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Abstract 

Horses have historical significance for humans, but today horses promote both mental and physical health. 
In horse tourism, horses are used in experience, recreation, and well-being services, which enables versatile 
activities. All of these are important as part of horse tourism marketing. 
 
The need for research arose from the need to create a new website for the stable Furuvatni and to develop 
their social media. The goal of the main research was to develop the digital marketing of stable Furuvatni. 
Benchmarking was used when familiarizing with Finnish horse tourism companies, based on which a devel-
opment plan was created.  
 
With this, a new website was created for the stable Furuvatni and social media was developed. Through 
digital marketing, stable Furuvatni can gain wider visibility and new customers and improve customer satis-
faction. The number of permanent and committed customers can also increase which results in increased 
word-of-mouth marketing. Other entrepreneurs in the horse industry can also benefit from the research in 
the future. 
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1 Introduction 

Horse tourism is a form of tourism that, if implemented correctly, can be very beneficial for the 

community and people. Horse tourism combines horse and nature. Together with a horse, you can 

explore wonderful landscapes and learn new skills. Digital marketing enables better visibility of 

horse tourism and attracts more customers. The thesis goes through the digital marketing of horse 

tourism. The thesis contains a study to improve the website and social media of stable Furuvatni. 

The thesis first discusses horse tourism, its origin, horse tourism and equestrian tourism as con-

cepts, benefits of horse tourism, risks, and management of risks in horse tourism, and Icelandic 

horses as part of horse tourism in Finland. The thesis also discusses digital marketing. Social media 

and marketing are defined, their trends, advantages and disadvantages are explained, and finally 

we focus on customer orientation. The marketing of horse tourism in the digital world will also be 

discussed, after which we will move on to research. The thesis research is based on the client sta-

ble Furuvatni which is a small country stable located in Petäjävesi. The stable offers Icelandic 

horse-riding lessons and horseback treks. Stable Furuvatni needed a new website and an update 

to social media as part of marketing. With the help of functioning websites, the amount of work 

for the entrepreneur is reduced, because the customer can find the necessary and up-to-date in-

formation and know how to act accordingly. Good websites and social media bring customers and 

help in their commitment. The general practices found in the research may also benefit other sta-

ble entrepreneurs in the future. The research tells about its implementation, research question, 

method, competition research, open question interview method and the old pages of Furuvatni. 

The research question arose from the need to create new and developed existing digital marketing 

platforms for Furuvatni. This is how the research question became "How could digital marketing 

be developed?".  The aim of the research was to create a website for the stable Furuvatni that was 

customer-friendly and supported the current operations of the stable. The aim was to use social 

media to meet the customers' wishes and to support the stable's marketing. The research is lim-

ited to developing the Furuvatni stable's website and social media. To be able to develop these, 

the research was limited to also consider marketing and social media. Finnish horse stables were 

used in benchmarking to create general guidelines for the development. Traditional means of ad-

vertising and foreign horse stables were excluded. The results of the research will be presented by 

new websites and social media. Finally, there is a reflection on the literature review and limita-

tions, as well as the future direction. 
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2 Horse tourism 

The significance of the horse to humans has historically been to serve as a part of transportation 

systems as well as companions and helpers. With the help of horses, the passage of nations eased 

e.g. both commercially and militarily. The use of horses became more common to various types of 

work and its role remains consistent even today especially in rural areas. Horses also began to 

meet the socio-cultural and economic needs of communities. This gave the start to a tradition 

known as horse culture referring to communities that use horses in their everyday lives for tasks 

like herding and in horse-related ceremonies and rituals. However, the importance of the horses 

evolved over time to include participation in recreation, sports activities and even leisure. This is 

how the tourism trend called horse sports was born which emerged in Europe, North America, and 

Australia in the 1950s and 1960s. (Alemu, 2020.) 

2.1 Horse tourism and equestrian tourism 

Horse tourism is diverse, and it can be seen in activities such as nature exploration, family vaca-

tions, visits to horse stables, horse events and most famously as horseback riding. Horse tourism 

companies also offer experience, recreation, and well-being services. (Hippolis, 2024.) Horseback 

riding tourism is a significant part of horse tourism. This form of tourism which has expanded into 

a travel trend which combines tourism with horseback riding providing an experiential mode of 

travel. It blends adventure and culture, connecting with like-minded people and assimilate nature 

in its purest form, even in places otherwise inaccessible or challenging to reach. Horseback riding 

tourism often includes spending time in rural areas which gives travelers the opportunity to im-

merse themselves in local cultures, understand different ways of life, and create meaningful con-

nections with local communities. A significant aspect in horseback riding tourism is the bond that 

forms between the rider and the horse. This bond is profound and unique. (ReiterWelt, 2023.)  

Horse tourism and equestrian tourism are often thought of as the same thing, but a real eques-

trian tourism product lasts at least two days and includes an overnight stay. It is a combination of 

a desire to ride in nature, a passion for horse riding and an interest in visiting places located in dif-

ferent provinces, continents and countries that can only be reached by horse. The experience can 

include going through gorges, crossing rivers and camping. The key factor in equestrian tourism is 

escaping from the stress of the city and enjoying nature and scenery. Equestrian tourism products 
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include beach riding, where the entire trip is carried along the coast, either near the beach or on 

the beach, camping riding, where you stay overnight in tents and various camps and ride for sev-

eral days, as well as staying at horse farms or estancias, where you make daily riding trips in differ-

ent directions and spend the night on a farm. (Ampascachi, 2021.) 

2.2 Horse tourism benefits and risk management 

Horse tourism has both a physical and mental effect on human well-being. Ewa Malchrowicz-

Mośko, Dariusz Wieliński and Katarzyna Adamczewska conducted a quantitative study involving 

2651 professional and amateur riders. The study included questions about the benefits and harms 

of horseback riding. The study used a statistical analysis that included the U-Mann Whitney test. 

As a result of the study it was found that riding increased pleasure with 67.9% rating it the highest 

in terms of enhancing enjoyment. 63.6% answered that riding improved mood and 59.68% stated 

that it induced relaxation. Additionally, 52.92% answered that horseback riding improves mental 

health and 51.04% considered it as good entertainment. However, some perceived disadvantages 

including the cost of riding, the time it consumed, and that there are not enough riding facilities. 

On the other hand, the physical benefits were answered to be that riding increases muscle 

strength and better muscle condition, improved body appearance, and enhanced physical fitness. 

Riding also answered to increase endurance and improve overall physical function. Despite this 

some respondents disclosed that riding is physically demanding. (Malchrowicz-Mośko, Wieliński & 

Adamczewska, 2020.) 

Horses are also utilized in socio-pedagogical activities that aim to prevent alienation and support 

social growth and well-being. The activity focuses on the interaction between a person and a 

horse. Trough interaction with horses, individuals can perceive their own traits that they may not 

have been aware of before. Working with horses provides an opportunity to learn behavior pat-

terns because a horse is a sensitive animal and strongly senses the emotional state of a person and 

react according to its instincts. For example, a horse may retreat if it senses the person becoming 

nervous. Without this reaction a person would not necessarily notice their own behavior patterns. 

Thus, well-being involves continuous learning and person learns through experiences and observa-

tion. Working with horses can help a person to learn new things about themselves and gain cour-

age for example being present and focused. Furthermore, horse also do not judge who we are and 
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what we have achieved but offers a genuine and practical opportunity for learning. (Strömberg, 

2014.) 

Working with horses also teaches empathy and trust promoting interaction and the creation of 

trust between the horse and the human. The calming presence and steady breathing of a horse 

have a positive effect on the mood and stress levels. Through interaction with horses a person can 

also learn to recognize their own needs and find ways to fulfill them. Overall, working with horses 

can promote physical activity, emphasize the importance of nature’s presence, and enhance social 

interaction which supports mental and physical health in various ways.  

The rapid growth of the horse industry has brought numerous challenges especially when new 

people join the industry without previous experience with horses and the special features of the 

industry. Safety issues have become a significant concern. Ensuring the well-being of horses is cru-

cial in minimizing risks. (Saastamoinen, 2010.) 

Insufficient experience among newcomers increases dangerous situations. Therefore, emphasis 

should be placed in education and information sharing. Horse industry organizations and training 

institutions could offer more courses and training programs focusing on safe horse handling and 

care. The need for mentoring also increases so that the problem can be solved, and newcomers 

learn faster and avoid dangerous situations. It is important to consider the well-being of horses as 

part of training because poor conditions can make a horse unpredictable or aggressive. Proper 

care and environment together with the right kind of nutrition, exercise and health care are key to 

the horse’s well-being and thus human safety. 

The importance of experience when working with horses is significant. The knowledge gained 

through experience affects how people engage with horses and experience or lack of it is under-

stood as an explanation of one’s own successes and failures. When communicating and caring for 

horses it is essential to observe and interpret the signs the horse gives. Reading a horse is not just 

an interpretation of communication but it includes the ability to understand the horse’s behavior, 

physical and mental state, as well as signs that can be seen in the stable environment such as ap-

petite, movement, and mood. (Schuurman, 2010.) 
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2.3 The Icelandic horse as part of horse tourism in Finland 

The Icelandic horse plays a central role in the horse tourism business. From the point of view of 

sustainable operations, the quality of the horses is of primary importance, and the Icelandic horse, 

which is known for its small size, recognizable colors and versatile gaits, is a breed that attracts en-

thusiasts all over the country. The horses of this breed have adapted to the harsh conditions of 

their home country, and the Icelandic horses are naturally calm. The visual appeal of Icelandic 

horses increases their appeal and attracts tourists, as they come in many different colors. Icelandic 

horses also have versatile gaits, including gaits of all horses which are walk, trot and gallop but 

they also have tolt and flying pace, which are only associated with Icelandic horse riding. Also due 

to its small size, the Icelandic horse is suitable for both beginners and experienced riders. (Helga-

dóttir & Sigurðardóttir, 2008.) 

  



8 
 

 

3 Digital marketing 

3.1 Definition of social media and marketing 

Social media is a digital technology for sharing ideas, information, text, and visuals that takes place 

in virtual networks and communities. Over 4.7 billion people use social media globally. Users cre-

ate content for social media and engage people through likes, shares, comments, and discussion. 

Facebook, YouTube, WhatsApp, Instagram, and WeChat are the largest social media platforms in 

the world. (Dollarhide, 2024). In addition, platforms like X formerly known as Twitter are popular 

social media platforms. Mobile applications enhance the use of social media and make then more 

accessible. Social media enables connection and interaction, but it can also be used for marketing 

and adverting. It is an important part of many companies’ marketing campaigns. 

Social media often refers to forms of media that require interactive participation. There are two 

different eras in the media, which are the broadcast era and the interactive era. Broadcast time 

refers to radio and television stations, film production studios, and newspaper companies that dis-

tribute messages to many people as centralized entities. Interactivity became the focus of new 

media activities with the rise of digital and mobile technologies. Immediate feedback and the op-

portunity for consumers to share their opinions became possible. New technology made it possi-

ble to search for information from several sources, media consumption increased, and discussion 

through message forums became possible. Social media at the center involves the user and ena-

bles interaction. Part of social media is the creation of a personal profile, which lists various forms 

of contact, such as work and professional connections as well as recreational and personal connec-

tions. (Manning, 2014.) 

Another form of social media is e-mail, which is one of the most common forms of everyday me-

dia. A faster communication method than e-mail is a text message. Text messages use the Internet 

so that the conversation can be carried back and forth quickly. The word blog comes from the 

word weblog. In a blog, information is distributed to many people via a website and the Internet. 

Discussion forums and connection sites give the opportunity to interact. (Manning, 2014.)  
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Marketing is an activity that a company uses to promote the sale of its services or products. Mar-

keting gives the opportunity to sell products and services to consumers, organizations, and compa-

nies. A key factor in marketing is getting the public's attention through advertising. Marketing and 

promotion professionals’ direct campaigns to targeted audiences using different methods. In 

these, the key factors are usually memorability, graphicness, the participation of well-known per-

sons, and catchiness. (Twin, 2024.) According to Twin (2024): "Marketing makes use of the "mar-

keting mix," also known as the four Ps—product, price, place, and promotion". Today, marketing is 

focused on digital marketing, but before marketing techniques were word of mouth, mail, televi-

sion, and radio strategy. These techniques are still being used alongside new ones such as social 

media, content marketing strategies and newsletters. However, the most important thing is to find 

the ideal customer base and to get the customers' attention to focus on the product and service. 

(Twin, 2024.) 

3.2 Digital marketing trends 

Recent trends in social media have included short videos and this trend continues even today. 

Short videos are considered the most engaging type of content by consumers and it is one of the 

best ways to connect with and reach new audience. However, long videos have also recently 

gained new popularity and it is important to utilize them alongside short videos. Another recent 

trend is the playfulness of the content. Brands have recently come up with creative ways to bring 

out their brand personality through various playful experiments. This has involved exploiting 

meme culture and internet trends. However, it is important to remember when using them to 

maintain the brand’s image, voice, and tone. Social media sales have also been an expanding trend 

and have been seen especially in TikTok, Facebook, and Instagram where social commerce has 

been enabled. Social media channels also serve as important search engines. It is therefore im-

portant to optimize social media profiles and messages for easy discoverability. This can be 

achieved using keywords and hashtags. (Hill, 2024.) 

Transparency is significant growing trend. More and more people want authentic content and to 

see the business practices and values of brands. When the public is included behind the scenes, 

we offer them more transparency, but at the same time we get to practice social listening and we 

can identify emerging topics of discussion. Then we can understand problems in time and get 

ahead of future necessary changes. A big trend is also the authenticity of the content and this 
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trend is here to stay. Content producers are a big part of this trend by creating authentic voices for 

brands. Employees can also be part of the implementation of this trend. With creative and playful 

posts and introducing employees, you can advertise the brand in a genuine way. The importance 

of a human-centered approach to social media is a constant trend. The economy of creators and 

influencers is on the rise and their place is constantly becoming more important in creating an au-

dience. The growing popularity is based on the authenticity and relatability that creators and influ-

encers create. An authentic voice together with stories and creating a personal connection with 

the audience creates familiarity, trust, and loyalty as well as a brand message. A large part of the 

continuous growth and development of social media is new social teams and titles. With new plat-

forms, new responsibilities and new necessary skills arise, which must be considered in the struc-

tures and development of teams. Deficiencies and the risk of obsolescence must be identified, and 

new roles introduced. (Hill, 2024.) 

Personal customer service is constantly on the rise and expectations for it have risen. According to 

Index, up to 70% of consumers expect personal answers instead of quick answers, and 76% of con-

sumers value companies' prioritizing customer support. Just like using artificial intelligence in mar-

keting and customer service teams is one of the social media trends of the moment. Artificial intel-

ligence is used to create content, scale customer service responses, and as a marketing and 

customer service tool. As the use of artificial intelligence becomes more common, the discussion 

about its ethics and safe use also increases. The creation of an artificial intelligence practice is an 

important part of keeping the brand and the team protected. (Hill, 2024.) 

Social data plays a key role for marketers. Social data is often thought to be relevant only for digi-

tal marketing, but according to Hill (2024): "Social media data has the power to inform every area 

and team of your organization and im-prove your entire business, from product, to customer sup-

port to PR.” Social information should be used in wider business and the data should be familiar-

ized with to identify social media trends in one's own content. By knowing how to use social data, 

you can streamline your strategy and share its impact. With a strong strategy, a solid foundation 

and success also develop. 

Current trends in marketing include artificial intelligence and the opportunities it creates. Accord-

ing to Benson & Sidlova (2024): "According to Kantar's Media Reactions 2023, 67% of marketers 
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feel positive about the possibilities of Gen AI." Artificial intelligence is utilized to enhance in-inno-

vation and to develop and personalize creativity on a larger scale. AI can be a support in the idea-

tion phase and in the creation of the story, bringing more opportunities and efficiency. (Benson & 

Sidlova, 2024.) Marketing must also be in line with culture. Culture should be monitored as part of 

marketing to create a connection with consumers. To help with this, you can use language, music, 

fashion, norms, characters, and aspirations. In the Kantar MONITOR monitoring in the USA, it was 

found that about two-thirds want brands to match their personal values, and up to 80% answered 

that they make an effort to be able to buy from companies that support things that are important 

to them. In the future, it is important to invest in synchronizing the culture, because customers 

have higher expectations of brands. (Walker Smith, 2024.) Cancel culture has recently been a ris-

ing trend, especially in social media. When the adoption of brands' positions has increased, so has 

publicity increased for better or for worse. With taking positions there are more opinions, which 

causes the risk of backlash. It is important to be prepared for these backlashes, and setting clear 

parameters helps to avoid them. Parameters should be used especially when influencers partici-

pate as part of marketing. In the best case, influencers can attract a lot of committed consumers, 

but in the worst case, cause the brand to be cancelled. (Bubani, 2024). 

Attention to digital ads is popular among marketers. This is measured by facial coding and eye 

tracking techniques. Views and viewing time are also a way to measure whether the ad has 

worked, and they serve as dominant methods of measuring attention. (Sidlova & Southgate, 

2024.) It is also important to measure long-term success. The measurements focus on value crea-

tion, a positive community, participation, environmental impacts, and sustainable development in 

general. Sustainable development is being measured more and more and the goals for it are rising, 

because consumers are looking for companies that show the promotion of environmental and so-

cial solutions. In a business strategy, it is important to consider both the planet and the people. 

(Horsley, 2024.) One of the current trends is also innovations and especially sustainable innova-

tions. Brands that achieve a competitive advantage through innovation through courage, testing 

and learning combine characteristics such as consumer focus and a strong brand foundation. They 

are pioneers in sustainable development and typically shape the future of their class. (Morley, 

2024.) Innovations are also related to marketing capabilities, which should be built in several dif-

ferent critical areas. In addition to innovation, these areas include disruption, speed of market ac-

cess, consumer expertise and a consumer-centric approach, storytelling and agility, and data-

based decision-making. Especially large global brands should take these into account, as part of 
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the trend is to buy from smaller brands instead of large global brands. These small brands strive to 

challenge the ideas of big brands, already established concepts and consumer needs. (Thomas, 

2024.) 

Pricing management has become a trend in 2024 with inflation. Marketers must think more and 

more carefully about how price and value work in synchronization, i.e. does the relative price cor-

respond to the reality of the market and is there enough capital to justify the relative price. Suc-

cessful brands raise their quality, but lowering the price is also one of the approaches that should 

be considered to keep up with the competition. (Staplehurst, 2024.) The importance of web com-

puting machines is constantly increasing, and this gives a new value to keywords and algorithms. 

To understand the brand's customer path, search plays a decisive role. Brands must develop their 

content and digital strategy to ensure that they remain at the forefront of development and to be 

where the consumers are. (Chang, 2024.) One of the upcoming trends in the advertising industry is 

retail. Retail media is important for brands to attract buyers due to new consumer behaviors. The 

retail media network is based on the retailer's own real estate and paid media, to which the re-

tailer sells advertising space to create advertising business. The third party will play an important 

role in ensuring the profitability of the investments and in measuring the development of retail 

media. Retail media networks also provide an additional source of income in uncertain economic 

times. (Meyer, 2024.) 

3.3 Advantages and disadvantages of social media in marketing 

With social media marketing, you can reach many customers with one message and very quickly. 

As social media becomes more common, people also use it more and thus companies need to be 

where their customers are, i.e. on social media. With this, social media can also be more cost-ef-

fective than other marketing. Social media can also reach a global audience, creating a global cus-

tomer base. Social media also enables contact with the customer base and thus improves trust 

and community and helps with customer segmentation. By including customers in the develop-

ment of the brand, they also commit and thus increase visibility and customers. 

However, there are also downsides to social media marketing. Information security and privacy 

protection are an increasingly common concern. Social media collects information and in the 

worst case, this information spreads. If this information gets into the wrong hands, it can lead to 
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misuse of the information and thus legal problems. A big problem is also the loss of reputation, be-

cause misuse of information and negative feedback on social media travel quickly especially on so-

cial media. To prevent all this, a lot of responsibility and resources are required. A new social me-

dia platform always creates a new area of responsibility and thus requires a new person in charge. 

This person must be familiar with risks and their management and create a social media strategy 

that focuses on accountability and effectiveness, as well as staying up to date. Social media is con-

stantly changing, and algorithms also affect visibility. A person can internalize only a part of what 

he sees, and it is therefore important to stand out from the crowd to maintain visibility and the 

audience's commitment. 
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4 Horse tourism marketing in the digital platforms 

Storytelling and creating trust, safety, and challenges, highlighting the natural and cultural land-

scape turn out to be the most central in marketing horse tourism on the Internet. As part of creat-

ing trust and connection between travelers and tour operators, stories and storytelling are used. 

Customers' trust and the image of a shared horse culture is formed by emphasizing long experi-

ence and expertise in horse tourism. The stories are often supported by pictures, and they show 

the demands and excitement of horse travel and the opportunity for various challenges. This often 

attracts more experienced riders. However, safety is always an important factor as part of market-

ing. Natural beauty and rural landscapes also play a big role in the marketing of horse tourism. 

These often include nature parks, coasts, and mountains. Old villages and historical buildings are 

also part of marketing, presenting cultural heritage. Tourists are also often attracted to historical 

environments and places of natural beauty. Together, all these elements create exhilarating expe-

riences. (Radmann & Hedenborg, 2019.) 

Emphasizing the horse and horse care as well as the strong role of women are also one of the 

most important issues in the marketing of horse tourism. By placing the horses' well-being at the 

center, the commitment of the tour operators to the well-being of the horses, but also to offering 

customers safe and pleasant experiences, is communicated. The correct use of horses together 

with the quality of care guarantees the horses' good behavior. Women are also often at the center 

of the marketing of horse tourism, and they are encouraged to have active riding experiences. 

Here we try to bring a contrast to the traditional image of women, which is aimed at pleasing men. 

The strong role of women is emphasized by showing women participating in challenging situations 

as active and strong riders. (Radmann & Hedenborg, 2019.) 

The most important digital marketing methods in horse tourism marketing are the website, social 

media, content marketing and email marketing. These can be used to reach new customers, target 

the target audience, build reputation, and promote products and services. A website provides an 

opportunity to present the company and products. However, the main thing is a good user experi-

ence and the quality of the content. Once again, social media enables brand building and commu-

nication with customers. Telling the story and increasing visibility is done with the help of content 

marketing, while communication with current and potential customers can be done via e-mail. 

When effectively integrated, these methods can be used to create an effective marketing strategy 
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together by understanding the target audience and responding to their needs. This helps the com-

pany grow and achieve its business goals in the digital world. (Evers Conrad, 2024.) 
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5 Customer focus 

Customers' needs and wishes plays a central role in customer orientation. To implement this, cus-

tomer feedback and other tools according to needs are used. This provides added value to con-

sumers and improves the company's publicity. Serving the customer is one of the most important 

aspects of management in every company. When customers are well served, they engage, trust 

and are loyal to brands. These can increase brand awareness, profitability and help in creating a 

brand. Key skills in customer orientation are problem solving, adaptability, conflict resolution, em-

pathy, active listening, creativity, communication, data analysis and customer service. (Indeed Edi-

torial Team, 2023.) 

Employee training plays a central role in implementing customer orientation. When employees 

value the customer experience, they understand better how to take care of customers. Continu-

ous provision of high-quality services can be guaranteed, employees must have good training and 

orientation. Here the focus should be on communication, communication skills and positivity. For 

these skills to be implemented, the management must also invest in encouragement, praise, and 

rewards. Both employees and management have empathy in a key role. Through empathy, cus-

tomers and their feelings can be understood better, and the service can be delivered more effi-

ciently. In customer orientation, both internal and external thinking is important. The brand must 

offer positive experiences, listen to customers' concerns, offer excellent customer support and re-

sources, develop the company based on customers' needs and offer them positive experiences, 

and interact with customers in person and online. (Indeed Editorial Team, 2023.) 

In addition to training employees, it is also important to train management personnel. Training 

and incentive programs motivate managers in their professional development. Skills that generate 

added value for customers develop when companies focus their resources on the training of man-

agement personnel. Through this, the company creates a solid framework and gets managers who 

reflect the company's goals and values. The company also learns from the trainings with the help 

of comments and feedback and can thus find out, for example, about the managers and their 

needs. Participating in the local community can also promote the brand's image. Collaboration 

with community outreach information programs, other programs, and schools, along with encour-

aging employees to participate in the local community, can lead to increased brand awareness and 

improved public image. When a company shows that it supports education and donates supplies 
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or funds to local school systems, the company communicates that it cares about its customers. (In-

deed Editorial Team, 2023.) 

Different ways to implement customer orientation are, for example, changing protocols to better 

support customers, greeting customers by their first name, and money-back guarantee for prod-

ucts. This increases customer confidence, makes them feel welcome and valued, and shows that 

the company wants to help the customer with their needs in mind. Satisfied employees also create 

satisfied customers. Good interpersonal relationships and positive interaction are the result of a 

customer-oriented company culture. Through communication, customer service and corporate 

awareness, a customer-oriented corporate culture also affects product sales, creating long-term 

customer relationships. A brand can create personal value and encourage people to buy their ser-

vices and products by creating trust and loyalty through friendly and good customer service. By 

offering valuable products and services to customers, other players in the industry strive for the 

same quality and service standards. In this way, the quality and service standards of the entire in-

dustry can rise, creating more sustainable practices and thus a more positive impact on the entire 

industry and customers. (Indeed Editorial Team, 2023.) 
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6 Research 

The subject of the research was the development of the stable Furuvatni's website and social me-

dia to meet the current supply and standards. The research focused on creating new websites and 

improving social media marketing. The research focused on finding information related to website 

design. Websites had to be created to be user-friendly and easy to use. In social media, we once 

again had to boost marketing and engage new customers. Especially Instagram and Facebook are 

part of the marketing of stable Furuvatni, but the task was to try to get the most out of them as 

part of the marketing. The Furuvatni stable had received customer feedback mainly from the web-

site, but also from social media. Part of the research was to take this customer feedback into ac-

count together with analytics and improve the marketing strategy of Furuvatni stable and its im-

plementation. 

6.1 Background, context, and research question 

Stable Furuvatni's website no longer corresponded to the stable's offerings and gave misleading 

information. There was a lot of extra information on the website and not updating the website 

caused additional work and negative verbal feedback from customers. The websites were also un-

clear, and they had not thought about customer orientation. The daily maintenance of the pages 

was also difficult, and the stable keeper did not have the necessary technical know-how. The sta-

ble's website also did not meet the standards of today's horse industry websites. 

Stable Furuvatni has moved to social media channels Instagram and Facebook and started to ad-

vertise activities there as well. The chosen strategy for this is to add bulletins with up-to-date and 

topic-appropriate images. This has been popular and gained a lot of exposure. The stable also has 

its own WhatsApp group, to which willing customers can be added to get more information about 

the stable's operations and, for example, available riding lessons. However, this social media mar-

keting would like to be developed and diversified. 

The main question for the research is "How could digital marketing be developed?". The purpose 

is therefore to focus on the current trends of digital marketing and to compare the practices of 

competing companies. The goal is to utilize the collected information and incorporate it into the 
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development of websites and social media. Important in this development is also customer-orien-

tation and taking it into account when developing websites and social media. 

As part of the research is a literature review, where is looked at existing literature and online 

sources in relevant subject areas. The aim of the research is to get information from different 

sources to understand the whole and to get versatile information about the subject areas, key 

concepts, and findings about topics and to recognize different opportunities and threats. The in-

formation was researched to help as part of the research, so that it would be as versatile and sci-

entific as possible. 

In the verbal feedback asked from customers at the stable they were asked as the main question 

"What would you change in the current website?" and then allowed the discussion to proceed 

openly. With these respondents were given the freedom to express their views completely freely 

and from that was received more comprehensive answers related to the topic. Based on the an-

swers was gained a deeper understanding of the subject as well as new ideas and perspectives. 

Based on the opinions the websites and social media was developed respecting the development 

proposals and wishes of the customer base in question. 

6.2 Research method 

Qualitative research focuses on exploring and providing deeper insight. It collects the behavior, 

experiences, and observations of the participants. It answers the questions of how and why and 

explains the processes and patterns of human behavior. (Tenny at al., 2022.) Both research meth-

ods of the study are qualitative. In benchmarking, it can be seen in the usability of the user inter-

face, content evaluation and contact channels. In verbal feedback, it can be seen in qualitative 

analysis and in-depth understanding. 

In benchmarking, services, processes, and products are measured against the products of leading 

organizations in their field of operation. It is defined as a process where you get ideas by compar-

ing an organization to similar organizations. However, this does not require the same customer 

group or business and it can also be used to identify processes, areas and systems that require im-

provement. (ASQ, 2024.)  In appendix 1 you can find the companies selected for benchmarking. 

The companies include Turkan Ratsurinne, Okeroisten Talli, Kalliomaan talli, Hopoti, Tiinan talli, 
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Koivuniemen talli, Siipolan talli, Raijan talli sekä Wanhan Koulun talli, Wanhanmäen talli and 

Wanha Ratsastuskeskus. All these companies are horse tourism companies in Finland. The compa-

nies are selection of popular search results on Google. Benchmarking has been done in March 

2024 and the model used for it can be found in appendix 1. Verbal feedback enables direct and im-

mediate feedback that was both corrective, constructive, and positive. This feedback provides an 

opportunity to clarify expectations and improve performance. It helps to find out good features, 

mistakes, and suggestions for improvement, as well as possible goals for the future. This infor-

mation can be used to build better services and meet demands. 

In researching competing companies in the industry and conducting competitive research on 

them. Information about companies, their operations, marketing strategies, and services was ob-

tained. Based on the information it was possible to map the competitive field and understand the 

market better. With the help of competition research, it was possible to map competitive ad-

vantages and opportunities to stand out from the crowd. Through that weaknesses, strengths, and 

threats were recognized. Based on the competition research, ideas on how the stable Furuvatni 

could develop its marketing strategy were obtained. Verbal feedback was asked from Furuvatni 

stable's customers, and they were able to openly tell the pros and cons of the stable and its ser-

vices. Feedback was collected e.g. from the stable itself, services, website, and social media. 

6.3 Findings 

On several websites of horse tourism companies was the common theme that was strongly the 

visuality and ease of use of the websites. What caught the viewers eye was the demonstration 

video of the operation on the websites of a few stables. (Turkan Ratsurinne, 2024; Ratsastuskoulu 

Okeroisten Talli, 2019.) Several websites also told a little about what kind of stable it is, so that the 

customer could see if this stable would suit their needs. For example, the stable's value system 

was brought up many times and it was told how this is reflected in the stable's operations. On the 

website of one stable, the values were brought out separately one by one and explained how 

these are reflected in the daily life of the stable. They also had a story about where all the opera-

tion of the stable had started. (Kalliomaa stable, 2024.) Links to the social media of the stable em-

bedded behind the icon were found on the websites of several stables. More typically, the social 

media posts of the stables contained current announcements and pictures of the stable's everyday 
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life and events. However, the main thing in the social media updates of all the stables were horse 

pictures, which draw attention to themselves. 

The competition research revealed that comprehensive information about the stable's operations 

could be found on the websites of all the stables, and social media was supporting all this infor-

mation available from the websites. Information about the companies' various services and their 

marketing strategy was found on the websites. A large part of the marketing of all horse stables 

was an emphasis on horse pictures. As a rule, people's attention and interest were sought with 

these. The stable introduction video was also a widely used method to creatively tell about the 

stable's operations. In many cases stables values were expressed in these videos but many had 

also expressed them separately as part of the text or even as separate information. In all the sta-

bles, the services offered, and the prices of these services were clearly displayed. Links to their so-

cial media were also found on the websites of almost all stables, meaning that the use of social 

media was part of their marketing strategy. Typical social media channels used were Instagram 

and Facebook. Some stables also used WhatsApp and TikTok. The booking calendar was a common 

method of booking services, but the majority had a separate contact by phone or e-mail to book 

services. On the websites of almost all stables there were navigation menus on the top or opening 

from the side. 

Based on the research, the stable's small size, remote location and individual teaching turned out 

to be the most important competitive advantages of the stable Furuvatni. These were brought up 

on the stables' websites when reporting on their operations and values so they must be important 

since they are pointed out. Also, these things came to the fore when looking at the Google reviews 

of the stables I studied and finding out from there what aspects the stables value. Also, when talk-

ing with Furuvatni stable's customers about their favorite features of the stable, these things al-

ways came up. The stable's small size and remote location allow you to disconnect from everyday 

life and spend time in the bosom of nature. Due to its remote location, the customer can get a full 

nature experience, as the stable is surrounded by forests. Due to the small size of the stable, the 

number of people in the stable at a time is also small, and thus a calm atmosphere is maintained 

more easily. When the group sizes are small, the teaching and the implementation of the service is 

more individual, and each customer gets quality time together with the horse and the teacher. The 

stable also invests in safety which is enforced with the possibility of an assistant. The customer is 
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therefore not left alone if they wish, but they always have an assistant with them to secure the sit-

uation, guide and exist in constant interaction. At stable Furuvatni, the horses' well-being and 

good training are also at the center, which guarantees the horses' calmness and kindness. The 

chosen breed also helps in the realization of these qualities, as Icelandic horses are naturally calm. 

These features guarantee safety, but also create a reliable and warm atmosphere in the stable to-

gether with helpful and friendly staff. 

When asking from customers at the stable for verbal feedback it was found that it was difficult to 

find information on websites. In their opinion, the information was not logically classified, but you 

had to search for it in several places on the website before you found it. There was also feedback 

about the extra useless information that was left on the website. In their opinion, this useless in-

formation confused the websites, and the way things could be found. The old information left on 

the website caused interest in services that were no longer available. So, there were useless con-

tacts. However, one of the biggest topics of feedback was that the stables’ website did not work 

on a mobile device. Many gave verbal feedback that they would expect websites to work on mo-

bile devices as they become more common and were disappointed when there was no possibility 

for this. Feedback was also received on the old website about the old stable name found on the 

map, which confused first-timers. Many customers also tried to contact the stable by calling with-

out success, as they thought this was the primary method of contact. The contact method was re-

quested to be clarified, so that customers would know which way the contacts should primarily be 

made. 
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7 Developing plan 

Figure 1 shows the front page of the stable's old website. The picture welcomes the customer to 

the stable's pages and introduces a little about the horses and the stable's activities with a photo 

collage. The pictures show nature and different seasons as well as customers of different skill lev-

els. The picture also shows the training of horses.  

 

1. Front page of old websites 

Stable Furuvatni's old website was made by coding, and the entrepreneur herself did not know 

how to update it effectively, and she did not have someone who could have done it for her. As 

shown in figure 1, many old pictures of old services and already dead and sold horses that the sta-

ble had before were found on the old website. The front page was visually impressive and caught 

the viewer's attention. However, as part of this visuality, there are already removed activities and 

services from the stable, which the stable no longer offers. For example, the form of riding, the 

sled is attached to the horse with a rope, is no longer part of the services offered by the stable. 

This service is also no longer suitable for today, as it does not respect the stable's current safety 

practices. The horses in the pictures, most of which have already died or been sold, also give a 

misleading picture of the stable's operations. People expect to still find the same horses in the sta-

ble and are disappointed when there are completely different horses than what they see in the 
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pictures. The image also uses the font found in the stable's logo, which is also printed on the sta-

ble's branded products. However, the production of these branded products has already been dis-

continued.  

On the new website, we decided to focus on clarity and the atmosphere created by the pictures. 

Figure 2 shows the front page of the new website of the stable Furuvatni. The front page wel-

comes the customer to the stable and shows a picture of one of the customers' favorite horses. It 

is also indicated below the photo who took the photo. 

 

2. New website front page 

In Figure 2, we can see that the new website includes social media icons at the top, from which 

you can directly access the stable's social media pages, as well as the entrepreneur's contact chan-

nels. At the bottom of the website, again, you can always find the address of the stable, the year 
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and rights of editing the website, the name of the website creation application, i.e. Webnode, and 

cookies. The name of the stable was kept written in the same font, and the location of the stable 

and the direct translation were kept below the name. The name of the stable is an Icelandic trans-

lation of the word "Petäjävesi", i.e. the place where the stable is located. We decided to clarify the 

transition bars and add a line under the bar that is selected. In addition, under each photo of the 

stable you can find the information of the person who took the photo.  

Figure 3 shows the event calendar of the old website. It now reads "the event calendar will no 

longer be updated" and has links to Facebook and Instagram as well as old event calendars. The 

picture shows the stable's old banner at the top and the transition bars between the information 

on the page. The bar changed from beige to black when selected, as shown in the figure. 

 

3. Event calendar of old websites 

The page shown in Figure 3 does not provide the customer with any important additional infor-

mation about the stable's services. The page only states that in the future current information will 

be updated on social media and links to these will be provided. The link to the old event calendar 

is also useless for customers. The information on the page in question could very well be put to-

gether with the information on another page, so it would not need a whole page for itself. 
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Figure 4 shows the operation of the stable on the stable's old website. The activity tells about rid-

ing lessons, horseback trek, horse shed and stable places, camps, courses, and other activities, as 

well as the prices of the services. At the beginning of the page there are links that lead to different 

transition points on the page. 

 

4. Activity page of old websites 

The page shown in Figure 4 tell a lot about services that have already been discontinued. For ex-

ample, a course session has not been organized at the stable for a long time and no horse shed 

and stable spaces have been offered. The text also contains old information about e.g. booking 

and implementation of riding lessons. In addition to this, the pictures show already dead horses. 

We decided to bring a separate page for prices to the new website. This page is shown in figure 5. 

The prices for riding lessons and horseback treks are detailed in the price tab. Below these, you 
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can also find information related to booking and canceling lessons, as well as information about 

riding lesson cards. The most important information is highlighted in bold text. 

 

5. New website price list 

On the old pages, there had been feedback about the price findability, so on the page shown in 

Figure 5, efforts were made to make it easier to find. Part of a good website is easy-to-find infor-

mation, so we tried to make all information easy to find on the new pages. The most relevant in-

formation related to riding lessons and horseback trek was also included in the price list, so that 

there is no need to go looking for them separately, and thus the customer has less work to do. 

Bolding the text also focuses attention on the most important factors that influence the booking 

and cancellation of the service.  
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We also made a page where we tell more about the riding lessons, it can be seen in figure 6. Also, 

on this page, the most important text has been made bold. On the page, you can find all the es-

sential information regarding riding lessons, as well as a picture reflecting the atmosphere of the 

stable. 

 

6. New website "information about riding lessons" 

On this page, which can be seen in figure 6, you can find more detailed information about riding 

lessons. The website states that lessons are offered to riders of all levels and ages, as well as the 

size of the group. The pages tell about the individuality of the teaching and the most important 

gestures, as well as information about liability insurance and the effect of weather conditions on 

riding lessons. The website also provides other information about riding lessons and their imple-

mentation, which is necessary for the service.  
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Figure 7 also shows similar information about horseback trek and a picture from a horseback trek. 

There is also a picture on the website where you can see what kind of landscapes the horseback 

trek can take place in. 

 

7. New website "information about horseback trek" 

On this page found in Figure 7, you can find a lot of the same information as on the page that talks 

about riding lessons. Similar information is e.g. weight limit, group size, the effect of weather con-

ditions on the riding lesson and dressing instructions, as well as the policies for booking and can-

celing lessons. On the website, however, you can also find information that only applies to horse-

back trek. Even though the pages have a lot of the same content, it was important to separate 

them into different pages, because especially on weekends and in the summer, there are a lot of 
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tourists visiting Furuvatni stables who want to book a horseback trek for themselves. It is im-

portant to offer these customers a page where they can easily find all the most important infor-

mation.  

The horses page was also found on the stable's old website, which can be seen in figure 8. The 

page described the horses of the stable and found a picture, name, and date of birth of these 

horses. In addition to this, there was a small character description of each horse and information 

on what use and what level of customer it is intended for. 

 

8. The horses page of the old website 

The horses page shown in figure 8 was effective and aroused interest among customers. However, 

it was difficult to maintain the page and it was difficult to promise customers the information in 

the horse photos, because the same horse can behave differently in the company of different peo-

ple. Horses also have bad days and they constantly change as the surrounding factors change, due 
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to training and as they age. The pages also tell about old horses that were no longer in the stable. 

The pictures of the horses were also old and thus the horses did not necessarily meet expecta-

tions, as they had changed in appearance and body with age.  

An introduction was also found on the stable's old website, which can be seen in figure 9. The 

pages briefly introduced the owner of the stable and her family, as well as the other animals on 

the farm in addition to the horses. These animals are only rarely seen in the stable and are not re-

lated to the stable's activities. 

 

9. Staff introduction page of the old website 

On the introduction page shown in Figure 9, the introduction of the owner of the stable was mini-

mal. The text did not say anything other than that she is responsible for taking care of the horses 

and keeping the lessons. The customer could not get any personal bond based on this text alone. 
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The information and pictures in the texts are also old and thus do not correspond to today. Infor-

mation about family members and pets is also somewhat unnecessary, as they are not part of the 

services offered by the stable.  

We decided to add a general section to the stable's new website, which tells what kind of stable 

Furuvatni really is. This was one of the stables’ customers biggest verbal feedback wishes. As 

shown in Figure 8, we brought up-to-day picture of the owner of the stable to this page. Below the 

picture are the names of the owner of the stable and the name of the horse. We also told a little 

about her way of teaching and the values of the stable. 

 

10. New website "general" page 

On the pages shown in Figure 10, we decided it was important to tell customers how the values of 

the stable and especially the well-being of the horses is reflected in the stable's operations and 
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everyday life. Adding this information creates transparency and increases trust. We added infor-

mation about partners and a link to the pages, where you can find links to their pages, who work 

together to maintain the well-being of the horses. At the end, we added links to the stable's social 

media, because there they bring out more of the stables’ operations. 

A general information page was also found on the stable's old website, which can be seen in figure 

11. The page contains the information of the stable's owner, account number, best call times and 

a map. The map is linked with the Google Maps service and by clicking on the image, you can get 

directions to the stable. At the same time, the stable's old name and Google reviews also appear 

on the pages in connection with the map. 

 

11.  Contact information for old websites 

In the general information section, which can be seen in figure 11, there is the old name of the sta-

ble. This name has not been used for many years. The information on contact times and methods 
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is also old. The website says that you can also book lessons by calling, but the entrepreneur pre-

fers text messages and WhatsApp contact. The pages have also had the text "note! new account 

number", which has not been removed from the site. 

Figure 12 shows the contact page of the new website. The owner of the stable wanted to change 

the name of the top bar to contact instead of the word contact information, because she felt that 

it would be a more approachable and relaxed choice of words. We added all the stable's contact 

information, the stable's address, and account number to this page. We also created a map from 

which you can directly access the Google Maps service to view the arrival instructions directly to 

the stable. In addition, we added social media links and a list of cooperation partners. 

 

12. New website "get in touch" page 
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On the contact page shown in figure 12, the text "contact us" was added in capital letters, which 

prompts the customer to contact the stable. Contact information was updated to meet today's 

messaging needs, i.e. customers were given the option of contacting them via text message or e-

mail. The extra text under the account number was also removed and it was decided to advertise 

the partners, as they are in active cooperation with stable Furuvatni. The old name of the stable 

was removed from the, but and you can still click to see the stable's location and driving directions 

on Google Maps. 

7.1 Furuvatni’s social media 

Stable Furuvatni's social media marketing focuses on two different social media channels, i.e. Fa-

cebook and Instagram. Of these social media, Instagram has recently reached more people than 

Facebook. Figure 13 shows the Facebook pages of stable Furuvatni. On the Facebook you can find 

the most important information about the services of stable Furuvatni, as well as contact infor-

mation and a link to the website. Facebook's publications mainly include announcements about 

the stable's activities. 

 

13. Furuvatni's Facebook page 
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Stable Furuvatni's Facebook marketing focuses on short and informative texts. Pictures have been 

placed in the center, and efforts have been made to invest in their quality. With the help of this 

communication, customers are given the opportunity for communication and participation. They 

can like, comment, and share posts. As the number of active Facebook users decreased, we de-

cided that there would not be many changes to Facebook. There are still posts there, but due to 

the low level of customer activity, there is currently no need to invest in the development of Face-

book operations in more detail.  

Once again, Instagram, which is surfacing more and more, became the target of development. In 

figure 14, we can see the Instagram pages of stable Furuvatni. Instagram of the stable contains 

basic information about the stable and a link to the stable's website. Current updates about the 

stable's operations are made on Instagram and customers are kept involved in the changes. 

 

14. Furuvatni's Instagram page 
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On the Instagram page, you can find a profile picture shared with the front page of the stable Fu-

ruvatni's website, which can be seen in figure 14. This ties Instagram and the stable's website to-

gether. Instagram is constantly updated with posts that market Furuvatni stable's services, but 

also tell about the stable's news. Customer commitment and trust also improves when the stable's 

my story is updated with posts about the stable's everyday life. On the stable's Instagram page, 

you can now also find the highlights, in addition to the presentation of the stable's horses. In the 

everyday part of the stable the customer can become a part of the stable's everyday life and see 

how things are done at the stable.  By seeing inside the company's operations, transparency is em-

phasized, and values are highlighted. For example, taking care of the horses' well-being comes up 

in the highlights and the customer can thus see how it happens in practice. In many cases, the 

posts also stimulate participation and customers sent messages related to the posts. In customer 

service, the focus is on quick responses, positivity, and friendliness. In this way, the customer al-

ways feels valued and heard. 

7.2 Limitations and future direction 

The owner of the stable Furuvatni does not want to expand her operations in the future, nor does 

she want to change her services behind the booking calendar. She wants all bookings to go 

through her also in the future. She wants to keep the website only in Finnish and not add e.g. Eng-

lish to the languages. She wants to keep this because she only offers her services in Finnish. She 

wants the website to be simple and not to add extra unnecessary information in the future. She 

also wants the responsibility of social media to remain with the same people assigned to it. She 

also does not want to include influencers as part of marketing and does not want to spread to new 

social media platforms such as TikTok. 

However, in the future, services could be developed by offering an introductory video on the web 

site, which you could watch to understand the idea, services, and values of the stable without 

reading any other text on the stable's website. This would also provide the desired transparency to 

the service. Transparency could also be added to social media updates by bringing out more of the 

stable's activities and especially its everyday life. Part of the research was testing the implementa-

tion of this and the reception was positive. Therefore, we should continue to make similar updates 

and add them to other social media of the stable.  
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Social media could also be used to invest in marketing by adding relevant hashtags to the post and 

by including partners in the advertising. Possible partnerships could be e.g. Petäjävesi municipality 

and Visit Jyväskylä. Also, possible events that raise the profile of the stable's activities could be in-

creased to achieve more visibility for the stable. A few of these events have already been seen 

every year, but the number and scope of the events could be increased. Events should also be ad-

vertised more in advance and on a larger scale. Currently the advertising strategy is based more on 

posting about past events after events.  The stable could also be advertised more in the future 

with more open days, where customers could freely get to know the daily life of the stable and 

thus see if this would be a good place to start a new hobby. These open days should also be adver-

tised more and more widely, so that more participants and potential new customers could come.  
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8 Conclusion 

The thesis considered horse tourism as a form of tourism and brought out its various benefits for 

people and society. Digital marketing, its trends and benefits are highlighted, and this information 

was used in the implementation of the study. From the literature review, the most important fac-

tors to emphasize in the marketing of horse tourism emerged. These include history and the im-

portance of horses to people, the company's service offering and their implementation environ-

ment, the connection between horse and human, promoting physical condition, supporting 

mental health, horse instincts, guaranteeing the well-being of horses, training horses, taking into 

account special characteristics and continuous development and guaranteeing quality. At the 

stable Furuvatni, the Icelandic horses and their breed-typical characteristics also play an important 

role, as they are the main breed at the stable. Social media can be used as an aid in marketing, 

which gives the opportunity for interactivity and immediate feedback and interaction. When used 

effectively, it reaches many people very quickly, is constantly becoming more common, is cost-ef-

fective and enables direct contact with customers. When marketing using social media, it is impor-

tant to consider current social media and marketing trends, as well as security. One of the most 

significant trends in marketing is customer orientation which is a part of all the company's operati-

ons at the stable Furuvatni. 

Case study 

The subject of the case study of the thesis was the stable Furuvatni. The need for research arose 

from the need to update the old website and social media of stable Furuvatni. The main research 

question was "How could digital marketing be developed?", which was answered in the study and 

measures were taken based on the results of the studies. The main method of the research was 

benchmarking, where competing companies were studied and, based on the collected infor-

mation, the competitive field was mapped and competitive advantages and the possibility to stand 

out from the crowd were identified. Together, based on benchmarking, Google reviews and cus-

tomer comments, it was found out that Furuvatni's main competitive advantages are the stable's 

small size, remote location, and individual teaching. The research also highlighted the importance 

of horse-themed pictures, a presentation video, expressing values, explaining services, explaining 

price lists, social media, the booking calendar and the ease of use of the pages, which can be seen 
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in appendix 1. Based on all these results, a development plan was created for the stable's digital 

marketing. It was decided to completely re-create the stable's website and develop social media.  

All unnecessary information was removed from the website and only the most important infor-

mation was collected. On the website, the focus was on creating an atmosphere with the help of 

images and by highlighting the services, their prices, and the contents of the services. It was also 

decided to bring out the values and tell about them as part of the stable's activities. Social media 

focused on the quality of the posts and the transparency of the team. The customers were in-

cluded in the everyday life of the stable and the activities of the stable were explained in a more 

comprehensive manner. Customers could also participate in the updates of the stable by register-

ing. However, not all reforms have been done yet and their implementation will continue in the 

future. The reliability and ethics of the research were explained at the end, where more infor-

mation is given about the conduct of the research. With the help of new websites and updating 

social media, stable Furuvatni can get wider visibility and thus new customers, and get permanent, 

more committed customers through the expression of transparency and values. Customer satis-

faction also increases, as their development proposals have been considered as part of improving 

the team's website and social media. This increases word of mouth marketing for the stable. 

Reliability and ethics 

Benchmarking is the main research method of the study and stables all over Finland have been 

studied in it. A table has been used to measure the results, where the same things have been com-

pared between all the stables. This same table could be used when researching more stables, in 

which case you could get more results that would repeat similar results. Only the most important 

things that could have been used as part of the research have been considered for measuring the 

research. The results can be placed in a wider context when looking at websites in general and 

their characteristic features, but the study only examined certain variables. The data collection 

was carried out within the framework of the table, examining only the details discussed in the ta-

ble from each website. The correctness of the information was verified by examining only the 

websites created by each team, which describe the team and its operations. Tabulation was used 

to analyze the results, as it clearly brought out all the variables and connecting factors to deter-

mine which features were the most used and thus corresponded to the standard of horse tourism 

company websites. 
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Stable Furuvatni gave consent to the study before participating and all their confidential infor-

mation was kept confidential. In the thesis, none of this confidential information was brought out 

and the information brought out is permitted. In the study, impartiality and honesty were ensured 

by benchmarking, where stables were compared with each other and thus their differences from 

each other were considered. A clear tabulation was used for this, where only the most important 

features were highlighted. All methods and results were also reported accurately and honestly. 

Research material is stored on a private computer in a folder to which only the researcher has ac-

cess. After the investigation, all confidential materials are destroyed from the computer. 

The research focuses on companies in the horse tourism industry and especially the stable Fu-

ruvatni, as well as interviewing and observing people belonging to the target group. Benchmarking 

and verbal feedback are used to collect information. In addition, existing literature on the topic is 

used, including keywords, key phrases, multiple search methods and sources, data screening, data 

collection and analysis, and interpretation. The research also uses stable Furuvatni's social media 

channels and websites, as well as data collected through the stable's customers and the stable's 

owner, which are analyzed. This information has been collected during practical training through 

open communication and participatory observation. Taking all of these into account as part of the 

research gives a deeper understanding of the materials. 
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Appendices 

Appendix 1. A study of the stables' websites 

 


