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Taméa opinnaytetyd tarkastelee sosiaalisen medidtdé&ywsana venaldisten turisti
tiedonhakua. Tutkimuksen kohderyhmaksi valittiin hfpgs-Karjalassa vieraileve

vendalaiset turistit. Tutkimuksessa tarkasteltiin lukiajakayttaytymisen matkailuun

littyvia erityispiirteita. Lisaksi tutkittin, mitg venalaiset turistit etsivat Pohjo
Karjalaan liittyvda matkailutietoa ja kuinka ladjasosiaalista mediaa kaytettiin tied

lahteena. Tutkimus selvitti, onko sosiaaliselladiaba vaikutusta venalaisen turistin

ratkaisuntekoon ja kohteen valintaan liittyvisséypyksissa ja arvioitiin sosiaalisé
median mahdollisuuksia kohdemarkkinoinnissa ves#liéi turisteille. Idearn
tutkimuksen toteutukseen antoi paikallinen matlaianisaatio Joensuusta, mu

tutkimustulokset ovat hyddyllisia kaikille niillesapuolille, jotka haluavat hyddynta

sosiaalista mediaa osana markkinointistrategiaaasalaisille turisteille.
Tutkimus toteutettin  maarallisen tutkimuksen meadodkayttaen. Empiirinen 0s
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tutkimukseen saatiin mukaan kattava otanta venal&®hjois-Karjalassa vierailev
turisteja. Kaiken kaikkiaan 96 vastausta hyvaksyttiukaan tutkimukseen.

Saatujen tuloksien mukaan Pohjois-Karjalaan matkiaaenalaiset turistit vierailev:
kohteessaan toistuvasti ja nain ollen eivat etstkak@hteestaan aktiivisesti tieto
Kuitenkin, tutkimus osoittaa ettd venaldiset turiskayttavat sosiaalista medid
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paatoksentekoon, mika tukee sosiaalisen medianyhigyytta kohdemarkkinoinniss
venalaisille turisteille.
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Abstract

This thesis discusses the consumer behaviour oistcand the use of social media
Russian tourists’ search for information. The fogwsup of the study was Russi
tourists visiting North Karelia as a travel destioa. The study investigated the spec

features of the consumer behaviour of Russiangisudow the tourists find information

about the North Karelia region and more specifichtbw largely social media is used
the source for this information. The study alscestiged whether social media affects
decision making and destination choosing of theskwstourists. The purpose was
find out if social media marketing can be usedetich potential Russian tourists. The i
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for this study was generated by a local tourismanigation in Joensuu, but the results of

this study are beneficial for all parties asses#uegpossibilities of social media marketi
for Russian tourists.

The study was quantitative practise-based by nafime empirical part of this study w

implemented in December 2010 by interviewing Russtaurists in Prisma supermarket

in Joensuu. The data collection method was a questire. The participants for th
study were randomly selected in order to reach d@ensive sample of the Russi
tourists visiting North Karelia, and all togethed §uestionnaire answer were qualifi
for this study.

The results of the study show that Russian tourvistis North Karelia quite frequentl
and do not look for tourism information very actixeHowever, social media is active
used as the source of touristm related informatiogeneral, because it merges toget
the two main sources of information most used lgyRlussian tourists - the internet 3
frineds and relatives. In addition, the result grdtiat social media has a significa
influence on the Russian tourists decision makimdythus provide support for the use
social media for marketing purposes for Russiangtal
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1. INTRODUCTION

1.1 Study background

Finland, including the North Karelia region, is aeded as an interesting tourism location
among Russian tourists. Every year hundreds ofstdimids of Russians visit Finland on
holiday or for other purposes. Flexible means afisportation between Russia and Finland
makes Finland a convenient choice of travel destina In Finland Russian tourists
comprise a class of their own; without a doubt they considered as having some of the
most potential out of customer groups in FinlaniderEfore, the focus of the study was put

on the Russian tourists.

What attracts Russian tourists to come to Finlardtifeow do Russian tourists choose their
travel destination? This is essential information tburism providers. The knowledge of
the preferences of Russian tourists and their me&nsformation research gives the
tourism providers the possibility to influence tlo@rrists’ decision making by promotional
means. The key task is to identify the main chamgiere the information is distributed.
The Internet nowdays is naturally the most popwaurce of information for many
tourists. A broad variation of different pages witavel related information is provided for
tourists. In addition, the information distributiam the Internet has brought about a new
environment known as social media. Social media ast a growing trend in tourism
marketing. Marketers have come to understand that gower of tourism related
information distribution has passed from tourisnoviders to the tourists themselves.
Tourists do not look for official tourism informati sources, but rather ask
recommendation from other travelers. Therefore,l@tipg the possibilities of new

innovative social media marketing would be an athga for tourism companies.

An objective of this study was to find out how Rasstourists find information about the
North Karelia region as a travel destination. Rafigr to the changes in information
research in the Internet, the main interest wasxemine to what extend Russian tourists
use social media in their information research gssc The study explains the patterns of
information research related to tourism and th#eots on consumer buying behavior. It

also introduces viewpoints on how social media lsarutilized in destination marketing.



The information research habits of Russian toumses then presented according to the
results gained by questionnaire interviews. Findllg conclusions based on the results are

discussed at the end of this study.

1.2 Russian tourism

The political, economical and social changes indRubave been immense in the past few
decades. This has influenced Russian outboundstaweis well. Actually, the demand for
travelling in Russia started to grow particularieathe collapse of the Soviet Union, when
travelling became possible on a larger scale. Tssipility to travel has contributed to the
Russian tourism in Finland as well. Evidently, toavenient accessibility from Russia to
Finland by railway and by road plays a role in thestination choice, and the statistics
certify the significance of the Russian tourisnFinland. According to a study executed in
2010 by the Finnish Tourist Board, a total of 2.@iom Russian visitors entered Finland
in 2009, which contributed one third of the totahaunt of foreign visitors to Finland.
Over 80% of these travels were done by road (Rmiisurist Board 2010). Moreover,
according to the latest statistics, Russians weeeldrgest group of foreign tourists in
Finland in January 2011, encompassing nearly 51%eofotal overnights stays by foreign
tourists (Statistics Finland 2011). In 2010 thedasorcrossings in the eastern borders of
Finland grew by 13.7% compared to the previous ,yaad the Finnish Ministry for
Foreign Affairs granted in 2010 a record numbevisés for foreign tourists (Findikaattori
2011). Among other popular Western European holidagtinations such as Turkey,
Egypt, Estonia or Germany, Finland was ranked autidisputed leader with 2.8 million

Russian visitors in 2007 (World Tourism organisat&909).

It is clear that Russian tourists comprise a higteptial group for Finnish tourism. Finnish
holiday destinations continuously allure Russiauarits to visit. Russian tourists have
several reasons for visiting Finland. The three mr&corded reasons are tours, sport
holidays and seasonal holidays during Christmagtaadew Year. It is worth mentioning
that Russians often travel abroad for other reasioas just taking a holiday. Day trips,
shuttle trading and shopping constitute a consileramount of the visits too (World

Tourism Organisation 2009).



Although the statistics report the high amount aé&tan tourists travelling to Finland, it is
essential to mention that not all tourists havddfd as their final destination. Finland is
also used by Russian tourists as a getaway cotmtimavel elsewhere in Europe. Three
main types of tourist groups can be recognised xXplaen the differences in travel

motivation. The first group consists of those Ramssiourists with Finland as the main
destination. They visit Finland either for leisysarposes or come to visit friends and
family. The second group is Russian tourists whwedl through Finland to other countries
and use Finland as a getaway destination. Thesest®stay in Finland only a few days
and are not interested in Finland as their maivetrdestination. The third group consists
of Russian tourists who use Finland only as a irasmuntry. For them, Finland is a

convenient travel point with safe and well functiantransport connections to continue

their travel to the final destination (Kosonen, Baan&Reittu 2005).

1.3 North Karelia region as a travel destination

North Karelia is a competitive travel region in kind. The attractiveness and
competitiveness of the North Karelia region congsidrom its nature and peaceful
environment with various middle sized cities offigricultural experiences. North Karelia
has a competitive assortment of active sports aglidhopping and countryside travelling,
along with good possibilities for fishing and cogarenting. The cities of North Karelia
offer various festival events around the year aresgntable options for accommodation
and dining.

The North Karelia region is located next to Rusai@ the region has a long history of
cooperation with its neighbouring country. For exéenJoensuu, which is the capital city
of North Karelia, was founded in 1848 by Tsar Néidlof Russia. The traditions in trade
between North Karelia and Russia extend to thedastury, and the customs of close
relationships are due to the long history. Becanfsiés close location to Russia, North

Karelia can be easily reached by Russian touriseh by road or by railway.

North Karelia attracts Russian tourists. Recenflypbpularity among Russian tourists has
seen a slight increase in the number of recordsiisvio the region. According to the
Statistics Finland the overnights spent in Finldoydforeign tourists increased in 2010

overall by 9% from the previous year. North KarelWas one of the regions with the
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largest increase, with 17% in the overnight st&tat{stics Finland 2011). Russian tourists
are considered as a profitable customer group fthNKarelia tourism, and the region

continuously develops the strategies in receivieghare of Russian tourism in Finland.



2. CONSUMER BUYING BEHAVIOUR IN TOURISM

2.1 Consumer behaviour

The study of consumer behaviour is the most dynashiall marketing activities. What

attracts customers today can already tomorrow beegong very different. Due to the fact
that consumer preferences change continuously emaftected by various factors, they
are difficult to analyse. However, understanding buying behaviour of the target market
Is essential to marketing managers. By understagniti@ buying behaviour the marketers
concentrate their marketing activities on adappngduct offerings to the particular target
segment’s wants and needs. In this study the mgapint for understanding the Russian
tourists’ decision making behaviour was to refléiceé previous studies of consumer

behaviour in the result analysis.

Consumer buying behaviour has no rigid rules. Aisles can be made spontaneously or
after evaluating multiple alternatives. The soeiavironment, family, friends and society,
affect the buyer’s decision making as well. Ovex ylears consumer buying behaviour has
evoked several attempts to put forward models tplagx this complex subject.
Notwithstanding the numerous efforts of trying take sense of the complex phenomenon
of consumer behaviour, the interpretative modeés rast all-embracing. They can only
give a general picture about the factors that exfbe consumer’s behavioural patterns, but
not prefigure the behaviour to the core.

An overview of previous studies presents severffier@int approaches to consumer
behavioural studies and gives a general pictureutaliee evolution of the models.
Andreason (1965) presented one of the earliest lmamfeconsumer behaviour. In his
theory the importance of information is recognisedthe consumer decision making
process. Nicosia (1966) evolved the model by adthag the information change can be
interactive; firms can influence consumers throaghkertising and conversely learn from
consumer purchasing behaviour. Further models bawe deeper in trying to understand
the psychological aspects of consumer behaviouvath-Seth (1969) model is one of the

most well-known. It emphasises the importance dfedint inputs that influence the



consumer buying process and introduces the waye timputs are considered before the
final purchasing decision.

2.2 Consumer behaviour in tourism

When considering consumer behavior, the divisiamvben the behavior model in buying
a product or a service arises. Before understanti@gonsumer behavior in tourism, one
must think about the wider concept of tourism fteeld what defines it. The term tourism
invokes associations to words like hospitality occa@nmodation, travel, tours,
entertainment and leisure. All these different atspeogether comprise a phenomenon
defined as tourism.Tourism is a study of man away from his usual lpdf the industry
which responds to his needs, and of the impactshibida he and the industry have on the
host's sociocultural, economic and physical envinemt (Pike 2008,22). Tourism is, by
its very nature, a service rather than a produle @lassification of tourism as a service
has a considerable effect on consumer behaviouwels (Swarbrooke and Horner
2007,45).

Thus, tourism as a product has a distinctive featwiis intangible. An intangible product
is a non-physical product that the consumer caerperience before the actual purchase.
This means that service is also inseparable: ptamucand consumption happen
stimultaneously. A service results from producemnstoner interaction. The intangible
nature of the service offer has a considerablecetia the consumer during the decision-
making process involved with a purchase. The pwehaf a product which cannot be
experienced and physically assessed before thendpudiecision is made inflicts
contingency on the consumer. This, coupled with Hifgh spending aspect of tourism,
means that tourism for the consumer is a high- disk&ision-making process. Therefore,
the consumer will be highly interested and involuedhe purchase decision. (Swarbrooke
and Horner 2007,45)

The differences between tourist behaviour and aoesbehaviour are due to distinctive
activities surrounding the tourist. These are dicgration or pre-purchase, a travel to the
site segment, an on-site experience, a returnltcamrmeponent, and an extended recall and
recollection stage (Clawson and Knetsch 1966). (Qmes behaviour traditionally

concentrates on examining the choice of a prododtpaoduct satisfaction. Clawson and

6



Knetsch (1996) derive some differences from stahdansumer behaviour studies. In the
pre-travel phase, the anticipation stage, a tokesnhly awaits the forthcoming travel. This,
together with the post-travel phase, is an importafluence on the actual on-site
experience. People think about their tourist experiences a mptwo months, sometimes
years after they have been on the site. In thiseséime experienced product does not decay
or wear out and may indeed be augmented by ongafegmation about the site or by
repeat visits (Pearce 2008,10).

Another factor that separates tourist behavioumfomnsumer behaviour is that tourism is
related to more social business both in consumpaioth production (Pearce 2008,11).
Tourism includes interaction between tourists whwehexpectations about their holiday
and travel providers who try to fulfil these exmdins. The role of expectations and
satisfaction in tourist behaviour is however moiféallt to define. Overall, it can be said
that tourism consuming behaviour is more delicatalgnplex than the buying process of
more regular product. Tourism buying behaviourudels greater number of contributing
factors that influence the buying decision. To ustéad the difference between regular
consumer behaviour and consumer behaviour in tourgs model adapted for tourism is
used in analysing these differences. The precamditof the study are thus that the buying
process in tourism involves a higher risk and dggher anticipations for the purchased
service. Together, these factors increase thesttginvolvement in the information search
process. Models of consumer behaviour adapted ugsto explain the differences in
information search in tourism further in the nelxapter.

2.3 Models for consumer behaviour in tourism

As in other industries, a few broadly characterigealips of consumers can be identified
in tourism. The travel can be motivated for examplevork motives such as a meeting, or
physical motives such as outdoor sport. A festac$ as a cultural motivator to travellers.
Other motivators can be social, religious or eatarhent: a trip to visit a friend,

pilgrimage or shopping can all be reasons to traMe¢ point is that the decision to travel
is always related to an individual’'s personal anstances. Individual motivation derives
from these circumstances and, the motivation atgads to the will to purchase. The
interest of travel marketers is to understand vhatmotivating factors leading to the act

of purchasing are. Motivation can be influenceatigh marketing decisions and with the
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ways the product is introduced to the consumerr&ibee, communication channels st
as external advertising and social group influeacel contribute to motivation ai

ultimately to the buying decisic

Mathieson and Wall (1982) recognise that a holidagy service product. By characterist
it is intangible, perishable and heterogeneous.s&haspects affect the consumi
decisionmaking. Mathieson and Wall (1982) model also pauat that with a servic
product such as a holiday, consumption and evaluaiccur simultaneously. In additic
the model incorporates ideas that consumers arpogpeful in actively seeking o
information during the decision making process aeadognise the importance of t
external factors (Cooper, Fletcher, Fyall, Gilbend Wanhill 2008,59)Mathieson and
Wall (1983,28)presented a linear model of travel buying behavidinis basic mode

shown below presents the five stages of the decisiaking proces

Felt need/! Information Travel decision Travel Travel

Travel —*  collection —* (choice between —* preparation  —® satisfaction

desire and evaluation alternatives) and travel outcome and
image experignces evaluation

Figure 1. Travebuying behaviour, Mathieson and Wall (1983

The model above represents the framework of thisidecmaking stages and suggests
each of these stages influence each other. Thelrbdéathieson and Wall (1982) do
not go into the details ' the distinctive factors that affect the buying dem process
However, it does support the assumptions of thislysthat the information search

actively related to decision making in touri

The differences in consumer behaviour in tourism aso explained in the model

Middleton (1994).His model is adapted to explain the distinctivetdess of tourisn
buying behaviour and their effect on tourism marigtThe distinctive features of touris
buying behaviour are separated out as motivaand determinants influencing t
purchase decision. The model of Middleton (Middtef®94, 54) attempts to explain 1
different variables affecting the travel purchaseision and the connection between tr

variables.



Stimulus input  Communication Buyer characteristics Purchase outputs

channels and decision process (response)
Communicaltion
filters Motivation
Range of Advertising Leamning Demographic
competitive Sales promotion economic and
products " Brochures social position
produced and ., Personal selling \
markatad by PR A Psychographic ]
the tourist | | characteristics Product |
industry 1 — - Brand ; —
S — R Perceptions Price e
Friends MNeeds | Cutlet |
Family T Wants |
Reference /f" Goals
Goups M
Experience Attitudes
Post-purchase
and post-
consumption <
feelings

Figure 2. Adapted model of consumer behaviour umison (Middleton 1994, 54)

There are four components in the stimulus-resporesgel. The two first, “Stimulus input”
and “Communication channels” represent inputs whiehthe range of products available
in the market and marketing activities. The firgbtcomponents are the sources of product
information for the buyer. The model shows thathbpublic advertising and the social
environment distribute the information. Formal coomeation channels operate through
sales promotion techniques to attract prospectistomers. The social environment
provides information through groups such as farailyg friends, with whom the consumer
interacts socially. In the next component “buyearelteristics and decision process”, the
information is assessed with the incorporation efspnal motivators. Personal motivators
according to the model are the general demogragiicpsychographic attributes of the

individual. These attributes are discussed laténeénstudy.

Finally in the fourth component the decision formi® a purchase, which is the output of
the process, i.e. the customer’s response. In dodexecute successful marketing, is it
necessary to understand the framework of a buyadsvation and decision processes.
Middleton’s (1994) model introduces the scale atdes that are likely to affect travel and

tourism purchase decision. It is noteworthy thavet purchase decision is not routine but
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calls for “extensive problem solving”, which inclkesl careful information search and
assessment before the final decision is made. Adwy of Middleton (1994) can be used
as the framework in analysing the Russian toursag'sumer behaviour. Each country has
its own specific attributes in tourism marketingdatourists’ psychographic attributes,
related to the cultural background. Understandiegé country specific attributes can help
tourism marketers to adapt the promotion more gffely to the needs of Russian tourists.

2.4 Criticism

Even if there exists a wide selection of consumehaviour models with different
approaches in evaluating the consumer behavioesgetimodels and theories agree on one
thing: every purchase has a reason behind it. Tégewary by arguing whether this reason
derives from rational or reasonable behaviour. 3ésrch process of a new product can be
done through reflecting on the consumer’s persongria to the information found on
product. It may also be done in reflection of tmelividual's ability to identify the

procurement criterion and evaluate its relativeangmce. (O6rni 2002,15).

In addition, theories about consumer behaviouriasefficient because they tend to be
universal in trying to model a too complex phenoorerunder one simple concept.
Consumers are oversimplified under one homogengomusp with identical consuming
behaviour. This stereotyping of consumers has vedecriticism from Simon (1987). He
describes the difference between the economic apprand social science approach as
one of rationality. “In economics, rationality isSewed as in terms of the choices it
produces; in the other social sciences, it is viewa terms of the process it
employs”(Simon 1987,368). In other words, the ecoical theory of consumer behaviour
predicts rationality being substantive, thus ithe same with every individual in every
country. Social science claims that rationalitygorates from values and their changes
with time and experience, claiming that rationalgynot substantive but procedural. A
theory is needed to set the general frameworkhigrdtudy, by which the Russian tourist’s
consumer behaviour can be analysed. However, theistn about the attempts to over-
simplify consumer behaviour under one model argoeutithe fact of how consumer
behaviour studies are always suggestive, but hatiiynclusive, which is valid to the

study at hand too.
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3. SOCIAL MEDIA

3.1 Definition of Social media

The study has now introduced the theory base falyamg the Russian tourists’ consumer
behaviour and further explained how consumer belavvaries in tourism. As the
decision making process in tourism involves greategfagement in the information search
process, the next step in this study is to takeo& how largely social media is related to
this information search process.

Social media is frequently mentioned term in ddéfgr medias, however the definition of
the term is not always clear. In general, sociadiaeés related to online content and people
who are involved with that content. The core ofiglbmedia is in one-to-few or one-to-
many type communication practices. (Lietsala, Sirldn 2008:17) In social media, people
voluntarily share content, for example, text, imggausic, through online platforms and
with the help of applications that are based oniasosoftware (Lietsala, Sirkkunen
2008:19).

The giant of free internet encyclopaedia the Wilipeis one of the most frequently
referred source for the definition for social mediad is itself a perfect representative of
social media. Wikipedia defines social media, and sense its own function, as a media
devoted for social interaction which utilizes highhccessible publishing techniques.
Social media uses internet-based applications exne&dr networking online. These
applications are referred to as the web 2.0. W6hs2a foundation for the occurrence of
user-generated-content (Wikipedia 2010). Socialimatlows everybody to publish and
participate. People can find information from peeers and find help to their problem

solving.

Evans (2008) defines social media basically as mvarsation between people. The
conversation is build on sharing thoughts and agpees with an objective of collective
problem solving or better informed choice (Evan8&@81). In fact, social media is often
characterised by its use in sharing informationweleer, social media is, as indicated by
its name, about social interaction between peo@ecial media is a tool for

communication and connectedness and characterigeits bsocial aspects. There are
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several social networking applications existingha Internet. They include among others
social networks, blogs, wikis, podcasts, discusdmmums, virtual words and photo-,
audio-, and video sharing. All of these applicasigmovide the user a way to connect and
communicate with other users. A personal “spaced social networking site provides the
user a possibility to share photos and videos, ta@npersonal blogs or interact with
others through instant messaging or via e-mailing.

Whatever the different definitions about social rmeemphasize, it could be said that the
most significant feature of social media is its neay in the content creation of the shared
information. It is suggested that that social meshauld actually not be categorised as a
form of media at all but rather a new platform iisiormation sharing, resulting from the
radical change in the content creating. When intitmes of Web 1.0 the content of the
sites were strictly under control of the interneige provider, Web 2.0 functions vice
versa. In Web 2.0 the users create the content v, pictures, comments and
estimations and the goal is actually together coostthe content. Social media is the

revolution of content creation.

3.2 Motivation to use social media

Communication methods have gone through a majoisfoamation. The power of the
computer and other communication technology, coerpemabled consumer devices and
the internet have changed the way of communicatiahthe concept of traditional media.
Technological development in communication has ketalccess to interconnectedness at
anytime, anywhere. The new way of communicatiordysamic and the relationship
between the media and media consumers is integat¢kiey both participate in the content
creation. Social media is in one sense democrdaginy field for the publishing and
consumption of media. The accessibility and coreare of the advanced communication
tools makes the information search fast and easy 1 the easy accessibility, social
media can be understood to be related closelyreva@lution in information sharing. As
well as consumers are able to obtain the informagioywhere and from anybody, they are
equally able to create the shared information tledwes for others to use: the information

search and creation is thus, a mutually supplemegistystem.
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People’s information sharing purposes in social imédve several motivations. Yinghua,
Choton and Maxwell (2010) suggest several key mtitg factors for knowledge sharing
in social networking sites. They include seekingieel and information dissemination,

social interaction, friendship, enjoyment, statusl @ersonal documentation. In general,
information dissemination and exchange are the mmativators to participate in online

communities. Other emphasised factors are relatsodial interaction: people participate
in social communities to be in contact with friendsth other peer participants and simply

to entertain oneself. (Yinghua, Choton&Maxwell 2D10

Gangadharbatla (2008) suggest that a psychologsgadct such as needs of belonging and
collective self-esteem are factors that positivelfject the attitudes towards social
community sites, the level of their usage and tloéivation to join social networking site.
The need of belonging refers to the fundamentatl ieeevery human to be able to form
positive and lasting interpersonal relationshipsintludes the possibility to gain social
approval, exchange opinions and influence othehuisT some individuals are by their
personal characteristics more willing to particgat social networking sites than others.
Collective self-esteem refers to an individual'sgegtion of how valued he or she is as a
member of the group, and also how non-members dautsivaluate the group. An
individual with a high motivation to the need ofldreging and collective self-esteem is
hence more willing to join social networking sité&angadharbatla 2008). In Russia, the
social media use motivation can be however exptalmea more practical aspect. For a
geographically large country like Russia, socialdraerepresents a resort to connect its
nation. Thus, social media in Russia is merely wsed tool to stay in contact with a friend

due to the great distances inside the country.

3.3 The use of social media in tourism

Social media is widely used in the tourism indus®ye can find countless different kinds
of travelling sites on the internet were tourisarghinformation about travel destinations
and discuss their evaluation and opinions aboutddstinations with peer users. Travel
information sharing has become especially usefahéentourism industry, because tourists
are trusting peer travellers over marketing messaffem advertisers (Yinghua,
Choton&Maxwell 2010) The change in attitudes opens a completely newtipeain

tourism marketing. Conventional advertisements @mpensated with user generated
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content types of community sites, were tourist tbelves create the content and at the

same time promote the destination.

As argued earlier, travel purchase is a high-riséigion that involves carefully considered
decision making. Typically tourists find informaticabout the travel destinations from
several different sources. The phase of informasearch is a crucial part of the decision
process and has been revolutionised as a restittieaiternet. Tourists are treated with
various alternatives for finding information. Novead tourists do not necessarily look for
expert recommendations from a travel book, but thsy interested in other tourists’
opinions from social networking sites about thevetadestination. Consequently, travel
knowledge obtained from social media and socialvogking sites is a way to reduce the
uncertainty of buying a tourism product with no ardeed satisfaction. Social media also
provides the tourist a chance to plan the tripdoefYinghua et al. 2010). It is quite
presumable that recommendations from social netvoikfluence the traveller's
destination selection and travel-planning behavidhat makes social media even more
beneficial in tourism is the fact that informaticgearches on the internet enable
communication beyond geographical constrains. With help of social networking
contacts travellers can seek out travel informatormaintain connections, find travel

companions or for instance a place for accommoudatio

3.4 The impact of social media on decision-making

The power of social media is in groups. People waibnnect with like-minded users and
gain a feeling of mutual understanding and accegtaA group can be identified as a
number of individuals who share common interests agpects in behaviour, identity and
interpersonal interaction (Chayko 2010,6). Groupdluence consumer behaviour.
Consumers are ever increasingly finding informatafine to support the decision making

process.

There are three types of reference groups thainfluence a consumer: 1. Primary group,
2. secondary group and 3. aspiration group. Toetlgesups consumers are a either part of
or aspire to be part of. A primary group is a srsaltial group of close relationships and it
influences the decision making directly. In secogdaoups, people have limited contacts

but this group can nevertheless have an influemceestain decision making. The third
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group is the aspiration group, to which an indigbdmay not have a direct contact. An
aspiration group is a source of reference thandividual has a positive attraction to. The
consumer can make the purchasing decision basedhan he believes this aspiration
group would recommend (Linnell 2010). Traditionalye decision making is affected by a
number of factors that are often in immediate prowi in one’s life. In social media, the

immediate connection can be superseded with trystelativity or like-mindedness

(Bulmer and DiMauro 2009). People make decisiorsetdan opinions from other people
they trust and who they consider creditable andeb&ble, no matter what type of the
relationship — online or offline. Yet again thigpports the fact of how deeply social media
can influence the consumer decision making proggssips in social media platforms act
as a significant influence for the consumers. Tioeeean essential aim for marketers is to
learn about the Russian tourists’ social media bebaviour in order to successfully direct

the social media marketing for Russian tourists.

3.5 Social media in Russia

In short, Russian social media audience was asb@$s2009 as a country with highest
engagement in social networking usage (comScor8)2@&ocial networking is extremely
popular in Russia. Most active social media useesfaund in the large cities such as
Moscow, St. Petersburg and Yekaterinburg (ECCO ROMfis is partly connected to the
growth in internet access in Russia. Not so longetago Russian companies did not see
the need to establish a webpage for their comddaw, modern social media advertising
campaigns are launched and companies are rapidigiageng their own strategies in
social media marketing. In 2009 Russia was plaseti@world’s fourth largest market for
social media in Europe (Rhodes 2009). In 2007 &&B6 of the Russian population had an
access to the Internet; this figure is projectedrtiw up to 43% by 2012. Not surprisingly,
young users from 18 to 24 years old dominate ttexniet user group (46% of total), when
compared to users over 45 years and older (9%)tdmelentified internet user groups in
Russian again are students, top managers and igdaBpecialists (World Tourism
Organization 2009).

The most popular networking site in Russia is vk&td.ru, a Russian version of the
popular social networking site facebook.com. Twhbeotpopular social networking sites

are odnoklassiniki.ru and moimir.ru. Peculiar fbe tsocial media concepts in Russia is
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that many of them are more or less adaptations fimm@ign media (ECCO 2010). In
Russia social networking is done in domestic saugdvorks, rather than the international
networks, such as myspace.com, del.icio.us ordmttbm. Consumers have also found
their way to online in Russia. Russians regulaplgrl time online for product information
search purposes and online shopping is relativelywngon in Russia. According to a
survey, up to 25 % of consumers in Russia prefén@rshopping to traditional stores
(World Tourism Organization 2009). In online shagpiRussians trust recommendations
received from friends and other users, but notnenéidvertising. Round-the-clock online
shopping provides Russians with a convenient waguhase a product at home, save
time and receive good delivery services. Howetgdlitional shopping on-the-spot is
preferred in case there are concerns about deligemgroduct return services (SKRIN
Market & Corporate News 2009).
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4. DESTINATION MARKETING

4.1 Online advertising and promotion

So far this study has described the need for indbion searches in tourism and the role of
social media as a source of travel related infoiomafhis chapter describes in more detalil
the ways social media is used in marketing. Onthefaims of this study was to find out
about the social media usage activeness amongdRusairists, in order to estimate the
possibilities in social media marketing. The betse@f destination marketing online are
quite arguable. It requires little money if at atlarketing in the internet is practically free.
One example of the benefits in social media mankeis the so called electronic word-of-
mouth. Travel blogs for example can gain unexpegpi@oularity and function as a free
advertisement for a travel destination. Thus, fralestination promotion through social

media can affectively reach a large group of tasiyisven across nations.

The above mentioned electronic word-of-mouth is exe&mple of social media marketing,
how companies are able to increase their saleslatively low costs. In addition, with
online marketing companies are able to reach arvaddience thanks to the advantage of
portable communication devices. As consumers arare@wf the increased source of
product information on the internet, marketing thgb the internet to a more specific niche
groups has become the desired new trend. Onlinketirag can offer something exclusive
to “members only”, with specials offers. Marketimgeds to react fast to consumer’s

needs. This can be better done through internepamms (Sweeney 2008).

The Internet offer various advertising places: ceagngines, content sites, advertising
sites, portals and online magasines. Online marfets advantageous because the
response to an advertisement can easily be measitredeb traffic analysis, plus a web
site can offer far more information than a convemstl advertising campaign (Sweeney
2008,232).
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4.2 Destination branding

Tourism is being somewhere; it requires a destinath destination can be understood as
one product, or a group of products organized hyisen operators and the like. A
destination can also be seen as a socio-cultuti#y enth its history, people, traditions and
a way of life — forming together the concept ofrtemn. Tourism marketing is conversation
between two parties: the travel and tourism ingusthich stimulates demand for a
product or service, and consumer-travelers who segkl products and services to satisfy
a certain needs. The principles of making marketlagisions are made in keeping the

customer’s needs in mind.

Marketing orientation is said to be the third stagéhe evolution of marketing. Marketing
orientation emphasizes the importance in identgytonsumer needs. Selling itself is not
enough, because the starting point for productsodearived from consumers’ needs and
wants (Pike 2008,26). Destination marketing is abemhancing the destination
competitiveness. The competitiveness comprises femonomical, social, cultural and
environmental dimensions. Thus, a competitive fraestination has to have a profitable
tourism business with a supportive local resideaceattractive environment, an effective
market position and satisfactory visitor experiend®ike 2008,41). To sustain the

competitiveness, a destination needs effectivarddsin marketing.

Destination marketing should include the stratemybianding. Albeit branding of tourism
destinations has been relatively remote, tourisstiiEtions are said to be the next biggest
brands emerging (Morgan, Pritchard&Pride 2004). feory of branding underlines that
the promotion of product features is not sufficigat differentiate a product against
competitors. A brand is expected create and deéixpectations. However, in tourism the
complex process of brand development is even miffieudt for destination marketers,

who can not control the actual delivery of the loranomise (Pike 2008).

Among others, the internet business dictionary nésfibranding as an entire process
involved in creating a uniqgue name and image f@raduct (good or service) in the
consumers' mind, through advertising campaigns waitttonsistent themé¢Business

Dictionary 2010).Branding consructs from brand identity, which ige tompany’s self-
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image and vision for motivating stakeholders. Anoramage represents the actual image
of the product in the market. Brand position isititerface of these two (Pike 2008,179).

Branding is connected to social media. Social media be used as a tool for branding.
With a social media strategy a company can infleethe brand reputation and increase
brand awareness. It can prove its search engilkengmand website traffic, concluding to
increased online sales. Social media is considaseitie most effective in building brand
reputation and awareness (MarketingSherpa 2009)tolmism, the destinations are
required to create a distinguishable image and ifi@rentiate themselves from their

competitors.

4.3 Destination marketing through social media

Advertising through social media is very populaincg social networking sites are used
very widely, ignoring their marketing potential wdube a wastage of opportunities. Social
media is used to connect the company with its targegket. Marketing in social media is a
mix of advertising and sales promotion, but alsgublicity creation. In traditional

marketing advertising communication is done inawotiration with an external party, such
as a marketing agency. Social media provides coiepanith a chance to create its

business connections independently.

In fact, social media has revolutionised the waynarketing. With the possibility to
address the marketing to a special target audiecur@panies are able to reach their
customers better than ever. Marketing in socialienbds grown at the same speed as its
audience. There are many advantages in using soeidla as a part of the advertising.
Social media provides a decentralized informatiamstance in the internet and thus
maximizes the brand recognition. Marketing can lomed with the help of different
applications which make the information distributieasy. The marketing related content
IS open to everybody for information sharing, ewatibn and commentory (Leino
2010,255).

The aim in social media marketing is to createacmtent that attracts attention and allures
consumers to spread the message forward in theirsoeial networks. Thus, the Internet

gives voice to a consumer. It is a place whererswmer can publish their opinion for
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others to read. Consumer generated media (CGM)astaonsumers creating the content
of the webpage, encompassing their comment, canckreviews. Social media is directed
for other readers, distinguished from the userdraditional media like TV, radio or
newspapers have. The most considerable differeatgelbn these two groups is that in
social media people enjoy sharing the content thegve made themselves
(Lietsala&Sirkkunen 2008,19). In a way, CGM is awndéorm for word-of-mouth
communication and it is an important part in mairigeieffectively for travel and tourism
industry (Sweeney 2008,164). Recognizing and listeto consumer generated media can
become an important source of competitive advantaga tourism company — it reveals
the truthful insight about how the product or destion is considered in the eyes of

consumers.

20



5. RESEARCH METHODOLOGY

5.1 Research questions

The focus group of the study was Russian tourisiging the North Karelia region as a
travel destination. The purpose of the study wagxamine the usage of social media
among Russian tourists in the process of informatasearch related to travellinghe
main research problem of the study was approackedoking out the various attributes
linked to the usage of social media in the infoioratresearch process. The attributes
connected to the usage of social media among Russiaists are explored through logical

steps in decoding the usage behaviour.

The introduced theory behind the study is a franrkwor investigating what kind of
tourists visit North Karelia: what are the genedamographic features that affect the
buying behaviour? The demographic features of éspandents are explored to formulate
a picture of the typical Russian tourist visitingrmh Karelia. Then the general means of
information research behaviour are surveyed inrotddind out how widely the use of
social media is connected to the means of infoonatesearch, i.e. if Russian tourists use
social media as an information source before theyet to North Karelia or not. After that,
the various attributes related to the usage ofatauiedia in the information research
process are explored. The intention is to findwléther social media affects the decision

making and destination choosing of the Russianstsur

5.2 Research method

The data for this research was collected througbestionnaire. This method was selected
because of its advantages in providing respondses & large group of people. The
guestionnaire is largely used in consumer opiniwh @&titude exploratory studies and was
considered the most effective means to reach thgettarespondent group. The
questionnaire was directed to all kinds of Russtamists visiting North Karelia and was
not limited by demographical factors. The purposes wo collect an extensive sample of
the Russian tourists visiting the North Kareliaiomgand, based on the received results,
analyze the variation between age, gender, ocaupaind other comparable attributes.
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Each respondent was required to answer an iders@tadf questions designed to answer
the research question. The questionnaire was noadke$§criptive purposes in order to find

out the inferences from the interviewed target grothe questionnaire was also designed
to enable the analytical research of the relatipsshetween the variables — their cause-

and-effect relationships.

5.3 Research tool

A tourist tries to select the best possible altevedor travel destination and the supply of
different alternatives for tourists is wide. Howewvinere are factors which set limits on the
selection, for instance age, income and attitudégse internal determinants can either
inhibit the purchase decision or increase the msehmotivation. In contrast, there are
external stimuli that affect the purchase decisierwell. The external stimuli are provided
by travel marketers and the tourism industry wherohd wide selection of various product
alternatives. In addition, communication channelshsas advertising and reference groups
act as stimuli for the consumer and influence theclpase decision. Thus, the model can
be used to measure the impact of social media riagkas the external stimuli for a

tourist.

Middleton (1994), whose adapted model of consureabiour in tourism is the basis for
this research, further describes in this modetlihee main elements which affect purchase
motivation. These three main elements are relateke buyer characteristics and decision

process component and they define the individuasemer behaviour.

1. Democratic, social, economic positions colladesumers’ physical limitations. These
positions are factors such as age, gender, ocompaggion of residence, household size
and social class. Physical limitations are eagyeéasure and comprehend. By categorising
a Russian tourist by their democratic, social andnemic positions, tourists can be
grouped, for example, by their age or social cld$sese factors will provide general

knowledge of which kinds of tourists use social raed

2. Psychographic attributes describe an individup€rsonal preferences. These attributes
determine what kind of person the consumer is ahdtwind of product the consumer

prefers to buy. They also indicate how a consumects to different communication
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messages and advertising. Psychographic attribotesent personality traits such as
confident or diffident, gregarious or loner, adwagotis or unadventurous. Identified traits
can help marketers to design more attractive aduggtand adjust the product better to
consumers’ needs. The questionnaire will measuyehggraphic attributes in order to
understand what kinds of people are interestedawelling to North Karelia: e.g. whether
they are citizens of big cities who seek a peadadliday outside the city or a tourist with

an interest in shopping in Finland.

3. The third element is attitudes. Every persomidates an attitude towards ideas, things
and people in the living environment. These atgwichre formed on a conscious or
unconscious level and they are often extended liefdeand knowledge about different
products as well. Attitudes are expressed withirfigel such as likes and dislikes. Buying
behaviour depends on attitudes: they reveal a coass disposition to act in certain way,
comprising a wider complex of these attitudes refitto as “life style”. Attitudes can be
formed towards a product even if the consumer doesave a direct experience of its use;
thus, attitudes are unpredictable. However, undedstg consumer attitudes can help
companies in product positioning. Attitudes are soeed in the questionnaire in order to
discover. how actively Russian tourists use sooi@dia in the information research
process in general, what factors act as the maitivators in the usage of social media,
how trustworthy the information obtained from séamedia is considered among the

Russian tourists and also the level of influenceaziial media on decision-making.

5.4 The sample and data collection

The questionnaire was delivered to Russian toums®risma Joensuu. Prisma is a large
supermarket and shopping centre in Joensuu whidcest Russian customers around the
year. The period for the data collection was detieechto be close to the turn of the year,
since the New Year celebration is traditionally theak season of Russian tourists in
Finland. The period for the data collection was28712.2010. The data was collected
during those two days in Prisma by one interviewepractise, the interviewer explained

the study background, requested the tourists tdicgmte and then handed the

questionnaires personally to tourists.
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All potential Russian customers in Prisma were ested to join the study and in practise
the study received all together 96 qualified questaires. However, some selective
limitation of the respondents was done. For exangaene tourists frequently travelling to

North Karelia explained that they did not look toavel information because the travel
destination was already well-known to them. Thesgists were not included in the study
due to their inconsistency with the study purposéBe data collection with the

questionnaire proved to be a quite challenging wéhe environment where the data was
collected was filled with distractions. One was timae limits of the respondents. Not

every tourist had time to stop and participatenm $tudy. Secondly the inconvenient place
for writing the answers may have reduced turnoutthics study, because of the lack of
concentration. Fairly often the reluctance to pgtte in the study was due to time limits
of the tourists. The best location for the questare delivery proved to be near tax free
desk. During the queuing process the participaatsfiee time to join the study. The fill in

of the questionnaire took approximately three mesutrom each respondent and thus

enabled simultaneous collection of answers froneisvrespondents.

5.5 Data analysis

The turnout of 96 respondents gives a satisfadbasis for descriptive analyses of the
answers. The results of the questionnaire wereyseal with the help of statistical
information analysis program SPSS to calculatectireelation between several variables
of the questionnaire. The purpose of the data arsalg to first draw a picture about the
respondents’ demographic features, in order togmise for example any unbalanced
deviation between the age groups and gender ofréepondents. Then each theme
according to the questionnaire was analysed sehardthe themes in the questionnaire
are the means of information research, recommesrdatfluence of peer travellers, social
media influence in information research, the resigoits’ internet usage behaviour and a
level of contentment towards the found informat@pout the travel destination. The
themes are analysed by examining the frequenciea oértain topic and by various
correlations between the questions. The result$ysinais presented with the help of

illustrative diagrams and figures.
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6. EMPIRICAL RESULTS

6.1 Respondents’ background information

The aim of this study was to find out what kindsRefssian tourists visit North Karelia and
what the general attributes by which the consureraiour of the tourists can be assessed
are. The respondents for the questionnaire werecteel randomly during the data
collection in Prisma. All together 102 respondepdsticipated in the survey. Out of this
turnout, 96 questionnaires were qualified for farthnalysis, leaving six respondents with
other travel destination out from the focus grodph® study. The female respondents
dominated with 64.5%, leaving male respondents%50b the total. The age distribution
of the respondents was divided into a more mixedugr The questionnaire had
representatives from 16 to 65 years of age. Theddithe data collection was to reach
Russian tourists from all age groups which, wasessfully attained in the study.The
average age for the respondents turned out to bge86. Quite expectedly, all of the
respondents reported their place of recidence #miBlic of Karelia in Russia. Sortavala,
Petroskoi, Vartsila and Pitkaranta were most fratjyementioned home towns. These

cities are all situated close to the Russian-Fmbisrder.

The interest concerning the tourism in North Karekgion was to see what attracts the
Russian tourists to visit the region and what wasrtprimary reason for the visit. As
argued earlier, travel motivation affects the legkldevotion for the information search
process before the travel. The travel motivatiors Wais surveyd in the questionnaire by
providing the respondent with four alternative op# as the general purpose of the travel.
According to the response analysis, by far the mosable reason to visit North Karelia
proved to be shopping: 65.5% of the respondentaidet shopping as their main purpose
for travel. Work related travelling was a reasom émly 1% of the respondents, and
Russian tourists travelling to North Karelia foislere related purposes constituted 8 826

the respondents. The alternatives are shown irnr&igu
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Figure 3. Respondents’ travel purpose by percestage

The respondents were also asked to identify therahtant of their decision to travel to
North Karelia. The purpose was to find out whaidkof expectations Russian tourists had
about their travels to North Karelia. The responsdetivided into three even groups with
different determinants. Approximately one-third thie respondents informed that they
expected peace and relaxation from their travelotAer third expected activities and
adventures, and the last third had cultural relatedrests for their travel, or other

expectations which were not further clarified.

The various types of expectations of the Russiandts betokens the fact that there exists
a need for different tourism products in Joensune given alternatives of the expectations
represent the types of products that can be asedaonth the expectation. For instance, a
ski resort acts as a product for tourists with exggons about activities and adventures,
the diverse supply of hotels, shops and restauralhise tourists with expectations of

peace and relaxation and so on. The products reeedeet the fact that the associated

expectations can be different. Nevertheless, tfierdnt expectations represent the mental
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picture that Russian tourists have about produwy presume North Karelia is able to
offer.

6.2 The means of information research

After identifying what kind of Russian tourists ¥ed to North Karelia, the questionnaire
continued to the main goal of this study: identifyihow widely social media is used
among Russian tourists as a source of informattated to travelling. The study started
with investigating the information research behaviof the respondents in general. First it
was essential to know whether there had been atoef@d pre-travel information at all.
In addition, the questionnaire explored what sagsiroé information, for example the

internet or newspapers, were used among the tsurist

Thus, the first measured indicator was the ovaeliveness in the information search
among the Russian tourists. According to the resdt% of the respondents of the survey
reported that they had been initiatively lookingr fmformation about their travel
destination. The relatively low percentage may be @ the fact that Russian tourists visit
North Karelia quite frequently and consequentlyndd require any information before the
travel, because the destination is already wellknéo them. This information initiative

group included respondents from all age groupsgemders, with no significant variation.

The next interest was to find out where the respatalhad found their information and
what information the respondents considered asntbst convenient and trustworthy.
These questions were directed to only the inforomaithitivative respondents. The purpose
was to measure the attitudes towards traditiondlreaw medias and information achieved
from the social environment. Traditional medias eveepresented by newspapers and
travel agencies and new media was refered to asntkenet. Friends and relatives
represented the social environmeitcording to the answers, 41.9% of the information
initiative respondents chose the Internet as thetmsed source of information. Friends
and relatives were a source of information for 20.8f the respondents. Likewise, a
substantial group of 30.2% of the respondents tedothat they had found their
information both from the internet or obtained riorh their friends and relatives. It is
notworthy that none of the respondents reportedasek agency as their source of

information, and newspapers were used only by tteggondents.
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Figure 4. Where the information was found: answedrsespondents that had looked for
travel information beforehand their travel.

The higher volume of the travel related informati@search is naturally done on the
Internet. More interesting is the fact that the omfation obtained from social
environments, i.e. friends and family, also repnése an important role in the information
research process. The intensive social networkitgre has its particular influence on the
information search behaviour in Russia. The callecinformation sharing among people
close to each other is a specific characteristithen Russian culture and to some extent

attributable to the results of this study.

The popularity of two main sources of informatidime internet and friends and relatives,
also followed in the quality assesment of the infation sources. Both the internet and
friends and relatives received equal support asnbst convinient and trustworthy source
for information. By far the most convienient plat@ information research was the

Internet. The question of trustworthiness divideel tespondents equally as well.
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As the results show, the information search of Ruswurists is concentraded both in the
use of modern media, the internet, and in socrirenments. These results may not revell
surprasing new knowledge about the information asese behaviour. Nonetheless, the
received results confirm the wide use of the Irgerms a source of information among
Russian tourists and thus enables the further ilgat®n of the use of social media in the

information research behaviour.

6.3 Information research related to social media

Along with the use of the internet as a sourcenfidrmation, the study explored the use of
social media as a part of the information searahthe level of the influence that social
media has on the Russian tourists’ decision makihlge aspects of information
distribution and user-generated content of thermédion are strongly connected to social
media and these aspects characterise the informaéisearch through social media.
Morover, social media as a source for travel relatéormation is a growing trend and
competes with more traditional media. The questinenexplored the use of social media
in the information search process of the Russiangts and more specifically analysed the
type of social networking sites that were possilgd. The questions related to the usage
of social media were directed to all respondentthésurvey in order to find the general
usage level among the respondents. According tatissvers, 51% of the respondents
mentioned using social media in the informatioreagsh. Figure 5 below illustrates the

results.
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Figure 5. The use of social media in informatiose@ch by devided age groups

The Figure 5 shows that social media has activesuseall age groups. All together a
significant amount 51% of the respodents used bo@dia as their source of travel related
information. The result is analoguous with the thett Russians use social media actively.
The use of social media was then examined furthttté questionnaire. The interest was to
find out in more detail what type of social mede trespondents had been using. The
resondents were provided with three alternativentgeeof internet sites that are related to
tourism information.

The first alternative was internet sites for sociatworking, such as vkontakte.ru. This
alternative representing social networking sitesnad directly designed for providing

tourism related information, but nevertheless fiomctas an arena for travelling related
information. For example, the popular internet $de social networking, vkontakte.ru,

which is a Russian version similar to the socidlvoeking site facebook.com, involves a
type of discussion groups which provide informatatiout the travelling in Finland and to
which all users of the site are free to join.
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The second internet site alternative was so caitsil- generated-content types of internet
sites that are focused directly in providing travsfiormation. These sites are directly
concetrated in providing information about travedli but with the distinction that the
information is generated by other travellers ratthem by a web site producer or by a
tourism company. The last alternative represertediriternet sites in contras to the two
previous: internet sites provided by national tenriofficials with statistical information
about Finland. These sites do not represent sodia due to the fact that the information
provided there is not user generated. However, thagtion as a significant source of
information for tourists and were thus added todhernatives in order to measure their

usage as well.

The response analysis revealed that social netngikiternet sites like vkontakte.ru and
social networking sites directly related to tourigrare the most widely used among the
respondents. Both of these alternatives got anlemypport of 22.9% of the respondents.
The internet sites provided by national officiafss@urism were examined by 7,3% of the
respondents and the rest 14.6% of the respondedt$obked for information from other

internet sites outside of the given alternativeste&w respondents had been looking for
information from several types of internet sitebeTvariety and distibution between the

alternatives are shown in Figure 6.

Did you find information from below-mentioned sites?

257

207

1577

Percent

107

0 [ 1]

T T T T T T T T
social tourism national other no response both tourism both social social,
netw orking related sites tourism sites related and and tourism tourism,
sites national related national

Did you find information from below-mentioned sites?

Figure 6. Types of internet pages where the inféionavas found
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The results show that the user- generated-congpastof internet sites gain more support
among the respondents when compared to the op@iteative of sites which provide

official tourism information directly by a web sifgoducer. The assumptions about the
significance of social media in tourism relatedomnfiation research correspond with the

results.

6.4 Social media usage motivation

So far the respondents were inquired about thefepgnces in information searches and
the extent of the use of social media in the prac&ke types of social media were also
explored in more detail. After this, the respondewere asked to answer about what
motivates them to use social media in general.diestionnaire provided the respondents
seven spesific factors of motivation. These altévea represented different actions which
are recognized as typical motivators in the usdgsocial media, especially related to
travelling. The given alternatives included factoo$ motivation that emphasized
information retrieval aspects, like distributingfammation in social media. Some
alternatives categorised the aspects of commuaigasiocial networking and building of

one’s own image inside the social networks.

The question about the social media usage motivates again directed to all respondents
in order to measure the general attitude of thesu3éne response rate to this question was
86.5%. Out of this group, 37.5% of the respondetssidered their main motivating
factor in using social networking sites relatedtéorsim to be finding travel related
information. Likewise, for 16.7% of the respondetiits most important motivator was to
share travel information with other users. Thisvehohat the information retrieval aspects

in the use of social media were considered mosbitapt.

The second most influental motivator emphasizedpitaetical aspects of the usage of
social media. Out of the resondents 11.5 % wererasted in finding friends and peer
travellers, and 12.5% of the respondents used Ismgdia sites simply to be entertained.
The aspects of social networking and building ot’snown image inside the social
networks were considered to be the least importasttvators. The social support of the
social networks were considered important to 9.5fothe respondents. Moreover,

additional alternatives of gaining prestige or eesig travel experinces in social network
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sites were selected by none of the respondentseasyain motivator. The distribution of
the motivators are seen in Figure 7.

What motivates you most to use social network sites related to travelling?

40

307

207

Percent

1071

0 T T T T

T T
to obtain travel to share travel  to get social find friends or to be entertained no response
information information support peer travellers

What motivates you most to use social network sites related to travelling?

Figure 7. Motivating factors

The fact that the information retrievel aspectrigobasized in the use of social media is not
trivial: if social media sites that are relatedttavelling are such a valuable setting for
information distribution, it creates a modern spaeopportunities for those who are
interested in promoting their travel business oa ititernet. It proves that social media
truly serves as a setting for information seardioedourists. Social networking thus not
only acts as an arena for social networking andngonication, but has an information
distribution function as well. This fact can be ¢akadvantage of when designing the
marketing of North Karelia for Russian touristsolingh social media.
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6.5 Additional attributes in the use of social meai

The above presented results discussed the useiaf stedia in information research and
the aspects of motivation. The questionnaire adrde with a question exploring how

influental the information received from other teflers acted on the respondents. With
this question the aim was to find out the genettitudes towards recommendations
received from other travellers. The purpose wassde whether or not a connection
between the sensitivity to influence from peer éters and the active usage of social
media as an information source existed. The argtiimeimnd the question was based on
was the fact that previous studies have indicateat tespecially in tourism the

recommendations of peer travelers can substanirdilyence travel planning and decision

making.

Figure 8 shows the overall attitudes towards trex pravellers’ recommendations and how
influental the respondents consider these to ber. Pavellers’ recommendation cover the
recommendations received through social media Ar@ugh other social environments.
The response rate to this question was 93 answetah All together 75% of this group
considered that the recommendations of others aaweverall positive influence on their
decision making. Most of the respondents seledbedneutral answer, saying that the

recommendations sometimes had an influence ondbeeision making.

Do recommendations from peer travellers influence your decision making when
deciding the travel destination?

50—

40—

30—

Percent

20—

T T T T
alw ays usually sometimes seldom never NR

Do recomme ndations from peer travellers influence your decision making
when deciding the travel destination?

Figure 8. Influence of recommendations
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The respondents attitudes towards the use of smadla in information research was then
compared to the level of influence sensitivity todspeers travellers’ recommendation.

Figure 9 shows the relationship between the factors

Bar Chart
40 SMpositivegroup
Myes
Eno
307
e )
c
3
3] 20
10
0—

alw ays usually sometimes seldom never

Do recommendations from peer travellers influence
your decision making when deciding the travel
destination?

Figure 9. The level of influence compared to the w$ social media in information
research

Those respondents that took into considerationiopsnof other travelers also had positive
attitude towards information searches in socialimdgéigure 7 shows that a Russian tourist
having used social media as an information souise axpresses a higher influence
sensitivity towards other travelers’ recommendagiorhe results weakly but nevertheless
visibly signal the fact that a connection betweée tensitivity to recommendation
influence and active use of social media existsnv@csely, a total of 25% of the

respondents with low usage of social media alsotioeed little influence from the

recommedations on their decision-making.
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Another attribute compared to the usage activeoksacial media was the extent of hours
spent on the internet per day. The aim of the gquestas to find out whether high usage
hours have a positive connection towards the ussoofal media. First of all the result
analysis explored the variation of internet usagar$ between different age groups. In
general, the age distribution in this survey provede versatile, giving an interesting
basis for analysing the disparity of the interneige hours between the respondents. Table

10 presents the results.

Devided age groups * How many hours you use the Internet per day? Crosstabulation

Count
How many hours you use the Internet per day?
0-1 1-3 3- No response Total
Devided age groups -30 2 6 14 1 23
30-49 21 15 19 4 59
50- 5 7 1 1 14
Total 28 28 34 6 96

Figure 10. Internet usage hours of different ageigs

An overview of the table 10 shows the main tenddretyveen the age groups: the younger
respondents inform about the higher usage hourshefinternet compared to older
respondents. Also, more than half of the young Ruos$ourists respondents use the
internet three or more hours per day. When comp@arettier Russian tourists, only one of
the respondents of this age group used the intergaeivalent number of hours. An
overview of the internet usage in total shows tklghtly over one-third of the

respondents are using the internet three or maresteoday.

The amount of hours spent on the internet were toempared with the attitudes towards
the use of social media as an information sourceoAling to the response analysis 70.5%
of those respondents who used the internet threeooe hours per day answered having
used social media for information research purposesnversely, 60.7% of those

respondents who reported using the internet at msthour per day had not used social
media as their information source. The resultsfyeéo some extent the presumptions that

the younger the respondent, the higher the amdumiwrs spent on the internet as well as
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the amount of social media usage in the informatesearch process. The internet and
social media are mostly used among younger Russiaists.

6.6 Information about North Karelia

Finally as the main theme of the questionnairdsib &xamined the satisfactions with the
available information about North Karelia. The msgents where asked to evaluate
whether there exists a sufficient amount of infaioraabout their travel destination. The
respondents were asked to specify their travelirdggin in the questionnaire in order to
assure the correct focus group for this study. Vditew exceptions, the city of Joensuu
was the destionatioin point of the interviewed Rarsgourists. According to the study
results 92.7 % of all respondents answered that Wwere satisfied with the information
they had found on North Karelia. A few respondemf®rmed about some lack of
information and specified futher what informatidrey thought was missing. Suggestions
about adding information were: prices, a map of ¢i, driving instructions, shopping

possibilities and information about the hotels usBan.
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7. DISCUSSION

7.1 Conclusions and recommendations

The idea for this study was generated by a welWkntourism organisation of North Karelia.
The initiative agenda for the study was to find the specific features of the Russian
consumer behaviour: how the tourists find informatabout the North Karelia region and
more specifically how largely social media is usedthe source for this information. The
purpose was to find out if social media marketiagp de used to reach potential Russian
tourists. Therefore, the results of this study bemeficial for all parties assessing the

possibilities of social media marketing for Rusdiaurists.

This study examined the consumer behaviour of astourhe tourist buying behaviour
includes a high risk decision making process. Tdpeet of high risk again requires larger
information gathering before the decision makimfpimation of the travel destination can be
obtained from several sources, but the most easeutestion of the study was to find out
how largely the sources of social media are relatehis information search. As a part of the
information search behaviour of Russian tourists,easential aspect became discovering,
how well-known the travel destination is among tinrists and how much information the
tourists actually need to gather about the desgtimaln order to measure the level of social
media use in the information search process, thporelents needed to have been more
engaged to the information search process. Howaseshown in the results less than half of
the tourists travelling to North Karelia actuallyach looked for pre-travel information.
Therefore, the results are not consistent withstuely hypothesis that high risk decision

making in tourism requires wider information resbar

The fact that the respondents of this study hadawdied for pre-travel information could be

due to their frequent visits in North Karelia, thhave the Russian tourists travel mainly for
shopping purposes. Russian tourists often travElrttand for one day shopping visits. The
day visits are done from nearby Russian cities tduthe small distances. North Karelia

belongs to the destionations which can be visitechfRussia in one day. In addition, the
data collection location was Prisma shopping centrieh can bias the results to represent
only a certain tourist group. The interviewed Rassiourists may not represent the most
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optimal tourist group in studying the social medsage behaviour and do not provide
congruent information of Russian tourists in gehefde New Years’ time is the high

season for Russian tourists who visit Finland fotiday purposes. The lack of these
representatives in the study group suggest thaetiRussian tourists who travel to North

Karelia have a different profile compared to anrage peak season visitor in Finland.

Despite the low activity in the information seartie study results gives valuable general
information about the patterns of information skascof Russian tourists. The internet is
used as the main source of information and frieamdl r@latives are considered as equally
convenient and trustworthy sources for informatidong with the internet. The results are
analogous with the general knowledge that Ruso#ies ask for advice from their friends
and family, and this behaviour is a conventionat pARussian culture. Information sharing
with friends and family can be understood to inelude information distribution in social
media as well. A little over half of the respondessid they had used social media as a part of
their information research. This is a significantaant. Perhaps, social media in this sense
could be seen as one influence to the consumaubesocial media for Russian tourists is a
practical tool for the information research methasking recommendations from friends and
family. This is also supported by the study resak®ut the level of recommendation
influence. As introduced in the results, 75% of Bhessian tourists had a somewhat positive
attitude towards the recommendations of other stajrstating that these recommendations
had an influence on their decision making. Theselt® support the fact that an external
stimulus such as advertising and information slyathnough social media has an influence on

tourists’ decision making.

The results clearly show that the use of social ianéxl part of the information research
process of Russian tourists. The presumptions abeutctive use of social media in the
information search process among the Russian tewanie tenable and give a positive signal
to the parties wanting to exploit the possibilittésocial media in destination marketing. The
main motivator for the use of social media accaydin the results was information
distribution. This refers to the practical functiohthe social networking as an information
provider for the tourists and attests to the usesamfial media for promotional purposes
directed to Russian tourists. If every second stucan be reached via the internet, the
possibilities for information distribution in vars internet platforms are worth exploiting.

In addition, the study result show that Russiamistsi find their travel related information
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mainly from the user-generated-content types aridt sites, i.e. from internet sites that
can be classified as platforms of social media.sTlestination marketing through social

media in Russia is recommended in tourism marketing

7.2 Suggestions for futher studies

The moderate success of this study in reachingsth&able Russian tourists for the

interviews leads to conclusions that further stsdsbould take a different approach in
finding the user patterns of social media in Rudsa this it would be recommendable to
consentrate on taking an overview of the used fasfrsocial media in Russia in general
and to find the right arena for promoting the destion for the target customers. The study
at hand investigated the general consumer attittml@ards the use of social media in
information research. Future studies could thusentrate on investigating in more detalil
what forms of social media Russian tourists use rttost and what do these tourists
actually discuss in social media about tourism rtN Karelia. However, this kind of

overview would require an extensive examinatiorthef various social media forms and
special knowledge of the social media websites use®ussia, as well as excelent
knowledge of Russain language. Due to the fact ¢hatal media includes an immense
range of different platforms, monitoring the whoszene of the tourism related

conversation would be quite a challenging task do Therefore, parties wishing to use
social media in promoting their travel destinatinrsocial media should first decide about
the target customers they want to reach. Segmeiitimgrofitable tourists into smaller

target groups would help the marketers controkti@al media promotion better.

This study included a relatively small sample andsinot provide enough information to
draw conclusions about the use of social media moae wider context. Therefore, a
comparable study should be done with a larger redga group using a more specific
approach in choosing the respondent audience clinremon knowledge that social media
is more often used by younger individuals, and Rugs no exception. This fact was
indicated in the results of this study. Therefafesocial media is used for promotional
purposes, it would be essential to know what kihdamsumers can actually be reached
via social media. The results of this study haveaaly proven that social media is used in
the travel related information search process anRunggian tourists, but what is the most

profitable user group of the Russian touristsgsi@estion to find out in the future studies.
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7.3 Validity and reliability

The sample of the data collestion was rather stoafirovide a wider conclusion of the
consumer behaviour of Russian tourists. The stedylts repserent a specific customer
group travelling to a specific destination. Theeiged information is valid to represent
tourists who have already travelled to North Karekegions, but does not represent the
potential new tuorists travelling to the region.eTimformation research process might
prove to be more extended. In addition, the faat the data was collected in a shopping
centre may have caused bias. In this light, iniggia better validity of the received results
in analysing the consumer behaviour, the samplke wiauld require a larger number of
respondents collected in various locations. In thalii the personal characteristics of the
respondents may have had an influence on the séstits. This is because understanding
of the term social media may differ with the totgisThose tourists who are familiar with
using the internet as a part of their everydayslisad now about the modern infromation
distribution phenomena have the correct understgnaii the concept of social media and
its advantages. To others the term refers to onfeva of the most mentioned social
networking webpages. Due to the different undedstays, the questions of the interview
may not have been comprehended in the same maBeeause of the differences in
perception of the term social media, the resultsndbrepresent coherent picture of the
Russian tourists. As in other small size samplesgorer behaviour researches, this study
can represent only some suggestive evidence ofuowgrsbehaviour and not a wider

cause-and-effect relationship.

7.4 Learning outcome

The estimated study results and hypothesis of ghidy were strictly connected to the
assumption that the decision making in tourism we® higher risk and wider information
gathering before making the actual buying decisidhe hypothesis also included
assumptions that social media as a source foritiicdmation is widely used among
tourists to whom social media is able to providerpeavellers’ recommendations. The
theoretical basis for this study was chosen to tv@del of consumer behaviour adapted to
tourists. The study concentrated on investigatirgdonsumers’ behavioural patterns and
the information research behaviour as a part oflfasion-making, but the more specific

information of the user patterns of social medalftwas not included. During the primary
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data collection and the principal designing of #tedy methods it was noticed that the
term North Karelia is not recognized among Russidie provinces of Finland are not
distinguished by average Russians tourists trangelio Finland. Russian tourists do not
base their decision of the destination by regidng, rather simply by cities. Because of
this the study was reversed into investigating tinerists already travelling to North

Karelia. Due to the limitations of time and recassfor this study, interviewing the

Russian tourists with the help of questionnairalted as an effective method for reaching
those Russian tourists who travel to North KardHawever, because of the fact that the
data was collected in only one location, the stwadg left out with any kind of data from

tourist with other destinations, thus leaving outheange to draw comparative analysis.
Another approach to the study could have been &tafise research interviewing the

Russian marketing specialist about the use of kowdia in tourism marketing in Russia.
Because social media as a term is relatively nesvcam be comprehended differently by
the tourists, the tourists themselves may not be tbaccurately estimate their use of
social media. In this sense, the marketing profesdiwould have been able to provide
more detailed knowledge of the specifics of soamddia marketing in Russia and its

relevance in the tourism sphere.

Overall the study was successful in bringing theotly into a practice. The design of the
study was well constructed in applying the theamyoia practical consumer buying
behaviour evaluation. On the other hand, only &fterreceived result it became possible
to understand that evidently the tourists in Noktarelia mostly consists of tourists
travelling to the region for shopping purposes.sThgain limited the possibilities to
measure the usage level of social media as a patieoinformation search process.
However, the conclusions and ideas drawn from #mults of this study would be
interesting to continue to investigate in futureidsés and continue the specialization
towards social media marketing. Social media isetnal subject in marketing and most
probably will continue to play even greater roletlie future marketing strategies of all
companies, being not solely beneficial for touridnarketing activities have to be adapted
to the changes in consumer behaviour and contimypdusl new ways in reaching the
consumer’s attention with innovative marketing. i@8benedia marketing can enable an
unexpected success with little effort which incesasthe attractiveness in taking

advantages of social media marketing.
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8. APPENDIX

Appendix 1. The questionnaire in Russian

Jannoe paborta mpexacraBiser co0oil uccienoBaHue B cdepe Typusma. I[lpeamer

UCCIICIOBaHMsI. WH(MOPMAIMOHHBIE CHUCTEMBI, MPEIOCTABISIONINEG COOTBETCTBYIOUIHI
CEpBHC, COLHUATIbHbIC MEAHA BKIIOUUTEIBHO.
Bospacr: [omn: [Tpodeccus:
Otkyna BeI?:
IIyHKT Ha3HaueHHUs Ballel MMOE3IKH:
1. Ilenn Bamel NoC3aKH.
1. Pabora
2. Orabix
3. Ilommnuar
4. ]Jlpyroe
2. 51 oxuaaro OT CBOETO OTITYCKa:
1. cnoxoiicTBUs U pacciabieHus
2. aKTHBHBIM MEPONPUATHI U MPUKITIOUESHUI
3. KYJIbTYPHBIH OIBIT
4. npyroe
3. Bel cMoTpenu 3apaHee nH(OPMAIIHIO 110 Moe3AKe? 12 HET
Ecmu na:
I'me Bbl wHamumum | Kakoii u3 Kaxkoii u3
nHpopManu? MPEIVIOKEHHBIX 4X | MPEI0KEHHBIX 4X

BApPHAHTOB CaMbIi
YAOOHBIN 115
MOUCKa HYKHOM
nHpopManuu st
Bac?

BApUAHTOB CaMbIi
HaaeKHBIN
HMCTOYHUK IO
BallleMy MHEHUIO?

1. unTepHET

2. TYpHUCTHYECKOE
ar¢éHTCTBO

3. rasersl

4. npys3bA,
POACTBEHHUKHU
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4. BnusieT M Ha Ballle PEIICHUE 10 IyHKTY Ha3HAuYSHHsI MMOE3IKH PEKOMEHIAIUH IPYTUX
MyTENIECTBEHHUKOB?

BCeraa
OOBLIYHO
HHOrJa
penKo
HUKOTIa

ogkrwbE

5. Eciu Bel cMmoTpuTe uHHpOpMAnuUio O moe3nke B HTepHETE, CMOTpPHUTE M BBHI
uH(OpPMAIIHIO Ha caliTaX COIMAIBHBIX CeTel? (HarmpuMep, BKOHTAKTE) 1a HET

6. Haxomunmum nu Bbl HHTEpecyloUlyl0 Bac HH(poOpMmanuio O TOe3IKe U3
HIDKETIEPEUHCIICHHBIX CAiTOB?

1. caliThl cOUMANbHBIX CETEU, HAPUMEDP, BKOHTAKTE, OTHOKIACCHUKHU, MOU MHp

2. CalThl TYpPUCTUYECKOTO HANPABJICHHS, KOTOPHIE MPEAOCTABIAIOT PEKOMEHIAIINN 1
OT3bIBBI OT TO€310K TYPUCTOB

3. HaIMOHAJBHBIE TYPUCTUICCKNE CAUThI CTPAHbI

4. npyrue?

7. Bb110 11 7OCTaTOYHO MH(POPMAIIMU O TYHKTE BAILIEro Ha3HAYCHUS? 1A HET

8. Ecnu HeT, To Kakoi HH(OpMAIH HE XBaTaJIO?

9. Uro sBnsieTcst HanboJiee BaKHOU 1ETBIO UCIIOJIb30BAHUS COIMAIBHBIX CeTEl B BOIPOCcaxX
o moe3ake? BeibepuTe ouH BapuaHT.

MoJIy4aTh HH(GOPMALIUIO O MOE3IKEe

JeNUThCS HHPOpMAIeit 0 oe3aKe

4TOOBl MOJYYUTh MOPAIBHYIO MOJJMCPXKKY (Hampumep, B clydae KakOW-TO
poOJIEMBI BO BPEeMsl TIOC3/IKH)

HaWTH Apy3€il WiIu NyTENIECTBEHHUKOB CBOETO BO3pacTa

Kak Ccroco0 pa3BieybCs

3aBOEBATh ABTOPUTET HA CAlTE COUUAIIBHOMN CETH

3aJI0KyMEHTUPOBATh CBOM OIBIT

WwnN =

No ok

10. CkonpKo 9acoB B JICHb BbI HCTIOIB3yeTe IHTEpHET?

1. 01
2. 1-3
3. 3-

Cmacu6o 3a Bamie ygactue B uccienoBanuu, C HoBeim ['omom Bac!
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Appendix 2. The questionnaire in English

This questionnaire is a part of a study examiniogrism. The study objective is the

information research methods and social mediapstaof them.

Age:

Place of residence:

Gender:

Occupation:

Destination of your travel:

1. Purpose of the travel

1. Work

2. Leisure
3. Shopping
4. Other

2. | want my holiday to offer me:

1. Peace and relaxation
2. Activities and adventures
3. Cultural experiences

4. Other
3. Did you look for travel information beforeharttravel? Yes No
If yes:
Where did you find Out of these four, Out of these four,
the information? what is the easiestwhat information
source to find you consider most
information? trustworthy?
1. internet

2. travel agency

3. newspapers

friends, family
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4.Do recommendation from peer travellers influepoer decision making when deciding
the travel destination?

always
usually
sometimes
seldom
never

ogkrwbE

5. If you look for travel information from the inteet: Do you find travel information from
social network sites? (for example vkontakte) Yes  No

6. Did you find information from below-mentionedes?

social networking sites like vkontakte, odnoklagsjrmoi mir

tourism related sites which provide recommendatfon® peer travellers
national tourism sites of the country

Other?

PwpE

7. Was there enough of information available alyoutr travel destination? Yes No

8. If not, what was missing?

9. What motivates you most to use social netwassielated to travelling? Choose one
option.

to obtain travel information

to share travel information

to get social support (e.g. in a case if | havees&imd of problem while travelling)
find friends or peer travellers

to be entertained

gain prestige on social network site

to document my experiences

NoOokwNE

10. How many hours you use the Internet per day?

1. 01
2. 1-3
3. 3-

Thank you for your participation and Happy New Year
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