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The purpose of this thesis was to compose a madkglian for the Kuuskajaskari

Island owned by the town of Rauma. Marketing plaowd help the entrepreneurs
of the islands to create services that target graugnt and promote them by using
the efficient marketing mix.

The theoretical part consists of nature of tourismustry, travel consumers in

general, then focus on Rauma areas and its islkendrgeted destination. Data was
gathered from different official Finnish websitelspoks and from Sanni-Mari

Aaltonen and Marija Kairyte’s thesis: “Marketingapl for the islands owned by the
town of Rauma: Kuuskajaskari, Kylméapihlaja, Reksadihe aim of this thesis is to

clarify the stages of creating a marketing plan,atwmlyse current situation of
business in Kuuskajaskari Island and island touriisrinland by using marketing

strategy and marketing mix, it also includes im@atation and control.

The empirical part was conducted by using a gualéamethod. The interviews
were done with a face-to-face, semi structured therterview. The empirical part
was done based on the results of these intervietstine entrepreneurs Katariina
Saarinen of Kuuskajaskari islands, Sanni-Mari A#to who has worked on the
island, and tourist information officer of Raumaide Ylipuranen. The interviews
gave knowledge of the problem areas and compeigs® of entrepreneurs’ business
current activities in the frame of marketing steggt@nd marketing mix. The purpose
of the plan is to develop services by determinimgeeds of targeted segments and
gives ideas to improve marketing seven Ps in Hnmisarket. The theoretical
knowledge and interviews with the key informantsidgd formulation of the actual
marketing plan, which also draw the finally conatusand recommendations.
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1 INTRODUCTION

This study was done to create an effective marggtlan to the Kuuskajaskari Island
of Rauma for new entrepreneurs Katariina Saarimeinhar sister Maija Tuominen.

The primary objectives of the study were to defimgrism in Finland in general and
then introduce island tourism in Finland, then lin& focus on Rauma areas and its
archipelago, especially on Kuuskajaskari Islandaageted destination, to find out
what targeted customer wants and needs. The othjectives were to analyse
already established services and to suggest newvicsegpossibilities in order to
attract more customers as well develop marketirag.pThe following objectives
were to determining existing challenges for thandl tourism, such as seasonality
and to suggest how to explore them. The final dbjecwas to determine the
elements of the marketing mix and to offer a newrkeing plan for the

Kuuskajaskari Island.

This bachelor’s thesis was written following a thewal part that presented the
tourism in Finnish market and focus on island temriin Finland, especially
concentrated on Kuuskajaskari Island of Rauma agd#stination; marketing plan
and travel consumers. The key elements of the rtiagkplan were segmentation,
targeting group and positioning and the seven P'seovice marketing mix, which
consists of product/service, place, price, pronmtijeeople, physical evidence and

process, then finally the methods of implementind eontrolling them effectively.

The empirical part follows the theory, by summanmigithe interviews with new
entrepreneur Katariina Saarinen of Kuuskajask#ings and employee Sanni-Mari
Aaltonen who has worked many years for Kuuskajaskdands and tourist
information officer of Rauma town Jenna YlipuranEmally gave my point of view
in marketing strategy and marketing mix in ordeiirtgorove the whole picture of
marketing plan. The research method is followingldgative norms, and the results

and conclusions will be based on the answers frone tinterviews.



2 NATURE OF TOURISM INDUSTRY

Tourism generally includes travel, which is donegteasure, business and personal
reasons. It requires inputs of an economic, socidtural and environmental nature.
The major attractions for tourism can vary betweeauntries, such as
accommodation and transport, restaurants and sigpiaicilities etc. Business
tourists may go to this place for a conference, akshop or further education.
Private tourists may go there for adventure, remeaeducation, pilgrimage or other

purposes.

The distance traveled by air grew exponentiallye Tmoice of mode of transport
used is part and consequence of the general desidiaring holiday planning. Low
cost airlines have significantly reduced the costtravel, people have more
alternative in choosing destinations. The growthtleé tour operators began to
change the nature of the industry from individuaisibess activities to more
integrated activities. The changing nature of desnaas one of the factors which
changed the structure of the tourism industry. Btism has been one of the features

which have helped change the structure and theenafuhe travel industry.

In Europe, the aging population has provided arveseof mature tourists with both
the leisure time and disposable income to tratekrhains an important segment of
international tourism demand. The package travetommodation and service
arrangements sold at a single price, has become fiexible. The growing interest
in the long-distance market by the large tour djpesais further evidence of the
changes taking place in the tourist industry. Tdrge tour operators are diversifying
into market segments formerly the preserve of snsakcialist tour operators, and
also airlines have developed its own holiday bussaes. Tourisms development often
provides an economic and social catalyst for chaltgelevelopment and diversifies
is often possible to bring more accommodation madées the market. (Oelkers
2007, 9; Lickorish & Jenkins 1997, 1-7)



2.1 Tourism in Finland

Finland is famous of lakes, green deep woods aitkes forests around the sea,
rivers, and the waterways. The country is situdietiveen Sweden, Russia and
borders Norway to the north. Finland’s maritimedss with Sweden, Estonia and
Russia extend over more than 1,100 kilometers. draplis a popular zone for
visitors. Rovaniemi is a place to see the AuroraeBlis or Northern lights. Tourists
in the north of the country in winter often enjaips in reindeer sleighs with Sami
drivers, or in dog sleighs. There are many skikisawith downhill resorts at
Saariselka and Levi. There is a large snow casti# évery year in the northern
town of Kemi. In Finland, tourists can sit on tHere of a lake, fishing, watching
reindeer or moose and enjoying silence. Downhilhgkand cross-country skiing are
popular activities at Iso-Syote Fell. The well gmeed slopes have something to offer
to everyone. The ski trails that meander in surdougys entice skiers into the nature.

Turku on the south west coast is the oldest citlyimand and the former capital. In
2011 Turku will be the European City of Culture.oAf the coast in Naantali is
home to the famous Moomin world theme park. (i8itland's Many Faces. 2009;
Salokorpi 2004, 12)

Tourism to Finland from the EU27 countries grewtlwee per cent. As Finland held
the EU Presidency in 2006, it increased the denfianbotel services. Within EU15
countries, tourism to Finland increased most frowa $pain, United Kingdom and
Germany, while of the new EU countries, growth camainly from the Baltic
States, Estonia, Latvia and Lithuania. Tourism froaotside Europe increased as
well, by six per cent from America and five per c&om Asia. Inbound tourism
from the United States rose again after a couplgeairs' decline. Japanese and
Indian visitors maintained the growth of tourisrorfr Asia and compensated for the
waning tourism from China, South Korea and Taiwahe growth in inbound
tourism increased Finland's tourism by nearly 16 qent from the year 2006. In
2007, Finland's tourism rose to 2.1 billion EUR. $tl@f the growth in tourism
income came from Russia which is 27 per cent olaflis total tourism incomes in
2007.
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In 2007, the total number of nights spent by Fihrtisurists rose to 13.7 million.

Finnish visitors spent more nights in holiday \gks than in the year before, while
demand for camping site services declined. Rentdiddy homes have become an
increasingly popular type of lodging, but they aat included in the accommodation
statistics. According to the Finnish Travel survéynish residents spent 3.6 million
nights in rented holiday homes in 2007. The nundferecorded nights spent by
foreign tourists at Finnish accommodation establishts in November 2008 was a
good 306,000, which was one per cent down on Noee@®07. (Tourism statistics.

2009)

The biggest decrease in nights spent, at 17 pérwes recorded for British visitors.
The overnightings of Swedish and Japanese visitiss showed a strong decrease.
Visitors from the United States decreased by 11geett, whereas the number of
nights spent by Spanish visitors show a correspanuticrease from the year before.
Nights spent by Russian tourists increased by 2Z@et and as expected they were
the largest group of foreign visitors. Second latggoup was Swedish tourists with
29,000 overnightings. Germans came third with 20,6@ernightings, which was 5
per cent down on November 2007. The number of sigpent by French tourists

stayed on level with the year before.

Year-on-year change in nights spent in NovembeBZID7, Twelve main countries
of residence of non-residents having spent nigifitste in 2007 in brackets.

Total  (100] T 0
Residents  (72) 5 5 1]
Non-residents  (28) o -1
Russia (16) P )22
Sweden (11) 1<
Germarny (11] ]
Urnited Kingdom  (10) L 17 [
France (4) : i 0
USA (4] c -1 [
MNorway (4] E -5
M etherlands (4) : vo-1
Estonia (4) ! r -4 [0
kaly (3) -4
Japan (3) D -4 [
Spaing3) : l 11

-50 40 -20 0 20 40 EEI &0
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Figure 1. Tourism Statistics. Statistics Finlanicbyrism statistics. 2009)

2.2 Island tourism in Finland

Finland has over 20,000 islands in total. There &&00 islands in the Aland
archipelago. The towns along Finland’s West Caashfsouth to north, they include
Uusikaupunki, Rauma, Pori, Kristinankaupunki, Kiagk, Vaasa, Uusikaupunki,
Pietarsaari, Kokkola, Raahe and Oulu, and eachttasvn character and historic

story to tell.

Western Finland is a unique region, where the sglanamerous islands augment a
nature landscape of untouched wilderness inland.dtlandscape that has nurtured a
rich culture, with all the ingredients for a wheotaultitude of pursuits at any time of
the year. For example, the international Jazz Vasdit Pori, now in its 40th year, is
one of the highlights of the jazz aficionado’s yedaninging the riverside town to
musical life each July. The annual Pori Jazz fetttracting top stars from around
the world, is the highlight of every summer, white six kilometers of wild sands at
nearby Yyteri form one of the best beaches in Ruhl&he Yyteri camp ground and
year-round cottages, surf centre, 18-hole golf ®®and horseback riding school, are
other attractions, while the idyllic Reposaari m&la with its timber houses, has a
guest harbor and the Merimesta fishing centre.

In the summer, the sandy dunes at Yyteri are thigngefor seaside picnics and
windsurfing competitions. Bird-spotting is a poputestime up and down the coast,
especially at Liminganlahti bay and Hailuoto islandar Oulu: enthusiasts are
attracted by the abundance of resident and migratpecies and by the extended

opportunities offered by light nights of summer.

To the south of Pori, the old wooden town of Raus&ch in culture and history,

and a uniquely UNESCO World Heritage place. Samnimehospitality of a Finnish

farm, rent a bicycle, and explore the towns anidgés at leisure. Especially walking
inside of historical old town of Rauma, where thd@que wooden architecture is
presented.
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The Ostrobothnian coast and Vaasa region offer tthgeller a mixture of

experiences where the vast plains and the seafrgsigie traditions and archipelago
islands meet. Finnish and Swedish cultures minglsmall villages and cozy old
wooden towns. The Vaasa region is mixed Finnish &mnedish cultures among
small villages and old wooden towns. There is wideety of accommodation, from
luxury spa hotels to archipelago cottages, froml-eglipped guesthouses in the

countryside to small hotels in the cities.

The Tropiclandia Spa at Vaasa, tailored especfalyfamily outings. Tropiclandia
serves tourists all year round, while Wasalandiausement park and the
Tropiclandia Water Park attract young families tiglbout the summer season. For
the tourists service is provided also by high clhsetels and restaurants. Tango
Market at Seinajoki and dance the summer night aBagrd one of the archipelago
cruise boats to discover the archipelago and gtgthiouse islands, or rent a bike to

explore the countryside or the small towns alorydbast.

Vaasa is Ostrobothnia’s window to the west. Vaaghe biggest town in the area
with over 57.600 inhabitants 72 % Finnish-speakRt% Swedish-speaking and 3
% with other languages as their mother tongue. &asdocated at the narrowest
point of the Gulf of Bothnia, only 80 kms from Umé&a Sweden. By boat the
journey takes four hours. Vaasa today represertedicational, cultural and tourist

centre of Western Finland.

Kaskinen, a city with sea atmosphere, is the smtaltd Finnish towns with
approximately 1700 inhabitants. Kaskinen founded. 785, it represents the over
200 years old town building skill with regular sgaigplan, wide streets and wooden
houses with large yards. For the traveler Kaskiisean idyllic and summer town

where tourists can find peace and relaxation.

Korsholm has an area of approximately 2800 kmsunding the town of Vaasa and
an extensive archipelago. Of the 16500 inhabit@bt®o have Swedish and 25%

have Finnish as their native language. Replot Rridg Korsholm is the longest
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bridge in the country. Beautiful nature and islagmvironment can be found in

Korsholm. There are several local museums to visit.

Summer in Merikarvia excites the senses at Kroakkarbour, Meri camping and in
the locality’s many summer events. Off the coadtlefikarvia is the unique Oura
Archipelago; the barren but beautiful islands areu 8 km off the mainland. Boat
cruises, fishing excursions, fishing in winter thgb holes in the ice, boat and water-
bus excursions, boating and quest marina, campgeaekievari Dance Hall is well
known through the country, lots of possibilities fiarm house accommodation,
largest wooden church in Finland that is being uffmdugh the year, fishing

museum.

Kokkola is an historic town and the provincial gendf Central Ostrobothnia. Old
Kalle’s Town Walk is an exploration route of thimall but lively town, through
Neristan (Downtown), Kokkola’'s expansive old timbeyuse district, with visits to
the K.H.Renlund Art Gallery, the History Museum aNeikko Salkio Natural

History collection.

Kokkola is home to the Central Ostrobothnian Chantechestra and has a great
musical tradition. Take a cruise from Kokkola te fighthouse island of Tankar and
the 7 Bridges archipelago, and visit the Mustakacht Club, the Arctic Museum

Nanog, the main attractions on the coast. The dges Archipelago, where the
islands are still gradually emerging from the Balt an exciting coastal area where

visitors can paddle, row, sail, cruise, fish, swinike, bike, ski and skate.

Oulu, on the coast of the Gulf of Bothnia, with gepulation of 130,000 is the
biggest city in the northern Nordic region. It isiaiversity town as well as a lively

centre for science, research and high technology.

Iso-Syo6te is one of the Ski Centers in the OuluaregLocated approximately 150
kilometres from the Arctic Circle, Iso-Syote is Eind’s southern most fell region,
and it also happens to be the Finnish region tht the most snow. The blanket of

snow covering the trees and landscape transforimseniato a fairy tale land.
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The historical town of Raahe is located by the memt Gulf of Bothnia. This old
town has its rich maritime heritage but, at the sdime, steel industry, information
technology and culture contribute to its modernespance. Memories of an eventful
history, picturesque wooden quarters, the sea #stlave islands, colorful events,
interesting places to visit and excursions offeenpy of activities especially in

summer.

A walk along the narrow lanes of Old Raahe willedke traveller back to the life of
a 19th century seaside town. Raahe founded in 1&#a long history of seafaring
and trade, which still in many ways is to be seerthie town. Today Raahe is a
modern town of 17.500 inhabitants. The sea andatihipelago, idyllic wooden
quarters, rich history, many annual events andestang places to see, make Raahe

worth visiting for travellers.

The old wooden quarter of Raahe is laid out acogrdo the classical grid plan.
Most of the buildings postdate the great fire 010A.8The layout reflects the social
structure of the day, with the grander houses efliburgeoisie in the centre being
replaced by the more modest homes of craftsmen saadarers towards the
surrounding. (Finland's West Coast 2007)

The town of Rauma on the Gulf of Bothnia was fouhdie 1442. Old wooden
buildings and a distinctive dialect are its spededtures. Rauma is the largest

complete wooden town in the Nordic countries anfdnsous for lace making.

Pori is a cultural town hosting festivals, suchaasual jazz festival attracts visitors

from all over the world. Pori has a sandy beacledaY¥'yteri.

The Kvarken Archipelago is a UNESCO World Naturarithge site and this is the

area where land is uplifted as land rises up frioensiea on average 8 mm every year.

Lake district includes Tampere, the oldest publity sauna in Finland, named
Rajaportti in the Pispala district of Tampere. Sdvma castle has the famous

summer opera festival. The world’s largest smokeaas at Kuopio. The Karelia
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region has an untouched wilderness in addition &bevg. The culture maintains
traditions originating from the Russian Orthodostory.

The Kajaani region has different activities, such keear watching safaris, quad
biking, fly-fishing, cross country skiing. Rovaniem the provincial capital and is
right on the Arctic Circle. The Santa Claus livesre and it is home to Arktikum.
(Finnish Tourist Board 2008; Kvarken Archipelagecbmes Finland’s first site on
UNESCO’s world natural heritage list 2005)

2.3 Rauma and its archipelago

Rauma founded in 1442, is an idyllic seaside towvhas 36,044 populations, Age
structure in year 2005, there are 15.5% betwee#a @ear-olds, 67.2% between 15-
64 year-olds and over 17.3% are 65 year-olds. §oreitizens 343 people, which is

0.9% of the total population, there are 40 diff¢émeationalities.

The heart of the town is Old Rauma, which is thegdat preserved coherent
medieval wooden town area in the Nordic regionl991 the area was selected for
UNESCO's World Heritage Sites. Old Rauma is demmatest by the market place
and two hundred shops selling specialties. Durihg summer months, the
marketplace is a popular meeting place. In the tetrncture of Old Rauma with an
area of 30 hectares, medieval features like narmiwwding streets and lanes and
irregular shaped yards are still evident. Somedingks in Old Rauma have preserved
features from the 18th century, others from thst firalf of the 20th century. Most
buildings have the appearance of the New Renaissstyle of the active renovation
period in the 1890's. The views of the River Rauwidrand the Church of the Holy
Cross from the end of the 15th century with mediéescoes on the walls and vault

are an essential part of Old Rauma.

The area of the Bronze Age tumuli, Sammallahdennmékappi, also belongs to the
UNESCO world heritages. It is a unique entity iraSdinavia and was accepted on
the list of the world heritages as the first ardbgizal site in Finland. Within a
distance of one kilometer, there are 36 tumuli vattally different shapes and sizes.

(Rauma town; Rauma Region)
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There are many summer events in Rauma, such as\laek of Rauma, Black Lace
Night (carnival night), Rauma Blues, and musicifedtin Rauma, Blue Sea Film
Festival and the Baltic Herring Market. The sea bedutiful outer archipelago are
distinctive features of the islands are used fareation and are accessible, for
example by water bus. During the summer time, thera water way connection
from Rauma to different islands. (Rauman kaupupnk@ma Cultrual Heritage and

Modern Industrial Town)

The Rauma Archipelago reaches out about 10 km fra@rshore. There are “south-
western Finnish” rocky shores in the archipelaga,ost distinguishing are first of
all large wooded islands and outer sea gravelsisktpart of the archipelago is a

network of sheltered long straits. (The Rauma Arelago)

Close to the town of Rauma there are three toistetds which are the lighthouse in
island of Kylmapihlaja, the fort island of Kuusksfari and the island of Reksaari
with its magnificent nature. In summer there isegular water bus connection to

those islands.

The lighthouse island of Kylmépihlaja is an exconssite at the open sea open to all
people. In the lighthouse building there are haotmms, café-restaurant, sauna,
chapel, meeting rooms and a lookout platform. Tilethouse rises 36 meters from
the sea level. Tourists can admire the views frdra tipper platform of the
lighthouse. During the summertime there is a gowlé¢he island, who is prepared to
tell about the lighthouse island and the archipzl§§own of Rauma-Departement
of Environment, 2005)

Reksaari has archipelago groves and nature trifdssmpportunity to study the rich
flora and fauna of the area. The Kaffetupa (Cofiease) of the over one hundred
year old fishing estate of Karttu, serves for ex@mpal archipelago fish soup. It is
allowed to camp on the island and also lodging abims or in an old-fashioned
granary hut. A cosy room on the shore, Ranthuareyiges a pleasant place for
small festivities. Children's guided activity hounse arranged daily. In the resort of

Reksaari in the Rauma archipelago, swimming, hikimglking and fishing are all
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possible. However, Reksaari is the only island ttetnot be reached by bigger
sailboats as the waterway is not deep enough. REluena Archipelago)

The island of Kuuskajaskari is an old defense fiogiion controlled by Finnish
military until the year 2000. Rising up to 15 mset&om the sea, the island is nearly
30 hectares, combines the open sea and the cowattedorest. Kuuskajaskari can
see the old barracks, coastal artillery guns amaahgimg firearms displays. The island
has four 152mm coastal artillery cannons; one effrtlis still functional. There is an
observation tower which is opened to public. Theuskajaskari fortress island is
now owned by town of Raum& the year 2008 new entrepreneurs Sirpa Saarinen
won the bid in Kuuskajaskari and in year 2009 Sitpaarinen hand over
Kuuskajaskari island to her two daughters: Katari$aarinen and her sister Maija
Tuominen, meanwhile company name changed to Ralwfopee Oy. (The Rauma
Archipelago)

Throughout the summer season the Rauman Saarigtnisulline water buses
Apollonia are going to Kuuskajaskari twice a dagnfrJune to August, there is one
additional trips daily made by Don Quijote line editus. There is a possibility to
book the cruise ticket for the trips to the isldndtelephone waterbus or telephone
directly to Kuuskajaskari island for reservatioRer the boat travelers Kuuskajaskari
is offering number of services. The harbor can wle about 20 small boats, the
parking fee is about 10€ per day. There is elattridresh water, WC, several
campfire places, food, beverage (soft drinking, rbaed strong alcohols) and

cigarettes. The Sotku café house offers visit@shrdoughnuts and coffee or tea.

The island has accommodation at both the barracksplete with metal army beds,
have capacity for 160 people in terraced housesrigis can spend the night in the
row houses once built and decorated for the armgop@el and in the former
barracks. In one of the barracks there is a smallientheatre. Theatre can also be
rented for various occasions as an alternativen@etings and conferences, with full
service including catering and the right to seltofiol. Visitors are able to rent
former personnel cottages. Function facilitiesarailable for 20, 50 and 100 people
and the sauna can also be booked in advance. Tierence facilities are equipped

with internet connection, TV, video, overhead pctpes and flap board. There are
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also changing exhibitions. Kuuskajaskari gives \isitor at the same time the
excitement of the sea and the shelter of an istmwéred with woods. For leisure
active, there are several orienteering tracks atdte island for adults and own
tracks for children. The island offers the posgie# for all kinds of outdoor

activities such as volleyball, football, joggingartd game, pétanque, diving and
fishing. For children there are also small domestic anirt@ats. rabbits, chicken, and

roosters) and playgrounds.

The cottage with four rooms and the kitchen co88€3per weekend or 500€ per
week. There are three smaller cottages with thoeens and the kitchen. The
weekend rental price is 250€ and the week prieRG€. The eight smallest cottages
have two rooms and a kitchen, they costs 210€ pekend and 310€ per week. The

sauna can be heated on the request, it costs f&aEn, or 50€ per group.

Function facilities are available for 20, 50 and Ji&ople and the sauna can also be
booked in advance. The conference auditoria spafe L00 people and it costs 80€
per day. There is a conference hall for 50 peoptesmaller meeting room for 10 to
20 persons. The conference hall costs 60€ per dayhee meeting room costs 40€
per day. (The Rauma archipelago; Interview withafiaia Saarinen and Sanni-Mari

Aaltonen)

3 TRAVEL CONSUMERS

3.1 Characteristics of travellers

The characteristics of customers are an importdhtance factor on channel design.
Their number, geographical distribution, incomegmting habits, and reaction to
different selling methods all vary from country ¢ountry and therefore it requires
different channel approaches. In general, regasdles the stage of market
development, the need for multiple channel intenarées increases as the number of
customers increases. (Warren & Mark 1997, 330)
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A traveller means a wide range of person’s movemé&mvelling involves any
amount of time away from one’s home region, moadaby business, refreshment,
hobbies, studies, shopping, friends etc. rarelyetlanly one reason for travelling,
thus the motives of travel consumers are extremeahgerous. International traveling
is all about moving beyond one’s own comfort zopleysical and cultural borders.
The interest to explore new areas of the worldioaigs from openness to learn and
discover new regions, lifestyles, and cultures. Thstribution of the world’s
population is changing, while it is growing rapidignd this tendency impacts on
tourism. Firstly, there are and will be new tramglnations, as tourism in developing
countries become more and more popular. This dmasg challenges and gives
indicator for marketers, as the cultures in thacstire of travel industry will change.
The rapidly increasing and diversifying tourist urstty has encouraged marketers to
study travel consumers more profoundly, their comsion patterns, and
characteristics. To understand better behavioretofa of travel consumers, it is
necessary to apply a psychological point of viewh® marketing concepts. (Oelkers
2002, 81; Crouch, Perdue, Timmermans & Uysal 2062),

3.2 Consumer buying behaviour

Consumer buying behavior is influenced stronglycblure, subculture, social class,
personal factors, and psychological factors as shiowigure 2. Culture is the most
fundamental determinant of a person’s wants andaweh Subcultures include
nationalities, religions, racial groups, and gepgra regions. Many subcultures

make up important market segments.
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Figure 2. Factors influencing consumer behavioatlgt & Armstrong 2001, 221)

In addition to cultural factors, a consumer’s bebais influenced by social factors
as reference groups, family, and social roles aamises. Reference groups consist
of all of the groups that have a direct or indiredluence on a person’s attitudes or
behavior. Some primary membership groups are farfiignds, neighbors, and co-
workers, with whom individuals interact fairly camiously and informally.
Secondary groups, such as professional and trade-wgnoups, tend to be more
formal and require less continuous interaction.eR&fce groups expose people to
new behaviors and lifestyles, influence attitudesl aself-concept, and create
pressures for conformity that may affect produat Arand choices. People are also
influenced by groups to which they do not belongpitational groups are those the
person hopes to join. The family is the most im@aticonsumer-buying organization
in society. From parents, a person absorbs reljgiolitics, and economics as well as
a sense of personal ambition, self-worth, and léveore direct influence of buying
behavior of adults is the family of procreation-redyn one’s spouse and children. A
person participates in many groups, such as fangilybs or organizations. In

general, people choose products that communicatertile and status in society.

The third factor is personal characteristics, idolg the buyer’s age, stage in the life
cycle, occupation, economic circumstances, lifestplersonality, and self-concept.
For example, a working couple in may have fewerst@mts and therefore more

money to spend on holidays. People from the sarbeusture, social class, and
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occupation may lead quite different lifestyles.i#&dtyle is the person’s the way of
life as can be seen in activities, interests, guidions. Personality can be useful in
analyzing consumer behavior. Personality is usiwagiycribed in terms of such traits
as self-confidence, dominance, autonomy, deferesamability, defensiveness, and

adaptability.

Psychological factors are the fourth major influermn consumer buying behavior.
In general, a person’s buying decisions are inftedrby the psychological factors of
motivation, perception, learning, beliefs, andtatles. Some needs are biogenic;
other needs are psychogenic. A motive is enoughirize the person to act.
Experience often influences one’s behavior. Beliafe based on knowledge,
opinion, or faith, and they may or may not carryeanotional decision. Especially
buyers often hold distinct beliefs about brandpraducts based on their country of

origin.

Marketer needs to be aware that consumer decisakingp varies with the type of
buying decision. It consists of complex buying bebg dissonance-reducing buyer
behavior, habitual buying behavior and variety-gsaglouying behavior as shown in
figure 3. Consumer buying behaviour concerns thg twarists as purchasers of
products and services behave in terms of spenthieg, attitudes and values towards
what they buy. Their age, sex, marital status, atioical background, amount of
income, where live and other factors such as tim@rest in travel directly affect
this. Marketers should divide tourists into growgss consumers so that they can
provide specific products that appeal to each grgKptler 2001. 89-96; Hatton
2000, 160; Page 2007, 78-80)

High involvement Low involvement
Significant differences Complex buying Variety-seeking
between brands behavior

buying behavior

Dissonance-
reducing buying Habitual buying
behavior behavior

Few differences
between brands
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Figure 3. Four types of buying behavior. (KotleA&mstrong 2001, 191)

The standard model of the purchase process isianagt five-step progression of
need identification, search for information, evéalma of alternatives, purchase, and
after purchase evaluation. Consumer decision matamngbe either a quick-and-easy
or a lengthy and complicated process, dependingthen consumer’s level of
involvement with the process. When consumers realley have an external
problem that needs to be solved or a desire tietnal needs to be met. The internal
dissatisfaction a consumer may feel as the re$@honner state rather than from a

problem caused by external circumstances.

Consumers take the time and effort to researchhwproduct will most likely fill
their need or meet their desires. In general, médron search obtains product
information from the company and other sources. SGorers can search for
information by evaluating promotional material pied by the company.
Consumers will also seek out additional informatiom objective sources, such as
magazine rating and newspaper reports. In addidonsumers will ask friends and
family who have already purchased the product fweirt opinions. While the
company’s promotional material may attract consmaitial interest, it is often the

more objective sources of information that will me#ect the purchase decision.

Potential tourists will search the printed and ki@t promotional information
produced through the tourism office. They will atdeeck the city’s website and read
travel magazines, books and also search the intéoneany information about
visiting the city. Evaluation of alternatives deténes which product provides the

desired benefits.

Consumers will analyze all the information on diffet products to determine how
closely each available product provides the bemdii¢sired. For tourists, this
evaluation of alternatives will involve matchingetltore product and supporting
services provided by each destination again thewet preferences. Potential tourists
will decide which destination provides the prodbenefits that will most meet their

needs.
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Purchase process completes the transaction by mgicigamoney for the product. If
the product is expensive and the consumer is utitlamwith its features, the
purchase process will become more involved. Pueclpascess can be a multistep
purchase process. If at any stage of the purchasests are not provided the
necessary assistance and information, the procegd be end and they may decide

to travel elsewhere.

Postpurchase evaluation decides if the productigeovthe desired benefits. If the

purchase has been for a tangible good, it willrofte sold with a return policy that

will allow the consumer to return the product ift satisfied. Because services such
as travel are consumed when purchased and arestoobable, they involve more

purchase risk. Therefore tourism marketers mustdog careful to ensure that the
experience of visiting has to be satisfactory. (Bo2006, 129-133)

4 MARKETING PLAN

A marketing plan is a written document that dettiks necessary actions to achieve
one or more marketing objectives. Marketing plaals the structured process that
links the mission, organizational strategy and mbess strategy to marketing
decisions and actions, such as research and aritalysearketing situation, markets
and customers; develop marketing direction, objesti strategies and programmes
for the targeted customer segment; determine hosupport marketing strategies
through customer service and internal marketing} @mally implement, evaluate
and control marketing programmes to achieve th@atesbjectives. It can be for a
product or service, a brand, or a product line. maketing plan implements the
marketing strategy; it is a blueprint for communticg the value of the products
and/or services to its customers. Marketing plagrilescribed as the structured
process of research and analyzing the marketingat®in; developing and
documenting marketing objectives, strategies, aragrams, and implementing,
evaluating, and controlling activities to achieliede objectives. The marketing plan

consists of several factors, such as selectingetargrkets, developing marketing
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objectives and strategies. The market planning gg®ds a delicate balance of
creativity and structure. This systematic processbkes companies to identify and
evaluate any number of marketing opportunities tbah serve as path to

organization’s goals, as well as potential thréaas might block these paths.

The opportunity to think creatively and explore ksrissues outside the realm of
day-to-day business is an important part of devetpp proactive marketing plan. A
marketing plan has to have enough structure torenthat it is comprehensive,
accurate, marketing strategies, resources and rpeafe objectives are credibly
linked to the marketing situation. Both creativeigit and structure are necessary to
paint a meaningful picture of the market situatiomarketing strategy, and logic-
based path that leads to desired performance olgsct(\Wood 2004, 11; Wood
2003, 3-5; Best 2004, 330; Hunter 1997, 66)

The outcome of this process is the marketing @aihgcument that summarizes what
the marketer has learned about the marketplacenaichtes how the firm plans to
reach its marketing objectives. A marketing planas only helping the managers to
have concrete information of the market situatiout it also gives information to
other member of the organization who might be imgdl in the decision-making
processes. (Wood 2003, 3-5; Proctor 2000, 41; \W46660, 33)

In most developed countries there is no formalismurplanning mechanism and
whatever planning is done is usually incorporatad regional rather than national
plans. Planning at national level is usually a fiorc of the size of the country.
Estimating demand is a problematic exercise, bus ithe foundation of tourism

development planning. (Lickorish & Jenkins 1997517

4.1 Marketing strategy

Marketing strategy is used to determine how eadhwell used in the marketing
mix tools which supported by customer service artdrnal marketing strategies to
compete effectively and meet objectives. Markesigtegy is the marketing logic
by which the business unit hopes to achieve itketeng objectives. It shows how

strategies for target markets and positioning buiftbn the firm’s differential
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advantages. There are three basic categories gettanarketing strategies:
standardized marketing, concentrated marketing, differentiated marketing.
Standardized global marketing is analogous to mas&eting in a single country. It
involves creating the same marketing mix for a droaass market of potential
buyers. The appeal of standardized global markesnépwer production costs.
Concentrated global marketing strategy involvessieg a marketing mix to reach a
single segment of the global market. Differentiatgidbal marketing strategy
represents a more ambitious approach than conteshttarget marketing. (Wood
2004, 6; Kotler & Armstrong & Saunders & Wong 1998, Keegan & Green 1997.
185)

Marketing strategy consists of specific stratefigdargets markets, positioning, the
marketing mix and marketing expenditure levelsrg€aconsumers are at the centre
of the marketing strategy. The company identifies total market, divides it into
smaller segments, selects the most promising segraad focuses on serving them.
The company engages in marketing analysis, planmmglementation and control
to find the best marketing mix and to take actigfotler & Armstrong & Saunders
& Wong 1996. 92; Kotler & Armstrong 2001, 71)

Marketing strategy identifying segments of the neankight be targeted to achieve
the marketing objectives, selecting the most apjpatgand determining how best to
position their offering to satisfy the needs ofstlgroup. Once segmentation and
positioning are agreed then the marketing strategyy place. Forecasts of potential
earnings must be made so that the likely controutif each strategy to the overall
objective can be quantified. The market segmentasccritical to the effectiveness

of the marketing plan. It is a process that mustihd@ertaken with though, creativity

and skill. It provides one of the major ways of lempenting the marketing concept;

meanwhile it directs a firm’s marketing strategydaresource allocation among

different markets and products. Marketing stratisggbout striking the right balance

between many various and conflicting forces which @ the organization, then

turning these into long-term profits. (Hatton 20@®, 140; Hollensen 2003, 307;

Fifield, P. 1998, P180-181)
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4.1.1 Segmentation

Marketing segmentation involves grouping consunegrsusiness customers within
a market into smaller segments based on similaritieneeds, attitudes or behavior
that marketing can address. By eliminating inappade markets and identifying
appropriate market segments for more researchgdhgany can better understand
customers in these segments and more effectivepyorel to their needs. Finally, it
helps to determine how to create a meaningful amdpetitively distinctive position
in the minds of customers in each targeted segrilabte 1 show how segmentation,
targeting and positioning are applied in marketptgnning, alone with the major
benefits. (Wood 2004, 95-96)

Table 1: Applying segmentation, targeting and paosihg (Wood 2004, 96)

Market and customer research

A 4

Market segmentation Benefits
1. Choose a market 1. Eliminates markets that are
2. Apply segmentation variables inaccessible or inappropriate
3. Evaluate and select segments 2. Creates segments of customers

with similar needs or behavior
yet different responses (o
marketing

\ 4

Targeting Benefits

1. Rank segments for marketing 1. Ildentifies opportunities and
activity threats; sets marketing priorities

2. Determine target market 2. Guides development of effective

coverage marketing strategies and
activities
\ 4
Positioning Benefits

1. Decide on point(s) of 1. Highlights attributes that

differentiation customers find meaningful in the
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2. Communicate positioning competitive context
2. Reinforces differentiation, adds

consistency to marketing

v

Marketing strategy and programmes

Market segmentation allows marketers to serve theeds specially and more
effectively than the competitors. Geo-demograplaicables are the most commonly
associated with segmentation. Age, sex, ethnicdrackid and geographic location
represent variables that are easy to identify dmat tn consumer markets do
influence behavior. The social groups indicate gnaices, tastes and aspirations
which go on to influence what each group would Bag how much it could afford
to spend. (Hatton 2000, 157-158)

Gender has a powerful impact on participation iarigm, very often women in
households are the holiday decision-makers. Witingks in the existing of two-
parent households and the growth in single-pareniséholds, the notion of the
nuclear family is changing in many western socgtiamily with children influence
greatly on parents in the selection holiday detsbna. Gender has also become a
defining feature in the identification of the gayddesbian market. Ethnicity has also
been identified as important factor shaping touretel behaviour and consumption

patterns. Race and ethnicity assume a prominemimdravel markets.

Psychographic segmentation involves socio-econoggengraphic data and life-
cycle data to predict a range of consumer behaworpurchasing patterns. By
combining the behaviour of tourists and their vadystem comprising their beliefs
and how these affect their decision to purchasentarketers can communicate more
effectively with potential consumers by understagdivhat motivates their decision
to purchase certain types of products and servRggchographic segmentation is a
specialized product such as ecotourism (such aling to engage in wildlife
viewing, visiting natural areas and having a conceith the natural environment).
(Page 2007, 80-82)
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Segment must have something in common, somethinghwdllows marketers to

serve their needs specifically and more effectithhn the competitors. If age, sex,
company size or customer’s location significantifiuences buyer behaviour, then
these will be useful dimensions for segmentatidn.ndt, new bases for the
segmentation need to be found. (Hatton 2000, 18j-15

Segment can be based on either external or intemmalacteristics. The external
characteristics, or demographics of consumers, asghage, income, ethnicity,
gender, and family stage, will vary. Consumers ediff internally, or

psychographically, in their values, interests afedtyle. Those factors distinguish in
consumers’ purchasing different types of produ€tee market can be divided into
segments based on the consumer’s geographic Incatibether local, regional,
national, or international. For tourism, it woul@ bhe purpose tourists have for

travel, whether a weekend trip, a long-planned faracation, or business trip.

Segmentation is the process of dividing potent@lstimers into groups based on
shared characteristics. The choice of which methmduse when segmenting
consumers depends on the features of the produttttem benefits it provides.

Geographic, demographic, psychographic, and usageentation are the most
important segmentation methods to consider whemmesting the market of

potential tourists. (Bonita 2006, 103-109)

Table 2: Segmentation Methods (Bonita 2006, 109)

Method Description Example

_ _ Regional versus national
_ Local, regional, national, o
Geographic . visitors
international

Single professional Asian
Gender, ethnicity, age, family ~ woman, age 22-35, with

Demographic . . )
stage, income, occupation incomes over € 75,000

Psychographic Values, lifestyle, social class Independent, adwenits
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tourists, interested in winter

sports

Business travelers, those visitingBusiness travelers who wish to
Usage family/friends, day/weekend add additional activities to their

tourists, traditional vacationers agenda while visiting

4.1.2 Targeting

Market targeting involves evaluating each markegnsent’'s attractiveness and
selecting one or more segments to enter. Targegtiogp consists of a set of buyers
who share common needs or characteristics thataimpany decides to serve. There

are four alternative market-coverage strategiesthigafirm can adopt.

Undifferentiated marketing is a mass-marketing appih, means targeting the entire
market with the same marketing mix, it is a mart@terage strategy in which a firm
decided to ignore market segment differences araftgo the whole market with one
offer. It assumes that all customers in a particutaarket, regardless of any
differences in characteristics or behavior, wibpend in the same way to the same
marketing attention. Undifferentiated marketing lsss expensive than other
coverage strategies, due to the lower costs ofldewvgy and implementing only one

marketing mix.

Differentiated marketing is a strategy either anfidecides to target several market
segments or niches and designs separate offersafdr. Differentiated marketing
needs different marketing mixes to each segmentigjue characteristics and
behaviours. It increases customers’ satisfactiod amcourages customer loyalty
because their specific needs are being providedelDging a stronger position
within several segments increase more total sdles tindifferentiated marketing

across all segments by tailoring the marketing mix.

Companies that target multiple segments generaléy differentiated marketing to

create a separate marketing strategy for each segriierequires considerable
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investments in marketing research to understantd sagments needs, as well as
higher costs due to different products, differedveatising campaigns, and so on.
These costs must be taken into account when prepdhie marketing plan and

related budgets.

Concentrated marketing is when company resourcedirarted, instead of going

after a small share of a large market; the firmsgaféer a large share of one or a few
segments or niches. A company might also chooserige several related segments,
perhaps those with different kinds of customer With the same basic wants. The
idea is to compete more effectively and efficiertily understanding and satisfying
one set of customers, rather than spreading orgional resources across multiple

marketing activities for multiple segments.

Customized marketing is when company providersotiaiy marketing mixes to

individuals within certain targeted segments. Ifnpany has the right technology, it
can opt for mass customization and create prodaitsed to individual customers’

needs on a larger scale. (Wood, 2004, 107-109eKé&tlArmstrong 2001, 265-266;

Wood 2003, 64; Lovelock 2001, 138)

To success in competitive marketplace, companiest rbe customer centered-
winning customers from competitors by delivery geeavalue. Before it can satisfy
consumers, a company must first understand theedsieand wants. Companies
cannot satisfy all consumers in the same way. Toerecompanies must divide the
total market, choose the best segments, and destigiegies for profitably serving
chosen segments better than its competitors da piocess involves five steps:
demand measurement and forecasting, market segmentbnding a differential
advantage, market targeting and positioning. @o& Armstrong & Saunders &
Wong 1996. 93)

4.1.3 Positioning

A product’s position involves implanting the brasdunique benefits and

differentiation in customers’ mind. A product's gas is the complex set of
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perceptions, impressions, and feelings that conssuheve for the product compared
with competing products.

The positioning consists identifying a set of pbksicompetitive advantage upon
which to build a position, choosing the right coitippee advantages, and selecting
an overall positioning strategy and tactics. Thenpgany must then effectively
communicate and deliver the chosen position tontlaeket. Effective positioning

must satisfy three desirability criteria; be conipetly distinctive, relevant and

creditable, as well as three deliverability crigerthe positioning must be feasible,
able to be communicated and sustainable.

The company should first identify possible competitadvantages in order to build
its product position. To gain competitive advantadpe company must offer great
value to chosen target segment, either by chaigiwgr prices than competitors or
by offering more benefits to justify higher priceSnce company has chosen a
desired position, it must take steps to deliver emimunicate that position to target
consumers. The company’s entire marketing programsinoelld support the chosen
positioning strategy. (Kotler & Armstrong 2001, 2891; Wood 2004, 110-112;
Kotler & Armstrong & Saunders & Wong 1996. 93)

4.2 Marketing mix

Marketing mix is defined as the element for an oiz@tion controls its customer’s
satisfaction and communication. Marketing mix is #et of controllable marketing
tools that the firm blends to produce the respanhs@ants in the target market. The
marketing mix is also the set of marketing decisidhat management make to
implement their positioning strategy and achiegeohjectives. Traditionally the 4Ps
are product, place (i.e. distribution), price amdrpotion. In the services marketing
mix, the product is the service and there are tladded elements relevant to
services: people, physical evidence and process. mharketing strategy of an
organization must be the development and the executf the marketing mix.
(Kotler & Armstrong 2001, 67; McColl-Kennedy 200B1; Fifield, P. 1998, P180-
181; Doyle 2002, 88)
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4.2.1 Product/Service

Product or service means combination of produdeovice classifications and price
points within a company’s product or service mianipany needs to understand
what the target customer is willing to pay and thst of providing that product or

service. The companies seek to satisfy consumetsnsih its products. A product

in this sense is anything that the organizatiorersffto potential customers which
may satisfy a need, whether it is tangible or igthle. It covers both tangible goods
and intangible servicefOelkers 2007, 133; Lickorish & Jenkins 1997, 139)

The basis of any business is a product or offerlagcompany aims to make the
product or offering different and better in someywiaat will cause the target market
to favor it and even pay a price premium. In gelhgnaduct marketers understand
that the challenge is to create relevant and disé@ product differentiation. The
differentiation may be based on: physical diffeenge.g., features, performance,
conformance, durability, reliability, design, styfmckaging); availability differences
(e.g., available from stores or orderable by phamejl, fax, internet); service
differences (e.g., delivery, installation, trainingonsulting, maintenance, repair);
price differences (e.g., very high, high, mediuraw, very low price); image
differences (e.g., symbols, atmosphere, events,ianedwo effective physical
differentiators are features and design. (Kotle@P7-99; Lancaster & Reynolds
1995, 44-45)

Customer decisions will be potentially influenced Ithe range, style and
presentation of the product. There are three dirnaaghat offer customer benefits.
In the more affluent, advanced economics whereoousts have choice, it is the
physical evidence and image of a product whichnamst likely to influence demand
positively. Without core and expected benefitstomer would consider others as a
potential supplier. It is the augmented or difféiztied benefits that win customer
loyalty. (Hatton 2000. 177-179)
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Figure 4. The three dimensions of customer benéHiatton 2000. 178)
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Figure 5. Total product concept. (Hatton 2000. 179)

Product decision facing a service market can bg déferent from those dealing

with goods. The intangible or pure services suchrasrtainment, airlines and hotels
can only be defined using process descriptionseraitan tangible description of
outcomes. Quality becomes a key element definirg gbrvice. Seasonality is
marketing challenge. (McColl 1998, 19; Lickorish&nkins 1997, 139)

Product strategy is probably the focus that is mogtortant for cities new to
developing a tourism industry. Product differentiat revealed the city’s core
product and the benefits it provides are similartiiose other, competing tourist
destinations. Tourism marketer needs to use pratiffetentiation to stress how this

city is unique. Tourism marketers can differentidier city by promoting the unique
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cultural or ethnic entertainment. This differencayntead potential tourists to change
their purchase behavior and to travel to the nestim&ion. Tourism marketers
should focus on extending their product by develgpadditional supporting or

augmented products that the city is missing antgbential tourists want.

For this strategy to be effective, the city museatly have a solid core product
capable of attracting tourists. The core producstnalready be differentiated from
what is offered by competing cities, such as unibistory, local culture, active

nightlife or scenery, which is attractive to a seginof potential visitors. (Bonita

2006, 88-89)

4.2.2 Place

Place includes company’s all activities that make product available to target
consumers. Companies use place strategy when they the product available to
purchase at the most convenient location for tlstarner. Of course this strategy has
limited use for tourism marketing, in that the cgignnot be relocated. The tourism
could communicate the promotional message thatitiyecan provide the visitor
with the same experience as more distant citieth \eiss travel. This will save
tourism time and money while providing them wittsienilar but more convenient
visit experience. Another strategy would be to potenthe low cost of visiting the
city because of inexpensive transportation. (Ko8eArmstrong & Saunders &
Wong 1996. 96; Bonita 2006, 91)

4.2.3 Price

Price is what customers pay to get the productePplays a pivotal part in the
marketing mix of a service because pricing attraetenues to the business. Pricing
decisions are significant in determining the vdirethe customer and play a role in
the building of an image for the service and ibajs/es a perception of quality in the
eyes of a customer. The image of a service, itdladoity, functionality, the
customer care, user-friendly booking system andhctve physical environment
would all contribute to the satisfaction which gainfrom a service experience.
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Terms of payment can change a customer’s percepéi®rcan discount, loyalty
bonuses and special promotion offer. Tactical uspricing can be very effective.
(For example, the 9,99€ price is seen to be mdracéive than 10€.) Nevertheless,
pricing decisions need to draw on information franross the whole organization.
(Kotler & Armstrong & Saunders & Wong 1996. 96; Rayl993, 136; Hatton 2000.
172, 179-180)

Price may be the easiest component of the marketirdor a business to adjust, but
this is not true for a city. Tourism officials d@tnhave direct control over prices
charged by attractions, restaurants, or lodgingbéishments. However, there are
pricing strategies, including competitive pricingestige pricing, and promotional
pricing, that a city can use to attract tourismnipetitive pricing is when companies
charge less than competitors for similar productestge pricing encourage
businesses to price high-quality, unique produdisva the cost of competing
products. Promotional pricing are selectively logkto attract purchasers. Tourism
marketers should not employ this strategy to irsgethe number of visitors at
already-busy times of the year, because there isemse in cutting prices when
visitors are willing to pay full cost. However, ttam marketers can use promotional

pricing to increase visitor numbers during the s#&son. (Bonita 2006, 90)

4.2.4 Promotion

Promotion means activities that communicate thatmef the product and persuade
target customers to buy it. It must include develgpan appropriate promotional
message, using the right promotional method andagpeopriate choice of media.
The message must identify the benefits in such yathat it attracts the interest of
the targeted market segment. The promotional methoden, whether advertising,
sales incentives, or direct marketing, to commueithe message must be correct. If
advertising is to be used, the choice of media,tdreprint or broadcast, must also
be appropriate for the targeted segment. Promotmormarketing terminology
actually represents communication. Open and effea@ommunication channels are
prerequisites for a responsive organization, wreatéds size. (Kotler & Armstrong &
Saunders & Wong 1996. 96; Bonita 2006, 92; Hattao®02 203)
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4.2.5 People

People are all people that are directly or indlyectvolved in the consumption of a
service and added significant value to the totatipct or service offering. Excellent
service companies know that positive employeesudts will promote stronger

customer loyalty. An essential ingredient to anyise provision is the use of
appropriate staff and people. Recruiting the rigitaff and training them

appropriately in the delivery of their service ssential, offer a career rather than
just a job, provide solid training and support, affér rewards for good performance
if the organisation wants to obtain a form of coftitpe advantage. They also
reinforce customer-centred attitudes at every dppdy. Consumers make

judgements and deliver perceptions of the serviaseth on the employees they

interact with.

In the delivery of a service it is the people whakea the difference. Front-line staff,
such as delivery drivers, waiters or receptionigtey have impact strongly and
directly on the customer’'s perceptions of the servdelivered. In a customer
oriented business, company must empower staffsat&le customer problems,
support them to make improvements in service deljvenotivate them to care,
provide the back-up of management and systems téhelgob right first time.

(Extended Marketing Mix 7Ps, 2009; Jobber 2004, ;84d6tler 2003, 231-237;

Hatton 2000. 109)

4.2.6 Physical evidence

Physical evidence is the ability and environmentvimch the service is delivered.
Tangible goods help to communicate and performsiwice, and the intangible
experience of existing customers and the abilitthefbusiness to relay that customer
satisfaction to potential customers. Physical ewgeis the element of the service
mix which allows the consumer to make judgementstlmn organisation. (For
example appearance of buildings, vehicles, equipmiaterior furnishing, staff
members, signs, printed materials, websites, mgéanirsymbols etc.) In some
service, like hotels and restaurants, the quality @eanliness of the environment are

critical to the positioning of the service. Outwasigns of service and quality impact
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strongly on customers. In the case of brochuresuarfdrms they play an important
role in reducing perceived risk, it can add immeaBkle to the satisfaction level of

the customer.

The layout of a service operation can be a commerbetween operations’ need for
efficiency, and marketing’s desire to serve thea@uer efficiently. The layout of the
facilities, the décor, music and smell influence ttonsumer considerably, and even
affect the final satisfaction from the purchasee Tinage of the company can also be
delivered better with the help of physical detadlad intentions in marketing terms.
For service marketers this element of the mix sffenany opportunities in
supporting the company goal and objective. (Extdnkfiarketing Mix 7Ps, 2009;
Hatton 2000. 191; Jobber 2004, 816; Zeithmal & &itR003, 25)

4.2.7 Process

Process is the system and policy responsible feuramg consistent quality of
service provided. It is a procedure, mechanisms femd of activities by which a

service is acquired. Process decisions radicafgcahow a service is delivered to
customers. Depending on the nature of the sertiwe,complexity of the entire

delivery varies along industries, and the modelscoftrolling the process are
numerous. Customers tend to evaluate the compaeyfsrmance depending on the
service delivery process. The problem is that ackdgand routine order for the
company may most likely seem irrational to thentlielhe attention must therefore
be paid to all mechanisms, activities, proceduags], operations that are involved
from the first customer contact to the post-purehagions.

In a service company, waiting for service is a camrexperience for customers and
is a strong determinant of overall satisfactionhvifie service and customer loyalty.
Both appraisal of wait and satisfaction with thevee are improved when the
attractiveness of the waiting environment (measurgdatmosphere, cleanliness,
spaciousness and climate) was rated higher. Prayidore effective service (shorter
queues) and may be employ more staff. The procesergice delivery is often

critical to the consumer of “high-contact” servicésservice marketer must examine
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the process involved in service delivery to identifays in which better service may
be provided to a customer. In some cases, it imgIkemoving bottlenecks and
otherwise streamlining the service delivery systéhmatton 2000. 192; Extended
Marketing Mix 7Ps, 2009; Jobber 2004, 816-817; Iiedl & Bitner 2003, 35;
McColl & Palmer 1998, 22)

4.3 Implementation and control

The implementation and execution is maybe moracdiff than making plans in a
service organization, since a service organizatilmpends heavily on people
(employees and participating customers), resoufcesg) competences, possibilities

and routines.

Control is the last part of the marketing plannprgcess. The lack of appropriate
monitoring and evaluation procedures in the compaitiybe a significant block to
the successful implementation of any strategy. gbal of control systems is to
make sure that the company can recognize if thioqmeance and results does not
match the objectives and can instantly take cauecaction. Short-term control
system is created to see the results against olgeain a weekly, monthly, quarterly
and/or annual basis. These measures will inclutés gaofits, costs and cash flow.
For the long term follow ups and controlling, thengany will create strategy
control system. (Fifield 1998, 271-283)

Company has engaged in strategic and tactical plgnmust produce the designated
product, price it, distribute it, and promote ithi§ stage is called implementation.
(Kotler 1999, 33)
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5 PURPOSE OF THE STUDY AND CONCEPTUAL FRAMEWORK

Tourism in

Kuuskajaskari Island

Finland

Figure 6. Conceptual framework of the study: Eletmest marketing plan for

Kuuskajaskari Island.

The purpose of this thesis is to create an effeatmarketing plan for Kuuskajaskari

Island in the Finnish market by using a marketitngtegy and marketing mix tools.

The objectives are helping Kuuskajaskari Islandegmeneurs make a decision about
the appropriate marketing strategies and markgiags on the Finnish market. And
use efficient way to attract Finnish customers taugkajaskari Island in Rauma.

Therefore it is important to find out what theirstomer wants and needs.

» Detect the main nature of the tourism businessnaaudketing of the island
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» Define who is the customer and what they want aetin
» Marketing strategy and marketing mix in theory, gegfing new service
possibilities

» Suggest a marketing plan for Kuuskajaskari Island

The thesis will combine all the theoretical knovgedand interview analysis, and
offer a new marketing plan for the Kuuskajaskdans. Expecting new concepts for
Kuuskajaskari Island will bring more tourists teivinot only the island but also the

old town of Rauma and to generate more dynamicaoanto Rauma.

The conceptual framework has been created on tsie baall theoretical concepts
included in this study, and with the purpose oftingi the empirical part to its
implications. Marketing in travel business, impliestraditional service marketing,
taking into account all seven Ps of marketing topisduct, place, promotion, price,
people, process and physical evidence. The targekahis Finnish travellers, which
is in the centre of the components, as all marge#ictivities should focus on the
consumer, their characteristics and buying behavidbbhe marketing management
process part suggests the implementation and dorRtanning and managing
effective marketing in the tourist industry meamging into account numerous

dimensions that the travel industry holds.

6 RESEARCH METHODOLOGY

6.1 Qualitative research

For gathering data either quantitative or qualrainethod can be used. Quantitative
method is gathered from large amount of questioeaaand the research method
uses statistical techniques and mathematical measuis way the researchers are
able to determine the similarities and differenacethe answers. Qualitative research
method is based on an open-ended questionnairéhargbmmary will be based on
analyzing these given explanations and suggestipnaslitative research differs from
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quantitative research in five significant ways. féhas the use of positivism,
acceptance of post-modern sensibilities, captutivg individual’'s point of view,
examining the constraints of everyday life and segurich description. In a
qualitative research, the process of analysingeahelts needs a continuous overview
that takes place already during the data gatheriffys makes the analysis
challenging and requires constant observation fritra researcher. The two
approaches to qualitative research are deductigeratuctive. (Saunders, Lewis &
Thornhill, 2003, 327-409; Proctor, 2000, 272; DengiLincoln, 1998, 8-11)

This research is a qualitative research, as the githering was to conduct face-to-
face interviews with the new entrepreneur Kataribaarinen of Kuuskajaskari
islands, and employee Sanni-Mari Aaltonen who hasked many years for
Kuuskajaskari island and the tourist informatioficefr of Rauma Jenna Ylipuranen.
Hence, a qualitative research method was chosenawgeantitative method. The
results are based on their answers. This study theedeductive approach, as it is
supported by already existing theories, and theameés of the research has been
partially predicted prior to the study. The colittinformation is not numeric or
standardized, and the study is not based on statist

6.2 Data collection

The theoretical data gathering was done by usingcss that were found relevant to
the subject. These were mainly books and intermetces, some were from Sanni-
Mari Aaltonen and Marija Kairyte’s thesis: “Markegj plan for the islands owned by
the town of Rauma: Kuuskajaskari, Kylméapihlaja, 8eki”. Because of critical
background and statistics needed to have as reliabtl updated information as
possible in the study. An open-ended questionna@e designed as a base for the
theme. The interview was a semi structured int@ryi®here the purpose was to let
the conversation continue as freely as possible. SEmi structured theme interview
was the best possible way of doing the intervidBysdoing so, the interviewees of
were more talkative and the conversation went shipand easy to gather the
needed information. The real picture of the sitwatwill be easier to see, and
provide more detailed answers. The interviews vdenge face-to-face in April with

the new entrepreneur Katariina Saarinen of Kuuskaja island and employee
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Sanni-Mari Aaltonen who has worked many years ondkajaskari island and the
tourist information officer of Rauma Jenna Ylipueanwho deals directly with

various customers.

6.3 Quality assessment of the study

Objectivity

Objectivity is about to collect data accurately dally during the data collection,
and avoid using subjective selectivity. It is imiamt to stay objective and neutral.
(Saunders, Lewis & Thornhill, 2003, 135; Miles & berman 1994, 278)

In this thesis, the data gathering were mainly lsoakd official Finnish internet
sources, some were from Sanni-Mari Aaltonen and ijMaKairyte’s thesis:
“Marketing plan for the islands owned by the towh Rauma: Kuuskajaskari,

Kylmapihlaja, Reksaari”. Author stayed objectiveatiighout the thesis.

Reliability

Reliability is about data transparency and datdyaisashould be logical. It is the
process of the study is consistent, reasonablyestater time and across researchers
and methods. (Saunders, Lewis & Thornhill, 2003%;2diles & Huberman 1994,
278)

The empirical part of this study is based on diyecbnstructed questionnaires from
the topic of study from marketing strategy and retirng mix aspects. The
background and experiences of the interviewees rtaeformation more reliable
and valid; author let interviewees talked freelythwut impose her own beliefs or
comments, suggestions are based on interviews.erBiff books and official

websites are introduced in the entire theory @drérefore this thesis is reliable.

Internal validity
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Internal validity is the “true value”, which mearighe findings of the study make
senses and if they are not modified by the researttis also a process of checking,
questioning, and theorizing, not as a strategy &stablishing rule-based
correspondence between findings and the “real-wovdlidity of a research shows
the findings about of what they really tell abodte tstudy. It measures the
relationship between circumstances, case scenaegearch methods, and the results
alone the study. Many factors may influence theltegluring the research process.
It must be diminished for assuring credibility. (®ders, Lewis & Thornhill, 2003,
100-102; Miles & Huberman 1994, 278-279)

The data gathering was to conduct face-to-facevies with the new entrepreneur
Katariina Saarinen of Kuuskajaskari islands, anglegee Sanni-Mari Aaltonen
who has worked many years for Kuuskajaskari island the tourist information
officer of Rauma Jenna Ylipuranen. They are the ikégrmants of Kuuskajaskari
island, as they have true insight and knowledgéhefpast and current situation.

Hence, the research is valid.

External validity

Considering external validity, one must ask whetherconclusion of the study can
be transferable and equally applicable to othercepts or other research settings.
(Miles & Huberman 1994, 279)

This study was conducted by using specified istanidism as the information, so the
results may not be applied across the filed, howéveould be reviewed before

applying to other concepts.
Utilisation
Even if the findings are “valid” and transferalitas still important to know what the

study does for its participants, what the leveus@ble knowledge offers. (Miles &
Huberman 1994, 280)
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This study developed corrective recommendationagdd to specific actions as
guidance for future which benefits new entrepres@filkKuuskajaskari islands.

7 SUMMARY OF INTERVIEWS

7.1 Marketing strategy

According to the tourist information officer of Raa, Jenna Ylipuranen their main
customers are business groups, mainly local Finpisbple and inland Finnish
people (Such as Finnish tourists from Tampere)abse they do not have access to
sea over there, it is not their daily life to vistands, they normally just go to the
islands for lunch or coffee, sometimes have sawanty pSchool groups from Rauma
region (also including Tampere and Turku, age fréno 12 years old), School
groups sometimes stay overnight on the island.iddglgroups during spring time,
individuals during summer holiday, mostly thoseugp® and individuals arrive on
the island for the occasional visit, for instanéamilies with children, leisure
visitors; they are interested in guided tours, orged catering, sightseeing, leisure in

nature and playgrounds with domestic animals.

There were also a lot of groups and individuals wiemt to the island directly by
themselves, not necessarily through the tourisnteyffespecially for boat owners
who are coming from south-west coast Finland aminfiRauma region for an

occasional visit and motor boat owners from Rauma itgs region to visit island

repeatedly throughout the summer season. Jennaratipn mentioned that tourists
need basic services, dining, coffee, leisure iumatind children playground. For
international customers, there is a possibilityotder brochure by internet with

different language options.

The New entreprenelfatariina Saarinen said they focus on two targegirayps for
the first year 2009, they are private boat ownkrsa{ boat owners and boat owners
from south) and big groups (business groups, scbomips and pensioners from
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different towns) because of its large space capaéitatering and accommodation,
who mainly coming from local Finnish people andamd Finnish people (Such as

Finnish tourists from Pori, Tampere and Turku).

For families with children
* Reksaal
Tourist and . .

* Kuyiskajaskari

sightseeing Leisurein nature
destination

For occasional vistors

Figure 7. Positioning of families and occasionaiters. (Interview with Katariina

Saarinen and Sanni-Mari Aaltonen)

Kuuskajaskari island is a tourist destination duég fortress heritage and its nature
activities. Kuuskajaskari island and Reksaari @ldooth attract families with
children, because of animals and playground. Familrefer Reksaari island,

because of it is pleasant beach.

Good catering services

* Kuuskajaskari

Not much * Reksaari Lot of activities
action and entertainment

No catering services
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Figure 8. Positioning of families and occasionaiters. (Interview with Katariina

Saarinen and Sanni-Mari Aaltonen)

Kuuskajaskari island and Reksaari island offer mame activities, especially under
the new entrepreneurs management, and the Kuuk&gjasland emphasis on
friendly catering services with various food and\pding new outdoor activities for

children (outdoor drawing and bird’s nest fabrioajiand adults (rope climbing).

7.2 Marketing mix

Kuuskajaskari island is offering a number of sexsicThe harbour can welcome
about 20 small boats, the mooring fee is aboutggi&lay. There is electricity, fresh

water, WC, grill areas and several campfire plemesilable for boat owners. The

island has accommodation at both the barracks, letenpith metal army beds and

has capacity for 160 people in terraced housesrigiswcan spend the night in the
row houses once built and decorated for the armgop@el and in the former

barracks. Under the new entrepreneurs’ managertmentestaurant has moved near
to the beach, it has renewed internal and extexppéarances, it gives direct view
onto the beach, and a lot of flowers decorate smdimg the restaurant. It is a new
eye-catcher and a fresh image once visitors agivésland, they can enjoy a nice
meal in this cosy new restaurant and to have rataxéime with friends.

For the new entrepreneurs, it is the first yearnmg in Kuuskajaskari island,
therefore they want the emphasis on services, ascfuality of food, aiming for
friendly service, offering various choices, typiemy food, (e.g. archipelago food,
pea soup, different kinds of fishes meal, salagland bread, smoked salmon), there
is also traditional Finnish food, breakfast andclurior those staying overnight. For
dinner, there are four or five menus, such as stetd& During weekends there is a
buffet. The new entrepreneurs want to launch armenu for the first year, in order

to get feedback from customers to improve futurgises.

For children there are small domestic animals (egbits, chicken, and roosters)
and playgrounds. The island offers the possibgdif@ all kinds of outdoor activities
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such as volleyball, football, jogging, dart gametamque, diving and fishing.
Function facilities are available for 20, 50 and J#ople and the sauna can also be
booked in advance. The conference auditoria spaderil00 people. There is a
conference hall for 50 people and a smaller meetomgn for 10 to 20 persons.
Internet, telephone and bank cards can be used asthod of payment on
Kuuskajaskari island.

The summer season is too short, and in winter setwoislands are closed for the
public use, due to the frozen sea, therefore ndsboauld access the island. The
stormy and rainy weather can create natural barrééscouraging the island tourism;
therefore it is very important to focus on the dyabf services and customer
satisfaction. Kuuskajaskari is a very big island #mere is a chance to develop many
activities and services. Therefore, new servicds @ introduced in the summer
2009, such as outdoor drawing on rocks and birdst fabrication for children, so
parents can have some relaxing time on island; cbp®ing is organized by one of
their employee, nature path guided tour, moviegatie in July, with military
comedy repeating the same show for the whole mohtlshows once every
Wednesday and twice on every Sunday. As it is its¢ year of opening for new
entrepreneurs, this special promotion package offemall customers, is about 13 to
15€ including waterbus transportation, theatre famfee and cakes, in order to
attract more customers, it is also an efficientemtisement by using word of mouth

to spread new services.

A fishing weekend and water sport weekend will bmordinated with local

companies; water sports include banana boat, vekieand Jet Ski. The prize is
given to the winner of the fishing competition; thece is the sum of participation
fee in fishing competition. Further information cha found in local newspapers,
Kuuskajaskari island website, posters in infornratimards in Rauma town and fuel
station for boats. Big companies (potential custeneand regular customers are

informed by emails about new events on the Kuuskaja island.

Through the summer season the Rauma Saaristolauljerl waterbuses Apollonia
are going to Kuuskajaskari twice a day, with cayaof 60 persons, from June to

August, there is one additional trip daily madelyn Quijote with capacity of 26
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persons throughout July. The advantage of bookirigpato visit Kuuskajaskari

island through the local tourist office, is the idadaility of boat trips on May. In case
of extreme bad weather, boats can not go to thedslcustomers would cancel their
trip and move their travel dates to another ddteustomers were already in the
island and the exceptional bad weather came, no dmdd leave the island, then

free accommodation would be offered to customers.

According to the new price list on Rauma regionchroe 2009 which can be found
in Rauma tourist office, one way boat ticket casd€ for adult and 5€ for a child
under 10 years old; return boat tickets cost 13€afitult and 6€ for a child. The
family ticket, that includes two adults and twoldhen under 10 years old, one way
costs 28€; return ticket costs 32€. All the priaesslightly increased than year 2008,
Jenna Ylipuranen and Katariina Saarinen said trengds in prices are mainly
influenced by fuel prices, but the waterbus trangp@n price on Rauma region
brochure 2009 remains the same for the whole sun29@®, which means from
June to August. Price changing depends mainly oat whstomers need in the tour

package due to customized tour for each client.

Tourists can easily find information about Kuuskgi island, different museums
(Rauma MuseumRauma Art Museum, Lonnstrém Art Museum and Maritime
Museum), old Rauma town and its surrounding a@tiwi{fRaumanmeri Midsummer
Festival, Lace Week of Rauma and Music festivaljonwn or on the internet, they
have the possibility to book a trip through theriem office, all the contact
information is listed on the tourism office websited Rauma Town website, or call
to Kuuskajaskari island direct telephone line, &g group has their different needs

and requirement.

Although Kuuskajaskari island is Rauma town propeitis the new entrepreneurs
responsibility to maintain the island. Every spriirgmen make a annual check on
the island, making sure necessary anti-fire systarasequipped in every building
(e.g. fire extinguisher, emergency lights, alarrasti-fire system in kitchen and
evacuation routes and plans). Licenses for catexatiyity and sales of alcohol and

tobacco are obtained. Renovated buildings with rfamitures and paintings,
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renovated quay due to ice eroding after the longtewi time, relocated and

redecorated restaurant are ready to welcome teurist

New staff has been carefully selected, in ordeselitve customers better; employee
efficiency directly affects the standards of orgation’s performance and customer
satisfaction. English speaking, knowledgeable absland (history of the island;
name of plants, birds and butterflies on the isjafriendly services (e.g. ready to
find out whatever customers want to know; rememégular customer’s name, what
they like to drink or smoke, their family membensime and pets etc), eager to learn
and keen to work on the island and service recoyerg. to react and handle

complaints, apologies, recover service mistake ate.required.

Kuuskajaskari island and Reksaari island are uniher same entrepreneurs
management, therefore the flexibility of workingptice of the employees are made
between the two islands, dependant on differemtiies and how many groups are
on the island, in high season, it can be 10 emp®ygorking on Kuuskajaskari
island. Camping weekend and overnight accommodatrenplanned in marketing
development. For school groups, teachers arrangatias on Kuuskajaskari island;
for fishing groups are normally independent tostisivho organize groups
themselves. In big companies, administration depamt is normally in charge of

social activities.

7.3 Implementation and control

The new entrepreneurs of Kuuskajaskari island pdamonitor their businesses to
ensure that the output is the right service, atrigji® price, in the right place at the
right time to outsource a professional consultdaotanalysis the whole summer
performance, especially the financial situation atrdtegic audit. For instance, the
consultant needs to audit revenues, profitabibtirier income, keeping the expenses
(updating web page, posting the marketing lettadyertising, organizing the

promotional events etc.) within budgets.

Comparing performance and results, make sure thaltsematch the objectives,

unfortunately for the moment they do not have aciigewritten plan to take
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corrective action to handle negative feedbackyeathto the most important thing in
tourism, especially for island tourism. The newrepteneurs of Kuuskajaskari
island based on their past experiences, they waarect their mistakes immediately
according to what has gone wrong. The new entrepirsmrmentioned that in general,
customers give feedback before they leaving thendsl the entrepreneurs want to
ensure every customer has positive experiences wisnleaving the island, they

are happy to come back again and ready to tell thends to visit the island.

But according to the tourist information officer &®®auma, Jenna Ylipuranen
mentioned that tourists through her, have compthitieere are not enough grill
places, food price are too expensive, tour guidendit speak loud enough depends
on groups either giving direct feedback or sendinmgils, but criticism can be very
constructive in sharpening the competitive edgeerétore it is important that the
consultant also need to evaluate quality of sesviaspecially the day to day
performance of employees, as perceived by the sty take action on each
negative feedback, a systematic planning shouldréated and followed for every
possible situation, as every interaction with costo can make or break the
relationship, even small, low cost changes basedustomer feedback can produce
higher levels of customer satisfaction. It is sfigaint that the new entrepreneurs

compare results with objectives and set the tarfgethe next year.

8 SUGGESTED MARKETING PLAN

8.1 Marketing strategy

Target customers are the centre of the marketiragesty. The new entrepreneur of
Kuuskajaskari island Katariina Saarinen aimed at tavgeting groups (boat owners
and groups which consist of business group, schemips and leisure groups), but
without knowing the marketing plan, objectives efand business and prices of
different services etc, everything was based oreeapces due to it being the first
year business running Kuuskajaskari island. In thapter, based on interviews
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result, the author gives some suggestions regartiegmarketing strategy and
marketing mix, offering different angles of marketiaspects, in order to improve
the whole picture of the marketing plan, and holheto improve future business in

the long-term.

8.1.1 Segmentation

Based on interview results, the new entrepreneiuksioskajaskari island, Katariina
Saarinen and tourist information officer of Raumdenna Ylipuranen are
emphasising their target on different groups. Ftbenmarketing point of view, it is
necessary that the new entrepreneurs of Kuuskajaskand put the emphasis on
Finnish markets rather than international marketsarrow down the markets to the
most attractive customers to this specific fortigknd. So it helps to determine how
to create a meaningful and competitively distinetiposition in the minds of

customers in each targeted segment.

For instance, fishing groups and sport groups basesimilarities in needs, attitudes
or behavior that marketing can address. Businesgpgrcould be formed by local
Finnish companies and international companies, Ritinish people and also foreign
employees or customers of the companies, as bgsitnasellers wish to add
additional activities to their agenda while visgfipompanies. School groups could be
varied according to the age of students, guidedstdny the teachers for study
purposes or recreation. The new entrepreneurs otlkajaskari island could send
direct marketing letters or new activities informat by email or phone calls to

different companies and schools in order to reagkimum potential customers.

Individual customer look for something out of th&liaary, something they do not
normally see in their daily life (sea air, beach tbey simply want a relaxing

weekends), those individuals customers have a waage of differences (boat
owners could be included in this category), in litveg-run, it is better to create an
attractive website for Kuuskajaskari island, foamwple, different languages options
(English, Finnish, Swedish, German and French atdhe front page to reach also

foreign customers, especially the OL3 project, miangign families are interested to
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visit Rauma islands, by putting better photos anwebsite in order to give a better
image of the island, by the nature and offeredaetitons the islands are quite
different, so the foreigners distinctively haveitlmvn “favourite” island by the first

impression, even the Rauma islands are not congpeétween themselves.

8.1.2 Targeting

The new entrepreneur Katariina Saarinen plansrgetahe big size groups because
it has capacity to accommodate them. The only weskns the transportation of
numerous customers at the same time to the isEmdhe Rauma Saaristokuljetus
line water buses Apollonia is only going to operdtaiskajaskari twice a day from
June to August, with capacity of 60 persons, themne additional trip daily made
by Don Quijote in July, with capacity of 26 persammy. Large groups could include
up to 100 people and they would need to chartegrabwater buses, the water bus
schedules to Kuuskajaskari island are not frequensatisfy the big size groups
demand. In this case, “Plan B” is needed to hatld&kind of situation, since new
entrepreneur Katariina Saarinen wanted to targgt dsoups on the island. For
example, a signed contract with local private lmabers, so boats will be available
whenever Kuuskajaskari island receives more thapeiple in June and August,

and 86 people in July.

The new entrepreneur of Kuuskajaskari island daad beside private boat owners,
the biggest companies coming from Rauma region ase the most desired
customers, such as Oras, UPM often bringing foraigatomers to the islands,
mostly in the spring and autumn. Therefore the restomer group worth of
attention is the foreigners. The new foreign popoaof Rauma could become a

customer of the Kuuskajaskari island.

8.1.3 Positioning

According to new entrepreneur of Kuuskajaskarindlahey want the emphasis on
friendly services, old buildings, and quay wereexged, restaurant were relocated
near to the sea, beside existing services, suthtermet, telephone access, the bank
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cards are used as a method of payment, grill aszasma and conference facilities
can also be booked in advance. The outdoor aetsviuch as volleyball, football,
jogging, dart game, pétanque, diving, fishing ardyground for children on
Kuuskajaskari island. New services are also intcedwn the island, such as outdoor
drawing on rocks and bird’s nest fabrication follaren, rope climbing is organized,
and nature path guided tour, movies, theater ip, dufishing weekend and a water
sport weekend. Although a wider range of servigespaiovided in 2009, it is still
difficult for visitors to choose their final desstion island in Rauma as most
customers are mainly searching for relaxation aatdring services, therefore more
attractions would be a good idea to consider, derek fishing and water sport

weekends in order to reach more groups.

8.2 Marketing mix

The new entrepreneur of Kuuskajaskari island cae Mearketing mix as the

important set of marketing tools to produce th@oese it wants in the target market
(the big size groups, which means boat owners amapg which consist of business
group, school groups and leisure groups). In thepter, the marketing strategy for
Kuuskajaskari island were recommended through 7shaare product, place (i.e.

distribution), price, promotion, people, physicaidence and process.

8.2.1 Product/Service

As was mentioned in the earlier chapter, the caneefit that is provided to the

tourists is the island environment. There are nooeexisting services possibilities:
restaurant, grill areas, sauna, conference fadlitboutdoor activities, meanwhile new
services have been introduced on the island in ,280&h as outdoor drawing on
rocks and bird’s nest fabrication for children, eogdimbing is organized, and nature
path guided tour, movies, theatre. Although diffieractivities were provided on

Kuuskajaskari island, and all the Rauma islandshe/own unique features, there

are no huge differences between them.

Secondly, there is a lack of attractions on thandldue to the lack of companies in

Rauma that could create the ready travel packawesiditing the islands. People
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have to organize the trips by themselves, finduteisctivities in the island, such as
fishing groups. For instance, Kuuskajaskari island Reksaari island are under the
same entrepreneur leadership and management, atiopebetween these islands

would strengthen its position in the market.

The last point was the entrepreneurs in Raumadslane working individually and
do not cooperate with each other very much, thesefd is hard for the

Kuuskajaskari island to market alone, thus furthiéferentiation of the island image
iIs needed in order to compete and stand out frencampetitors. They should
develop new attractions and cooperation with locateums.

The local tourist office should take responsibifity the town development to ensure
that they can enjoy the destination and attractidhse delivery of services requires a
major effort in coordination and partnership betwgeiblic and private sectors in
providing basic service in transport, attractiond #acilities. One of the roles of the
Rauma tourism offices is to make sure that theie good selection of suppliers of

tourist products in their area.

For instance, Kuuskajaskari island should coopesdtte the Rauma tourism office,
to develop its service network and package touc®imection with Rauma Maritime
Museum, which could be, so the tourists have thesipdity to do a navigation
simulator which is the only one in a Finnish musewhile visiting Kuuskajaskari
island. It would benefit and generate incomes fothbthe Rauma town and its

islands.

Rauma tourism office could also eventually creaser of passport, which linked to
all the Rauma museums (Marela, the Rauma Maritimeedm, Rauma Art Museum
and Lonnstrom Art Museum) and islands (Kuuskajaskind, Kylmapihlaja island
and Reksaari island) together, after visiting galelce, the tourists would get a stamp
on their passport, for those who collect all treargis on their passport, they would
get a prize or gift from Rauma town. This kind etwork and linkage will promote

the whole Rauma area, not only to the local Finpestbple but also to foreigners.
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8.2.2 Place

Place strategy is one of the major componentsefriarketing mix. First of all, old
Rauma is well known for its history, architectuasd archipelago. Kuuskajaskari
island is attractive to tourists with its militatyuildings, barracks and renewed
restaurant, sauna etc, is surrounded by the oerasd it is nearest to the centre of
old Rauma, it has easy access by water bus. Asmwaioned in the previous
chapter the local tourist office should take respaitity for the town development to

ensure that tourists can enjoy the local destinataitractions.

For instance, the Rauma tourist office should middes effort in coordination and
partnership between public and private sectorgoriging basic service in transport,
such as connection bus between local museums @Jatleé Rauma Maritime
Museum, Rauma Art Museum and Lonnstrém Art Museuon)connection bus
between tourism office to harbour for those who eéhaa reserved trip to
Kuuskajaskari island through the Rauma touristeffi

8.2.3 Price

The price is related to the quality of the senaoel food, since the new entrepreneur
of Kuuskajaskari island emphasises a friendly serg providing several different

kind of activities on the island. Due to the highensportation cost, prices are
necessarily higher than in the centre of Raumaalllsecustomers are ready to pay
the additional costs if the service and qualityoafd are provided, and they are ready

to revisit with their friends.

8.2.4 Promotion

The new entrepreneurs of Kuuskajaskari island ceetdl direct marketing letters or
new activities by email or phone calls to differentnpanies and schools in order to

reach maximum potential customers.

In the Rauma tourist office, tourists could finédrbrochures, maps, articles and

local newspapers about Kuuskajaskari island in iBmnFrench and German
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languages. The tourist office also promotes differeslands on their website
www.visitrauma.fi, in Finnish and English, in order reach international tourists.
Kuuskajaskari island has its own website http://wikowskajaskari.fi/, which is
under construction, for the moment there is onlg fhinnish language. It is
recommended to have English and Swedish languags there are large numbers
of private boat owners speaking Swedish. As the eretnepreneurs of Kuuskajaskari
island intends to enter the German market then @erisineeded as well, moreover
there are many German living in Rauma. It wouldnbech better if the official
Rauma town website also link with Kuuskajaskammsl website and local museums

websites in order to promote Rauma region leisatigies.

As was mentioned in the earlier chapter, Kuuskajassland is too small to market
alone, therefore it should cooperate with the Ratoogism office, to develop its

service network and package tours in connectioh thi¢ local Rauma Museums, the
network will promote the whole Rauma area, not dalthe local Finnish people but

also foreigners.

8.2.5 People

The new entrepreneurs of Kuuskajaskari island ha&eeuited workers who are
motivated to work on island, and like the job, haeetain experiences in customer
service or have certain knowledge of island adéisjtsuch as outdoor drawing on
rocks and bird’s nest fabrication for children, eogimbing, military comedy. The
visitors should be able to recognize easily emmeyaho work on the island
whenever they have questions to ask or need Hedpefore the uniform or badge of
employees should be provided. It would be bettdrawe special colour or flash bar

on the costume which can be seen easily whenevigdine day time or nights.

8.2.6 Physical evidence

The physical evidence helps the entrepreneursrgppalize the image of the island
and appeal to the tourists. The appearance ofibgddlandscapes, interior furniture,

equipments, signs, staff members provide tangibideace of service quality. Due
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to poor conditions, the military buildings and quagre fixed and renovated. The
restaurant is the main income of the Kuuskajaskslend, therefore the new
entrepreneurs put a lot of effort in renovation¢atation inside and outside of the
restaurant, the restaurant has been relocated toetdre quay, it creates direct
communicates message about quality, positioningd#ferentiation and it increases
tourists expectations. But according to the in@miwith the tourist information

officer of Rauma, Jenna Ylipuranen she mentioned some tourists complained
that there are not enough grill areas. As the natkepreneurs of Kuuskajaskari

island want to target big size groups, more griéles should be constructed.

As was mentioned in earlier chapter, the entreprenghould assure that employees
look appropriate, with the uniforms which could éasily recognized, as tourist

usually associate appearance with the quality efsérvices and the image of the
island.

8.2.7 Process

The process of service delivery is critical to thestomer, because of high contact
and direct contact services, since catering isainthe most important services on
the Kuuskajaskari island, and it generates the nmmiomes of the island. Thus the
entrepreneurs should make sure the employees délieadly service consistently

throughout the whole process.

8.3 Implementation and control

The new entrepreneurs of Kuuskajaskari island paimonitor their business to
ensure that the service is the right service, atritfht price, in the right place at the
right time to outsource a professional consultdaotanalysis the whole summer
performance, especially the financial situationldoking at profitability control, the
new entrepreneurs should concerned not only widralvprofitability but also with
the profitability of each tour package it sell;ydiout what were mistakes, try to
improve it in future operations, and emphasis afitable tour package.



58

For the moment the new entrepreneurs do not haseeific written plan to take
corrective action to handle negative feedback. tdeo to monitor customer
satisfaction, the new entrepreneurs should cresgblack forms for their customers,
(e.g. create feedback box on the island and Raomn@sin office) where they can
evaluate the service level, staff appearance, tyuaflicatering, and give some other

suggestions.

9 SUMMARY AND CONCLUSIONS

The purpose of this thesis was to compose a magkglian for the Kuuskajaskari
Island owned by the town of Rauma. The study ofesursituation of the island was
carried out by interviewing the entrepreneur of Bkajaskari island Katariina
Saarinen, Sanni-Mari Aaltonen who has worked on tfland, and tourist

information officer of Rauma Jenna Ylipuranen.

The most prominent findings from interviews, entegpeurs of island focus on two
targeting groups in 2009, they are private boatewrand big size groups mainly
coming from local Finnish people and inland Finnpgople because its large space

capacity of catering and accommodation.

Entrepreneurs emphasis on services and customsfastibn, such as quality of
food, aiming for friendly service. Catering serviemain income of the island,
therefore the restaurant has relocated near tbeheh, it has renewed internal and
external appearances, it gives direct view onto ibach, and a lot of flowers
decorate surrounding the restaurant. New stafbkas carefully selected, in order to
serve customers better, English speaking, knowhkdzlgeabout island, eager to learn
and keen to work on the island and service reco@apma Saaristokuljetus line
waterbuses Apollonia are going to Kuuskajaskarcéwa day, with capacity of 60
persons, from June to August, there are one addititrips daily made by Don
Quijote with capacity of 26 persons. Entreprenguas to outsource a professional
consultant, to analysis the whole summer performamspecially the financial

situation and strategic audit.
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The conclusion was drawn from the interviews ang)yentrepreneurs should put the
emphasis on Finnish markets rather than internatiorarkets to narrow down the
markets to the most attractive customers to thecifip fortress island. The new

foreign population of Rauma could become a custamhéine Kuuskajaskari island.

It is better to create an attractive website forugkajaskari island with different

languages options and better photos of the isldid water bus schedules to
Kuuskajaskari island are not frequent to satisky Itig size groups demand. In this
case, “Plan B” is suggested to handle this kindifation, since new entrepreneur
Katariina Saarinen wanted to target big size graupthe island.

Last but not least, the author strong recommenceittieepreneurs of Kuuskajaskari
island should cooperate with Reksaari island, sthey are both under the same
entrepreneur leadership and management, by doingthese islands would
strengthen its position in the market. They shaldsgielop new attractions and also
cooperate with the Rauma tourism office, to devé@i®gervice network and package
tours in connection with Rauma Museums, the netwailk promote the whole
Rauma area, not only to the local Finnish peopleatap foreigners. The proposal
for future research is to update the marketing plecause of the constant changes in

business environment.
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APPENDIX 1

Interview questions:
MARKETING STRATEGY

1. Segmenttation:
a. Who are the customers?
b. How the market is divided? (local people, foreignetc)

2. Targeting:
a. Who are the targeted groups? (boat owners, busgresgs, school
groups, leisure tourists, families, sportsmen, tarji enthusiasts or

adventurous people)

3. Positioning:
a. the image of the Kuuskajaskari island

MARKETING MIX

4. Product/ service:
a. What are the existing services and possibilitieshef new services?
(renting boat for individual or groups for a reléiga or competition)

b. What are the special promotions offered to the leegustomers?

5. Price:
a. What are the prices of the services and water pategtion?
b. What factors mostly influence the changes in pfices

c. Is competition intensifying the pricing decisions?

6. Place:
a. accessibility of the Kuuskajaskari island



b.

C.

66

accessibility of tourism information, sales chasnele.g. internet
channel)

Accessibility of firemen? (if there is any antidisystem)

7. Promotion:

a.
b.

C.

> e -

What are the current promotions there?
Any advertising and promotion methods? (direct ratri letters?)
What are the policies in communicating with custsméefore and

after sales?

. Do you have more publicity in certain seasons @agans?

Any special promotions offered to the regular costos?

Any international concept is there?

Any tour package exists?

Are there any plans for further developing the retirlg sector?

8. People:

a.
b.

C.

The entrepreneurs of the islands,
Staffs

Customers (local & international).

9. Physical evidence:

a. Tangible elements of the island, (water busesabhks:, artillery guns,
café etc)

b. Employees’ attitudes etc.

c. Is there special emphasis put on client friendsnasd selection of
employees?

10.Process:

a. How the service is delivered to customers?

b. Who will group customers and arrange trips to Kajeskari island?

c. Who will then arrange different services and activa Kuuskajaskari
island?

d. Aspects of the process
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IMPLEMENTATION AND CONTROL:

a. How are you going to implement marketing plan?

b. Do you have any control systems which can recogniz¢he
performance and results does not match the obgsctand can
instantly take corrective action?

c. If you do, it is a short term controlling or longrin follow ups and
controlling?

d. If you do not, which actions you will take?



