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1 INTRODUCTION

Tourism is a part of our life. With developing technologies traveling becomes easier
every year. Moreover, it is a good opportunity for people to relax and to change the
every-day routine. The industry provides a huge choice of various accommodation and
travel services which can be suitable for different tourist groups, such as luxury travel-
ers, business travelers and travelers with limited budget and so on. Additionally, there
are numerous purposes for tourists. For instance, one travels in order to learn about new

culture and develop himself/herself, the other travels due to business purposes.

According to the World Travel and Tourism Council (WTTC) report for 2015 the tour-
ism and travel industry provide 5,1% of the whole GDP in Finland and the influence of
this sector is expecting to grow up to 7,7% till 2024 (Turner 2015). Additionally, tour-
ism sector provides people with jobs which is significantly necessarily in order to have
stable environment (Vesterinen 2015). Therefore, tourism is important for Finnish na-

tional economy.

There are many various types of tourism and one of them is MICE tourism (Meetings,
Incentives, Conventions or Conferences and Exhibitions). This type of tourism is im-
portant, because it is a motivation tool. As each type of enterprise is interested in high
productivity and revenues, the managers strongly advised to organize several motiva-
tion programs for the employees. Therefore, only when the employees are engaged with
the company the success follows. Branson (2013) believes in and maintains the philos-
ophy that ”engaged and motivated employees lead to happy customers, which in turn
leads to shareholder gain”. The part of MICE tourism, which calls incentive is a suc-
cessful motivation technique. Nowadays, companies from various spheres agree that it
is an important method of gaining employees’ loyalty. Regarding several researches,
such as the fall survey conducted in 2014 by IRF (Incentive research foundation) and
the research made by SITE (Society for Incentive travel executive) there is a positive

forecast that incentive tourism is expected to grow within a few years.



1.1 Purpose of study

According to the SITE (Society for incentive travel excellence) International Founda-
tion's annual forecast (2014) on the incentive travel industry the majority of incentive
professionals expect that incentive travel will increase substantially between 2014 and
2016. In other findings, almost 72 percent of respondents predict an increasing number
of business meetings and motivational events over the next 12 months (Grimaldi 2014).
Those trends are quite promising and therefore, in case of growing popularity of incen-
tive trips, the researcher would like to analyze the incentive market of clients in Finland
and Russia and as a result to elaborate the list of recommendations in attracting more
incentive customers from Moscow and Saint Petersburg to the Hotel and SPA Resort

Jarvisydan in Finland.

1.2 The goal and objectives

The organization, which has comissioned the thesis is The Hotel and SPA Resort Ja-
rvisydan. My commissioner is Miikka Aira and he asked me to think about possible

ways of increasing the number of incentive tourists from Russia.

The research question is:
e What can be done in Jarvisydan in order to attract more Russian incentive cus-

tomers?

Therefore, the goal of my thesis is to identify the attracting features for Russian incen-
tive tourists.
The objectives are as follows:
e To analyze future incentive travel trends in Russia
e To analyze what Jarvisydén can offer for incentive tourists from Russia

e To find out what are the needs and demands of Russian incentive tourists

Eventually, the outcome of the thesis will be a list of recommendations for attracting
more incentive customers from Moscow and Saint Petersburg to the particular hotel.

The recommendations will be based on the results of two interviews and the theory.



1.3 Methods of the research

There are many various methods of collecting information, such as questionnaires and
interviews. For this particular thesis was chosen the semi-structured interview method.
It was chosen due to several reasons. Firstly, interview helps the researcher to collect
the information from certain people and get guaranteed answers as well as it is a
face2face communication situation. Secondly, it is a flexible tool, which helps to mod-
ify questions regarding required information. Thirdly, using open-ended questions pro-
vides the interviewer with longer and detailed answers because people are generally
more likely to give detailed responses orally than when writing them down. Another
advantage of the interview method is the possibility to observe non-verbal language of
the interviewee and thus, to be able to understand, whether the respondent feels com-
fortable or not, whether he/she tells the truth or not. Those aspects help the interviewer

change topics and maintain a friendly and open discussion.

The population of the research is incentive tourists from Moscow and Moscow area and
St. Petersburg and its area. They were not chosen accidentally. Secondly, those cities
are the major business centers in Russia. Moreover, incentive travel industry is growing
up, according to expectations of MICE experts, such as IRF (Incentive Research Foun-

dation).

In order to answer the research question and to reach the goal, two face2face interviews
and one email interview were conducted. During the process two face2face interviews

were conducted in February 2015 and an interview via email took place in March 2015.

The first interview was held in Moscow at the office of the DMC (Destination Manage-
ment Company) Aeroclub Tour with the head of MICE department and the head of
department of outbound corporate events. The second interview took place in Finland
with the sales person from Jarvisydén. The interview via email was conducted with the

managing director of A-DMC Global Russia.

The purpose of those interviews was to find out what a potential consumer needs are

for the possible destination for incentive tours and what Jarvisydan as a provider of such



services can offer to customers from Moscow and Saint Petersburg. Therefore, the data
from those interviews helped the researcher to formulate more reliable recommenda-

tions for Jarvisydan.

1.4 The description of the destination

Jarvisydén is a hotel and SPA resort on the Saimaa lake founded in 1658. It is situated
near a small town Rantasalmi and a town of Savonlinna. Rantasalmi is famous for its
remarkable scenery and fine ice-skating routes in Linnansaari National Park and Lake
Rauanvesi (Rantasalmi 2015). Additionally, there is a good opportunity for paddling,
boat cruising and guided fishing trips with professionals who make these activities in-
teresting, thrilling and amazing (Rantasalmen Matkailu ry 2015). Regarding
Savonlinna, it is one of the most popular destinations for holiday in Finland (Savonlinna
Ltd 2015). The region suggests its guests a huge variety of outdoor activities, starting
from a beach holiday to the world famous Opera Festival and world class concerts and
performances. It is an interesting fact that these opera festivals take place on the grounds
of the medieval Olavinlinna Castle (Savonlinna Ltd 2015). Thus, the tourists who will
need some other sightseeing may visit those cities as well. For instance, the way to
Savonlinna from Jarvisydan will take approximately half an hour by car.

Jarvisydan is a member of the Saimaa holiday club (Jarvisydan 2015). The resort is
located on the shore of the Lake Saimaa and translated from Finnish as a Heart of the
lake (Jarvisydan 2015). When you reach its shore the fresh breeze fills your heart with
peace and tranquillity. The hotel offers its guests a wide choice of different activities
which can be appreciated even by demanding guests. For example, during autumn and
spring the hotel organizes guided fishing safaris at the Linnansaari National Park. In
addition, a catch is guaranteed or money return, which is also very important part of
such an activity. Moreover, Jarvisydan offers contest games for teambuilding (2015).
Regarding the accommodation, there are various types starting from an ordinary room
to a luxurious villa with a suite. By summer 2015, they are going to open a new hotel
right next to the main building and later in 2015 the SPA center will be ready to host its
guests (Jarvisydan 2015).



PICTURE 1. Interior of the hillside villa for 10 guests (Jarvisydan 2015)

Regarding the places where to have a tasty lunch or relaxing evening with mouth-wa-
tering dishes there are two different restaurants. First one is the medieval restaurant
Piikatytto at the Holiday Resort Jarvisydan, which offers unique setting for dining and

organizing special events, such as gala dinners in the medieval atmosphere.

PICTURE 2. Piikatytt6 restaurant (Jarvisydan 2015)



Furthermore, regarding the second restaurant, it is Tepee, which is situated in the middle
spruce forest, not far away from the cottages of the Holiday Resort (Jarvisydan 2015.)
Regarding the other place where guests of the Holiday Resort can try something special,
it could be The Wine Hall with the biggest wine cellar in the area. It is situated in con-
nection with the Medieval Restaurant Piikatyttd. It was built in the natural rock and

offers new premises for festive occasions and dining (Jarvisydan 2015).

2 MICE TOURISM

People travel around the world each year. Traveling has become an essential part of
their lives. There are different reasons why people are keen on traveling, for instance
while traveling they learn about themselves and new cultures, find new friends and de-
velop themselves (AirTreks International 2014). However, tourism is a living organism
with dynamic growth and reduction, new ideas, new destinations, innovative methods
and techniques. (Goeldner & Ritchie 2012, 3.)

By any name - whether it is a conference, convention, meeting, training — this element
of market is huge as it seems to be at first (Goeldner & Ritchie 2012, 142). Many large
business centers, such as Moscow, Saint Petersburg, and Helsinki have an assembly
center devoted to hosting various meetings because of the significant economic impact.
This sector is often given the acronym MICE, which stands for meetings, incentives,
conventions, and exhibitions (Goeldner & Ritchie 2012, 142). Talking about the meet-
ing industry, it consists of a huge range of organizers, facilities engaged in the develop-
ment and delivery of meetings, conferences, exhibitions, and other related events which
are held in order to achieve a range of professional, business, cultural and academic
objectives (IAPCO 2014).

MICE is considered to be a particular type of tourism in which large groups planned in
advance are brought together for some definite purpose (Micepoint 2013). MICE tour-
ism is well-known for its perfect planning and critical clientele (Micepoint 2013). Gen-

erally, MICE tourism consists of a well-planned agenda centered on a specific theme,



such as a hobby, a profession, or an educational topic (IAPCO 2014). MICE tourism is
a particular and specific area with its own trade shows and practices.

MICE events are commonly sold by specialized travel organizations — Destination
Management Companies (DMC) (Kelly 2014). Destination management company
(DMC) is a locally-based professional service company who provides knowledge about
destination, services, and creates special tailor-made trips for companies in regard with
their special needs and demands (Gillette 1998). Additionally, they help companies to
organize the most beneficial trips, since they analyse the market and offer the most
suitable solutions. DMCs create each program regarding the particular group, budget,
appropriate activities, targets set by consumer company etc (ADMEI 2015).

During a creation of incentive trips DMCs co-operate with other local DMCs at the
destination and additionally, look for potential suitable hotels in the internet. Thus, they
represent business to business (B2B) marketing. B2B is a close co-operation between
businesses during the process of creation a product or service, while each business meet
the needs of the other (Hague 2015). As a rule, B2B consumers are more demanding
since they operate on behalf of other companies. They need to possess enough
knowledge as far as, they spend more money than average consumers and therefore

expect more attentive attitude.

2.1 Incentive tourism

Most components of MICE are well understood, probably with the exception of Incen-
tives. Incentive tourism is usually undertaken as a type of employee reward by a com-
pany for targets met or exceeded, or a job well done (Kelly 2014). Therefore, incentive
tourism connected with travel benefit (Goeldner & Ritchie 2012, 142). Unlike the other
types of MICE tourism, Incentive tourism is usually conducted purely for entertainment,
rather than professional or educational purposes (Micepoint 2013). The other compo-
nents of MICE have a professional or educational aim. Moreover, incentives can be
formidable motivators for employee performance and travel is a prime reward incentive

(Goeldner & Ritchie 2012, 142). Incentive systems are a special form of reward. They



place the focus of performance on very concrete objectives and at the same time reward

the achievement of these objectives (Kressler 2003).

In today’s world competition became more than an essential part of our life and espe-
cially at the workplace. In this case, many companies compete with each other in order
to gain customer’s affection, employee’s loyalty and the highest levels of performance,
contributions, productivity (Watson 2012). First of all, the most known ways to moti-
vate an employee are incentive and recognition programs. The difference between these

two types of reward can be clarified in the Table 1 below.

TABLE 1. The difference between recognition and incentive programs (Watson
2012)

Recognition program Incentive program
Reward desired behaviors Reward achievement or successful performance
More immediate rewards Need some time and results

Can be meaningful on relatively modest budget | Requires a significant amount of money

Provides an excellent opportunity to publicly | Limited communication except on an individual

recognize good performance basis

Recognition program is a way of acknowledging employee success after the perfor-
mance. The purpose is to highlight work and behavior that support/further the mission,
goals and values of the company (Economy 2014). Generally, recognition associates
with emotional connection between employees and managers. As can be seen in Table
1, recognition programs reward desired behavior in the company and therefore, help to
create required atmosphere and relationship within the organization. On the other hand,
incentive programs operate differently. Incentive refers systems towards the promise of
agreed reward in case an employee achieve the goal of the company Kressler (2003)
states: ”Incentive program sounds like when you achieve the goal, then you will get the

promised reward”.




Regarding the frequencies of both programs, incentives are used more rarely, due to the
requirement of time to reach the target or perform a successful campaign. Generally,
incentives aimed to reward success of the employee, and to achieve this target they
should be exceptional and tailor-made. Therefore, to create such program requires a
significant amount of money. Regarding the recognition programs, they could work
even with a modest fund. Sometimes, it is enough to send a letter with kind and appre-
ciative content to the person. Moreover, rewarded person by recognition program and
incentive program receive different publicity at the company. For instance, incentive

award available only for a small group of people, who are incentive tourists likewise.

In general, both programs are suitable for the potential recipients of sales force, other

employees, distributors, customers or stakeholders of the company (Watson 2012).

Travel brings a bouquet of bright emotions, which helps to live a full life. Therefore,
people want to travel as much as they can. Although, in case of a busy life and high
prices, nowadays only a few people can travel as much as they want. So, in fact, by
introducing incentive travel to employees employers can really motivate them and de-
velop business. Moreover, several scientists have proved with several researches that
non-cash rewards are more valuable than just an average cash reward (Watson 2012).
According to Deanna Ting (2013) Western Europe was the third popular destination for
incentive travel programs. The variety of experiences afforded in Europe — historical,
cultural, luxurious, and adventurous — make the region a perennial favorite among in-

centive groups (Ting 2013).

In addition, if we ask people what would be more valuable to them between a money
reward and a travel to some exotic destination, which brings a lot of new emotions and
feelings they would point out that a trip is much preferable than a cash-reward (QIC
2014). Scientists hypothesized that the understanding of receiving a gift is much excit-
ing for everyone especially if this gift is something that a person was dreaming of or
going to buy for himself (SITE 2014). On the other hand, cash reward is considered to
be a wise present which will likely be used as everyday — expenses, e.g. repay a loan,
etc. As a result, all intensions regarding motivation of a person who gain a reward go
for nothing, since the gifted money using as an additional part to the salary. Thus, the

employee would be grateful, but the desired effect is not achieved completely. In some
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cases, adult people are considered to be grown children and, according to psychology

studies they want just simple surprises and bright emotions but not emotionless money.

Since, incentive programmes connected with motivation it is necessary to take into ac-
count the Maslow theory. Obviously, everyone is acquainted with this hierarchy since
school days. Unfortunately, many managers forget about it while planning the award-
system. It is important to realize that, according to the theory, an employee will not
reach higher goals until he/she satisfies the essential lower needs. Therefore, a remark-
able holiday as a reward might be less helpful for a person who feels stress at the work-
place, due to lack of safety, which can be caused by high emotional pressure and the
unfriendly work environment. That is why, it is very important to be aware that em-

ployees are happy and satisfied.

The difference of the effectiveness of rewards
12

10

3

2,1 16

]
Annual corporate revenue Revenue per sa(l)e; Team attainme
- 7

-2,2

H non-financial reward providers M all other companies

FIGURE 1. The comparison of cash and non-cash rewards

In Figure 1 above the significant difference between the results of companies using
different methods of employee rewards is cleary seen. Those companies who use non-
cash incentives gain more successful goals and targets. Thus, they increase the

effectiveness and productivity of their enterprise.
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Additionally, for successful incentive program it is important to set targets. The targets

are might be as follows:

e Increase the sales volume

e Create and expand the dealer network

e Atransition in the market share from competitors

e A presentation and promotion of a new product or service

e A team reinforcement

All incentive trips are tailor- made, nevertheless it is essential to know what the objec-
tives and goals of the particular company are. They can be vary from teambuilding to

attracting potential customers. (Kressler 2003.)

Incentive tourists expect something special from their holiday because the main purpose
of such a trip is to motivate an employee (Kelly 2014). Finland suggests its incentive
tourists various activities, such as ice experience with a dip in the icy Baltic Sea, Lap-
land experience with northern lights, Helsinki classic incentive and so on. All these

programs are award-winning destinations in Finland (The Travel Experience 2012).

Several academic researches, such as IRF (Incentive Research Foundation) fall survey,
Sodexo, Strategic Incentives, SITE (Society for Incentive Travel Excellence) show that
non-cash rewards have more influence than cash-compensations in order to motivate
desired behaviours, distinguish employee accomplishments and express gratitude from
the company towards a brilliant employee. These non-cash rewards might include trips,
tickets to an exclusive place, such as theatres, private cocktail parties and different priv-
ileges (QIC 2014).

It is important to realize that, as a rule, the majority of incentive gifts are considered to
be luxurious and wealthy, so it makes an emotional connection. Moreover, several in-
centive rewards can be shared with friends, relatives and it also creates more than the
positive influence. Apparently, incentive trips are much acceptable in the society due to
a couple of reasons, such as the story of an incredible journey, which can light up the
hearts of colleagues and motivate them to achieve higher goals. Additionally, the fact

of an incentive trip can be motivator itself. Concerning the human nature, for people it
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is more valuable to get appreciation and recognition. That is why many companies are

interested in including the incentive segment in their motivation programmes.

2.2 Useful tool for creating an incentive program

In order to create a useful motivation, it is important to understand cultural differences
of potential customers. It is not a secret that people are different and everybody needs
an individual approach. For international companies it is quite a challenge to elaborate
on good and successful motivation programs. To achieve the success in such matters
they can use the individual approach regarding the cultural diversity, which is clearly
presented in the studies conducted by Professor Geert Hofstede. It is considered to be
one of the most comprehensive studies about the effect of culture at the workplace (Na-
tional cultural dimensions 2012). He analysed a large database of employee values col-
lected in 70s. After careful and hard work he managed to create the approach which
helps to understand more or less different cultures, regarding their values and life views.

As far as incentive tourism is considered to be a part of motivation, it is very important
to take into account that if a company wants to have a successful co-operation with
corporate clients it needs to provide them with an exceptional holiday. It can be done
much better if there is understanding and awareness of customers’ mentality, regarding
his/her culture. That is why the Hofstede theory about cultural dimensions is a very
helpful tool. Jarvisydan is interested in attracting new incentive customers and in order
to meet this goal, careful attention on the data and results of the research should be paid
because in order to create a great memorable holiday one should be proactive and be
able to predict any future demands of customers. Russian customers are quite new at
the tourism market, due to historical isolation during the Soviet Union time and there-

fore, they require much more attention.

2.3 Russian case

Talking about incentive tourists, if a company really wants to motivate its best employ-
ees it should apply the cultural individual approach to them. The results of Russian case
can be seen in Figure 2. Concerning Russians, according to the Hofstede research they

have 93 points for power distance, therefore it can be concluded that for Russian people
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it is extremely important to show their power and wealth. Moreover, for Russians it is
essential to talk about their personal achievements, contributions and rewards. (Dimen-

sions of national culture, 2012.)

Regarding uncertainly avoidance and indulgence scales, Russian respondents show 95
points and 20 points of 100. That is means that they prefer risk-taking and adventures

types of vacation rather more than a peaceful type of vacation.

To be aware of cultural differences and possible demands connected with destination is
an important issue in terms of customer service abroad. In order to reach the complete
customer satisfaction one should always be aware of and tolerant to the cultural dimen-

sions. That makes life more interesting and exciting.
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FIGURE 2. Russian index according to Hofstede’s study

2.4 Incentive tourism trends

Different organizations frequently make various researches in order to measure the ef-
fectiveness and popularity of incentive trips. According to the Incentive Travel Annual
Forecast for 2015, conducted by Society for Incentive Travel Excellence (SITE) in
2014, 52% of the respondents believe that the number of incentive trips will increase in
the next 6 months. Regarding the trend watch report by EIBTM (The Global Meetings

& Event Expo) from 2014 the participants do not anticipate any significant changes in
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Incentive trips, almost 50% think the popularity of such a motivation tool will remain
the same and 54% of the respondents suppose that the budget for incentive trips will be
the same. However, concerning the future trends of incentive travel, 87% respondents

mentioned that over the next 1 to 3 years the usage of incentive travel will increase.

Concerning the following forecast regarding the components of incentive trips in 2015,
there is a forecast in Figure 3. Most of the respondents (49%) indicated that there will
be no changes in the programme destinations, while 20% think that there will be
changes from domestic to international trips. That can be a significance of the travel
importance itself, 12% responded that in the following year companies will choose lo-

cations near home country. This answer might be connected with price matters.

B No change B From domestic to international
M Location closer to home i From international to domestic
M Cruises

FIGURE 3. The forecast regarding components of incentive trips in 2015

Regarding the effective incentive trip it is important to know the average budget spend-
ing per person in order to create the most suitable offer. Indeed, the price is depending
on the company’s revenues and ability to purchase such motivations. Although, in gen-
eral the respondents chose 2000$-4000$ per person (IRF 2015). That is a clear signifi-
cance, which shows the importance of incentive trips and readiness of employers to

invest in their employees.
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Analysing the Russian incentive segment, there is a reduction in the demand for incen-
tive programmes, conferences/meetings, business trips and corporate events. It can be
caused by several reasons, such as decreasing interest amongst companies for incentive
trips due to the lack of their effectiveness, money issues and a life cycle of such a way
of motivation. Regarding the official statistics, the number of Russian tourists traveling
abroad in tourism purposes decreased down to 58% in comparison between 2013 and
2014 years. In this tourist flow there is also a number of incentive travellers (Federal
agency for travel 2014). According to the Figure 4, Finland was the thirteenth popular
destination for Russians in 2014. Therefore, even with the recession of Russian visitors

in Finland, this country remains to be a visited destination.
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FIGURE 4. Popular destinations for Russian tourists in 2014

Year 2014 was quite difficult for Russian tourists. In relation with economic troubles,
the average price for a trip to Europe increased by 20%. However, regarding the re-
search from December 2014, made by World Travel Monitor, there is a positive fore-
cast, that Russian outbound travel will grow by 4% in 2015. (ITB 2014.)
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Why should the companies use incentive trips? First of all, if the employees are satisfied
with their job and work environment, it results in the company having happy and satis-
fied customers, which is essential for successful business. Moreover, according to the
study by Frederick Reichhel about loyal customers, if a company can increase customer
retention at least about 5% then the following effect will be growth of profit up to 75%.
(Costal Vacations 2015.)

2.5 Incentive trip sample

Incentive trips are tailor-made holidays in regard with individual circumstances of a
company, who order them. Although, the basics of those trips can be alike. All incentive
trips likewise others holidays have the beginning and the end. The starting point is the
railway station/airport/seaport etc. Afterwards, lodging is provided. At the destination,
incentive tourists are offered various interesting activities, which can help to achieve
the target set by the company managers. Usually food and beverages are included to the
package, thus employees have no need to spend the addition money. Additionally,
sometimes incentive trips can include special conferences, aimed to bring new
knowledge to the tourists. Eventually, the trip ends at the beginning point — airport/rail-
way station/port. In order to better understand what Russian incentive customers’ needs
and demands are it is good to have a look at an average incentive trip sample for Russian

clients.

The following incentive program was elaborated by the Destination Management Com-
pany Prime Business Garant, located in Russia in 2012. The programs calls “The trip to
the North”. The location of the trip was Russia, particularly Kola Peninsula. The trip
took 5 days and was prepared for 12 persons. The purpose of the trip was to thank the
partners of the company for successful co-operation. The most interesting part of the
trip was the salmon fishing at the Murman river. The entertainment program was con-
sisted of different competitions, such shooting, paintball and special dinners. (Incentive

tourism for your business 2014.)

Therefore, taking the location of the trip and activities offered for incentive tourists into

consideration could be conclude that Finland is a quite suitable destination for incentive
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tourists from Russia. They are interested in fishing and other outdoor activities and the
number of the group was quite small. Finland could offer them exceptional service and
remarkable holiday.

3 FINLAND AS A DESTINATION FOR INCENTIVE TOURISTS

Finland is a country of the unique nature and peaceful environment. Nowadays it is
essential for countries to benchmark their destinations due to several reasons, such as

economic issues, competitive matters and Finland benchmark itself as well.

In recent years the tourism sphere has become rather competitive than previous. There
are plenty of reasons explaining this situation. For instance, the simplified procedure
for traveling and a grown demand for different vacations. Competition today is an es-
sential part of our life (Kozak 2004). Therefore, each year we can observe the increasing
of customers’ demands (Wober 2002). Tourists have a big choice of various destinations
and services which could be chosen for a holiday and therefore they chose the most
suitable offer. As a matter of fact, enterprises are interested in constant developing of
their services responding customer needs. Developing the tourism sector is connected
with the development of tourism destinations, which is considered to be more important
than individual enterprises (Kozak 2004). Additionally, benchmarking can be defined
as the practice of being attentive and wise enough to learn from the best achievements
of others. (Kozak & Nield 2001, 8-9.)

Many researches indicate that benchmarking is significantly important for the hospital-
ity industry and it is not surprising, since it helps to improve the performance and ef-
fectiveness of a hotel, a restaurant, etc (Wober 2012, 12-13). Therefore, in order to
achieve a great performance, tourism enterprises should be aware of actual and recent
trends and demands of their customers. Concerning the destination for incentive trips,

it is essential to organize smart benchmarking.

According to Finland’s tourism strategy for 2020, the Finnish government is interested
in developing tourism in the country, since it is a promising sector which provides peo-

ple with jobs and brings additional income to the economy. Therefore, it is a good op-
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portunity to increase the number of tourists in Finland. Moreover, the majority of pop-
ular destinations in regard with the biggest foreign tourist groups offer services in Rus-
sian language as well as in English, which is doubtless important, considering Finland
as a tourist destination for Russian clients. The service which is provided in the mother
tongue of guests creates a very positive effect on customers, and as a result they feel

more welcomed at the destination.

Regarding Finland as a destination for incentive tourists there is a tiny obstacle. The
price average is rather high in comparison with other European countries. According to
Eurostat statistics report (2014) Finland ranked as the fifth most expensive county in
EU (European Union), regarding services and consumer goods. Since the companies
organizing incentive trips for their employees are interested in the question of money,
it could be difficult for them to purchase incentive programs in Finland. Definitely, it
all depends on a company’s income and readiness to invest their money in employees.
In addition, Finland is not a very well-known country amongst others, due to lack of
appropriate marketing. Nevertheless, Finland has a remarkable nature and unique at-
mosphere combined with customer-oriented services, constant innovations and modifi-
cations of offered services, thus the researcher presumes that with good marketing it

can become one of the luxurious destinations in Europe for incentive travelers.

In addition, many tourism experts see Finland as a good place for ecotourism, (Green
Tourism of Finland 2014). Regarding everyday life of people who live in big cities,
such as Moscow and St. Petersburg, they spend much of their time and nerves at work
in the offices. But taking the human nature into account, they need sometimes peace,
tranquility and spend a little time with nature. According to CREST statistics (2015) the
popularity of ecotourism continues to grow amongst people in 2015. This is quite an
important trend, concerning that Russian customers are interested in ecotourism activi-

ties. It becomes popular among different age and social groups.

In recent years it can be seen that a number of Russian tourists have decreased due to
some reasons, such as political situation and economic issues. Moreover, regarding the
statistical data of incoming tourists from Russia in Figure 5, there is a significant decline
of about 52 per cent for December 2014 and 55 per cent decline in February 2015 (Sta-

tistics Finland 2015). Those changes are not accidental. Regarding the exchange rates
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of Russian Ruble and Euro, the situation is more than sad for Russian customers because
their expenses will double. It is one of the possible main reasons of such a huge differ-
ence in the number of Russian tourists’ visiting in regard with the data from September
2014 till January 2015. As far as the statistical data shows the total number of Russian
tourists without specifying the kind of travellers can be guessed that with leisure tourists

the number of incentive tourists decreased likewise.
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FIGURE 5. Russians’ overnight stays in Finland (Statistics Finland 2015)

Regarding incentive tourists from Moscow, their trips always begins at Helsinki airport.
It is the most convenient way to get to Finland. Afterwards, they continue their trip and
travel to other destinations, which have been chosen in advance. As for Helsinki, it is
the major business city in Finland, conferences and other business events take place
there. For instance, some companies organize incentive programs connected with con-
ferences and exhibitions. Thus, rewarded employees can enjoy the holiday as well as

learn something new.



20

The volume of international passengers at Helsinki-Vantaa airport increased by 1.5%
in January 2015. It is a very promising result, which can indicate a growing interest
towards Finland. However, the number of passengers from Russia reduced down to 5%
(VisitHelsinki 2015). The main possible cause of the decrease of Russian consumes is

the economic situation.

Etela-Savo region
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FIGURE 6. Decrease of overnight stays in the South Savonia region (Statistics
Finland 2015)

Equally, Figure 6 shows the decrease of overnight stays regarding the South Savonia
region. However, regarding the number of visitors in different regions of Finland. One
of the most likely causes of such a situation is the economic issues, which indeed have

changed the number of Russian customers.
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4 CASE JARVISYDAN

According to the annual statistics regarding Jarvisydan’s guests, the part of Russian
customers is approximately 20% of the whole target group of the hotel. Thus, in the

whole number of Russian customers there is also a share of incentive tourists.

In case of attracting Russian incentive consumers, Jarvisydan should consider their de-
mands and expectations. The best way to find out customer demands and expectations
is to collect their feedback. Jarvisdan pays a lot of attention on this issue and carefully
analyses the customers’ responds. As a matter of fact, they win customers’ loyalty and
trust and eventually their new customers become return ones, according to the interview

with Jarvisdan.

4.1 Customer profile

In this research the Russian and Finnish incentive market is analyzed. Incentive tourists
are rewarded employees who met the targets of the company or became leaders of the
department during a certain campaign. In order to express gratitude towards the suc-
cessful persons managers create different motivation programs and one of them is in-
centive trips. The importance of such motivation is significant, therefore those trips take

place in the beautiful destinations and in the 5*- 4* hotels and resorts.

Potential customers are small groups of 30-50 incentive tourists from Moscow and Saint
Petersburg. They were chosen due to convenient location to Finland and presence of
many business enterprises there. That particular number was chosen according to the
results of the interview with the Destination Management Company form Moscow
Aeroclub. The potential customers are employees of the pharmaceutical industry, bank
sector and market departments. Their programs will be purchased as All-inclusive trips,
according to the both interviews the majority of Russian incentive clients always prefer

this kind of package.

4.2 The first interview
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According to the research method, face2face interviews were conducted. The first two
interviews with companies who create incentives tours and the other one with a potential

host of incentive tourists. The interviews were conducted in February 2015.

The first interview was with a DMC Aeroclub. This company was chosen because it is
considered to be one of the leaders amongst Russian MICE travel providers. It is a lead-
ing incentive and corporate travel company in Russia, which deals with MICE events
and it is a part of an alliance of the three biggest MICE providers at the Russian Business
Travel (Aeroclub 2015). In addition, this company is the representative of the global
travel management company BCD Travel (Aeroclub 2014). The interview was orga-
nized with the head of the Russian corporate MICE events department Ekaterina Golo-
vanova and her colleague Alexey Mezhirov, who is the Head of the Department of Out-

bound Corporate Events for Russian corporate clients.

In order to find out what incentive tourists expect from the destination, an interview
with one of the biggest DMC in Moscow was organized. The interview took place in
Moscow at the office of Aeroclub Tour Company. Aeroclub is considered to be one of
the leading companies on the Russian market in dealing with corporate clients and or-
ganizing the most remarkable trips for them. In addition, this company is the representa-

tive of the global travel management company BCD in Russia, (Aeroclub, 2014.)

During the interview Alexey Mezhirov and Ekaterina Golovanova were suggested sev-
eral questions regarding incentive programs and demands of their consumers. Those
questions are important as far as, in order to increase popularity of Jarvisyddn among

Russian customers the hotel needs to understand the demands of potential clients.

According to their answers, can be said that incentive trips required exceptional service,
hotels and resorts from 4*+ to 5*+, therefore, it can be concluded that as far as incentive
programmes are aimed to motivate employees, they should impress theirs consumers in
the best way. Also, when Ekaterina Golovanova and Alexey Mezhirov were asked about
Finland as a possible destination for incentive customers, they were quite certain that
this country and area South Savonia has all the necessary services to offer their corpo-

rate clients. Regarding this particular Holiday and SPA resort Jarvisydan, they have
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never heard about it, although when we met and | sent them general information about

this place and eventually, they were interested in this hotel.

Then, talking about preferable destinations among Russian customers, Ekaterina Golo-
vanova and Alexey Mezhirov pointed out that the most popular destinations for their
Russian clients are Thailand, Singapore, Vietnam and India. Ekaterina clarified this
trend is a matter of exotic holiday which is more valuable for Russian tourists, regarding
the power distance aspect. During the history of Russian travelers and their trips, the
term holiday reflects for the majority of Russians as a beach holiday somewhere at the
seashore or the ocean coast with a lot of sun and relaxation. Perhaps, this preferable
type of activity may be associated with a busy life and a constant stress at workplaces,
especially taking into consideration people who live in big cities, such as Moscow and
St. Petersburg and work for global organizations. Moreover, most corporate companies
choose India, Thailand and Vietnam because of low prices and high quality service,
especially while difficult economic situations, when motivation is so needed in order to

reach the targets and fix the obstacles.

On another point of view, if someone likes a beach holiday it does not mean that the
other one would like it also. One should always remember of people unique preferences
and that is why, some people would be happy having a vacation on the lake shore and
enjoy peace and beauty of the place. Also, talking about different people, they have
different values regarding the best holiday. Moreover, for corporate clients from St.
Petersburg, there is a high probability to choose Finland due to the convenient location.

Regarding targets of incentive groups from Moscow and Saint Petersburg, in most cases
it is an employee reward. In addition, they have companies who order incentive trips
for their regular partners as well as potential clients. In fact, the purposes of incentives

trips can vary and everything depends on the company’s wishes and demands.

Taking the economic influence on the sector of incentive trips into consideration, both
Alexey Mezhirov and Ekaterina Golovanova do not see very much difference. How-
ever, they said that the format of incentive events in 2008 was different. This is probably

because of the life circle of MICE tourism and nowadays, we can observe its recession.
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As for the duration of incentive trips, mainly they last four days and three nights. Com-
monly the trip begins on Thursdays. This information is required when one is planning
an incentive trip at the destination. Regarding the preferable destination while compa-
nies are choosing the one, Alexey Mezhirov highlighted that the geographical location
is important and if a company has a production at one destination it would be an ad-
vantage and in this case, an excursion at the factory could be included as additional
entertainment for incentive tourists. The potential place should be unique and impres-
sive and meanwhile has an acceptable price. As a rule, corporate clients change the
destination of their incentive trips, however if a company likes the destination very
much then the probability of return is very high. In addition, considering services pro-
vided by suitable destination should include various outdoors activities, such kayaking,
hiking, fishing and so on. The main demand of corporate clients is exceptionality of
activities which bring a lot of joy and satisfaction to the consumers. Also, services pro-
vided in Russian are an additional advantage. Russian customers appreciate and value

this very much.

Then, regarding the average number of incentive tourists sending at one trip is usually
from 30 up to 50 persons. As to seasonality, Ekaterina Golovanova said there is no
significant difference, nevertheless when we consider summer time, then there are very
few orders for such trips, since many employees have their summer vacations. There-
fore, all seasons could be suitable for incentive tourists, but with a little exception in

summer time when the demand for such trips could be low.

Regarding the type of incentive programs, the majority of Russian clients are likely to
purchase all-inclusive options, so their employees shall not spend any additional money

either for entertainment activities or for food and accommodation.

As for the possibility for incentive tourists to travel with their family members,
Aeroclub only support such wishes because this gesture shows the respect towards em-
ployee’s feelings and as a result can be a part of good motivation to attend the special

events.

Concerning the channels of search for hotels and resorts, Alexey Mezhirov said that

Aeroclub looks for the suitable offers in the Internet, regarding the particular area of the
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destination, co-operate with local DMC and eventually, send their managers to check

the quality of the resort.

4.3 The second interview

The second interview was conducted with Dmitri Ovchinnikov who is in charge of Rus-
sian sales at the resort Jarvisydan. My goal was to find out about what Jarvisydan has

to offer for its corporate clients.

Regarding the first question about the average number of incentive trips per year, Dmitri
Ovchinnikov said that consider 2014, 20 trips from Russia were hosted. Besides, the
number can be different each year due to different reasons, such as interest in this par-

ticular resort and etc.

As for the major purposes of incentive trips, Dmitri Ovchinnikov pointed out team
building and entertainment types as leaders. Moreover, there are several cases in which
incentive programs include relaxing vacations as well as active holiday. Usually, they
organize different kinds of competitions, such as fishing, hunting, shooting and so on.
Also, regarding group activities, they offer the biggest variety of entertainment in the

whole region, starting from hiking to safaris and paddling.

Talking about economic influence, he supposes there is not any significant difference,
because in the end of December 2014 they had several incentive trips. As to the duration
of such trips he agreed with Ekaterina Golovanva and Alexey Mezhirov that the average

duration is from 2 days up to 4 days.

Then, analyzing the service at Jarvisydan, it can be clearly concluded that Jarvisydan
has strong advantages regarding cuisine and the unique medieval style, which is really
appealing. And definitely, it does impress tourists from Russia. When one finds oneself
at such place, he begins to feel this incredible atmosphere and imagines himself as an

earl or a duke of the Middle Ages time. This is remarkable.

Regarding the seasonality of incentive trips, Dmitri Ovchinnikov said that the majority

of these events take place from May till September. However, despite of this, they also
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have incentive trips connected with conferences, seminars and symposiums mainly
from October till April. As for winter holidays, it is different each year. In contrast with
Aroclub Jarvisydan has the majority of incentive trips in summer time, since most of

them are connected with fishing.

As to additional or special services by request, he told me about recent demands con-
cerning ice fishing in December. Unfortunately, that time there was not any snow and
even ice. So, they modified the request a bit and organize good fishing with the reach

catch.

Talking about the maximum number of incentive tourists who can stay at Jarvisydan at
once, the possible number is to 150 such tourists. Also, concerning the type of purchas-
ing holiday, the majority of Russian companies provide their employees with all-inclu-
sive holiday in 90% cases. Furthermore, Jarvisydén is ready to host incentive tourists
who travel with their family members at the same conditions, since it is a group. Need-

less to say, it is the significant advantage.

In addition, regarding Jarvisydan as a possible destination for Russian incentive tourists
the managing director of A-DMC Global Russia Gennady Kharchenko was interviewed.
A-DMC is an alliance of destination management companies (DMCs) and companies
offered inbound travel. He mentioned that for their clients it is important that a possible
destination for incentive trips has a well-developed infrastructure and offers exceptional
service for its guests.

Regarding a hotel it should be only 4*+ 5*+ with high quality services and reasonable
price. In the organization of an incentive trip careful attention is paid to the presence of
high quality restaurants, where there is a possibility to organize gala dinners, special
celebrations and conference rooms, likewise seminars or conventions. For incentive
programs also is important an entertainment part for tourists. It could be the possibility
of cultural activities, such as various excursions to historical sights, acquaintance with
local traditions and culture, various outdoor activities and appropriate transportation.
Indeed, the incentive trips are planned specifically for a particular customer and in re-

gard with his special targets and needs.
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A-DMC Global Russia looks for potential partners via Internet and during their search
concerning the hotel Jarvisydan they found not enough information to make any valid
decisions. Gennady Kharchenko said that he has never heard of such a hotel and resort,
although for every customer there is an offer and probably Jarvisydan could be interest-

ing for his customers ordering incentive trips.

4.4 Results of the interviews

The most valuable factors for Russian companies purchasing incentive trips were found

after the interviews.

e Location of the destination is one of the most important factors
e Infrastructure of the destination

e Cost/quality

e Services offered by the hotel and stars

e Activities offered

e Seasonality

Those factors are the driving ones for companies in choosing the destination for incen-
tive trips. Figure 6 below, it can be seen that there are many matches in demands from

Aeroclub tour regarding incentive trips and services offered in Jarvisydan.



Aeroclub tour

Fishing

Cruises
Hiking

Kayaking

Paddling
Skiing

Evening cultural programs
4 days 3 nights
All-inclusive
Holiday with family members
Ecotourism
30-50 incentive tourists for 1 trip

Farm sector and sales department
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Jarvisydan

Fishing
Cruises
Hiking
Kayaking
Paddling
Skiing
Sailing
Hunting
4 days 3 nights
All-inclusive
Holiday with family members
Sales department

No seasonality, except the summer time, Ready to host up to 150 incentive tourists

when people leave for vacations The most customers come in summer

FIGURE 7. Demands of Aeroclub and services offered in Jarvisydan

First of all, regarding the location of the hotel, it is in the picturesque area in the lake
land. There are beautiful forest, magnificent and pure Lake Saimaa, charming rocks and
all in all create a unique atmosphere, and therefore it can be attractive for Russian cus-
tomers. Then, regarding the infrastructure of the region, there are numerous advantages.
Firstly, the hotel is located in a peaceful environment, there is no pollution and the only
noise is the bird singing. There are cruises organized for tourists, as well as there is a
possibility to rent a boat and organize private tour and fishing. Concerning cost/quality
issues, Jarvisydan offers corporate customers special offers in certain circumstances,
for instance in advance booking. As for services, there is Russian-speaking personnel,
which is another advantage of the destination. Moreover, this is 4* star hotel and suita-
ble for incentive tourists. Then, regarding the most preferable type of holiday for Rus-

sian consumers it is All-inclusive and Jarvisydan offeres this option also.
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As for activities, the main activity for Russian customers is fishing. The hotel offers
different kinds of fishing, such as ice fishing, various types of summer fishing (fishing
with fishing-rod, trolling and spinning etc). Additionally, regarding other activities
which can be interesting for Russian incentive customers, there are kayaking, paddling,
hiking, skiing and so on. All those activities are available in Jarvisydan in Russian lan-

guage, which makes those activities more valuable for Russian incentive customers.

4.5 Recommendations for Jarvisydan to attract incentive tourists from Moscow

and St. Petersburg

From the interviews it can be seen that Jarvisydan provides its guests with a huge choice
of various outdoor activities and high quality services, additionally they constantly in-
vent something new in order to keep their customers attention and to attract new clients,
for instance, as a spa area with swimming pools, treatment rooms, various types of sau-

nas.

Analysing what can be done in order to attract more Russian incentive customers, it is
essential to keep in mind their demands. After the interviews it can be concluded that
Jarvisydan is a suitable provider of incentive trips for potential co-operation with

Aeroclub tour.

Then, regarding awareness of the companies about the Holiday Resort Jarvisydan it can
be concluded that those two companies who participated in the interviews knew nothing
about this destination beforehand. It is a well-known fact that in order to sell a product
or service, it should be well-promoted to customers. Therefore, promotion is a vital part
of any marketing system. Considering promotion as a term it can be defined as a com-
plex of activities aimed to gain customer attention towards the product, to create a better
image of the product than the competitors and eventually induce the customer to buy
the product (The Economic Times 2015). Regarding the DMC companies who create
incentive trips, they look for suitable offers in the Internet, using the required location
and key services, such as various choice of group activities, high quality services and

price/quality relation (Mezhirov 2015). Thus, if the resort is interested in new incentive
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customers, it would be a wise decision to pay more attention to the promotion campaign

at the official web page of the hotel.

For a good and successful co-operation it is vital to know the demands of potential
customers, Jarvisydan could be suggested to continue the current practice at the market,
since high quality service, individual approach and uniqueness of the destination are
very strong advantages. Also, it would be useful to pay more attention at the marketing
business to business co-operation and provide potential corporate clients with more in-
formation in the internet, regarding incentive programs and offers. Perhaps, a co-oper-

ation with local DMC could help to spread the information to potential new customers.

Additionally, concerning the interview with Aeroclub, Alexey Mezhirov and Ekaterina
Golovanova mentioned that incentive tourists are also interested in exploring local cul-
ture of the destination, therefore, as an additional activity for incentive customers could
be organization of a medieval traditional dance evening. During this activity, incentive
tourists could learn something new for them, enjoy the unique atmosphere and reinforce

the team spirit of the group.

5. CONCLUSION

The goal of the thesis was to identify the attracting features for Russian incentive tour-
ists. After the interviews can be concluded that the attracting features for Russian in-

centive tourist are:

e Reasonable price
e Uniqueness of the destination

e A variety of offered services and activities for incentive tourists

The objectives of the thesis were to analyse the future incentive travel trends in Russia
and from the analytical part it can be seen that nowadays, incentive market in Russia is
not on the highest level of demand, on the contrary, in comparison with 2008 is on a
depression level. The majority of companies are trying to find an alternative way of

motivating their employees. Also, some incentive programmes are replaced by ordinary
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short business trips, while managers believe that having a conference somewhere in a
nice place far away from the city makes this conference a reward itself. Nevertheless,
regarding the report by SITE international foundation’s annual forecast concerning in-
centive tourism they assume that by 2016 incentive component will again be popular

among motivation programmes.

Then, it was found out what Jarvisydan has to offer for incentive tourists from Russia.
There are a huge choice of various activities, exceptional service, cozy lodging, excep-

tional cuisine special offers for groups and constant development of services.

Regarding the third objective, which was to find out the needs and demands of Russian
tourists, the researcher found that the most important factors are price/quality relation,
location of the destination and offered activities for incentive tourists. People love trav-

eling and the idea of even a slight possibility of a great trip is a good motivation tool.
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An Interview with Aeroclub.

The head of the Russian corporate MICE events department Ekaterina Golovanova
The head of the Department of Outbound Corporate Events for Russian corporate cli-
ents Alexey Mezhirov.

3apaBcTByiiTe, MeHs 30BYT FOmus. S cryneHtka 3-ro Kypca B MHCTUTYTE TypU3Ma U
rocrunipuumctBa uMeHu FO.A. CenkeBuua. B Hactosiiee Bpemsi, s yu4ych IO IpO-
rpaMMme JABOWHBIX TUIIIIOMOB B DUHISHINU, B YHHUBEPCUTETE MPUKIAJIHBIX HAYK TO-
pona Muxkkenu. Ceifyac, s Uiy TUIUIOMHYIO pabOTy MO MPUBJICUYECHUIO HHCEHTHUB TY-

pucToB Ha Kypopt Jarvisydan, kotopsiii HaxoauTcsi B OUHISHIANN B 03€PHOM Kparo.

Julia: Most koMITaHUsI ¥ 51 3aHHTEPECOBAHBI B TOM, YTOOBI BBISCHUTH, YTO AyMAiOT POC-
cuiickue Kommanuu, npeaoctasisitomme yeayru MICE o BoaMokHOCTH opraHu3anuu
noe31ok B Gunnsanauto. CkaxuTe NoKalyicTa, Kak 4yacTo y Bac 3aka3bIBaloT Mepo-

npusatust opmara MICE, B yacTHOCTH HHCEHTHB MTOE31KH?

Ekaterina Golovanova: B naHHbBIf MOMEHT, y HAC HE TaK MHOTO 3aKa30B. BO3MOHO,
3TO CBSI3aHO C SKOHOMHUUECKOi cutyanuei B PO. OxHako, nocneaHee BpeMs HaOIo 1a-
eTCSI TEH/ICHIIUS COKPAIICHS] MHCEHTHB TypoB. BMeCTO HUX HaOMPAIOT MOMYISIPHOCTE

JIEJIOBBIE OM3€EC MMOE3IKH.

Julia: Kak Ber CHHUTACTC, BOSMOXHO JIN OUHIISTHINN CTaTh OJHOM U3 CaMbIX MOIYJIAPBIX

J€CTHALUN U1 MHCEHTHUB TypucToB u3 Poccun?

Alexey Mezhirov: MbI curtaem, 4TO BIIOJIHE.

Julia: Hemornu 061 Bel mosscHUTH?
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Alexey Mezhirov: Bce odens mpocro. [Ipexkae Bcero, pacmonoxxuHiue OUHISHIAN UT-
paeT oueHb BakHYIO poiib. J{o Hee ynobno noduparbcest uz CIIb u cymecTBytoT paznuy-
HbIE BApUaHThI yemecTBus U3 MockBbl. KpoMe Toro, 1715 )Kuresneil CeBepHOM CTOIHILIBI
CYIIECTBYET JIOBOJIBHO XOPOIIHIA CIIOCO0 MEPEABIKEHHS C ITOMOIIBIO Kpyn30B. ['oBOps
0 OUHIISHINY, €CTh €IlI€ U AOMOIHUTEIBHBIN IUTIOC — 3TO [IeHoOOpa3oBanue. [t KoM-

MMaHui 3aKa3bIBalOIIX HHCCHTUB MIOC3AKHU 3TO OJWH M3 PCIIAr0INX (baKTOPOB.

Tax xe, B @uHISIHANN OJIarONPUATHBIE YCIOBUS AJIs Pa3BUTHS dKOTypU3Ma, HaOuparo-
LIEero MONYJSPHOCTh B HAIlIM JHU. 3aT€M, pacCMaTpUBasi 3MMHUN IEpUO/I,

QuHASANSA OPEIOCTABIAET IHUPOKUNA CIIEKTP YBJIEKATEIbHBIX 3aHATHI NIl TYPUCTOB,
Halnpumep, KaTaHue Ha Jibpkax. [IoMrMO 3TOro, HEKOTpbIe TYPUCThI LEHT LIOMNIIMHT B
XenbcuHKU. Eciy Mbl OpraHn3yeM HHCEHTHB ITOE3/IKYy U3 CEBEPHON CTOJIMILIBI, TO HECO-
MHEHHO, OHa OyZeT BKJItouaTh B ce0s Kpyus. Eciin paccmaTpuBarh BapuaHT Takoro my-
TeriecTBusl U3 MOCKBBI, TO HEPEMEHHBIM MMYHKTOM OyJieT aBurepeneT u3 MOoCKBBI B

XeJILCUHKHU.

Julia: C xakumM TJIaBHBIMH LIEISIMH WHCEHHB MPOrpaMM BbI CTalKMBaeTech 4alie

Bcero?

Ekaterina Golovanova: Yaire Bcero, Mbl BCTpe4aeM B CBOEH MPaKTHUKE BO3HATPaXK/IC-
HHUE COTPYIHHUKOB 3a JOCTH)KECHHE TOCTABICHHBIX IeJIell KOMITAHUH WM BO3HATPaXKIe-
HUE COTPYJIHUKA, CTaBIIero JuaepoM B chepe. Kpome 310, ObIBAtOT 3aKa3bl HA UHCEH-
THUB MOE3KH JJIs TOCTOSHHBIX M IOTEHIIMATIBHBIX KIIMEHTOB. B mr000M ciiyuae, popmu-
pOBaHHE MHCEHTHB Typa 3aBHCHT OT Iieicii KoMmaHuu. YTo UM He0OXOAUMO B IIEPBYIO

ouepeb, TAMOMIITUHT WIJIA YTO-TO €IIIE.

Julia: PaCCManI/IBaH HACTOAIIYHO SKOHOMUCCKYIO CUTYAIIUI0, MOXKCTC JIN BEI coenathb

IMPOTrHO3bI HA BO3MOXHOC U3MCHCHUC CIIPOCAa HA NHCCHTHUB HOCSI[KI/I?

Ekaterina Golovanova: 2008 year is different from 2015.
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2008 1 2015 roga umerot paznuuus. K npumepy, B 2008 meponpusitust popmara MICE
HocwiM Oostee mmpokuii xapakrep. Celiyac HHCEHTHB MPOTPAaMMbI HOCST IPEHMYIIe-
CTEHHO OM3eC MOAKOHTEKCT M HEKOTOpPhIe KOMITAaHWH, 3aKa3bIBasi I000yI0 KOH(pEpeH-
[IUI0, CUUTAIOT, YTO caM (DaKT BBIC3THOTO MEPONPHUATHS JAOJDKEH MOTUBUPOBATH CO-
TpyAHUKOB. CaMoe TIaBHOE, YTOOBI MECTO OBUIO MPHUBIIEKATEIFHBIM U BBI3BIBAJIO Y JIFO-

JIel BOCTOPT.

Julia: Kakas cpeqHsisi po10SKUTEIBHOCTh Y MHCCHUB TI0€3/10K?

Alexey Mezhirov: B 6osbiinHCTBe citydaeB, 4 qHs U 3 HOud. Yaiie Bcero, Takue 1o-

C3JIKHM HAYMHAIOTCA C YCTBEPIra UJin CPCAbl 10 ITOHCACIbHUKA.

Julia: CymiectBytoT i Kakue-a160 (HaKkTOpbl, BAUSIONIME Ha BEIOOP KOMITAHUH JICCTH-

Haruu?

Ekaterina Golovanova:
Takum (pakTopoM MOXKET OBITh HATMYUE TPOU3BOICTBA HAa TEPPUTOPUH peruoHa. Kom-
IIaHUA MOXKECT OpFaHI/I30BaTB 0630pHy}0 3KCKprI/IIO JJIA CBOUX COprI[HI/IKOB C OCJIBKO

JIydli€ IMO3HaKOMHUTB UX C IPOU3BOACTBOM.

Tax >xe He0OX0AUMO YUUTHIBATh TO, €CIIM KOMITAHUY MTOHPABHIIOCH MECTO MPE/IBIIIETO
OT/IbIXa, OHA MOKET OPraHMU30BaTh MMOBTOPHBIN BBIE3]I TY/1a KE, OJHAKO, B I[EJIOM, KOM-
IIaHUU MCHSAIOT ACCTUHAIINHU. I/L OITATHh XK€ TaKH, IIC€HA. Omna saBiIIeTCA OYE€Hb BAXKHBIM
(dhakTopom.

Julia: Kakoro pona kommnanuu y Bac yaiiie Bcero 3aka3blbIBalOT HHCEHTHUB TIOE3KU?

Ekaterina Golovanova: [TpeumymiectBeHHo, hapM U GaHK CEKTOD.

Julia: CYI_I_ICCTBYIOT JI1 OCOOCHHBIE 3aIIpOChI K CEPBUCY TOCTUHUILIBI, HpCIIOCTaBJI}IIOH_[eﬁ

pa3menienue?
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Alexey Mezhirov: Eciiu MbI paccmatprBaeM MOJIOJION KOJUICKTHB, TO BEPOSITHOCTD 3a-
Ka3a KaKux-M00 IKCTpUMaIbHBIX yeiryr coctaiser 50/50. be3ycioBHo, B 100y UH-
CEHTHB MOE3/IKY JIOJKHBI ObITh BKIIFOUEHBI BEUEPHHE MPOTpaMMbl U Pa3IUYHBIE JIOCY-

TOBBIE MEPOIIPUATHS.

Julia: Kakoe K0J14ecTBO HHCEHTHB TYPUCTOB OTIIPABIISACTCS B OJHY MOE3/KY?

Alexey Mezhirov: B 3aBucumoctu ot popmara meporpusitusi. B ocaoBHom 30-50 Ty-

PHUCTOB.

Julia: CYH_IeCTByeT JIN CC30HHOCTDh Ha 3aKa3bl MHCCHTHUB HOC3,I[OK?

Ekaterina Golovanova: TpynHo cka3atek. B HacTosiiiee BpeMsi, Kak TAaKOBOM CE30HHOCTH
HeT. B OCHOBHOM 3aKa3bIBalOT TaKUE MEPOIPHSATHs BCEra, KPOME JISTHEro Iepuoa

OTITYCKOB.

Julia: Kakoii B cpetHeM OIOJDKET [l HHCEHTUB TOE3/10K?

Ekaterina Golovanova: Dto mpocto nocuurats. bepercss MUNManbHas CTOMMOCTD aBUa-
OusIeTOB, pa3MeNIeHNs] Ha 3 HOYM, MOJIHOCThIO OIjlaueHHoe nutanue. C apyroi cro-
POHBI, €CTb HHCCHTUB MMPOrpaMMbl, KOTOPEIC IMOAPAa3yMECBAIOT, YTO HHCCHTUB TYPHUCTHI
o0esaroT B ropoJie U MPOBAAT CBOOOAHOE BpeMs Tak, Kak XOTAT caMu. TeM He MeHee,
noJiaBJsoniee OOIbIIMHCTBO HALIMX KIMEHTOB 0K0J0 90% 3anHTEpecoBaHbl B Typ Ia-

kerax All-inclusive.

Julia: Kax Bsl cuurtaere, 4T0 MOXkeET ObITh 1a0aBIE€HO B KAYECTBE OMOJHUTEIBHBIX

YCIYT K UHCEHTUB TYpY?

Alexey Mezhirov: Bce 3aBHCHT OT KoJHuYecTBa 4esOBEK. MOXKET ObITh HHTEPECHBIM
NpeIoKEeHUE KaTaHUs Ha cO0aubMX YIpsDKKax. Tak jke, HallluM KIIMEHTaM HHTEPECHBI

pbIOalKa, TypUCTHYECKHE MTOXO0/Ibl, 3HAKOMCTBO C MECTHOM KYJIBTYpOH U IpyTHe BU/IbI
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nocyra. PaccmarpuBas OUHISHANIO, 3TO CTpaHa HauboJee MOAXOIAIIAs A OTAbIXa

cemeifHoro opMara 1, COOTBETCTBEHHO HEOOJIBIINX IPYII TYPUCTOB.

Julia: Kak gacto y Bac 3aka3bIBatoT mOOIIPHUTEIbHBIC TOE3/1KH B EBpory?

Ekaterina Golovanova: CioxHo cka3aTthk. B ka)moii KOMIIaHUHU €CTh COOCTBEHHBIE CTa-
TUCTHYECKHE JaHHBIC, KOTOPBIE HE TOCTYITHBI B CBOOOTHOM JIOCTYIIC, TaK KaK SIBJISIOTCS

KOH(UICHIIMATEHON HH(DOpMAIIHEH.

Julia: CymiectByeT Jin BO3MOXHOCTb JUISI HHCETHB TYPUCTOB OpaTh ¢ 00Ol 4iICHOB

CBOEU ceMbu?

Alexey Mezhirov: Bce 3aBUCHT OT MOJUTHKHA KOMIaHuM. HekoTopbie KOMIaHUH
CTPOTO 3aIpeIIalT CBOMM COTPYAHHKAaM OpaTh ¢ COOOM YICHOB CBOCH CEMbH B HHCEH-
TUB 1oe3aku. C Apyroil CTOPOHbI, OONBIIMHCTBO KOMITAHUH 3aMHTEPECOBaHbI B IIPE/0-
CTaBJICHUH MOJJOOHOM YCIIyTH, TaK KaK TO JKECT YBaKEHUSI KOJUIET U MX JINYHON

*u3HU. boiee TOro, MHe M3eCTHBI CIy4au, KOTJa WICHbl CEMbH WHCEHTHB TYpHCTa

MOT'JIM ITOCECTHUTD O(I)I/II_II/IEUIBHBIG BCUEPHUEC MEPOPHUATUSA, TAKUC KAK raja YKHUHBI.
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An Interview with Jarvisydan.

Dmitri Ovchinnikov the sales person in charge for Russian clients in the hotel and spa

Resort.

Julia: Kak gacto y Bac ocTaHaBIMBarOTCS pyCCKUE HHCEHTHB TYPUCTHI B TOA?

Dmitri Ovchinnikov: Eciu Ml paccMarpuBaem OJIMH IO, TO 3TO MPHOIHU3UTETHHO 20
1moe3/710K B roji. OJJHaKo, KOJIUYECTBO TAKMX TYPUCTOB MEHSCTCS C KaXIIbIM T'OJIOM H3-

3d Pa3HBIX IPUYIKUH, TAKUX KdK SKOHOMHUYCCKHC.

Julia; C xakuM TJaHBIM [ESIMM MHCCHTHB MMOE30K BBl yale Bcero BCTpedaeTech

TUMOWJITUHT, Pa3BJICUCHUS, OTABIX?

Dmitri Ovchinnikov: THMOHIAKMHT, pa3BiIeKaTeIbHbIA TYPU3M, OTABIX, aKTUBHBIN J0-
CyT, TaKOM KaK pbIbalika, pasHo0Opa3Hble KOMaH IHbIE COPEBHOBAHMS, CTPEIb0A U3 pa3-
HBIX BUJIOB OPYXUS, TAKUX KaK CTpesb0a U3 JIyKa, CTpeabOa U3 pa3sHbIX BUIOB PYXKHl,
B TOM YHCIIE M CTpenbba U3 mpodecCHOHaTbHOM POraTKH, KOTOpas MOXET ObITh HC-

IIOJIb30BaHa BO BPEM OXOTHI.

Julia: Opranusyere nu Bbl 0XOTY I HHCEHTUB TYpUCTOB?

Dmitri Ovchinnikov: Jla, oqrako, oxota B @UHISIHAXK — 3TO Bellb HempocTast. Tak Kak

OHA IOJIPa3yMEBAET, HAIMYNE CIIENMAIBHBIX Pa3pEIICHN, OTPAaHUYECHHBIX 110 BPEMEHU.

Julia: CyriecTByrOT Jin M3MEHHS OTHOCHUTEIIFHO 3alPOCOB HA MHCEHTHUB MPOTPaMMBbI

CpEIy PYCCKUX TYPUCTOB, B CBSI3U C TEKYIIEH SKOHOMUYECKON CUTyaluein?

Dmitri Ovchinnikov: CnokHo cka3aTh, Tak Kak, B KoHIle 2014 y Hac ObUTO HECKOIBKO
3aKa30B Ha WHCEHTHB MPOTPAMMBI ISl TYPUCTOB M3 POCCHH M BCe OHM MPOILTH J0-
BOJIbHO yrienrHo. OJiHa U3 HUX Oblla KOMIIAHHS, KOTOpas SBJISICTCS HAIIMM TOCTOSH-

HBIM KIIMCHTOM U IMOKYIACT HAIIK YCJIYT'U YK€ Ha MPOTSAKCHUU HCCKOJIbKUX
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aer. DTO HEe yAMBHUTENBHO, Tak Kak Jarvisyddn mpenocrasisier 6osiee 50 pa3mudHbIX
IIPOrpaMM aKTUBHOI'O OTZAbIXA JUUIsl HHCEHTUB TYpUCTOB. Tak ke, 31eCh UMEETCS aBTOP-
CKasl KyXHs, OTpakarolas B ce0e JIydlIre coueTaHHs CPeIHEBEKOBBIX OO U Tpaau-
LIUH, YTO SIBJISIETCS TOIOJIHUTENBHBIM IIpenMyIecTBoM. IloMmrmo Becero 3Toro, B HaCTO-
ST MOMEHT MBI CTPOUM HOBBIN OTEJIb M CIIa IEHTP, KOTOPbIE OYAYT rOTOBBI IPUHSTD
rocreil yxe JietoM. Jarvisydan siBisieTcst OJHAM M3 CTapeHIINX TypUCTUYECKHX MECT B
OUHIIAHIUY U COXPaHAET TPAAULMUA U CTHIb CPEIEBEKOBbs, YTO SIBIISETCS JOINOJHU-
TEJIbHBIM ITPUJIEKAIOIUM (PAKTOPOM i TYpUCTOB. PaccmaTpuBasi KOMMEHTapUU roc-
Teu orens, TypucTsl U3 I'epmanuu, [Beinapun, Utanun u @pa”uuu roBopsT, 4To Ta-

KOro OTcjid OHU HC BCTPCHAJIU HUT'AC.

Julia: Cnacu6o 3a Bamr orBer. Hemoriu Obl Bbl cka3aTh, CpeHIOW MPOIOIKUTEIb-
HOCTb HHCCHTHUB TYPOB B Bamewm otene? Ha IIaHHBIfI MOMCHT, CYHICCTBYCT TCHACHLUA,
KOT'/la KOMIIAHHMH 3aKa3bIBAlOT MOOIIPHTEIIbHBIC TYPhl HAa 4 HSA U 3 HOYM, XapaKTEPHO

JIM 9TO I KiMeHToB Jarvisydan?

Dmitri Ovchinnikov: /la, MoxxHO cka3aTh 1 Tak. IHOT1a MBI BCTpeYaeM HHCEHTHB TIPO-
IpaMMBbI 110 JUTUTEIBHOCTH 2 HOYM U 33 PEAKHM UCKIFOUECHUEM OBIBAIOT MPOTPaMMBbI,
pacuuTaHHbIC Ha 7 HOuel. PaccmarpuBasl ceMu JTHEBHBIC MPOTPaMMBbI, OHHU, KaK Ipa-
BUJIO, COBMEIICHBI ¢ KOH(EPEHIIUAMHU U ceMuHapamu. Bee oueHb MHIMBHAyalbHO. B

1[€JI0M, CaMbIil YacCThl BApUAHT pa3MEeLIeHUs ISl MHCEHTUB TYPUCTOB 3 HOUU U 4 JTHS.

Julia: BeiBaror 11 CIICUAJIBHBIC 3alIPOCHI OT KOMHaHHﬁ, OTHOCUTCIIHO MHCCHTUB IIPO-

rpamm?

Dmitri Ovchinnikov: Pa3zymeercs, CyIIeCTBYIOT pa3HbIC JOMOJHUTEIBHBIC 3aIIPOCHI.
Hamnpumep, B nexkadpe 2014 ¢ 20 mo 21 kypopt Jarvisydan noyuu 3anpoc Ha opraHu-
3a1uio moieIHol poroanku. K coxxanenuto, B To BpeMs ObLJIO HE OY€Hb MHOTO CHETra

" JJId peajin3aliuu HOJIO6HOI‘O 3arpoca MbI NPEIIIOKHIIN CICTKa
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BUJIOM3MEHEHHBIN JOCYT. MBI IPEIJIOKUIA CBOUM KIUEHTAM JIBYX JTHEBHYIO PHIOATKY
Ha MOTOPHBIX JIOJAKAX U OHU OCTAJIMCh OYE€Hb JOBOJIbHBI TAKUM BBIXOJOM U3 CUTYallUH,

TaK KaK OHMMajId MHOTO pI)I6I)I H IMOJIYYHIIN YOAOBOJBCTBUE OT IIPOBCACHHOI'O BPEMCHU.

Julia: Yro Ber MmoskeTe ckaszarh 110 oBoy ce3oHHOCTH? CyIecTBYeT Jin 0c000 MOITy-

JISpHOE BpeMsl ISl OCEIICHUI KOPIIOPAaTUBHBIX TYPUCTOB?

Dmitri Ovchinnikov: B teyenun HoBOrojHuX mpa3aHUKOB, Y HAC OCTAHABIMBAIOTCS
TOJIBKO YaCTHBIC TYPHCTHI, KOTOPbIE CHUMAIOT KOTES/PKM MUHAMYM Ha OJHY HEJEIIO.
OTHOCHTENIbHO UHCEHTHB TYPUCTOB, HAOIOaeTCsl Ce30HHOCTh. Tak Kak B OOJbLIMH-
CTBE TaKUX IPOrpaMM HEOThEMIICMOM YaCThIO SBJISCTCS pPhIOAIKa B OTKPBITOM BOJIE, TO
OOJIBIIMHCTBO TYPHCTOB MPHE3KAIOT C Mas M0 CeHTAOph. Takxke, JIeTHEe BpeMs OYCHb

MOIIYJIAPHO IJIA KOPIIOPATUBHBIX KIIMCHTOB.

Julia: aTepecHbie GakThl, OJHAKO, S TIPOBOIMIIA UHTEPBBIO C OJHON U3 MOCKOBCKHUX
KOMIIaHUH, KOTOopasi paboTaeT ¢ MHCEHTUB TYPUCTAMM, OHU MOJYEPKHYJIHU, YTO B JIET-

HUM nepuoa MUHUMAJIbHBIC 3aKa3bl HA HO,Z[O6HBI€ MOOHIPHUTECIIBHBIC ITOC3AKH.

Dmitri Ovchinnikov: MuTepecHo, B HallleM KypopTe caMble IPaHIHO3HbIC 1 MACIITA0-
HbIC MHCCHTHB ITPOTPaMMBbI MIPOXOJIAT B JICTHHI TIepro. Tem He MeHee, paccMaTpuBast
MHCEHTHB ITPOTPaMMBbI CBSI3aHHBIE C CEMUHApaMH, TO OHU MPEUMYIIECTBEHHO ITPOXOIST

BECHOH U OCEHBIO.

Julia: Kakoro cekropa KOMITaHUH MPEUMYIIIECTBEHHO SIBIISTIOTCS Bamumu kineHTamu?

Dmitri Ovchinnikov: CtpoutensHble koMnanuy, GpapmMa KOMIIAHHH, TOPTOBBIE KOMITa-

HHH.

Julia: Kakoe MakcumanbHOE YMCIIO MHCEHTHB TYPUCTOB B OJIMH 3a€3]] TOTOB MPUHSTH

Bar kypopt?
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Dmitri Ovchinnikov: B nacrosiuii MoMeHT 10 150 yenoBek. JI0BOJILHO CII0XKHO MPH-
HUMAaTh HHCEHTHB TYPUCTOB B BHIXOJIHBIE IHHU, KaK [IPABHUJIO Y HAC 3apaHee 3a0pOHHPO-
BaHbI KOTTCKH B 3TO Bpems. Tak kak, Jarvisydan mpegocraiseT BHICOKIACCHBIN cep-
BHC, TO KOMIIaHHH KECJIAOIUEC COpr,Z[HI/I‘IaTB C JaHHBIM KypOpTOM, JOJI’)KHBI HpOI/I3BO-

IUTh OPOHB 3apaHee, XOTs Obl 3a IO,

Julia: Kakuie BU/Ibl HHCEHTHB TYPOB HanOOJIee YaCTO BCTPEUAIOTCS B BAIlIeM OTEJIe, pac-

cMaTpuBas MOKYMAEMbIH IMaKeT yCIyr?

Dmitri Ovchinnikov: A6comoTHOe GONBIIMHCTBO MHCEHTHB TYPOB MOKYITAIOTCS IO
npunnuny All-inclusive. Takum 06pa3om, HarpakaeHHbIC COTPYAHUKH HE OIUIAUBAIOT
JIOTIONTHUTENBHO ceOe MPOKUBAHUE, MMUTAHWE WM JOCYT. Bce omadmBaeTcsi Komiia-
Hueii 3apanee. Talking about ITpuBons nprMep GUHCKUX HHCEHTUB TYPHCTOB, MX KOM-
NaHUH OIUIAWBAIOT TOJBO 3aBTPAKU U Pa3MELICHHE B OTEJIE, OCTAIbHBIC YCIYTH OILIa-

YUBAOTCA CaAMHUMU TYPUCTAMHU 110 KCJIIaHHUIO.

Julia: Bo3aMoyHO Jiv1 B BallieM oTeJie OpraHu3alus paMenieHUs He TOJIBKO JIJIsl HHCEHTUB

TYPUCTOB, HO U UIA UX YJICHOB CEMbHU Ha CIICHUATITHBIX CIIOBHSX?

Dmitri Ovchinnikov: Koraa npueskaer rpyra, oHa MoJay4aeT CrelHalbHbIe TPYIIIO-
BbI€ MPEIIOXKECHUS, JCHCTBUTEIIbHBIC HA BCEX YJaCTHUKOB W KypopT Jarvisydan pan

IMPUHUMATh UHCCHTUB TYPUCTOB BMCCTC C UX YJICHAMU CCMbU.
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APPENDIX 3

Questions of the first interview.

1. How often do you have orders for MICE events in particular incentive trips?

2. What do you think is it possible for Finland to become one of the most popular
destinations for incentive tourists from Russia?

3. Why do you think it is possible?

4. What are the major targets of incentive programs you deal with most of all?

5. Taking the current economic situation into account do you anticipate any dif-
ferences regarding demand for incentive programs?

6. What is the average duration of an incentive trip?

7. Arethere any preferences for companies while they are choosing a destination
for incentive trips?

8. What kind of companies are your major clients?

9. Are there any special demands regarding services provided by the hotel for
incentive programs?

10. What is the average number of incentive tourists in one trip?

11. Does the seasonality influence on incentive trips?

12. What is the average budget of incentive trip for one person?

13. What services can be added to incentive program in order to improve it?

14. What kind of incentive programs are the most popular among Russian cus-
tomers?

15. How often do you have orders for incentive trips which take place in EU?

16. Is it possible for incentive tourists to take their family members to incentive

trips, regarding almost the same conditions of the trip?
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APPENDIX 4

Questions of the second interview

How often do you have Russian incentive tourists?

What are the major targets of incentive programs you deal with?

Do you organize hunting for incentive tourists?

el N .

Regarding current economic situation did you notice any differences in de-

mands of incentive programs? Did the number of incentive tourists change?

What is the average duration of an incentive trip in your hotel?

Are there any special demands regarding the services for incentive tourists?

Is there a seasonality influence on the demand for incentive trips?

What kind of companies are your major clients?

©| o N @ O

What is the biggest number of incentive tourists Jarvisydan can host?

. What kind of incentive programs are the most popular among Russian cus-

tomers?

11.

Is it possible for incentive tourists to take their family members to incentive

trips, regarding almost the same conditions of the trip?




