show how significant the Internet is in Russia in general, it is relevant to pre-

sent We Are Social’s research on Internet penetration per country (Figure 7).

TIME SPENT ON THE INTERNET

AVERAGE NUMBER OF HOURS PER DAY SPENT BY INTERNET USERS ON THE INTERNET

zZ
w
o
w
=
12

We Are Social - Source: GlobalWebIndex

ACCESS THROUGH LAPTOP / DESKTOP
ACCESS THROUGH MOBILE DEVICE [l

~ ~
o « =]

GERMANY
NETHERLANDS

wearesocial.sg © @wearesocialsg + 47

Figure 7. Time spent on the Internet per country (We Are Social 2014).

To show that the average social media user in Russia is not very active what

comes to engagement, social media penetration stats are also a useful support-

ing matter (Figure 8).

18



2'35184 EUROPE: SOCIAL MEDIA PENETRATION

’{% GLOBAL AVERAGE: 26%

=
8
ii
8

@

We Are Social + Sources: US Census wearesocial.sg © @wearesocialsg « 49

Figure 8. European social media penetration: “likes”, comments, sharing (We
Are Social 2014)

Although Russians are not too active upon published content and do not pene-
trate social media to the extent that Iceland and Norway do, Russians are the
ones to spend significantly more time on the SM networks (Figure 9). This phe-
nomenon can also be explained by the fact that Russians are mostly spectators,
as identified by researching secondary material as well as acquiring empirical
data through the published survey. VK is also a social network that gives users
the opportunity to watch videos and listen to music, and often, due to the fact
the general audience of this social network is younger (see chapter 3.1) many
find the network useful for personal entertainment. Nonetheless, as discovered
through conducting the online survey, VK users also follow communities and

personal pages and simply read, watch and view content posted by others.
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2|;E1B|, TIME SPENT ON SOCIAL MEDIA

AVERAGE NUMBER OF HOURS PER DAY SPENT BY SOCIAL MEDIA USERS ON ALL SOCIAL CHANNELS
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GERMANY

We Are Social - Source: GlobalWeblndex wearesocial.sg -+ @wearesocialsg + 51

Figure 9. Nations with most time spent on SM (We Are Social 2014)

VK is stated to be the most popular website after Yandex, the search engine. To
demonstrate the significance of the social network, it is relevant to refer to the

following stats also provided by We Are Social (Figure 10).

QUSSIA: DATA SNAPSHOT

142,500,482

TOTAL POPULATION

75,926,004 53%

INTERNET USERS INTERNET PENETRATION

46,800,000

ACTIVE VKONTAKTE USERS VKONTAKTE PENETRATION

261,886,329

ACTIVE MOBILE SUBSCRIPTIONS MOBILE PENETRATION

We Are Social - Sources: US Census Bureau, InternetWorldStats, VKontakte, TU wearesocial.sg + @wearesocialsg - 221

Figure 10. Russian total population, total Internet users, VK users, and total ac-

tive mobile subscriptions (We Are Social 2014)
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In order to show the ratio between the usage of VK and other social networks, it

is suitable to refer to the statistics about social media use in Russia (Figure 11).

ANY SOCIAL
NETWORK

VKONTAKTE
FACEBOOK
ODNOKLASSNIKI

GOOGLE+

OWN AN ACCOUNT

TWITTER USED IN THE PAST MONTH

We Are Social - Source: GlobalWeblndex. Figures represent percentage of internet users. earesocial.sg - @wearesocialsg + 224

Figure 11. Social media use in Russia: popularity of the different social network
sites (We Are Social 2014)

Last but not least, it can also be useful to identify what is the way that the VK
users access social media. We Are Social provides some interesting social me-
dia usage trends, that Visit Finland may find useful in terms of publishing con-
tent (Figure 12).
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SOCIAL MEDIA AVERAGE TIME SOCIAL PERCENTAGE OF PERCENTAGE OF
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TOTAL POPULATION EACH DAY ON THEIR PHONE SERVICES
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We Are Social - Sources: US Census Bureau, GlobalWeblIndex

Figure 12. Russian “Social Indicators” (We Are Social 2014)

All of the above statistics can hopefully be useful for general application in so-
cial media strategy, as well as in content localization. The collected insights
may provide companies, and in this case Visit Finland, with some ideas as to
what kind of content may be suitable for the type of public the VK users are
(spectators). Also, considering that almost half of the social media population
uses mobile phones to access the SM networks, the published content needs to

be easily accessible through mobile devices.
3.1 VK as a Digital Marketing Tool for Visit Finland

To identify what are the possible options for Visit Finland to optimize their con-
tent in VK.com, it is important to study the trends of the platform. The first thing
to be done is to view the possibly available information on the SM network’s
demographics. Pointing out that the provided demographics may not be reliable
but are supported by several platforms mentioned in the previous chapter, it is
important to still possess a certain level of scepticism towards the discovered
data. According to Alexa, an analytical tool that is owned by amazon and col-
lects its data from browsers who have agreed on the installation of their script,

the demographics of VK.com (comparison to internet average) are as follows:
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Gender

Male I |
Female 1

Below Abaove

ternet A
18-24 1
25-34 I
35.44 1
45.54 ]

55-64 1

65+ C 1

Has Children

Yes

| n
[
No 1
Below

Above

Figure 13. VK demographics by Gender, age and family status (Alexa 2014).

The following demographics demonstrate that the majority of VK users are
male, aged 25-34, with no children. The audience in question can be classified
as “Millennials”, or generation Y, as referred to by numerous researchers in
their work. “Millennials” are defined to be people born in the span between
1981 and 1993, who are children of the so-called “baby-boomers”. They're also
characterized as: techno-savvy, connected 24/7, optimistic, independent, suc-
cess driven, lifestyle centred, diverse, inclusive, community-minded and entre-
preneurial (Deloitte Consulting 2012). The previously mentioned descriptions
can provide a variety of companies and Visit Finland in particular, a better un-
derstanding of their target social media audience. And although there is little
material specifically on Russian “Millennials”, the research will consider these

qualities when studying the audience’s cultural dimensions. Besides age, gen-
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der and family status, Alexa provides other statistical data that may help with

the understanding of the general audience of VK.

Education Browsing Location
nternet Average nternet Average
No College | Home ]
Some College | School |
Graduate School | Work 1
College | o Abave
Below Above
Ethnicity
Income nternet Average
ntemet fverage African 1
$0 - $30K B African American |
$30K - $60K 1 Asian 7
$60K - $100K 1 Caucasian 1
$100K+ ] Hispanic 1
o Ab9¥® " Middle Eastern | |
Other I |
Below Above

Figure 14. Trends of VK in terms of income, ethnicity, education and browsing
location (Alexa 2014)

Whereas ethnicity or browsing location may have some impact on the con-
sumer’s perception of content, level of education and financial income play a
rather large psychological role. This also gives the research a more specific
guideline as to what kind of a target group is predominant in VK and how to
create appealing marketing to that specific group. The statistics show, that the
predominant amount of VK users are male, aged 25-34, have higher educa-
tion, but earn under 30 thousand USD a year. This information allows us to

perceive the core target group with a higher level of precision.
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3.2 VK Versus Facebook and the Russian Market

Since the study is meant to research the Russian market, it is important to
consider that Facebook initially was used to also provide Visit Finland expo-
sure in Russia. Therefore there is a Visit Finland (RU) page, made especially
for Russian-speaking Facebook users. Let us first compare the numbers:
VK.com has 3 688 followers, Facebook has 13 061 likes. (VK, Facebook) The
Visit Finland RU has been established later than the Visit Finland page on
VK.com, and what is strange, is that VK.com shows Visit Finland to have
much less followers and a lot less engagement. For Visit Finland, it is safe to
say that somehow their content is more adapted to Facebook users, whereas
with a larger Russian crowd VK has not brought Visit Finland much consumer-
generated content. This phenomenon only supports the idea that content
should be optimized for VK, in order to reach larger audiences in Russia.

One of the key questions of this research, formulated according to an initial
assumption is: “What are the core differences in audiences on Facebook and
VK?” The initial assumption, or in this case, a hypothesis, is that the audience
in VK is generally younger than the audience on Facebook. This hypothesis
has been supported with the following comparative findings through
Alexa.com. According to these findings, VK is a social network that is indeed
younger than Facebook, and the majority of VK users are aged between 25
and 34.

Gender Education Location Age Income Ethnicity Children

O O
acepopcom 1 1 i —1 1 |
Figure 15. Statistic comparisons of VK and Facebook (Alexa 2014)
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The previously displayed statistics are also confirmed by the results of the sur-
vey, where the respondent (VK user) is asked to state their age group (Figure
16).

55+ - 1.4%  under 18 - 2.7%
45-54 - 3.4% '
35-44 - 9.5%

25-34 - 28.6%
18-24 - 54.4%

Figure 16. Survey respondents’ age pie chart (Survey Gizmo).

With these statistics in mind, it is important to focus on how the content can be
optimized for the perception of a younger age group. Also, as Visible from Fig-
ure 15, it is important to notice that VK as a social network also has a signifi-
cantly larger group of users aged between 18 and 24. This implies that the
social media brand building strategy would be more effective if the target
group is to be considered younger. In reference to Chapter 3.1, and the topic
of Generation Y or the “Millennial’s”, it is relevant to emphasize that people
aged 18-24 possess certain characteristics of social behaviour, and amongst
the long list of them, here are some to consider when publishing content on
VK: “Millennial’s” are innovative thinkers, they love a challenge, they seek to
make a difference, desire to be a hero, are impatient and thrive for flexibility to
explore (Deloitte Consulting). On the other hand, considering the cross-cultural
comparisons of Facebook and VK, it is also relevant to highlight the finding
that Facebook’s audience appears to be predominantly feminine. This may be

an influential cause of why content published in VK does not present the same
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effect as it does on Facebook. Info-metric marketing can be referred to in or-
der to outline some of the differences in marketing to not only different age
groups, but to also highlight the difference in marketing perception by men and

women.

Gender Education Location Age Income Ethnicity Children

acebookcom 1 |

Figure 17. The difference in gender predominance between VK and Facebook
(Alexa)

Gender-based social network demographics can be an index that is an impli-
cation to advertising, marketing and brand building. Numerous studies have
been conducted on the topic about the perception of marketing by genders. A
study by Sanjay Putervu (2001) suggests that men respond better to visual
and audial influences, whereas women are more driven by verbally descriptive
messages. These conclusions have been drawn through analysing the hemi-
spheric activities of the brain of both counterparts exposed to the same the of
marketing material. Another influential index in targeting is income, or other-
wise socio-economic status. When devising a brand-building strategy, whether
through traditional advertising or social media networks, this index should be
considered strongly. There is a significant difference in socio-economic clas-

ses in the two networks subject to comparison.

Gender Education Location Age Income Ethnicity Children
-
Site 0-30k 30-60k 60-100k 100ks+
nternet nternet
k
| 1 (. 1
acebookcom L 1 I I
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Figure 18. Comparison of income statistics of users in VK and Facebook
(Alexa 2014)

All these demographical factors (age group, gender predominance, socio-
economic class) about the VK audience will be reviewed more thoroughly, an-
alyzed and referred to secondary sources in chapter 4.2. The theoretical find-
ings are to either argue or support the given empirical findings and drawn hy-
pothesis about marketing approaches, and will help draw a relevant conclu-

sion upon the key research question.

4 Specialties of Russian Consumer Mentality

The following two subchapters of this chapter will be reviewing scientific mate-
rial and other secondary sources on the topics of consumer psychology, Rus-
sian cultural dimensions in relation to history and culture, cross-cultural studies
on the perception of marketing. The chapter will also attempt to identify certain
specialties of consumer psychology in Russia in its relation to social media.
These concepts will be studied in order to further narrow it down to the sug-
gestion of possible applications of content optimization for Visit Finland in
VK.com.

As an introduction, consumer psychology as a general topic is relevant to dis-
cuss in relation to one of the sub-questions of this research: What are the core
preferences of the VK public in terms of engagement with social media con-
tent? According to Foxall and Goldsmith (1994) the cumulative demands of
highly competitive brand-building circumstances make it vital that firms know
their consumers, and consumer decision making as they pursue to advance
amongst their competition. This statement has been applied to most success-
ful branding building and marketing strategies for many years; however, many
brands still manage to mistreat this important success-driving factor. One of
the business organization philosophy implications stated by the authors is that
the consumer’s desires must be recurrently observed and measured so that

throughout product and market evolvement, the business stays ahead of its
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competitors (Foxall and Goldsmith 1994). Simple, but what if there is no actual
product, or service? What if a business entity is based solely on the provi-
dence of content? The content then becomes the product in the equation of
successful brand building.
Visit Finland is solely a governmental entity, which is responsible for the mar-
keting and promotion of inbound international and national tourism, to raise
governmental revenue through the tourism market. In this case, considering
that a large amount of such marketing and promotional activities happen
online and in social media, it is relevant to perceive the content and the re-
sponsiveness of the brand as product and service. The product in this case
will be referred to as the content providing high-quality images and videos,
posted by Visit Finland on a regular basis, and the service will be perceived as
the responsiveness of Visit Finland towards customers who have questions,
requests and opinions. Responding to consumer behaviour is noted to be one
of the key factors in consumer-oriented marketing, and according to Foxall and
Goldsmith (1994) responding presumes the following three tasks:

1) Reflecting consumer needs in new product development

2) Establishing and Maintaining brand loyalty

3) Ensuring consumer satisfaction during product decline
All three tasks can also be applied in terms of creating, maintaining and revi-
talizing content after its lifecycle has expired to keep the (potential) consumer
interested. Considering these actions, it is now relevant to discuss how they
can be applied on the Russian SM “market”. The following chapter discusses
the Russian Cultural Dimensions and the possible effect on the nation’s con-

sumer behaviour.

Russian Cultural Dimensions

Considering the general geographical statistics of VK displayed in Figure 4,
and VK usage percentage shown in Figure 10, we can clearly identify that VK
is indeed a powerful tool for companies to enter the Russian market or to im-

prove their existing position in it. In order to make the best of VK as a brand
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building tool, it is crucial to understand the population of this social networking
website. Given that Visit Finland has its focus on the Russian population of
VK, the research will now discuss the cultural dimensions of Russians as a
nation. For better understanding of the difference of approach to creating and
publishing content, cultural dimensions of Russians will be compared to that of
Finns due to the origin of the case company.

In order to provide reliable theoretical data, the analysis of cultural dimensions
will be taken directly from Geert Hofstede’s official website, where a tool of
viewing any country’s cultural dimensions is available. This tool has been de-
vised through social research that has been in for over two decades. New cul-
tural dimensions have been added to the study, and unfortunately not all coun-
tries have yet been researched in the new dimensions’ terms. Originally, Geert
Hofstede identifies that each culture falls under certain categories and levels
of power distance, femininity and masculinity, individualism and collectivism
and uncertainty avoidance. Geert Hofstede, Michael Harris Bond and Michael
Minkov have added three new dimensions throughout 1991 and 2010, which
are defined as: Long-term orientation (otherwise called Confucian Dynamism),
Pragmatism and Indulgence. In order to create a clearer and more compre-
hensive analysis of both Russia and Finland, it is vital to define the cultural
dimensions.

Power distance is described as the dimension that deals with the fact that all
persons in cultures are unequal. The dimension demonstrates the nation’s
general moods and attitudes towards these inequalities. Power distance is ex-
pressed as the level to which the less-dominant members of organizations and
communities within a nation anticipate and agree that power is allocated une-
qually. Individualism addresses the amount of co-dependency within a socie-
ty. Simply, it could be understood as the concept of whether a person in the

“l”

society defines his self-image either as “I” or “We”. Individualist societies com-
prise of people who attribute care to themselves and their immediate family
only. Collectivist societies can be defined as people who consider them selves
belonging to bigger groups, and providing care for the communities they be-
long to. Masculinity - a society is determined to be masculine in the case

when its members strive for competition, achievement and success. A femi-
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nine society, on the other hand is more focused on selfless care for others,
quality of life and level of comfort.

Uncertainty avoidance is the dimension that defines the extent of comfort
with given uncertainty, or in other words, the lack of knowledge about what the
future holds. The society can be defined by either being able to “let the future
happen” or by attempting to control it. Different cultures express a different
level of anxiety towards uncertainty and have their own coping mechanisms
that have developed a certain way due to their history. The extent to which the
members of a culture feel threatened by indefinite or unfamiliar conditions can
be helpful in understanding decision-making in individuals of that culture. Con-
fucian Dynamism otherwise defined as the cultural index that represents an
individual’s behaviour either as long-term oriented or short-term oriented. Con-
fucian dynamism defines a society’s time perspective. Long term-oriented so-
cieties attribute meaning to future plans. They adopt reasonable principles po-
sitioned regarding rewards, involving perseverance, saving and ability of ad-
justment. In short-term oriented cultures, values fostered are linked to the past
and the present, involving calmness, admiration for tradition, and protection of
one's face, correspondence and gratifying social responsibilities.

Pragmatism is the dimension that describes how a society has to preserve
some connections with its past, dealing with the encounters of the present and
future. Different societies arrange these two existential aims contrarily. The
cultures that grade low on pragmatism, favour to maintain long-standing tradi-
tions and rules whilst seeing social transformation with mistrust. A culture that
scores high, takes a more matter-of-fact tactic: they support thrift and determi-
nation in modern learning to prepare for the future. Indulgence is a dimension
that is defined as the level of how much people attempt to govern their wants
and compulsions, according to their upbringing. Comparatively frail level of
control is the so-called “indulgence” and solid control is the so-called “re-
straint”. (Hofstede Centre 2014)

Now that the cultural dimensions have been clearly identified and described,
the research can progress into analysing Russia in terms of the dimensions.
Unfortunately Russia has not been researched in terms of Confucian Dyna-
mism, but other sources will be referred to in order to attempt the analysis of

the nation upon the missing dimension. Further, several of the presented di-
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mensions will be taken into consideration of how they can affect certain social
behaviours of Russians, and applied to a narrower understanding of Russians
as the target audience for Visit Finland. Only some dimensions will be taken
into account due to the limitations of the research, as well as due to the reason
that some dimensions are stated to have more effect on decision-making than
others. As seen from Figure 18, Russia scored high in dimensions such as
Power Distance, Uncertainty Avoidance and Pragmatism. The nation has low
scores in Individualism, Masculinity and Indulgence. What these scores mean

exactly is explained more thoroughly below.

D

Power Individualism Masculinity Uncertainty Pragmatism Indulgence
Distance Avoidance

Russia

Figure 19. The scored on the 6 cultural dimensions of Russia (Hofstede Cen-
tre 2014)

As previously mentioned, the analysis does not provide us with the index of
Confucian Dynamism. However, through extended literature research, it has
been discovered that Russians are short-term oriented and prefer to live
‘now”. Regarding the Confucian Dynamism dimension, Russians prefer to live
for the moment, accentuating the past and the present (Balykina 2006). Fur-
ther it is reasonable to discuss the scores on all other available dimensions

presented by Hofstede’s cultural tool. First up, in the Power Distance dimen-
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sion, Russia scores as high as 93, which signifies that in this society, hierar-
chical structure is a norm. This high score can be explained by the circum-
stance that being the largest country in the world, Russia is exceptionally con-
solidated: two thirds of all external investments are assigned to Moscow where
also eighty per cent of all monetary prospective is condensed. The colossal
difference between the less and the more powerful individuals indicates to a
high meaning of status symbols. Behaviour of individuals has to reveal their
status in all parts of business interactions. Secondly, in the dimension of Indi-
vidualism Russians score as low as 39. This means that the nation is strongly
collectivist, and individuals often identify themselves with the groups or com-
munities they belong to. Which is why when a Russian person tells about their
plans to go out with their friends for example, they voice their plans with “We”
sentences. This low score has a particularly strong manifestation in the Rus-
sian language, where activities with family, friends, colleagues or other groups
are mostly referred to as activities by a single “we” unit. In Russia, relation-
ships are vital in attaining knowledge, getting acquainted or for beneficial con-
cessions. Relationships are truly valued when they are personal, genuine and
trustworthy prior to when one can focus on tasks when working in a group.
This dimension also reflects strongly on the perception of marketing communi-
cations: Russians are very sceptical of advertisements, therefore, before pur-
chasing or product or service it is sure that they will first turn to their friends or
family for advice and opinions. In the Masculinity dimension, Russia’s com-
paratively low score of 36 may be surprising, with regard to its power distance
index and the behaviour which highlights status symbols. However, with the
combination of a high Power Distance and a low Individualism indexes, Rus-
sians actually care more for the well being of others and the general comfort
and quality of life. Their language also reveals their feminine nature: Russians
mostly talk discreetly about themselves. Self-proclaiming and dominant behav-
iour is accepted from bosses at work, but not appreciated amongst peers.

In the dimension of Uncertainty Avoidance Russians possess a very high
score of 95. This means that they feel anxious when it comes to ambiguous
situations. Russia also has one of the most complex bureaucracies in the
world, and that can be a strong sign for a high index of Uncertainty Avoidance.

At work, Russians prefer detailed briefing for tasks, and either present very
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thorough and complete results or come unprepared whatsoever. Concerning
decision-making, it takes time for a Russian consumer to evaluate the worth
and the value of the product and service they are about to purchase, and in
relation to the Indulgence index, the question that usually closes the decision
is “do | really need this?” Russians will also advise at least one close person
before purchasing a product or a service, especially ones that are considered
to be luxury items. In the Pragmatism dimension, Russia also takes place
rather high, scoring 81 points. As a society of a pragmatic mind-set, Russians
believe that truth depends strongly on the situation, time and context. The na-
tion has a rather high level of ability to adapt to changing conditions, and is
willing to put effort into investing thriftiness and persistence in reaching set or
given goals. In terms of consumer behaviour, this index in Russians means
that believing what is said can only be trusted when applied in practice. There-
fore advertisement or brand messages may not be perceived with trust, which
is why Russians prefer to obtain as much practical information about the of-
fered products or services. Given that Russia scores high in both pragmatism
and uncertainty avoidance, it is crucial for companies to understand that provi-
dence of practical, concrete and useful information about the company, it's
products and services will have a higher chance of acquiring a Russian follow-
er, buyer or loyal customer. This dimension will be discussed more thoroughly
following an example of an indirect competitor of Visit Finland in VK.

Russia scores very low on the Indulgence dimension. This signifies that the
nation can demonstrate a high level of scepticism and even pessimism in their
social behaviour. Russia, being a restrained society, does not promote em-
phasis on leisure, luxury and fun in comparison with indulgent societies. This
phenomenon can be explained by two affecting factors: religion and political
history. Orthodox Russian churches often highlight gluttony as one of the big-
gest sins, adding that the political structure of the communist Soviet Union had
made leisure shameful, and prohibited most public celebrations. This orienta-
tion can be viewed differently in terms of consumer behaviour. Although a re-
strained nation may feel that indulging is judged by society and is somewhat
wrong, they feel entitled to indulge when they feel that they have deserved it.

This also explains why status symbols such as luxury cars are shown off with
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pride. Russians are proud of what they have earned to deserve. (Hofstede
Centre 2014)

These analyses on Russian cultural dimensions have now given a rather clear
perspective on what the Russian mentality in general is like and what are the
effects of these cultural indexes on the Russian consumer behaviour. Howev-
er, before identifying how these analyses can be applied in terms of brand-
building in social media, it might give a more clearly cross-cultural perspective

to the study if we compare Russia’s cultural dimensions to Finland’s.

Power Individualism Masculinity Uncertainty Pragmatism Indulgence
Distance Avoidance
Russia Finland

Figure 20. The difference of scores in cultural dimensions of Russia and Fin-
land (Hofstede Centre 2014)

Knowing what these dimensions signify, the study should be limited to not
identify each of these dimensions for Finland with textual analyses. What is
visible from the graph is that there are significant differences in each of the
dimensions; therefore it may be logical to assume that the same approach to
marketing in Finland will not bring the same results in Russia.

According to Kogut and Singh (1988) attitudes of uncertainty avoidance and
cultural distance are crucial to entering a new market. Since Visit Finland has
only been present in VK for a bit over a year, it is still considerable as a new

entrant. The most significantly noticeable differences according to Figure 19
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are in power distance, uncertainty avoidance and indulgence. A derived hy-
pothesis of this research has occurred when analysing the above findings: the
cultural attributes of Russia, as well as other countries falling under Hofstede’s
analysis have derived from the country’s history and political structures.

To support or argue this hypothesis, it is crucial to turn to some scientifically
supported secondary data. According to a study by Bollinger (1994) the degree
of uncertainty avoidance is in a straight relationship with the level of freedom in
the country. Fretfulness points to tolerant practices of controlling uncertainty,
which leads to accepting limitations on individual freedom. This statement pre-
sumes that Russian people have had a limited personal freedom influenced
strongly by the government and its actions. Exploring the ratio between freedom
in the country and uncertainty avoidance in behaviour of Russians, it is obvious
that political control has been strong not only with media and religion but has
also set taboo on many things concerning people’s personal lives: under the
reign of Stalin, a more imposing policy was initiated: abortions were prohibited,
homosexuality was forbidden, and divorces turn out to be much more complex
(Ayvazyan 2013).

A lot of fear has been imposed upon the Russian society in USSR, which is
why the index of uncertainty avoidance in Russia is still very high. Given that,
uncertainty avoidance has a strong advantage for companies attempting to
market products/services to a society with a high score in uncertainty avoid-
ance: individuals with a high level of uncertainty avoidance are more prone to
trust decision heuristics, thus they should be more likely to be affected by
scarcity. “The scarcity effect is a powerful social-influence principle used by
marketers to increase the subjective desirability of products” (Jung, Kellaris
2009)

As a conclusive interpretation of the above secondary findings, it can be de-
rived that: uncertainty avoidance index shall be paid close attention to when
building brand awareness in Russia. Russians are to be most driven by trust-
worthy and transparent brand messages and content that is created with close
attention to practical details. As Russians are also a collectivist nature, in
terms of brand building in the area of tourism, it can be derived that they prefer
traveling with family or friends, as well as group tours appeal to Russians sig-

nificantly more than individual and independent traveling. Russians are also
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4.2

attracted to program trips, for example all-inclusive packages, where personal
decision-making upon plans and schedules are not frequent.

The general conclusion about the Indulgence index of Russians as a commu-
nity implies that travel should promote more knowledge and practical pleas-
ures than luxurious experiences, although Russians of a higher socio-
economic class do like to indulge and are active shoppers for luxury items.
However, the target group for social media marketing is predominated by a
rather low-income socio-economic group, therefore the low index of indul-
gence should be taken into consideration. Based on Hofstede’s Masculinity
dimension, Russia is Feminine therefore relationships are valued, religion is
not important, women are more often in higher job positions and family struc-
ture is flexible: femininity accounts for a society where gender roles overlap,
where both men and women are expected to be modest, gentle, and thriving
for a better quality of life (Hofstede Centre 2014).

VK Audience: What Type of Content is Effective?

The VK Audience is rich in variety of people as any social network would be,
however, the derivative from previous statistical findings signify that on average,
the VK user is Russian, male, aged 25-34, earning below 30 thousand USD
annually, has no children, has a higher education and browses VK.com from
home. Based on theoretical findings, Russians have high indexes of power dis-
tance and uncertainty avoidance, are “feminine” and highly collectivist, pragmat-
ic and self-disciplined. So how can these descriptions be valuable for brand
building in VK? In order to answer this question, it is sensible to address similar
pages that appear to have more consumer engagement. Therefore the research
is to overlook and outline what seems to be effective when it comes to the VK

user looking to travel to Finland.

As a reasonable example, discovered directly from VK through searching the
word “Finland”, many more VK users and travellers to Finland prefer to turn to
the page “Finland for the Weekend” (®Punnangusa Ha BeixogHble), which is a lo-
cally produced community page that provides practical information concerning

transportation, costs, visas, shopping opportunities and sightseeing tours and
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other tourist packages. The page “Finland for the Weekend” has nearly 84
thousand followers. Yes, it is supposedly a commercial entity, that provides
touring packages and other offers, but they also publish a large amount of con-
tent that simply provides the user with adequate knowledge about traveling to
their destination. The information this page provides concerns traveling with
children and pets, information about the car queues at the Russian border, use-
ful information about cruises to neighbouring countries e.g. Estonia, as well as
frequently arranged online lotteries and competitions. Besides that, the page
posts articles about Russian people residing in Finland and about their
achievements and contributions. The page even lists practical information about
employment in Finland. Besides, the discussions on this page often involve
more than 25 thousand customer posts per thread. “Finland for the Weekend” is
although indirect, but a strong SM competitor for Visit Finland. Their advantage
is that being an “Open Community”, they provide the freedom for users to cre-
ate their own discussion topics where they can express their opinions, and to
share practical information with others. In addition, “Finland for the Weekend”
creates polls concerning different current and actual topics such as visa applica-
tions, travel expenses, transport choice (VK Finland For The Weekend). Visit
Finland, also allows group members to create posts, but for some reason, there
are no consumer-generated posts on their page. So why does the VK user
choose to rely on “Finland for the Weekend” — which markets commercial ser-
vices, instead of turning to Visit Finland for inspiring information? This question
is difficult to answer, but several assumptions can be made. The page Finland
For The Weekend has existed for a longer time than Visit Finland; it provides
more useful and practical information; it allows users to have extended discus-
sions not only by commenting on images, but creating their own discussion
threads in the “forum” section. As mentioned in chapter 2, consumers want to
feel important, and many would rather publish content and create threads than
simply comment on existing content posted by the brand itself. This idea would
probably apply to any social media channel; however, the case with VK in rela-
tion to the Russian consumer mentality is to be discussed focusing solely on the
predominant group of VK users identified in chapters 3.2 and 3.3, where the
average VK user is a so-called spectator, rather than a publisher. Considering

the competitor page, there is a conclusion that can be drawn upon the findings
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about cultural dimensions. Russian VK users are drawn to content that includes
extended practical information. This conclusion is drawn due to the fact that
Russians as a nation are highly avoidant of uncertainty. Therefore, when they

travel, they want to know as much detail as possible.

5 Russian Cultural Dimensions and their Effects on

Tourism- Related Consumer Behaviour

Unfortunately, there is a limited amount of scientific information that could be
discovered on the topic of the effect of Cultural Dimensions on tourism-related
consumer behaviour, so the following conclusions are more or less explorative
and may or may not be feasible for optimizing content. However, the conclu-
sions are highly analytical and logical and may be used as suggestions in an

attempt to improve brand awareness in VK.

Products of tourism should be paid close attention to, as these products often
require larger investments. The purchase of a product, which cannot be physi-
cally evaluated and experienced prior to the buying decision, inflicts eventuality
on the buyer. Together with the high spending aspect of tourism, this signifies
that tourism for the buyer is a risky decision-making process. Therefore, the
consumer will be highly involved in the purchase decision. (Swarbrooke and
Horner 2007) Considering that tourism is in general a product that imposes a
feeling of uncertainty upon the buyer, Russians are an even more critical case
as an audience due to the high uncertainty avoidance index. Individuals in
countries with a high uncertainty avoidance index feel insecure about the con-
sequence of investments, hence the existence of the predisposition to avoid
investing in undertakings especially if they are perceived as high in risk (Shah
2012). As a suggestion to the preceding dimension being discussed, it may be
effective to infuse content with more practical information, as described in the
example of Finland For The Weekend in Chapter 4.2. In support of the sugges-
tion, the conducted survey contained an “image-select” question, where one
image did not have any textual information, the other included information about
the restaurant itself and about approximate lunch and brunch prices. The results

can be seen in Figure 21.
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sandrol.jpg - 40.3% ——

sandro.jpg - 59.7%

Figure 21. The preference of the Survey Respondents in terms of images and

the information provided in them (Survey Gizmo)

The survey also contained another similar image-choice question, where two

identical pictures of Aleksanterinkatu in Helsinki was provided, with one image

having a text box with very vague information about the shopping opportunities,
and the other had no text added (Figure 22).

_— alexanderinkatu.jpg - 37.5%

alexanderinl.jpg - 62.5% — .

Figure 22. The preference of the Survey Respondents in terms of images and

the information provided in them (Survey Gizmo)

As Uncertainty Avoidance is discussed, the next reasonable cultural dimension
to be discussed in terms of its effect on tourism-related consumer behaviour is

the Pragmatism dimension. Uncertainty Avoidance fosters pragmatism, as
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pragmatism is a quality that evokes a natural tendency for an individual to learn
about products and services through practice. As tourism can not be experi-
enced physically prior to the purchase of a tourism product, review articles, per-
sonal reviews and ratings are highly valued by an individual with a pragmatic
mind-set. Therefore one suggestion regarding the high index of pragmatism in
Russians can be that social media content feed of a brand is more likely to be
trusted if it occasionally contains review articles by experiencers and links to
websites such as for example, Trip Advisor, where people have the opportunity
to rate tourism products such as hotels, airline companies, restaurants and so
forth.

The next cultural dimension, which can allow a brand to understand the moti-
vations of Russian tourists, is the Indulgence dimension. Whereas Russians
score very low on this dimension, it is clear that Tourism in itself is more or
less a luxury. Therefore it is reasonable to conclude that an average Russian
person would most likely travel due to a well-deserved holiday, or an earned-
at-work bonus. As Russians are highly restrained, or in other words, self-
disciplined, it is relevant to provide this target group with social media content
that will portray a tourism product as a reward. The preceding suggestion al-
lows the research to now discuss the final dimension that may affect a Rus-
sian person’s tourism-related consumer behaviour. The low index of individual-
ism is in a strong relationship with both uncertainty avoidance and pragma-
tism, and is more or less related to self-discipline. As mentioned in Chapter
4.1, the low level of indulgence can be attributed to the feeling of being judged
by others. This demonstrates the strong bond between collectivism and deci-
sion-making, and implies that Russians look for the approval of their peers,
family and friends, when making any sort of decision. This can also be ac-
counted for investment and purchasing decisions. Also, as mentioned previ-
ously, Russians are most likely to acquire knowledge about experience from
their closest first, before turning to public reviews, but in the case where it is
impossible to receive the needed information from immediate family or friends,
public opinion matters most. This can be a solid base for a suggestion that

social media content feed can also include an occasional extended testimonial
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about a certain tourism product: this will infuse a potential Russian buyer with

more trust and will allow them to make a buying decision with more certainty.

6 The Russian Aesthetic and its effect on the Nation’s
Visual Perception

In this chapter, the research will outline an exploration of the Russian aesthetic
and the reasons why Russians prefer certain visual stimuli over others. The as-
sumption is that the cultural dimensions discussed in Chapter 4.1, also have a
strong effect on Russian aesthetic tastes. Before discussing these dimensions
and their assumed effect on the Russians’ visual perception, it is important to
emphasize that the conclusions drawn in this chapter have not been supported
by scientifically proven facts. Deriving a logical interpretation through acquired
survey results and the possible effect of cultural dimensions on the choices

draws these conclusions.

First of all, the Power Distance dimension is taken into account. Russians are
known to be attracted to luxury and glamour, and the derived logical conclusion
from Chapter 4.1, is that Russians admire luxurious and glamorous lifestyles
due to the fact that the Power Distance index of the culture has a very high
score. As previously explained, Russians are prone to highlighting and proudly
demonstrating status symbols (Hofstede Centre 2014). These status symbols
can include luxury items such as expensive cars, watches, jewellery and other
physical indicators of wealth. However, to contradict this statement, it is vital to
note that the index of Power Distance of Hofstede’s cultural dimensions has
been devised as early as in 1980, therefore this dimension isn’t necessarily ap-

plicable to all age groups of Russian consumers.

As mentioned in Chapter 3.1, the environment in VK is mainly comprised by the

10

so-called “Millennial’s”, who are tech-savvy, innovative thinkers who strive to
make a difference. Making a difference means a certain way of differentiating
oneself from the rest, which also contradicts the collectivist nature of Russian
people. Although Russians are often more loyal to national brands, Western

culture has a strong effect on Russia’s youth. Therefore there is a certain
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amount of people who strive for individuality; hence visual preferences can of-
ten be cool, innovative images, no matter what type of image. This suggestion
can be supported by the survey results, where the respondents were provided
with pictures of different restaurants” interiors: some more contemporary and
cool, some — more classical. Figure 23 demonstrates the acquired empirical
data.

68.3%

40 35.2%
31.7%

26.9%

13.1%

Figure 23. The preference of the survey respondents on interior design Finnish

in restaurants (Survey Gizmo)

According to Region Media, a Russian advertising agency, recent consumer
preferences in advertising have progressively transformed in favor of the sub-
sequent standards: advertising needs to be interesting, involving and humorous.
Consumers, today they desire to see a performance, something captivating,
vigorous, and something completely new and attention grabbing (Region Me-
dia). This description goes well with the qualities of the “Millennial” described
earlier in Chapter 3.1, and supports the idea of the Russian youth preferring

visuals that are unusual, interesting and somehow innovative.

The second cultural dimension in question of its effect on the Russians’ visual
perception would be the Masculinity index. In reference to Chapter 3.2, it is rel-
evant to turn to the concept of advertisement perception being influenced by
gender perception. It is irrelevant to conclude that although the Russian society
is feminine by Hofstede’s definition, that visuals that Russians are exposed to

should consider what appeals more to women. Yes, the society is feminine,
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however, the majority of the VK audience is in fact, male. The info-metric stud-
ies on the perception of advertising conducted by Putervu (2001) only consider
the effect of natural gender on perception of visual, audial or verbal stimuli in
advertising. Due to this, a conclusion that can be drawn is to consider that in
order to appeal to the majority of the VK audience, the male perception is to be
considered. Men are more prone to be affected by visual and audial messages;
therefore a brand’s social media content feed shall contain more images, videos
and maybe even music (as VK provides such an option). Other cultural dimen-
sions do not provide much of an idea of how they can affect the VK users’ visual
content perception; therefore no further conclusions shall be drawn. Further
conclusions will be drawn upon the survey reports, and will only serve as an

exploration of possible reasons for the respondents’ choices.

7 Extended Empirical Data and Its Analysis

Survey results have already been demonstrated in several chapters of this re-
search, however, the survey conditions and its full extent has not been de-
scribed or demonstrated. To begin with, the survey started with a conditional
question whether or not the respondent was a VK user (Figures 24, 25). The
condition was defined so, that if the person stated that they are not a VK user,
they have been disqualified from the survey. This enabled the research to avoid
the risk that the target population of the research would not be familiar with the
VK social network. Also, it is crucial to mention that all questions in the survey
have been required to be answered; therefore there was no possible way the
respondent could continue with the survey unless they have given a positive

answer to the question.
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Visit Finland VK Experience

Let us know how you experience our VK community page!

Hello, Thank you for taking the time to check our survey out. This survey is made solely for research purposes and holds no commercial value. This survey will only take about 3
minutes of your time, and will be of great help to us in order to optimize our VK.com content. Yours Truly, Visit Finland

1. Are you a VK.com user? *

O Yes
O No

Figure 24. The conditional question asked at the beginning of the survey (Sur-

vey Gizmo)

1. Are you a VK.com user?

~ Yes - 100.0%

Figure 25. The chart that demonstrates that all of the respondents stated to be

VK users (Survey Gizmo)

The following questions were asked in order to determine the respondents” na-
tionality, the federal district of Russia (if nationality is chosen to be Russian),
age, whether or not they have visited Finland, whether or not they are planning
to visit Finland in the near future, what are the destinations they have visited or
would like to visit in Finland, and what are their main activities as users of VK;
and the results are demonstrated as the list follows in Figures 5, 26,16, 27, 28,

29, 3.
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Ural Federal District - 1.1% 1
Siberian Federal District - 1.1% — ‘.}.

Central Federal District - 19.4%

Southern Federal District - 1.1%

Northwestern Federal District - 77.4% /

Figure 26. Survey results concerning residence areas in Russia (Survey Gizmo)

No - 15.0%

Yes - 85.0%

Figure 27. Survey results on the question "Have you ever travelled to Finland?”

(Survey Gizmo)
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No - 25.2% ‘\

\ Yes - 74.8%

Figure 28. Survey results on the question "In the near future, are you planning

to travel to Finland?” (Survey Gizmo)

100

80.3%

80

57.1%

60

40

34%

20 13.6%

South Finland / Helsinki Lapland/ Oulu, Rovaniemi East Finland/ Imatra, Lappeenranta West Finland/ Vaasa, Seindjoki

Figure 29. Survey Results on the question: "Tick the destinations you have vis-

ited, or would like to visit in Finland” (Survey Gizmo)

These results have provided support for some theoretical findings and assump-
tions throughout the research, but the results considering the popularity of Fin-
land as a destination i.e. the willingness of VK users to travel to Finland have
not yet been shown or discussed. According to the survey results, a whole 85%
of respondents have already travelled to Finland, whereas a total of 74,1% are

planning to visit Finland in the near future. This looks like a good prospect for
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visit Finland in consideration of promoting Finland’s tourism products in VK. An-
other set of useful data has been acquired by receiving responses for the ques-
tion about visited or desired destinations in Finland. The question was asked in
this dual format in order to determine the most popular destination in Finland.
Helsinki scored highest on popularity, and Eastern Finland (Lappeenranta and
Imatra) scored second, with Lapland scoring third. It is clear, that Helsinki is
most popular for the reason that it is the capital city of Finland, and Lapland is a
desired destination due to the types of entertainment it offers. But why is East-
ern Finland so popular? The first assumption, is of course, that it is the nearest
to the Russian border. However, it is feasible to state that many Russians from
Vyborg, Saint Petersburg and surrounding towns travel to Eastern Finland in
order to open their Schengen visas (which have been made at the Finnish em-
bassy in Saint Petersburg), have a brief shopping spree and maybe a cup of
coffee. Opening their visas in Finland is absolutely necessary due to the legisla-
tion, and they cannot enter the European Union from anywhere else but Fin-
land, and when that is done, they are free to have their next trip to any destina-
tion they choose. So Eastern Finland is popular as sort of a “transit” for Rus-
sians. However, this statement is not supported by any scientifically proven da-
ta, therefore it can only be considered as somewhat reliable information, and it
is the brand’s choice whether to take advantage of this or not. Visit Finland
could consider providing practical information for such short trips, by posting
some photos of shops and shopping centres, coffee shops, lunch places and so
forth. The preceding part of the survey was based on multiple-choice questions,

where answers were expressed verbally.

The second part of the survey focused on visual content and the respondents’
preference in its terms. The survey contained 6 questions, each corresponding
to themes such as the northern lights, the midnight sun, fishing, dining, well-
ness, and shopping. In each of the questions, 3 images were chosen from the
Visit Finland media bank, others were chosen from publically available images
found on Google image search. Each question was the same: “Which of the
images would you “like” in VK? Please choose 2”; six images were provided as

answers in total. Results are displayed in Figures 30, 31, 32, 23, 33 and 34.
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Figure 30. Survey results on the topic of northern lights (Survey Gizmo)
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Figure 31. Survey results on the topic of midnight sun (Survey Gizmo)
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Figure 32. Survey results on the topic of fishing (Survey Gizmo)
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Figure 33. Survey results on the topic of wellness (Survey Gizmo)
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Figure 34. Survey results on the topic of shopping (Survey Gizmo)

The images that have been voted best are analysed and described for each of
the questions. The most popular image in Figure 30 is an image acquired from
publically available media sources and found through Google. The image was
posted on the website of Visit Norway, a similar entity as Visit Finland. The im-
age, in comparison to other provided in the multiple-choice question seems to
be slightly more natural: where other images are probably colour-corrected and
added contrast to, the image that has won in the poll looks to have least
amendments and presents a more believable picture of the northern lights. This
can be assigned to the respondents demand for transparency and truthfulness
of content. The most popular image in Figure 31 was acquired from the Visit
Finland media bank, and seems to be different from others because of the dy-
namicity of the person in the image. Images with more movement seem to res-
onate more with the respondents — other images that were not as popular ap-

pear to be rather static.

The image in figure 32, pictures the person in the image to be more relaxed
than people present in other images. In other images, people are standing or
pulling a net, which makes them look like there is a certain level of physical

strain they may experience. It is probable, that fishing is associated with relaxa-
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tion amongst the respondents, which is why the choice fell upon the image
where the person appears to be more relaxed. The most popular image in figure
23 has already been discussed in Chapter 6, but a more thorough description
can be useful. The image came from the official page of the Bulevardi Social
restaurant, and demonstrates the highlights of the interior, the interior in this
image is more interesting than in others, it has unusual details such as the
wooden surfboard on the wall as decoration, or the vintage-looking liquor shelf.
The interior in the image seems to be a bit more clustered, which may also cre-

ate a higher level of comfort.

The most popular image in the results of the question concerning wellness is
possibly more attractive due to its symmetrical outlook. Also, water and reflec-
tions are known to captivate humans, and this assumption can also apply to the
second most popular image. The image with the highest amount of votes was
taken from the Visit Finland’s media bank, and has obviously had a positive ef-
fect on the respondents. The most frequently chosen image concerning the
theme of shopping in Figure 34 is crowded with Christmas lights. The photo, in
comparison to others, also has a larger depth of field, which allows the viewer to
see more of the item, in this case, the street. Not only is the image attractive
due to the Christmas atmosphere, but the image also includes people walking
down the street. The image creates a heart-warming Christmas spirit that most
Europeans enjoy, not to mention, that Russians have admired the Catholic

Christmas traditions for a long time.

Given the exploratory analysis, hopefully Visit Finland or other readers of this
research can make use of the acquired data. Visual content is nowadays more
feasible than ever, as people prefer to see rather than to read. There is no con-
crete conclusion that can be drawn from these survey results in order to outline
a guide on visual content optimization, but the analysed images and the re-

sponses can create a clearer idea of what the VK user prefers visually.
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8 Summary and Discussion

Throughout this research, there have been many theoretical findings in order to
identify the differences between Facebook and VK, to determine what kind of
consumers are Russian people, what kind of a target group is the VK audience,
what kind of content seems to work in VK, and what are the effects of Russia’s
cultural dimensions on its nations’ consumer behaviour in tourism, and on its
visual perception. Additional concepts such as the different types of social me-
dia users, info-metric marketing, and decision-making in tourism consumer be-
haviour have been discussed in relation to the topic of content optimization in

VK, targeting the Russian market.

The study has outlined several important factors to consider when building a
brand in VK. Russian people are highly avoidant of uncertainty; therefore they
prefer having a good amount of practical information provided in the content
feed. Besides that, the average VK user is a "Millenial”’, which implies that they
are modern, up-to-date with technology, lifestyle-oriented, ambitious, innovative
thinkers. VK users like to make a difference; however, the majority of the survey
respondents have shown to be "spectators”, which means they prefer following
content published by others. Also, Russians often feel that in order to indulge,
they need to work hard first — which means that traveling for them is mostly a
reward, just like any other type of leisure activities. A very important combina-
tion of VK demographics is that the average VK user is a young male, highly
educated, earns below thirty thousand dollars annually and has no children: this
demographical data may help Visit Finland to alter their VK content to a rather

large extent.

What comes to empirical information acquired through survey results, it is rea-
sonable to conclude that: most respondents are from Russia, confirming that VK
is mostly "populated” by Russians; that most of these Russian respondents,
who have travelled to Finland and are planning to travel there in the near future,
live in the North-western Federal District (i.e. Saint Petersburg and surrounding
areas). Another important factor is that Helsinki is, in fact the most popular des-
tination in Finland amongst VK users (therefore it is safe to assume that Rus-

sians enjoy exploring urban areas), Eastern Finland is the second most popular
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destination, and Lapland has taken the honourable third place amongst VK us-

ers.

The multiple choice image questions’ results provided the study with some rele-
vant exploratory conclusions, but could not define a solid conception of how the
visual content can be more effective. These results can hopefully help the read-
er intuitively choose more suitable visual content for VK. Overall, the study has
been successful, most hypotheses have been supported rather than argued,
and all supporting research questions have been answered. The two preceding
paragraphs are meant to answer the key research question: "How should Visit
Finland optimize their content in VK to drive brand awareness?” As a brief self-
evaluation, the study has given some good general and even some specific out-
lines and examples of how content in VK could be optimized in order to be more

appealing to the majority of the VK audience.
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Appendix 1

Visit Finland VK Experience

LetusknowhowyvouexperienceourVKcommunitypage!

Page exitlogic: Page Logic

IF: Question "Are you a VK.com user?" #1 is one of the following answers ("No") THEN:
Disqualify and display:

Sorry, this survey is only meant for VK.com users! But thank you for taking your time! :)

1. Are you a VK.com user? *

C Yes

C No

Nationality

2. Where are you from (Nationality)? *

C  Russia

C  Ukraine

C  Belarus

C  Estonia

€ Latvia

C  Kazakhstan
€ Lithuania

C  Uzbekistan

€ Other, please specify. &

(untitled)




Hidden unless: Question "Where are you from (Nationality)?" #2 is one of the following
answers ("Russia")
3. Which Federal District of Russia are you from? *

Central Federal District
Southern Federal District
Northwestern Federal District
Far Eastern Federal District

Siberian Federal District

Ural Federal District

Volga Federal District

North Caucasian Federal District
Crimean Federal District

Age

4. How old are you? *

C  under 18

C 18-24
C 25-34
¢ 35-44
¢ 45-54
C 55+
(untitled)

5. Have you travelled to Finland? *

C Yes

C  No

(untitled)




6. In the near future, are you planning to travel to Finland? *

C Yes

C No

(untitled)

7. Please tick the destinations you have visited and/or would like to Visit in Finland. *

™ South Finland / Helsinki
™ Lapland/ Oulu, Rovaniemi
[ East Finland/ Imatra, Lappeenranta

™ West Finland/ Vaasa, Seinéjoki

(untitled)

Min. answers = 3 (if answered) Max. answers = 3 (if answered)
8. When you browse VK.com, whatare your main activities? Pick three. *

Posting and sharing interesting content
Following your friends and their posts
Following communities and pages
Managing communities/public pages
Watching Videos

Listening to Music

0 R R R R B B

Commenting on and discussing content posted by others

(untitled)




hdl t.tiiji Min.answers= 2 (if answered) Max. answers= 2 (if answered)
9. Which of the images would you "like" in VK.com? Please choose 2. *




K >




ifhJLr.:n.::: Min. answers= 2 (if answered) Max.answers= 2 (if answered)
10. Which of the Images would you "like" in VK.com? Please choose 2.*







i+ibl-i-iii-i$1Min. answers = 2 (if answered) Max. answers= 2 (if answered)
11. Which of the Images would you "like" in VK.com? Please choose 2.*







h,ILijlt.i$1Min. answers = 2 (if answered) Max. answers = 2 (if answered)
12. Which of the Images would you "like" in VK.com? Please choose 2 *







Mli-hill-iii Min. answers = 2 (if answered) Max.answers = 2 (if answered)
13.Which ofthe images would you "like" in VK.com? Please choose 2 *

F







1%4L7dILiil Min. answers = 2 (if answered) Max.answers= 2 (if answered)
14 .Which of the Images would you "like" in VK.com? Please choose 2. *

r
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Acouplemorequestions...

15. If Visiting Visit Finland's VK Community page, which one of the images would you prefer to

see? *

Sandro

Pecropau MzoOperaTeasHOM
Kyxzm 8 MapoKKaHCKOM
Crnae

B cooTBeTCTBIIN C
roaocosaHmeMm razetsl City
Lehti, Sandro - ay4mmni
pecropaH roaa.

3aBegeHne npeaaaraeT KaxK

armeTuTHOE MeHIO A'la
Carte, Tak 1 AOCTyNHEIE 1 He
MeHee BKYyCHEBIC AaH"M.
PecropaH Tak >Xe nmpeaaaraeTt
KeTepHHI-yCAyTH AA5
CcBaabLO, KOPIIOPaTHMBHEIX
BEYEPMHOK M APYTMX
MpPazAHNKOB.




16. If Visiting Visit Finland's VK Community page, which one of the images would you prefer to
see? *

Ha Aleksanterinkatu ectb BO3MOXKHOCTE CAEAATE
e npeobpecT BEICOKOKAYECTBEHHBIE AMZAMHEDCK
B NepepbIBAX MEKAY LLUOMMUHIOM €CTh BO3MOIKHC
- - KOO e MAM 4A8 B CKPOMHBIX KOO EMHAX, UAK KE MNE
e B39Tb KOhe B Starbucks.

Thank You!

Thank you for taking our survey. Your response is very important to us.



New Summary Report - 10 November 2014 Appendix 2

Survey: Visit Finland VK Experience

1. Are you a VK.com user?

\~ Yes - 100%

No 0.0% 0

Total 147

2. Where are you from (Nationality)?

Other, please specify. - 10.2%

Kazakhstan - 0.7%
Latvia - 0.7%

Estonia - 21.1%

Russia - 64%
Belarus - 1.4%

Ukraine - 2%

Russia 64.0%

Ukraine 2.0%



Belarus 1.4% 2
Estonia 21.1% 31
Latvia 0.7% 1
Kazakhstan 0.7% 1
Lithuania 0.0% 0
Uzbekistan 0.0% 0
Other, please specify. 10.2% 15
Total 147

3. Which Federal District of Russia are you from?

Siberian Federal District - 1.1%

Ural Federal District - 1.1% (

Central Federal District - 19.4%

Southern Federal District - 1.1%

Northwestern Federal District - 77.4%

Central Federal District 19.4% 18
Southern Federal District 1.1% 1
Northwestern Federal District 77.4%
Far Eastern Federal District 0.0% 0
Siberian Federal District 1.1% 1
Ural Federal District 1.1% 1
Volga Federal District 0.0% 0
North Caucasian Federal District 0.0% 0
Crimean Federal District 0.0% 0
Total 93

4. How old are you?



under 18

18-24

25-34

35-44

45-54

55+

2.7%

54.4%

28.6%

9.5%

3.4%

1.4%

25-34 -28.6%

Total

5. Have you travelled to Finland?

Yes

85.0%

45-54 -3.4%
35-44 -9.5%

No -15%

55+ - 1.4%

under 18 - 2.7%

14

147

Yes - 85%

125

18-24 - 54.4%



No 15.0% . 22

Total 147

6. In the near future, are you planning to travel to Finland?

No -25.2%

Yes - 74.8%

No 25.2% 37

Total 147

7. Please tick the destinations you have visited and/or would like to Visit in Finland.

100
80.3%
75
57.1%
50
34%
25
13.6%
0 -
South Finland / Helsinki Lapland/ Oulu, Rovaniemi East Finland/ Imatra, Lappeenranta West Finland/ Vaasa, Seinijoki

118

South Finland / Helsinki 80.3% _
Lapland/ Oulu, Rovaniemi 34.0% -




East Finland/ Imatra, Lappeenranta 57.1% _

West Finland/ Vaasa, Seinijoki 13.6% 20

Total 147

8. When you browse VK.com, what are your main activities? Pick three.

100

73.5%

Posting and sharing Following your Following Managing Watching Videos Listening to Music Commenting on and
interesting content friends and their communities and communities/public discussing content
posts pages pages posted by others

Posting and sharing interesting content 29.9%

Following your friends and their posts 73.5%

Following communities and pages 65.3%

Managing communities/public pages 17.0% 25
Watching Videos 35.4%

Listening to Music 69.4% _
Commenting on and discussing content posted by others 9.5% 14

Total 147

9. Which of the Images would you "like" in VK.com? Please choose 2.



100

75

50

25
16.4%

- 1'4%

0
9947881854_8d5292abcSonthjpw_lights_Sami Norway 1_740.JPGorthernlights 1.jpg

9947881854 8d5292abc5_m.jpg

Northern_lights_Sami_Norway_1_740.JPG
northernlights 1.jpg
9947803175_3d6bb8afc0_z.jpg
9947983573_d0ae078716_z.jpg

6324559837 38cfe65h9_z.jpg

58.9%

16.4%

1.4%

58.9%

20.6%

47.3%

34.9%

47.3%

34.9%

[\*)
=
67\

i

9947803175 3d6bb8afc0_z. ]”47983573 d02ae078716_z 1@24559837 38cfe6f5h9_z jpg

24

30

Total 146

[OLD VERSION] Which of the images would you "like" in VK.com?Please choose 4.

12742060405_e5ddcf7319_m.jpg

0.0%

\‘ 10_2_V_koli_swimming_lakel.jpg - 100%



10_2_V_koli_swimming_lakel.jpg 100.0% _ 2

8528511672_{b514280b_z.jpg 0.0% 0
8474753917_9a0dfSe21a_z.jpg 0.0% 0
5689959596_90a956a42d_z.jpg 0.0% 0
midnightswim.jpg 0.0% 0

Total 2

10. Which of the Images would you "like" in VK.com? Please choose 2.

100

75

52.1%

50%

50

34%

30.6%
15.3%

“Dilblas

12742060405 _eS5ddcf7319_ml@pg2 V_koli swimming_lakel.§28511672_{b514f280b_z.jp8474753917_9a0dfSe21a_z.jp$89959596_90a956a42d_z.jpg midnights wim.jpg

12742060405_eS5ddcf7319_m.jpg 18.1% 26

10_2_V_koli_swimming_lakel.jpg 52.1% _

8528511672_{b514280b_z.jpg 34.0%

8474753917_9a0dfSe21a_z.jpg 50.0% _

5689959596_90a956a42d_z.jpg 30.6%

midnightswim.jpg 15.3% 22
Total 144

[OLD VERSION] Which of the images would you "like" in VK.com? Pick 4.



|

sunset_fishing_by_deviantmbld42fmoq.jpg - 100%

sunset_fishing_by_deviantmbld42fmoq.jpg 100.0% _ 1

7110079289 _460e9c8394_z.jpg 0.0% 0
kruizyvfinljandii2.jpg 0.0% 0
al.jpg 0.0% 0
Fishingmethods.jpg 0.0% 0
5689385959 _697{8f9b0e_z.jpg 0.0% 0

Total 1

11. Which of the Images would you "like" in VK.com? Please choose 2.

100
75
57.6%
44.4%
35.4%
16.7%
- -
sunset ﬂshmg_by deviantmbld42{mblPPgo289 460e9c¢8394_z.jpg krulzyvfmljanan pg al.jpg Fishingmethods.jpg 5689385959_697{8{9b0e_z.jpg
sunset_fishing_by_deviantmbld42fmoq.jpg 44.4% 64



7110079289_460e9¢8394 z.jpg 33.3% _
kruizyvfinljandii2.jpg 12.5% 18
Fishingmethods.jpg 16.7% 24
5689385959_697{8{9b0e_z.jpg 35.4%
Total 144
12. Which of the Images would you "like" in VK.com? Please choose 2
100
75 68.3%
50
25
13.1%
J 0'7%
0 Bar9_7_7014_3.jpg ) ravintola.jpg ) 02_soul_kitchen.jpg saslik.jpg teatteringrillil.jpg interior2.jpg
Bar9_7_7014_3.jpg 13.1% 19
ravintola.jpg 0.7% ’ 1
02_soul_kitchen.jpg 31.7%
saslik.jpg 35.2%
teatteringrillil.jpg 26.9% 39
interior2.jpg 68.3% _ 9!

Total 145

13. Which of the Images would you "like" in VK.com? Please choose 2



100

75
49%
50 45:5%
30.3%
26.9%
25 19.3% —
0.7%
hels(i)nki700x400yrjonkatuSwimmingI:Ia‘IIMamingodayspa_(].jpg I levi.jpeg I771l809716_7307€:27230.jpgI leviwaterworld1.jpg I spahotelkunnonpaikka.jpg I
helsinki700x400yrjonkatuSwimmingHall.jpg 49.0%
740flamingodayspa_0.jpg 0.7% 1
levi.jpeg 19.3% 28
7711809716_7307e27230.jpg 26.9% 39
leviwaterworld1.jpg 45.5%
spahotelkunnonpaikka.jpg 30.3%

Total 145

14. Which of the Images would you "like" in VK.com? Please choose 2.

100
75
61%
50
28.1%
25
1.4%
DSC7087_4417_3.jpg ) _MG_6620_7950_3.jpg IEsplzmadeParkI-Ielslli:lﬂljil'g:hristmasd0001883A60da0dlieﬁh:6]1;|g)pingcenterHelsinki.jpg HelsinkiKamppi.jpg

DSC7087_4417 3.jpg 28.1% - 41



_MG_6620_7950_ 3.jpg 1.4% 2

EsplanadeParkHelsinki3.jpg 54.1%
helsinkichristmasd0001883A60da0dbeS8ee.jpg 61.0%
ForumShoppingCenterHelsinki.jpg 9.6% 14
HelsinkiKamppi.jpg 30.8%

Total 146

15. If Visiting Visit Finland's VK Community page, which one of the images would you prefer to see?

sandrol.jpg - 40.3%

sandro.jpg - 59.7%

sandrol.jpg 40.3%

Total 144

16. If Visiting Visit Finland's VK Community page, which one of the images would you prefer to see?



alexanderinkatu.jpg - 37.5%

alexanderinl.jpg - 62.5%

alexanderinkatu.jpg 37.5%

alexanderinl.jpg 62.5% '

Total 144



