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INTRODUCTION

After this paper was finished, there were two parallel discussions on the problem of
Russian tourism in Finland — in Finnish and Russian blogospheres. Supposing those
comments on the appreciations of Russians in Finland, as the tourists are the best il-

lustration to the investigation of Russian tourists market for Finnish destination.

”Jos Eteld-Savosta tuunataan pelkéstaan venélaisille mieleinen lomaparatiisi, se tuskin
mielyttda Euroopasta tulevia turisteja. En muutenkaan ymmarrd titd &lytonta
venalaisten ylisamista, eivit ole itsekkaan kovin hyvia asiakaspalvelijoita”. Translated
into English: [”If South Savo is going to create the only Russian favorite vacation par-
adise, it is unlikely to appeal the European tourists. Incidentally, 1 do not understand
this crazy praising of Russians, because they are not very good in customer services

themselves™]. (Behm 2013, anonymous comment.)

“Ha xoit Ham @unnsuaus? Mae, Hanpumep, 3T1a OUHISHAUA TTYOOKO (hroneToBa,
KaK U TO, YTO TaM IIPOHUCXOIUT, KaK U eé rpaxxaaHe, KaKk U TO, YTO OTHU I'PAKIAAHC OC-
natot. Y Hac B Poccuu u cBoux mpo0iieM xBaraet U HoBocteid Toxe”. [Translated into
English: «Who cares about Finland?! | personally could care less about Finland and
what's going on there as well as about its citizens and what they do. We have enough
problems here in Russia as well as plenty of local news”]. (Russian blog “What for do
we need this Finland?” 2013.)

e Reply of Koncranra 25 aBrycra 2013 r. 01:34

“Ckaxy npasiy :)

[IpocTo 1 HEAOPOTO LIEHTeH Ha TOf ;)

JIOTIOTHUTEBbHBINA OOHYC — YKCTO, CIIOKOHHO, IPUOBI\ATOABI\pBIOaIKa
(xoMy 4TO).

Bce, 4T0 MOXHO OBUIO TOCMOTPETH B MpeJiesiax IaroBoi JOCTYIMHOCTH,
— YK€ OCMOTPEIIH, TaJIEKO 3a€3KaTh — JIOBOJBHO HAKJIAIHO...”

[Translated into English:”1 will say the truth © To be honest, it [a trip to Finland] is a
simple and cheap Shengen visa for a year. Added bonus - clean, safe, fish-
ing/mushroom/berry picking. We have already seen everything nearby, but to trav-

el deeper into the country is quite expensive”]. (Russian blog “What for do we need
this Finland?” 2013, Heodput KoncranTa 25.08.2013 r. 01:34)


http://blog.fontanka.ru/users/74172/
http://blog.fontanka.ru/users/74172/
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These examples are the private opinions of two different people devoted to the Finnish
tourist market demand and supply: a Finn says that they don’t want Russian tourists
very much because those Russians are not a very good customers and a Russian says
that they don’t need this Finnish tourism at all, they need an open visa only and by the
way get some bonus such as safe and comfortable rest. Personally, | am sure that it is
a common point of view (widely spread) and it is necessary to consider it when we
speak about the strategic future of tourism to Finland. There is a global competition
and the tourism fashion. Accordingly, the approaches that tourism organizations take
in making strategic choices need careful consideration if they are to gain or re-
tain competitive advantage. (Bordean and others, 2010.) To be competitive we should
try to find what the real market situation is and this is the challenge for this thesis.

1.1 Background

There was an internal as well as an external reason for me to investigate the problems
of Russian tourism in Finland and some strategic ideas affected my approach to the
marketing practices used in the researches and developments in the industry. There
was a strategic plan of entrepreneurships in Finnish tourism industry developed by the
group of MUAS students and this plan demands a marketing strategy as a first part.
More, there was a demand of Finnish tourist companies for a marketing research in
Saint Petersburg due to the lack of fieldwork research for Finland as a destination
(Jakosuo 2011.)

1.1.1 The author's point of view and objectives

The history of Russian contemporary tourism to Finland is not long, and in the last 20
years, it has changed drastically, mostly due to changes in the minds of Russians. The
flow of tourists who have been in Finland for the first time or visited Finland just due
to “common practice” (“everybody visits Finland”) — is over. | felt it in 2010, while
the main question new visitors should answer was “what for?” and some of them

could not answer this question.

| supposed that there are very strong changes in Russian tourists’ attitudes and every-
thing might look very different in a short time, by other words, there will not be so

many Russians visiting Finland soon. However, | was not sure that those are real
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changes, not my feelings only or my friends’ words. I knew that to be sure we must
research the situation thoroughly and provide the results of researches based on the
mass point of view, instead of my personal impression. | felt the interest in the prob-
lems of the Russian-Finnish sport tourism, wanted to move to Finland for work, and
the future of tourism industry in Finland was very important for me personally. The

findings of my marketing researches support my hypothesis (see Chapter 3).

In 2011, | started the graduate program in MUAS (Mikkeli University of Applied
Sciences), the program in tourism industry involved direct interpersonal communica-
tion between Russian and Finnish students and teachers. | entered the program, started
my studies and found it challenging! There was a possibility to investigate the prob-
lem from both Russian and Finnish side and do it in a new context of experiential
tourism. By meeting Maija-Liisa Eskelinen during her lectures in MUAS, | got the
way to understand the future strategy of tourism through the idea of experience as the
driver of motivation and development (Eskelinen 2011). What for people come to the
new place in new circumstance. What is the mainstream of tourism? Experience! It is
the very old and very new idea — people want to get the experience, as much as possi-
ble and it should be as various as possible. (Weller 1998, 179), see more on experi-
ence’ levels in tourism in Chapter 6 as Appendix 4 (Elamystuottajan kasikirja, 2009).

Russians had no possibility to visit other countries in USSR period, but they got this
possibility in Russian Federation period, even if it was just for the sake of being able
to say, “I was abroad, too”. Many Russians have started a practice of mountain skiing
as a hobby after 1990 and they have come to the Northern Finland because it is nearer
and cheaper than Alps. Before Russians had no possibilities to get the trout, the caviar,
and other delicious food quite usual for Finland, (it was only occasionally available in
Saint Petersburg or Moscow) and for many years they bought these products visiting
Finland. At last, Russians had bad roads, no safe and quiet life, and struggled in a dai-
ly routine so they looked for safety, silence, good environment, and peace in nearby
Finland.

| summarized my assumptions on current Russian visit drivers at figure 1.



*To buy Finnish products cheaply for personal use or resale in
Russia (Fairy, coffee, laundry detergents)

eFor status reasons -> just for the sake of being able to say “I have
been abroad, too”

*To get Shengen multi visa for a year, with a goal of vacationing in
other EU-countries

Obsolete visit drivers

*To transit via airport Vantaa or at the ferry or by the car to other
Business visit drivers countries,

*To use the Finnish mail for small parties of goods or samples

\

eMountain ski / snowboard

eCottage rest

eFishing

Tourism visit drivers < *Resorts and spas

eAquaparks, amusement parts, other child-friendly attractions
eSightseeing / war history objects viewing

eSanta Clause residence visits

N~

FIGURE 1. Current Russian Visit Drivers.

Those are reasonable (as | supposed) explanations of phenomena of Russian tourist
flow in Finland in 1990-2000 years. When this period was over the new reasons for
visiting Finland could be found. (Itz-Uudenmaan matkailustrategia 2007 — 2013,
2006). My assumption was that the experience is now demanded and | only should
find out what can Finnish companies provide (see more Elamystuottajan kasikirja,
2009).

The objective of this work is to get a marketing strategy for Finnish tourist busi-
ness through the fieldwork marketing research of the attitudes of Russian tour-
ists in Saint Petersburg towards Finland as a destination. The purpose is to find
out what is now demanded by Russian tourists, what services Finnish tourists
companies can provide to them and which segment of Russian tourist market

will be the target of Finnish tourists companies.

This research project is based on the action research methodology. It is a part of the
larger project developed as a teamwork by the MUAS students. This vast project at-
tempts to create a small tourist company in Finland that offers a range of services tai-
lored to the Russian tourist market.



1.1.2 Action research methodology

I regard action research as a methodology, which is intended to have both action out-
comes and research outcomes. This definition is capable of encompassing a variety of
research and intervention methods. It is broad enough to include, as examples, the
critical action research, the soft systems methodology and perhaps system analysis and
the evaluation methods. (Dick 2000.)

According to Hopkins (1993, 43) the responsiveness of action research allows it to be
used to develop hypotheses from the data, "on the run™ as it were. It can therefore also
be used as a research tool for investigative or pilot research, and generally for diagno-
sis or evaluation. From the other side, an action research has the potential to generate
genuine and sustained improvements in education. It gives educators new opportuni-
ties to reflect on and assess their teaching; to explore and test new ideas, methods, and
materials; to assess how effective the new approaches were; to share feedback with
fellow team members; and to make decisions with new approaches to include in the
team'’s curriculum, instructions, and assessment plans. Action research is a process
designed to empower all participants in the educational process (students, instructors

and other parties) to improve the practices conducted within the education.

The action research framework is most appropriate for participants who recognize the
existence of shortcomings in their educational activities and who would like to adopt
some initial stance concerning the problem, formulate a plan, carry out an interven-
tion, evaluate the outcomes and develop further strategies in an iterative fashion
(Hopkins 1993; 47).

In our case, we had an international group of students who were interested in the tour-
ism industry. Some part of them (at least Russian students) had never done this busi-
ness before, i.e. had no awareness of the problems of tourism. From the other side we
had the brand new program where there was no experience of education of such inter-

national group obviously specializing in Russian-Finnish tourism and hospitality.

The action research methodology perfectly suited for this case: students can set the
practical goal (for example, start their own business in tourism industry in Finland),

plan the action research for achieving this goal, start the research and in the same time
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get the theoretical knowledge needed while studying program topics. Due to the col-
laborative nature of the action research methodology (the possibility of collaboration
is the basic principle of the one) the students will exchange the information according
to the educational program and their own active research objectives. They will teach
each other and learn every topic on their own experience. They will work with this
research in more details and will prepare their thesis as a final product of their action

research.

The activity in action research studies is a good way for the university educational
program (such as YAMK at MUAS) to be included in the R&D (Research & Devel-
opment) process as the agent of changes. Thus, two problems could be solved simul-
taneously: educational problem (how to give students the modern theory as the tool of
practical investigation) and organizational problem (how to organize the new program
conditions, the individual and/or collaborative work on the thesis at the framework of
RDI (Research, Development and Innovation)). The yield could be the new product in
tourism industry (innovation) and its testing in practice (as action research developed

by students’ group i.e. collaborative work) (Anttila 2008)

Note, that action research also has some characteristic differences from most other
qualitative methods (Gabel 1995). Action research tends to be...

o cyclic -- similar steps tend to recur in a similar sequence;

o participative -- the clients and informants are involved as partners, or at least
active participants, in the research process;

e qualitative -- it deals more often with language than with numbers; and

« reflective -- critical reflection upon the process and outcomes are important
parts of each cycle, i.e. the questions should be answered: How to do most ef-
fective on the base of this research? Is the choice good explained (based), what

is the foundation? What is the quality of the report?

Action research setting and understanding of a problem

My purpose was to provide in my research the development of a new approach in the
organization practice of small company in tourism industry in some regions in Fin-
land. In fact, it could be region Kymenlaakso, region Lahti, region Ruka but the region

of choice is Savonlinna. This approach seems to base on the action research method-
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ology that would be the source of innovations for business and social activity in the

region.

The main problem of the tourism industry in Savonlinna region, in my opinion, is lack
of defined strategy, hence the lack of innovations, misunderstanding of own core
competence and missing competitive advantage. They have some mix of competitor-
oriented and trade-oriented strategy (Savonlinna tourism, 2015). “In the Karelia re-
gion, the main strategic goals are to widely utilize Russia’s markets and Russians’

purchasing power” as it was stated by Jakosuo (2011).

It just follow up the warnings of Michel Porter about strategy which is the glue that
aims to build and deliver a consistent and distinctive value proposition to the target
market. Porter drew a clear distinction between operational excellence and strategic
positioning. “Too many companies think they have a strategy by pursuing operational
excellence. They work hard at “benchmarking” the “best-of-class performers” to stay
ahead of their competition. But if they are running the same race as their competitors,
their competitors may catch up. Their real need is to run a different race. Companies
that target a specific group of customers and needs and deliver a different bundle of
benefits can be said to have a strategy. Companies have a unique strategy when (1)
they have defined a clear target market and demand, (2) developed a distinctive and
winning value proposition for that market, and (3) arranged a distinctive supply net-

work to deliver the value proposition to the target market” (Porter 1996, 62).

In my private opinion, companies, people, authorities in Savonlinna feel that the Rus-
sian tourists are oriented more to Helsinki region or to the shopping in Lappeenranta
or to the bathing in spa in Imatra but they are too polite to state it straight forward and
to start the open discussion what do the Russian tourists need and how can we bring
them to Savonlinna. (Behm 2013.) The participants of the Master program in tourism
(including myself) could realize this problem as the subject of the thesis and plan the
actions to find the decision and work on the strategy for tourism industry. In addition,
the local tourist firms will find the new clients and new strategy for development. In-
tercultural communication between Finland and Russia will be more fruitful and ef-
fective. It is interesting case for further development of the managerial science and
very good sample of practical use of educational research by the group of participants

(further in a text named “we”



Due to specific method of managerial science applied in this case, the analysis is part
of the everyday work with information and the main part of the discussions in working
group. Properly, we will observe and analyze the prompt results, make some conclu-
sions and plan the next cycle of action research as our practical method. The research
should be participative, and every member of the working group should take part in
the “negotiating around the plan” as it called in sales. Everybody should discuss the
research, report the analysis and feel the involvement to process. Thus, this project

will have sense as an educational project and will have outcome as an action research.

The goal and the field of action research

The goal of active research was to work out the strategy and policy for tourism com-
pany in Savonlinna or another region of Finland if suitable to provide the long-term
competitive advantage and the increasing client flow. Fundamentally, we should pro-
pose the product offering built on client-oriented strategy. Crucial parts of the strategy
are improved communication with clients and the marketing research as a part of daily
routine. This client-oriented strategy will be the real source of innovation in the mar-
ket and in addition, will satisfy all interested parties. The marketing strategy is an in-
tegral part of this general strategy and the first step in the action research process.

The process of action research is pictured at figure 2.

Association or co- Marketing strategy of
operative tourist proposed tourist
companies business

o for what clients should we make
the products?

* And what are the perspectives, « Approached with a request to
the future of this products for conduct marketing research
this target customers?

« if we would like to make the
tourists company

Research group Fieldwork marketing
questions researches in Russia

FIGURE 2. The goal and objectives achievement in action research methodology

(action research as a process)



The plan of marketing research as a part of action research

First, we need the information on the market, i.e. marketing research of Russian tour-
ists market and Finnish tourism market. Secondly, we need the information on main
principles of business organizations here, in Finland. Thirdly, and the most important
is the information on cross-cultural communication and interpersonal communication
in these two different cultures: what do they like/dislike, want, and expect from each
other? Moreover, how it can influence the marketing demand? What do Russian tour-
ists would get here, in Savonlinna and what they could? What do we have to offer?
What can we provide and how it would be adjusted to their demands? What do we

give them and how do they feel with it, what is their impression?

The linked question is what the information channel is, how the Russians can learn
about Savonlinna, and further what are the marketing and sales channels. All the in-
vestigations are supposed as self-conducted by participants but with involvement of
possible collaborate here, in Finland (so called “kummiyritykset”). At last (but not
least) in order to make reasonable strategic choice, we need the information on the
strategies of competitors (other companies at this market) and the analyses of their
current strategic practices. This thesis is devoted to answering to the first question that

is to marketing research of Russian tourist market.

1.2 External sources for the action research implementation in the Finnish

tourism strategic development

The strategic choice of the Finnish tourist companies according to Finland tourism
strategy to 2020 (2010) is

1. To develop in tourism such services, that are unique and different - Not experienced
elsewhere

2. To use its own exoticism and strengthen Finnish images (Kurki 2012, 19)

Obviously, that their strategy is the generic Porter’s strategy of differentiation in this
case. If the orientation toward rich Russian clients were made it would be the focus
strategy — one more generic strategy by Michel Porter.

This is in accordance with the results of resent investigations of strategic practices

hospitality companies used to use: “...two factors represent Porter generic strategies:
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differentiation strategy and focus differentiation strategy. The cost-leadership and
focus on cost strategies were not represented” (Bordean and others, 2010). Two
alternative strategies also emerged from the factor analysis: the former was identified
to be a so-called “Training Strategy” and the latter was a “Hybrid Strategy”. These
strategies have no attributes of the cost-leadership strategy and as it was pointed out,
any firm in the hotel industry (Harrison and Enz, 2005) does not follow the cost-
leadership strategy.

As to strengthen the Finnish image, there is an unexpected obstacle: the brand of Finn-
ish tourism 4C (Credible-Contrasting-Creative-Cool) seems to be for Russians not
Finnish at all. Actually, Russians may agree that ‘Credible’ is the suitable word when
we speak about Finns but only this word of these fours. “Why Finns are cool when
they calm down?”-will say a polite Russian but impolite one will laugh and laugh. 1
made this experiment with more than hundred of my friends in Saint Petersburg: |
showed them 4C as Finnish brand and got their reaction. They were laughing not to
insult Finns but due to misunderstanding: the Russian perception of Finnish brand
differs drastically from Finnish ones. Some of them were sure that it is a joke, it is
impossible to imagine the Finnish brand as those 4C they supposed. Perhaps Russians
will try not to express their reaction (for not to offend Finns) but they are not ready to
this Finnish image and this brand 4C will fail in Russia. (Finland tourism strategy to
2020, 2010.)

This problem of brand management is only one in the complex of marketing problems
based on the different culture and the different experience of Russians and Finns. Due
to the cultural bias and perception differences, the mistakes arise in much-unexpected
places resulting in very unpleasant failures in marketing strategy. (Vainikainen 2012.)

Let us regard another example: according to the “Finland tourism strategy to 20207,
the first “minus” — the weakness of the Finnish tourism — is “Finland is unknown”. Of
course, it is so, Finland (and Finnish culture) is unknown for most of Russians, but the
usual Russian tourist is sure that he/she knows everything about Finland and he/she
have visited all interesting places that are near the Russian border. More, he/she does
not want to learn more about Finland because it is off his/her interests or move to the
distinct places because it costs too much. The usual Russian tourist does not want to
wonder more about Finland because he/she is sure that Finland is well known (in any

case for them enough well-known).
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Therefore, the strategy of the future Finnish tourism provided the external source for
planned action research. There might have been some gaps and misunderstanding in

this strategy, which could destroy the marketing efforts of some Finnish companies.

1.2.1 Inquiry of Finnish companies for marketing researches in Saint
Petersburg

In October 2012 the Finnish company iTravel (Elamyssihteerit Oy) which works with
digital advertising, marketing and promotion of Finnish companies got the inquiry
from their client, group of tourist companies in Ruka, Kuusamo to make the fieldwork
with marketing research in Saint Petersburg, Russia. The company iTravel acts both in
Russia and in Finland. The client needed the new marketing strategy to fill the gap in
their sales in summer and wanted to know from the fieldwork what could be the de-
mand for their cottages in summer in Russian tourist market. They were informed that
the fieldwork in marketing research is quite difficult and there is lack of such kind of
researches concerned with the Russian tourists and Finnish destinations. There were
only some theses with marketing researches (Potapova 2012) and the rural tourism
research by University of Eastern Finland (2012) including the fieldwork researches
but they used to use the selection of potential customers according their attitudes such

as shopping tourism or rural tourism or the clients of some hotels.

The company iTravel specializing in marketing and advertising had proposed this cli-
ent to make the complex marketing researches with three different methods and partic-
ipation. The first part should be the interview with final customers: Russians who just
got the Finnish visa (obviously, they had intention to visit Finland soon). Second part
should be the structured interview with the professionals in tourism; the deep inter-
view should be combined with explanation survey of some features. The third part
supposed to be the marketing tools efficiency investigation based on observations of
the reaction on the new advertisings with such tools as info panel ("plasma” as it said
in Russia) and new printed format of catalogue of booking possibilities in

Ruka/Kuusamo in winter.

Company iTravel (Elamyssihteerit Oy) contacted me as its contracted employee in

Saint Petersburg for these marketing researches and the project "Marketing of Finnish
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destination in Russian tourism market” started in November 2012. The definition of
problems and situation analyses were made by the clients themselves and discussed
with iTravel Company. Together they set the objectives and framework of the re-
searches. The structure of researches (plan and procedures needed) was designed by

me as field researcher and discussed with iTravel Company.

The questionnaires for the interviews (both first and second part of researches) were
designed by iTravel Company in Finnish and confirmed by the client. On the base of
this model, | designed these questionnaires in English and in Russian. Then iTravel
Company and the client company controlled those translations and my instructions to
the researcher for these questionnaire uses. There were native Russian speakers in the
client company who can say what do they mean with the question and is the sense of

question in Russian the same.

After confirmation, the Russian version of questionnaire was trialed with the group of
friends of mine and other participants of project. Then the last correction was made,
all the mistakes and misunderstandings defined with this probe were eliminated, that
is some questions were redesigned by myself, and the instructions to the interviewers
were finally prepared. Only two interviewers with due professional abilities worked

for this project. Mentioned above correction was under the control of iTravel Compa-

ny.

Fieldwork as well as the reports on the first part of researches were finished before
Christmas in 2012. When the first part of researches was finished the primarily anal-
yses was made and it was decided that we, iTravel Company and active research pro-
ject team, need one more part of researches — the survey of Finnish companies market-
ing and sales tools on Russian market. For this part of researches there was supposed
to take part in the tourism exhibition “Matka-2013" in Helsinki, January, 2013 and to
use their observations and actual survey on the Finnish companies advertising and

promotion in Russian.

Then, the third part of researches (observations on the reaction on new marketing tools
at the partners’ offices) was fulfilled. Those observations were supposed with ultimate

customers as well as with professionals of tourist market (managers of the tourist
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companies that were the partners of iTravel and have placed info panels with new dig-

ital advertising of Finnish destination made by iTravel in their offices).

More, when the third part of researches was made and the results of observations were
treated, commented and interpreted, some more marketing tools were proposed by
Finnish companies to the Russian partners (which have worked with the info panels
and first catalogues of Ruka/Kuusamo in winter) and implemented after the presenta-
tion in Sokos, Saint Petersburg, in March 2013. The direct communication of the Ruka
tourist companies representatives and the Saint Petersburg tour operators/ tour agen-
cies working with Finnish destinations was provided and fruitful discussion after the
presentation showed the very good agreement between the results of observa-
tions/surveys and the new proposal understandings by all the participants of this

presentation.

Thus the received results of the marketing researches were treated, analyzed, used in
development of new marketing strategy and adjusted in the form of new marketing

policies implemented in daily activity of the Finnish tourist companies.

As to the iTravel/Elamyssihteerit Oy company it approved the results of these market-
ing researches and developed the new product (service) for the Finnish clients: the
marketing researches of Russian market (in Saint Petersburg). Two small investiga-
tions, namely the frequency of Finnish naming on billboards by the roadside at Scan-
dinavia-road and the perception by Russians of examples of Finnish creative ads, were
made in 2013 (iTravel/Eldmyssihteerit Oy, 2013).

1.2.2 The terms and the forms of the marketing researches’ results presentation

The framework of action researches has supposed the coordinated group work and the
restricted terms of project: the results of marketing researches for own strategy devel-
opment (such as marketing-mix, the target client portrait and the brand analyses)
should be provided in winter 2013 to have enough time as for marketing policies and

tools planning so for organizational project making.

The results of marketing researches for Finnish companies were obtained in two of

three parts in January 2013 and would affect our own decision making process due to
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information on Russian customers and Finnish competitors. However, the results of
the structured interviews with the professionals of tourist market planned in April
2013 would be used to verify our own conclusions only and do not result in our strate-

gic marketing plans.

The results presented should be in standard tables for the marketing researches with
interviews and surveys; it could be made in form of diagrams and plots for more con-
venience. Actually, the special digital form was filled with the results of fieldwork and
treated further statistically. The interpretation and conclusions were to be made in
written both the analyses of statistics and the analyses of observation results. The re-
ports on the researches had to be presented in brief immediately (in 2 day after re-

search making) and in a full form in 2 weeks.

2. CONCEPTS OF RESEARCH

Marketing is a cornerstone of any business. About 40 years ago, Peter Drucker em-
phasized the importance of customer thinking to the success of a firm. He said that the
purpose of a company is “to create a customer. Therefore, the business has two—and
only two—basic functions: marketing and innovation. Marketing and innovation pro-
duce results: all the rest are costs.” (Drucker 1973, 64.)

More, as it was noted by Philip Kotler in the early 2000-s “We now live in a customer
economy where the customer is king. This is a result of production overcapacity. It is
customers, not goods, that are in short supply. Companies must learn how to move
from a product-making focus to a customer-owning focus. Companies must wake up
to the fact that they have a new boss—the customer. If your people are not thinking
customer, they are not thinking. If they are not directly serving the customer, they’d
better serve someone who is. If they don’t take care of your customers, someone else

will”. (Kotler 2003.)

2.1 Marketing in tourism

Despite the age, place, position, functions, the size of company and its lifecycle stage
nobody in modern business life wants to be educated by long theoretical issues. For
this reason, the theory is very brief in this paper. The consideration in this chapter

about the main definitions with special features of marketing in tourism is based on
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the fundamental works of Quartalnov (2002) and Nikolashin (2010). The application
of specific marketing strategies such as experiential marketing is provided in brief
according to Tatum (2003). It should be noted as the main idea of these theoretical
basics that specific of tourism industry is the service, (not the product) which is intan-
gible, existing here and now, making impressions in assessment that are subjected to

personal influences and the mood of the customers.

In tourism marketing hierarchy, the different levels of marketing are closely linked.
The state, the local authorities and the associations are taking market data, including
the information received from the tourist companies, which, in turn, base their market-
ing issues on concepts of national and local tourism (as on some recommendation

guide).

The organizations of national and regional levels have the following functions:
-Market research at the national level;

-Development of marketing concepts with recommendations for their implementation
by the enterprises and consulting services;

-Legal support and investments to the development of tourism infrastructure;
-Assistance in the activities of PR and advertising (exhibitions, newspapers, bro-
chures);

-The creation of a positive image of the country, promoting the country as an attrac-

tive tourist destination for foreign tourists. (Quartalnov 2002.)

2.1.1 Specific objectives of marketing in tourism

Marketing in tourism are activities focused on planning and developing the tourist
goods and services, their sales and promoting, encouraging the customer demand and
pricing. This activity aids to promote products and services from the manufacturer to
the consumer in order to obtain the maximum profit at the most efficient way of meet-

ing the needs of the target group of tourists.

The features and distinctive characteristics of the tourist product, its production and
consumption define the specific nature of marketing in tourism. The tourist product is
a set of real (physical goods) and immaterial (in the form of services) utilities which
are necessary to meet the needs of tourists encountered during the travel. The tourist
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product consists of three parts: the tour (tourist trip on a certain route), tourist services
(accommodation, meals, transporting, sightseeing tours and other services on the
route, relating to the purpose of the trip) and commodities. The core of the product is
tourist services, which exist in tourism industry in very flexible and variable environ-
ment. (Quartalnov 2002.)

Tourist services have some special features as followings:

1. Inability to storage. Place in a hotel or on an airplane, in the absence of demand for
them now cannot be stored for selling them in the future. Therefore, managers need to
make an effort to stimulate the demand for these services in the short term.

2. Intangibility of services. To assess the tourism product has no dimensional quanti-
ties: it is impossible to have an idea about the quality of the product before its pur-
chase and consumption. In this regard, of particular importance to consumers when
buying is a company's image in the market, the prestige of its goods (services).

3. Subject to seasonal fluctuations. Marketing activities of the firm will differ in the
peak season and off-season. In the off-season, the additional measures to stimulate
demand: low prices, a variety of additional services, diversification of tourism are
needed.

4. Significant static position, attachment to a particular place (hotel, hostel, airport, as
they cannot be moved to another place).

5. The gap between the time of the sale of tourism services and consumption. Pur-
chase of tourism goods (services) is weeks or months before the start of their con-
sumption. In this case, the important role has a printed advertising, providing visual
information on travel products. It helps to create a sense of the benefits of its use in
the future. Of great importance for the sales in tourism are the reliability of infor-
mation and the reliability of the product (the matches of the quality to the product
price).

6. Territorial fragmentation of the consumer and manufacturer is in the tourist market.
The marketing activities should perform on a wider (international) level.

7. The buyer covers the distance from the product and the place of consumption, and
not vice versa. (Nikolashin 2010.)
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2.1.2 Special approaches, possibilities and restrictions

Actually, it is necessary to say some words about the experiential marketing.
JAccording to Tatum (2003) the experiential marketing is a unique approach to the
task of marketing goods and services. It is a concept that integrates elements of emo-
tions, logic, and general thought processes to connect with the consumer’s response on
both emotional and rational response levels. The strategy is ideally suited for contem-
porary sales and marketing campaigns. The point is that ads on the Internet, in print
media, and on modern billboards must immediately catch the attention of prospective
clients and hold that attention long enough to make an impact. With experiential mar-
keting, by appealing to all the senses, and making the connection quickly and seam-
lessly, this approach provides the attractiveness of the proposals and satisfaction of the
needs and desires of consumers. ”Appealing to a variety of senses, experiential mar-
keting seeks to tap into that special place within consumers that has to do with inspir-
ing thoughts about comfort and pleasure, as well as inspiring a sense of practicality.
This means that the marketer needs to have a firm grasp on the mindset of the
target audience he or she wishes to attract. By understanding, what the consumer is
likely to think and feel it is possible to get an idea of how to steer the customer in a
direction that will relate with the product, and entice individuals to act on that impulse
to purchase.” (Tatum 2003.)

That is if the tourism companies are involved with the experiential approach as the
strategic future of tourism (and use the experiential marketing as a strategy, not just a
toy to play with for some days) they must find out what the prospective clients’
thoughts and feelings are. Those companies find out the technologies to work in mar-
keting channels with the experience and appeal to all the senses and mind of the cus-
tomer. Moreover, they will demand the marketing researches on Russian market as
with final customers so with the dealers such as tour agencies to get the answers on
their questions: what do the Russian clients need and how they can get it from Finnish

tourist companies.
2.1.3 Selection of methods, cabinet and fieldwork
Firms can conduct two types of research:

- the current study, conducted continuously in order to identify all the changes and

trends taking place in the tourist market (even minor changes in the company envi-
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ronment can affect the results of management decisions);
- the study of one particular situation (problem) in order to verify the assumptions or
to analyze the changes in the tourist market.
The company carries out a comprehensive study of the tourism market in order to as-
sess as a whole the current situation and arising around the problems, threats, and pos-
sible opportunities. The firm can also provide resources to conduct research on some
of the challenging situations of the daily operation of the business. In addition, the
company explores the internal and external factors of influence, studies the effects of

advertising campaigns, market potential, and trends in business development.

The objectives of marketing research in tourism:

1. Identify the significant problems. The intensity of the daily business activities
leaves too little time for the managers to concentrate on the problem zones, which are
an obstacle to the success of the enterprise. Identifying the causes of inefficiency is
often one of the simplest contributions of the researches in the management process.
2. Keeping in touch with the company of its target markets. Research in the tourism
can identify future trends; provide an opportunity for the needs of markets understand-
ing and tracking of changes in the market in order to develop the right policies. Stud-
ies reduce the risk of unexpected changes in the markets. To some extent, the study
provides an assurance that the company will not produce the product that has already
become obsolete due to the recent changes in the market.

3. Reduced costs. The study helps to identify the most effective ways of doing busi-
ness and to eliminate inefficient ones.

4. Developing new sources of profit. The research could lead to the discovery of new
markets, new products and new ways of use of products that are already on sale.

5. Help to stimulate sales. Results of the study are interesting not only for a company,
but also for the society as a whole and can be used in promotional campaigns. Mostly
it concerns with the studies of consumer attitudes to product, service, and those stud-
ies when consumers are needed to evaluate certain goods and services.

6. Creating a favorable attitude of buyers. Consumers relate well to the tourist enter-
prises research conduct. They believe that companies, which are engaged in such ac-
tivity, actually are taking care about them and are making efforts to create a product or
service that would satisfy customers’ needs. Thus, if the questionnaire purpose is indi-
cated as an improved quality of service, customers will be more willing to answer it,

and they will have a favorable impression of the company, as the duty of maintaining
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or improving the quality of services provided.

In the marketing research can be used primary or secondary data. Primary ones are the
data collected for the first time just to address specific problems in the tourism envi-
ronment. Secondary - the data previously collected for other purposes, so you can get
it just by visiting a library or other secondary data source. If the researchers conduct
an interview with cruise passengers to determine their attitudes and opinions - they
collect primary data (fieldwork). When they turn to the statistical data obtained from
previous surveys and questionnaires, they use secondary data (cabinetwork).
Publications provide data on market size, market shares of some companies, consumer
preferences and behavior, as well as leaflets and brochures on travel destinations, ho-
tels, and transport operators. Using national statistics gives us information about po-
tential customers, their purchasing power, market size, about socio-demographic char-

acteristics of the population (income per person).

Secondary data are the starting point of the study. If the suitable secondary sources of
information are found, you can save a lot of money and time. The low cost of second-
ary data is the great advantage of this source. When the secondary sources are availa-
ble, you would not prepare and print forms, hire interviewers, pay for transportation
and information coding. The secondary data may be collected faster than the primary.
Period the actual field survey data can be collected is at least 60-90 days, but second-
ary data may be derived from the library in a few days. Secondary data have its own
drawbacks, and the main one - data became outdated very soon. For example, the cen-
sus is conducted every 10 years. By the end of this period the population data may

change significantly and data would no longer be so useful.

When you cannot obtain information from the available secondary sources, or when
the available information is outdated or it is not enough, or there are doubts as to its
authenticity, you refer to the primary data (obtained first-hand.) If you want to get
information regarding the travelers’ opinions, it is reasonable to refer to the original
source, i.e. directly interrogate travelers. (Quartalnov 2002.)

For our case, the decision to obtain the primary data was made because the available
secondary sources could not provide the updated reliable data on the Russian tourists’

intentions and opinions concerned with Finland as a tourist destination.
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2.1.4 The methods of fieldwork chosen for the case

After determining the need for primary data collection, it is necessary to choose the
method of investigation.The choice of the methods of investigation described in this
section was made by the detailed explanation by Quartalnov (2002) of specific fea-
tures inherent to these methods. Additionally, the discussion of Papiryan (2001) on the
role of psychographic characteristics was taken into account.

The most widely used method of data collection is a poll (a survey). Other common
methods include observation and experiment. Collection of primary information re-
quires a significant investment, but the data obtained are more effective in solving the
problem. In the course of collecting primary data the secondary data are updated. The

researchers make the necessary corrections.

The method of the survey (questionnaire technique) provide collecting information
by the questions asked and includes the actual survey, a survey of opinions and ex-
planatory survey. Surveys can be conducted through personal interviews, by mail or

phone.

Interview is a more convenient way of collecting data than the survey by mail or
phone, as the interviewer can adapt the questions for a particular situation to the re-
spondent, to give the necessary explanations in the course of the interview. With the
interview you can get much more information than with a survey in the mail or over
the phone, which tend to be relatively limited in time. The person who conducts per-
sonal interviews may itself make the necessary observations on the spot and at the
same time to ask questions. For example, the interviewer conducting the interview at
home, may collect information regarding socio - economic status of respondents with
direct observing, adding the results of his personal observations to the conversation
results. Personal interview method allows better than other survey methods to monitor

the implementation of the sample (properties of sample).

The method of observation is the direct observation of the people and the environ-
ment in the process of data collection. Tourist firm can, for example, ask the travel
agents or other intermediaries working with its competitors, watch them work, and the

reaction of their customers, to report how they solve their problems. Finally, the tour
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companies representatives can stay in a hotel or buy a tour of competing organiza-
tions, to assess the level of service, to see the reaction of customers and identify any
benefits and, if they are to achieve a competitive position in the market, then enter
them in own company. If competitors make mistakes, the enterprise should consider
them in order to avoid own mistakes in their activities.

The method of experiment involves conducting tests to identify cause-and-effect
relationship. Experimental studies require the selection of comparable groups of sub-
jects, for these groups in different conditions controlling of variable components to
establish the degree of significance of the observed differences. With proper control,
this method provides the most compelling evidence. We can rely upon the conclusion
of the experiment to the extent that the idea and execution of experiment excludes the
alternative assumptions by which one could explain the results. In tourism, it is diffi-
cult to conduct experimental research, because it is difficult to monitor the consistency
of variable components. However, the resort regions or tourist enterprises can conduct

promotional or pricing experiments to aid decision-making by managers.

A widely used tool, when gathering primary information, is a questionnaire. It was a
main marketing research tool in our case; mostly we used the method of survey with
questionnaire and method of observation. Questionnaire is a very flexible, as ques-
tions can be asked in different ways and well-treated method. The questionnaire con-
sists of a series of questions to which the respondent must answer.

The questionnaire needs to be carefully developed, tested; all of the identified draw-
backs must be eliminated before its widespread use. In preparing the questionnaire,
tourist organizations can turn to an expert marketer or a company that specializes in
market research to help with the necessary questions, their shape, the right wording
and layout issues. The most frequent errors of self-made questionnaires are: asking
questions that are impossible to answer, which does not want to be answered and
which do not require a response, and the lack of questions that must be answered.
Each question must be checked for compliance with the objectives of the research; not
important questions should be omitted, as they delay the procedure and irritate the
respondents. (Quartalnov 2002.)

In marketing research are two types of questions: closed and open. The question form
can strongly affect the response of the respondents.
Closed question includes all possible answers. A respondent selects one of them. The
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closed questions help you get the answers that are easy to interpret and to put them in
the table. In contrast, the respondent in his /her own words should respond the open
questions. They give better results, as the interviewees are no way limited in answer-
ing the questions. This type of question is particularly useful in the search phase of the
study, when it is necessary to establish what people think, without specifying how
many of them think anyway. The drawings on the psychographic characteristics can
be based on such questions. (Papiryan 2001.)

It is important to pay attention to the wording of questions. Thus, it is necessary to use
simple, unambiguous words that do not affect the direction of the answer. Questions

should be tested (before drawing up the questionnaire).

Special attention is required with the logic of questions in the questionnaire. The first
questions should generate interest among the respondents and be very simple, difficult
and personal questions to ask at the end that the respondents did not have time to look

inward. Questions should go in a logical sequence.

On the base of this consideration, the method of survey (questionnaire technique) with
psychographic characteristics of respondents and the method of observation were pro-
posed as the methods of choice for our case. The iTravel/Elamyssihteerit Oy as the
provider of this marketing researches services for Finnish companies has approved

this proposal and designed the first version of the questionnaires in Finnish.

2.2 Marketing research, fieldwork: interview with final customers

The first part of our fieldwork was supposed as the personal interview with the final
customers in Saint Petersburg. To get the sample of customers - people that have an
intention to visit Finland in the nearest future - it was decided to interview some ran-
domly chosen people who were leaving the visas center in Saint Petersburg. The place
for interviews was chosen near the exit of the center, inside the building, in the spaced
hallway. The personal permission for this activity for 3 days was received both from
administration of this center and from the security service. To provide minimum of
selection of the sampled people due to their daily business it was decided to have the

morning part of fieldwork as well as the evening part.
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The center has the working hours 8-17 and some very busy people come at 8 o’clock
being in a hurry for their own job and for their cars parked in no parking zone (it’s an
usual practice for Saint Petersburg). It would be very difficult to get the interview with
these busy people after 9 o’clock. From the other side the students and other young
people visit the center afternoon, they never come early in the morning. The data were
received 20-22 December 2012. To better understanding the meaning of those thor-
oughly prepared conditions of sample selection, compare those with the selection of
respondents made by Natalia Yapparova in the same period in the hotels Cumulus and
Sokos in Finland (Yapparova 2013). Her respondents were the clients of those hotels

in Christmas and New Year period that is no random sample in any case.

The questionnaire was printed on one page (A4) and prepared in some plain sheet for
the convenience of respondents. Some people prefer to read and to mark the answers
by themselves; some prefer to listen to the questions and the possible answers then
informing the interviewer on their choice/ In the last case the marks are to be made by

interviewer.

After the interview, the respondents were presented by sweets - mostly by Fazer, with
blue and white Finnish flag - to thank them for the participation. It has no great matter
for my company and me but it would effect on the relationship to the Finland as a
whole (effect on image of Finland). Russians felt that ”Finns” take care for their wish-
es and interests, for the tourists habits and feelings, participated in interview with
some pleasure and were glad to be awarded for their efforts by ”Finns”.

The random sampling was provided by the random choice of the respondent: just after
the accomplishing of interview with polite gratitude and wishing to have a nice day
the interviewer turned around to face the next respondent exiting from the visa center.
The planned sample should be at least 25 respondents, the actual one was of 40 per-

Sons.

The questionnaire consisted of 12 questions, 5 of them were simplest (age, sex, occu-
pation, the countries visited earlier, the frequency of visiting Finland).
NB! The question on age could be very impolite when the respondent is a woman

about 40 or more. Some Russian woman could refuse to take part in the research just
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due to this question. They do not want to say that they are older than 40 - never mind,

that the questionnaire is anonymous.

Then there were more difficult group of questions on Lapland and the region North
Finland. The most difficult was the question: “Would you like to visit the Finnish Lap-
land anytime?” with answers ’yes/no/what for?’ The preferable answer was: “What
for?” ("Miksi’ in Finnish). Often this question was answered “what for?” simultane-
ously with answer “yes” or “no” as the explanation of the tourist motivation. As a
whole the Russian respondents would like to choose more than one answer of possible
variants and to give their own answer on the “choice questions”. That is, the choice
“another, please, comment” IS a must for such questionnaires (if there exists only
choice "yes/no” they will answer “may be” for alternatives). From the other side
those “answers out of plans” could inform us on the actual preferences and intentions

of respondents.

During the interview, the interviewer had no permission to stress on the region
Ruka/Kuusamo or make any preferences on any other region. The personality of in-
terviewer should not effect on the choices of respondents and nothing preferable
should be showed to eliminate this influence.

The results of researches are provided in Chapter 3 of this paper.

The questionnaire in Russian is presented in Appendix 1, Chapter 6.

2.3 Marketing research, fieldwork: interview with experts, surveys

The second part of marketing researches according to the inquiry of Finnish tourist
companies from Ruka/Kuusamo was supposed as the deep structured interview with
professionals, the managers (sales and top managers) of the tourist companies (as tour

operators so tour agencies) working in Saint Petersburg with destination Finland.

Most of them were the partners of company iTravel-Elamyssihteerit Oy and took part
in the marketing campaign with new advertisements: the digital video on the info pan-
els (the modern displays mounted in the partners’ offices). The results of this cam-
paign and the role of those info panels in the advertising and the attraction of new cli-
ents were decided to be included into the special part of the marketing researches de-
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voted to the tools of promotion and advertising used by Finnish companies for Rus-

sian market. This part is discussed in the section 2.4 of this thesis.

The plan of researches with the professionals of the tourist market in Saint Petersburg
was performed in two stages: the first stage was the introduction of the researcher
while visiting the partners’ office for the presentation of the new catalogue of
Ruka/Kuusamo offers in winter and for controlling of the info panel use. The second
stage was the structured interview with addition the informal questions. For these
tasks the good relationships between the researcher and the respondents and the high

level of personal trust was definitely needed.

The managers (especially top managers) in Russia can pay some attention to the mar-
keting problems and take part in the investigation undertaken by Finnish partners be-
cause it is necessary for the partners and it would be too impolite to refuse them di-
rectly. However, they would not waste their time for any interviews with any un-
known marketers if it were not agreed during the preliminary meetings. They should
know who is an interviewer and how the information resulted from the interview

would be used.

Thus, during the first stage of these interviews the 17 partner offices were visited in
January-February 2013 for the interviewer introduction and setting the co-operative
style of communication. The same time the researches by observations methods were
made. The observations were concerned with the info panel’s and the new catalogue’s

use (see section 2.4).

Then, in April 2013, the interview meetings were appointed with the managers who
contacted with the interviewer at the first stage according to their own timetable; some
of them had the only possibility to appoint the meeting in May and three did not have
a possibility of meeting in Saint Petersburg, mostly due to the work abroad. In some
cases, the questionnaire was preliminary sent by e-mail according to the enquiry of the

partners to be discussed in details during a meeting.

The questionnaire was printed in 3 pages (A4). Every question was translated into
Russian but it was doubled in Finnish to provide the respondents the details of sense
of the question. Most of interviewed managers are speaking Finnish.
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The most difficult was the question on the forecast of sales volume of their company
for Finnish destination in this year and for the next 5 years. Mostly the respondents
were ready to give the forecast in percentage to the current volume or the predictions
on the number of group of the clients or cottages they would sale in this season (they
would quote this number of cottages). Nobody wants to discuss the turnover, the fi-
nance, the budget or give a forecast in rubles or euros. Often, when discussed in in-
formal part of the interview, the reason was a decrease in their sales of Finnish desti-

nations for last two years.

2.4 Marketing research, fieldwork: observations, exhibition in brief

Firstly, there was a question of the Finnish tourist companies from Ruka/Kuusamo on
their new format of printed catalogue of their offers for winter season. They would
like to evaluate the reaction of the Russian tourist market professionals on this cata-
logue before starting with the marketing campaign and advertising ”Ruka in summer”.
They wondered what is the impression made by this catalogue, is it useful and helpful,

what are the improvements and comments of Russian partners.

Secondly, there was a question of iTravel/Elamyssihteerit Oy on the role of the info
panels in the advertising and the attraction of new clients. They would like to observe
the reaction of final customers watching the video with the info panel. More, they
wished to get the additional information why the info panels at the partners companies

are switched off without the visible reasons in some cases.

Both these surveys were presented after visiting the partners’ offices in winter and in
spring. The method of observation was used for the info panel task; and there were
two main points: if the customer paid the attention to the info panel and (if so) was
his/her reaction on video mostly positive or negative. For the catalogue, the observa-

tion was combined with the questions on the experts’ opinion in the product.

In addition, the question on the role of the info panel and the impression it makes on
customers was discussed with the managers of partner companies due to necessity to

find out why the panel could be switched off. What could be the reasons to switch it
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off if the managers submit that it is very attractive advertising and very modern and

fashionable device which attract the customers attention very much?

Then, it was decided to observe the tools of promotion and advertising used by Finn-
ish companies for Russian market at the specialized tourist exhibition “Matka-2013”
in Helsinki 17-19 January, 2013. The booths of Finnish tourists companies exposed
there were walked around and their managers were asked: “How about the printed
advertising and promo-materials in Russian: sheets, booklets, maps, catalogues in
Russian?” If they had such materials the visitor was given a full set of papers, booklets
and prospects in Russian immediately, if not — they explained what are their own ways
to inform and attract the Russian customers. The rarest case is when the company does
not make any special advertising for Russians. For example, the region Savonlinna
promoted the opera festival and the Sibelius music concerts only in English and made
no special promotion and advertising in Russian. By the way, other tourist activities in
region Savonlinna-Mikkeli were not promoted in Russian at the exhibition, too, and
the first conclusion from this observation might be that the tourists companies in this
region are oriented to the European tourists mostly, they are, probably, not very inter-
ested in Russian tourist market.

The very brief overview of the conducted fieldwork researches is made at figure 3.

End Customer Helsinki Tourism Expo Expert Interviews
Interviews Survey

eRandom sampling of potential | eConducted observations
end customers during MATKA 2013 Expo

eUsed to develop customer *More than one hundred
profiles contacts surveyed

eConducted in a visa center in eNoted 5 different regions of
St Pete Finland with different

eTimeframe: Christmas 2012 marketing strategies and experts on the Finnish

«40 profiles for 3 days of promotion to Russian tourists destination in St-Petersburg
survey, response 90% tourist market

¢13 interviews, response 76%

FIGURE 3. Research overview

eManagers of tour agencies and
tour operators in St Pete

ePreliminary contact with
observations at the partners’
offices

eStructured interview with




28
3. RESULTS AND CONCLUSIONS

The results of the marketing researches for the Finnish tourists companies are provid-
ed in the section 3.1. The conclusions are made based on these results (sections 3.1.1,
3.1.2, and 3.1.3). As to the marketing-mix and branding for our own tourist companies
it is provided in section 3.2 both with the marketing strategy for own tourists business
according to the plan of action researches.

3.1 Statistics and surveys: results of investigations

3.1.1 Results of marketing research in Saint Petersburg: customer profiles

40 recipients answered the full questionnaire during these researches and 10 more
persons who participated in preparation of the researches as a friendly test-group of
customers. The results of this investigation are presented in tables 1-4 and figures 4-6.
Note that the common number of replies in tables 2-4 might be more than 40 due to

the double choice of recipients (they could choose more than one answer).
Note that the questionnaire is proposed for the Finland, not for the Lapland. The
questions on Lapland are supplementary and are at the end of questionnaire. The full

questionnaire in Russian is in Chapter 6 as Appendix 1.

TABLE 1 The personal information. Statistics of 40 persons.

Sex female 24 male 16 0 0
Age 17-30 16 31-49 15 50-65 8 65+ 1
. student/ official(social business/employ entrepreneur/
Occupation . 13 service/ 8 15 4
retired ee/manager top manager
goverment
Have you more than
ever visited never 3 1-2 times 8 visit annually 1 28
; once a year
Finland?

Such psychographic characteristics as the interests, the drivers of motivation, the life-
style features reflected in the questions of table 2 had correlations with the personal
characteristics and were clustered in some groups. The statistics for the groups (clus-

ters) divided by personal information were made.
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What is vour Are you Have you | What transport | Which sea-
desti Y How do Main factor of familiar considered would you son would
estination - - o i
. . you book a | your choice of | with any of visiting prefer in jour- | you prefer
of interest in . NS A
Einland? trip? destination _the follow- Finnish ney to North- for travel-
' ing resorts? | Lapland? ern Finland? ing north?
Helsinkiand | _ Yavel | interesting . New Year's
other cities agency in place an_d good Levi yes by own car holiday
Russia service
17 11 20 4 15 27 18
Imatra Internet, references Winter ski
La eenra,nta website of (friends or Vuokatti no by train season
P destination social net) (Feb-April)
9 15 19 11 15 12 11
Internet -
recommended
.| large travel
North, Arctic o by tour agen- | Ruka/Kuus | Why? What
. sites i.e. . by plane Summer
circle cies or trav- amo for?
book- -
. el sites
ing.com
10 12 1 11 6 1 16
enjoy nature/ phone/ Price/special by combina-
lakeside email at the P Rovaniemi may be tion of the Autumn
. . offers
cabin destination above
6 14 6 13 5 6 11
Good advertis- interesting
own estate or . )
other, rela- ings or inter- no, never northern another (some
no prefer- L g iol heard lei
ence/ any- tives in esting article ear country people inter-
. Finland in media or on before above Arc- | ested in bus)
thing o
Internet tic circle
6 1 6 16 3 4
no open visa simply to
imagination ASAP check out
2 3 Cool!
. Transit to air- I was there
winter sports ort or to with par-
destination P Pa
Swe- ents, | like
den/Norway active sport
2 3 romantic

The personal lifestyle features are highly expressed in table 3. The profiles’ clusters could be

well illustrated by these comments of respondents. These psychographic characteristics are the

additional source of information for the target client portrait. More, there is a weak signal of

competition with Estonia as a destination and it should be noted and investigated thoroughly. |

had never heard before that Estonia is much better; it is very new opinion.




TABLE 3. Comments to the possible reasons for visiting Lapland or not

interesting northern country
above Arctic circle

visited with parents and like it

simply to check out

Cool!

culturally interesting events

romantic

fishing

just take a look

would like to explore

Have a rest with the boy-
friend/husband

My snowboard!

Just without any ski!

To the conference or for mush-
rooms picking

It’s cold there in Lapland

Nowhere: Finland is a bad coun-
try. Estonia is much better

Note that respondents mostly spoke on the Finland as a destination, not only about Lapland.

TABLE 4. Score of interesting trip ideas for Lapland destination

Please select four of the follow-

ing trip ideas that are most inter- | Overall interest

esting for you (please rate 1-4) score

Sauna and wellness 51

Nature (mushroom and berry

picking, hiking) 46

Nice accommodations (cabin/

hotel) 40

Mountain skiing 39

Santa Clause 32

Snowmobiles and such 21

Restaurants and food 21

Business trip 20

Fishing (regular or ice fishing) 19

Event (i.e. World Champion-

ship) 17

Shopping 12 | Added by respondents
Snowboarding and such 11 | Added by respondents
Shengen visa approval 9 | Added by respondents
In transit to the airport or other

country 8 | Added by respondents
Comfortable vacation 4 | Added by respondents
Own place (villa, cabin, apart-

ments) 4

Cross country skiing 0
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The clusters of the customers were defined mostly with the age and occupation. Such
characteristic as sex are to be noted due to the difference in common amount of wom-

en and men, which took part in the research.

As a whole the women are more active visiting visa center (the significant difference
was detected for students and people aged 50+, female recipients are two times more
than male). Actually, it is not random variation; there is the correlation between the
sex and the field of interests (activities). The women in Russia are more active than
men when visiting the museums and theatres, traveling and going for excursions, do-

ing fitness and shopping.

Then, the age 65+ is not presented in this statistics due to the absence of aged tourists
who are going abroad. The mean lifetime for men in Russia is 62 year, for women —
72 year, but women are usually busy with their grandchildren and housekeeping.

Further, there is very special group of people with occupation “entrepreneur, top man-
ager”. It is difficult to get the interview with them because they are very busy and they
are in hurry when visit visa center. The results of the interview with them are shock-
ing: they do not consider Finland as a tourist destination at all! They are making trans-
it through Finland to Sweden or Norway (or through Vantaa airport to any place
worldwide), they use Finland as a source of multi visa and visiting it just to “open
visa” or to have a rest in their own cottage. Other dividing on occupation has not a

strict prominence.

As to the question how many times the respondent was in Finland it is obviously that
three of four recipients visit Finland at least twice a year and the flow of people who

come there for the first time is over now (it is only about 7% of the clients).

The last point is the division by age. It has a sense, there is a correlation between age
and customer profile clusters (see figure 4-6). Notice that the common picture is very
different for some groups of customer. For example, the clients aged as 50+ do not
want to visit Lapland at all. The young people (age 17-30) would like to visit Lapland,
they have many romantic dreams about this Northern country but they have not
enough money to travel there with some comfort. Usually they have no idea how they
would travel without comfort and no idea where this Lapland is on the map, what is a

distance and needed time. Therefore, that is just a dream to visit Santa Claus at North
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Pole. Some of young people are traveling with parents for winter sport as they have
done for last 10 years. Of course they are tourists but the resort will be paid by their
parents (if they would decide to go to Finland, not to Swiss or Austria for the moun-

tain skiing).

Only people aged 31-49 are the possible target group of clients who consider the des-
tination Lapland as the place of their rest (only one of three does not want to go to
Lapland). By the way, only this group considers Lapland in summer and mostly inter-

ested in nature and environment.

As to other destinations in Finland the first place is Helsinki and the short tours there
(usually with some shopping). Note that Russians added to the questionnaire some
reasons for the trip to Finland (new answers are “shopping” and “to open visa”). There
is some contradictory between this leadership of Helsinki region in the destinations
rating and the score of ideas and reasons for traveling Finland where the 1 place be-
longs to “sauna and wellness” and “nature with mushrooms and berries picking” is
number two. The progressive Russians would like to get the nature and wellness with

recuperation in a cottage during the trip to Helsinki for shopping.

The choices of groups divided by age are compared in figures 4-6.

In figure 4, you can see that the top-4 of destinations are Helsinki (and city tourism),
Imatra and Lapeenranta (and shopping), North, Arctic Circle (and mountain skiing)
and lakeside cabin (with enjoying the nature, sauna and wellness)

Il Helsinki and other cities
All Ages Il Helsinki and other cities Ages 17-30 [ imatra, Lapeenranta

[ Imatra, Lapeenranta
10 (19%) Il North, Arctic circle
6 (12%) enjoy nature, lakeside cabin
I own estate or no preference
no imagination
I winter sports destination

Il North, Arctic circle

9 (31%)

no imagination

6 (12%) 2 (7%)
5 (17%)
9 (17% 13%)
)0/
2 (4%) 0 (0%)
%) 2 (7%)
2 (4%,

17 (33%) 10 (34%)

enjoy nature, lakeside cabin
I own estate or no preference

I winter sports destination



Il Helsinki and other cities

Ages 31-49 I Imatra, Lapeenranta
Il North, Arctic circle
2 (25%) enjoy nature, lakeside cabin

I own estate or no preference
no imagination

(1M winter sports destination
0,

1(13%

0 (0% 1 (13%)

3 (38%)
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Ages 50+ Il Helsinki and other cities
[ Imatra, Lapeenranta
Il North, Arctic circle
0 (0%) enjoy nature, lakeside cabin
I own estate or no preference
no imagination
I winter sports destination

3 (43%)

2 (29%)

0 (0%)

2 (29%)

FIGURE 4. What is your destination of interest in Finland?

In figure 5 you can see that the preferable seasons are New Year holiday and summer

All Ages

Summer
16 (29%)

Winter ski seasol Autumn
11 (20%) 11 (20%)
New Year's holiday
18 (32%)
Ages 31-49
Summer
7 (50%)
Autumn
3(21%)

Winter ski season New Year's holid
1(7%) lew Year's holiday

3(21%)

Ages 17-30

Winter ski season Summer
7 (29%) 3(13%)

Autumn
4(17%)
New Year's holiday
10 (42%)
Ages 50+
Summer
3(33%)
Winter ski seas! Autumn
{
3(33%) 1(11%)
New Year's holiday
2 (22%)

FIGURE 5. Which season would you prefer for traveling north?
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In figure 6, the most popular choice of trip ideas is “Sauna and wellness” followed by
“Nature (mushrooms picking etc.)”, “Nice accommodation (cabin, cottage)” and

“Mountain skiing”. On the fifth place is “Santa Claus” due to romantic youth mostly.

All Ages Bl santa Clause
[ Event (i.e. World Championship Ages 17-30 I santa Clause
Il Mountain skiing [ Event (i.e. World Championship,
21 Snowboarding and such 3 Il Mountain skiing
51 I Snowmobiles and such 12 19 Snowboarding and such

I snowmobiles and such
Nature (mushroom picking)

B Fishing (regular or ice fishing)

Il Sauna and wellness

Il Restaurants and food

Il Nice accommodations (cab

I Own place (villa, cabin,

B Business trip

Nature (mushroom picking)
I Fishing (regular or ice fishing)
Il Sauna and wellness
[l Restaurants and food
4 Il Nice accommodations (cab
I Own place (villa, cabin,

19

P Il Business trip

Shoppint .
= She’;gengvisa approval 14- Shopping
46 Il Comfortable vacation 9 I Shengen visa approval
12 N ° Il Comfortable vacation
I n transit to the airpor I n transit to the airpor
9
4
8
21
39 17 8
Ages 31-49 Il santa Clause Ages 50+ I Santa Clause o
I Event (i.e. World Championship, [ Event (i.e. World Championship
Il Mountain skiing I Mountain skiing
10 Snowboarding and such Snowboarding and such
I snowmobiles and such I snowmobiles and such
Nature (mushroom picking) Nature (mushroom picking)
I Fishing (regular or ice fishing) I Fishing (regular or ice fishing)
Il Sauna and wellness I Sauna and wellness
2 M Restaurants and food I Restaurants and food
Il Nice accommodations (cab I Nice accommodations (cab
Il Own place (villa, cabin, I Own place (villa, cabin,
16 B Business trip 4 WM Business trip
g Il Shopping I Shopping

[ shengen visa approval
Il Comfortable vacation
0 Il In transit to the airpor

[ Shengen visa approval
4 I Comfortable vacation
[ In transit to the airpor

10

FIGURE 6. Rating of selected four of the following trip ideas as most interesting

for customer (rate 1-4 applied to 4 of them).

3.1.2 Results of marketing researches in Saint Petersburg and at MATKA-2013
Tourist Exhibition in Helsinki

After the first part of marketing researches was done in January 2013 the decision was

made to take part in the tourist exhibition Matka-2013 on 17-20 January in Helsinki.
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The goal was to make the observations of the marketing methods of the companies-
participants when they work with Russian clients. To get this information the re-
searcher walked around all the exhibition area, and contacted with all relevant compa-
nies (besides media, insurance companies, foreign tourist companies etc.) with the
question: “Do you have the promo materials and advertisings in Russian? Perhaps,
some booklets, or brochures, or the website or some other information in Russian on
your company?” Then the researcher observed the response and fixed it (usually in
writing just on the printed promo material). To have more information on marketing
methods of the contacted company the researcher introduced herself and explained
that the materials are needed for the thesis devoted to marketing problems in Russian-

Finnish tourism. The comprehensive answers were received in 90% cases.

The drawings of the observations made at the tourist exhibition MATKA-2013:

There are at least 5 regions of Finland where the methods of marketing of Russian
tourist market are quite different. At least 4 of them are promoting and advertising
their tourist businesses in Russian (often not only at the private company level but at
the level of municipality and regional mass media). The regions Helsinki and Ky-
menlaakso are oriented mostly on city-tours and shopping in the trade centers, the
country part of Kymenllaakso region (such as town Heinola etc.) are oriented mostly
on wellness and family tours (the same picture is on the whole “kaakko” destination).
There are some brochures and booklets (and web pages in Russian) of any place of
interest of this region. The region Turku and Aland islands is mostly oriented on fish-
ing and on family tours with children to Mumi-laakso, the ads in Russian are availa-
ble.

The West Finland (up to Oulu) is calling for fishing (and Sweden companies promot-
ed their family tours, Luna parks, aqua parks and other amusement for children as the
nearest neighborhood to the West Finland). The fishing companies have a lot of en-
thusiasm in promoting for Russians, if they have no materials and website in Russian
— well, they have a manager Pekka who is married Russian woman and when some-
body contacted them in Russian, they ask Pekka to help and to say some words in

Russian. By the way, it effects on the clients as the best advertising.

At last Lapland region is the great mountain skiing resort, named Levi-Yllas-
Rovaniemi-Ruka-Vuokatti and their efforts on the drawing the attention of potential
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Russian tourists are titanic. There are a lot of managers and ski instructors — native
Russian speakers, there are a lot of information in newspapers and other media (in
Russian, too), the printed advertising and souvenirs such as calendar in Russian — ob-

viously that Russians in winter are the main source for existing for all of these resorts.

The only region where is the lack of promotion and advertising in Russian is the Lake
region (except the nearest to border Imatra-Lapeenranta). Such cities as Lahti, Mik-
keli, Savonlinna, Juviskyld don’t need the promo and advertisings in Russian as it was
founded from the representatives at their booths. As they explained if the tourist
comes to the cultural event such as Sibelius festival in Lahti or Opera festival in
Savonlinna this tourist is cultural enough to speak English and they have ads in Eng-
lish because they are looking for tourists from Europe. From the other side if the Rus-
sian tourist is oriented to the cottage rest or on the Saimaa holiday club or other spa
resorts — there are a lot of booking possibilities and web pages in Russian, it is not a
problem to find it. But the nearest to the Russian borders places are totally oriented on
Russians and have a lot of Russian speaking personals, special working hours for trad-
ing with Russians in holidays, mass media information in Russian (newspapers, mag-
azines, booklets) and a lot of posters backsides of Scandinavia road (the main road

from Saint Petersburg to Finnish border).

Further, some of destinations in Finland used to use not only traditional printed promo
materials which reach the Russian tourist through the information stands at consulate,
at visa center, at tour agencies in Saint Petersburg etc. but the digital advertisings too.

The second stage of the observations on the marketing methods of Finnish companies
at Russian tourist market was the observation of the customers’ reaction on the digital
ads of destination Finland at the plasma info panel in the offices of tour agencies in
Saint Petersburg. For the goal the 17 partners of Finnish company iTravel — Eldamys-
sihteerit Oy were visited in their offices in Saint Petersburg. The table 5 on the report

on the meetings and this observations research results see in Chapter 6 as Appendix 2.

In brief, this part of marketing researches of Russian market for the Finnish tourist
companies is made as following:

Objective:

To communicate with the existing partners of company iTravel in Saint Petersburg,

Russia (tour operators and tour agencies), visit them personally, introduce myself and
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the company iTravel with new ads format (catalogue), bring this catalogue (printed
materials) to the partners’ offices and propose it for the testing. Discuss the possibility
of continuation, the perspectives of the promotion of the iTravel’ client destination,
agree on the next meeting appointments and getting the results of testing of catalogue.
Additional task: check the info panel situation; find out what are the problems with it,
report immediately to take the prompt measures, observe the reaction (impression) on
the panel as the customers so the managers of tour company. The last goal was not
reached duly because only in two cases from 17 the customers were at the tour agency
office when the researcher visited it.

The discussed question: how to involve the Russian clients to Ruka resorts in sum-
mer? What is your professional opinion?

The drawings:

First, there is a great problem with sales channels organization. If deal with tour op-
erators as a distributor and with tour agency as a dealer, then standard organization
“Vendor (producer)-Distributor-Dealer-Customer” would be efficient if pricing policy
and direct sales of producer to final customer are coordinated and adjusted. When
Finnish companies meet the clients of travel agencies at the place and propose them to
rent the cottage next time without intermediaries with the lower price it is not a direct
marketing, it is spoiled market. More, it is not a fair play, because the vendor (produc-
er) must inform the dealers (and distributors) on changes of sales policy and condi-
tions and inform them about direct sales to the final customer with the prices less than
dealer price. There is low trust level between vendor and dealer i.e. when the tour op-
erator does not want to show to the agents and customers the prices of vendor in cata-

logue but does his own pricing — it is low trust level to the pricing of the vendor.

Secondly, half of partners said that they fill the decrease of the demand on Finnish
destination (in 2011-2012 at least). Nevertheless, they are ready to work more and try

the new forms, new destinations, and new tours.

Thirdly, such places as “Lapland in summer” and Ruka in summer are absolutely un-
known to their clients. Perhaps, some Russians, who travel by themselves, communi-
cate only in social media, book via booking.com and so on do know what to do there
in summer and go there but they are not the clients (and friends and relatives) of our
partners. To promote the place it is necessary put a lot of efforts, money, and time.
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The possibilities are fishing-at least 3 of partners specializing in it, nature without sun-
set in June, berries in July and mushrooms in August-mushrooms should be higher
than neigh borough dwarf birch, corporate meetings, as seminars so teambuilding.
What client will go to Ruka in summer? In addition, what will be the commissions of

travel agency?

Just for cottages and walking around the clients will not go to Ruka (so far away),

there are many nice places much nearer. What special is there? (experience=elamys!)

Then, there are some specific problems of travel agencies in Russia. There is a prob-
lem with terms of making visa during 4 weeks before New Year, clients don’t want to

plan their visit in a month, they want right now).

Now, the travel agencies should pay for the insurance of their activity (it is normally)
and additionally pay into the fund of Rostourism to stay in the commercial register of
tour operators. This fund is not relevant to the Finland destination, it is used to use for
charter flights insurance. That is our travel agencies will have additional expenses in
3000 Euro per year, which are not necessary in case of Finland and will work with the
modest commissions and lose their competitive ability.

Additional drawings: the info panel is the device of special attention from customers.
They really like it. There are some problems with the settings of the device but not
with the digital ads. The managers of the tourist companies feel the positive effect of
these info panels and prefer to have it switched on (if something is wrong they inform
the iTravel company in short terms and have it reset or repaired). As to the new format
of catalogue with the printed material on Ruka in winter, it has a great success, this is
exactly what the tourist companies in Saint Petersburg needed.

The last part of the observations was made at the presentation of region Ruka-
Kuusamo that was in Sokos Vasil’evsky ostrov in March 2013. The Finnish tourist
companies who organized this presentation took into consideration all points of re-
ports provided earlier and the most part of the problems mentioned before was solved
for the presentation. There was a part of presentation with the professional fishing
instructor provided according to the detailed studied demand of Russian companies

which specializing in fishing. There was a new offer on the commission, which result-
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ed in the better satisfaction of Russian partners, they would like to co-operate with
such conditions. There was a new catalogue “Ruka in summer” and new digital ads at
info panel. At last, there was discussed the idea of promo tour for professionals to

Ruka in summer.

3.1.3 Results of marketing research in Saint Petersburg: interviews with
professionals (tour agencies and tour operators)

The last part of marketing researches, the personal interview with the manag-
ers/directors of the tourist companies working with the destination Finland in Saint
Petersburg was fulfilled in April-May 2013. There were 13 companies put their con-
tribution in this research. The size and common profile of the tour companies-
participants of the researches was quite different: there were 5 small companies (num-
ber of employees 1-5), 5 middle-sized companies (number of employees 6-10), 2 big
companies with staff 10-50 employees and 1 great company where more than 50 man-
agers are occupied. The favorite destination of most part of the companies is Scandi-
navia (12 vote for Finland, 9 for Norway, 8 for Sweden), then 3 of respondents men-
tioned Europe and 3 — Baltic countries, mainly Estonia as a favorite destinations, and
then in this list are Greece, Cyprus, Tunis, Bulgaria, Denmark, Island and Greenland.
There were no companies, which mention Finland only, all of them have 2-3 various
destinations and are quite versatile.

The full questionnaire in Russian and in Finnish is in Chapter 6 as Appendix 3.

The results of researches are below in tables 6-9.

TABLE 6. Tourist companies: common profile.

The most popular Tours to which two

Common profile of
your company

tours in the nearest
future are...(choose 2)

regions of Finland
are preferred to sell?

Which travel seasons are of
growing demand in Russia?

Cottage tourism

Cottage tourism

East Finland (Lake
region)

New Year's holiday

10 6 12 12

Active vacations / holi- | Active vacations / holi-
days (skiing, fishing, days (skiing, fishing, Helsinki and nearest
etc) etc) region Summer season

7 6 9 13
Family tours Family tours Turku, Aland islands | National holidays in May

6 6 5 5
Group tours Group tours Lapland Winter ski season (Febr-Apr)

6 4 4 3
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Common profile of
your company

The most popular
tours in the nearest
future are...(choose 2)

Tours to which two
regions of Finland
are preferred to sell?

Which travel seasons are of
growing demand in Russia?

Business and incentive
tourism

Business and incentive
tourism

West Finland and
Coast

Autumn (mushroom and berry
picking, hiking, fishing season)

4 5 2 2
Cruises Cruises Other, events

4 4 1
Culture tours Cultural tours

1 1 0 0
City tours City tours

1 1 0 0
Exhibitions and Exhibitions and Event (i.e.World Champion-
tradeshows trips tradeshows trips ship)

1 1 0 0

Note that the question, which kind of the tours would they sell in the future, had the

following answers: “Customized tours (tailor made tours)” (10 responses) followed by

answer: “tour package with the ready modules of accommodation, transportation, ex-

cursions etc”. Only twice, our respondents chose an answer: “standard tour package”.

TABLE 7. Finnish destination: tourist companies profiles

Which factors nega

tively

Please select 4

What services in

What are the main challeng-
es in tour operation activities
in Russia now?

influence your sales of

tours to Finland (please

select three)?

most interesting for
your clients ideas of
trip to Lapland

summer in Ruka
will see the highest
demand growth?

Customers get the access to
the full information on the
destination and buy directly

Lack of promotional part-

nerships/incorrect struc-

ture of partnerships

without tour agency (commission structure) Santa Clause Fishing
5 9 10 12
Pricing levels or unclear Cross-country Services/programs
Competition pricing structures skiing for children
4 6 5 4
Lack of a booking system Business trips
The direct sales of Finnish with visibility to available Mountain skiing, (seminars, train-
entrepreneurs to the custom- | slots at the destination snowboarding and ings, incentive
ers (calendar) such tours)
3 6 12 4
Lack of tour materials events tour (music,
(brochures, pricing info, fishing (regular or sport, special
The delays of visa approval catalogs with pictures) ice fishing) theme)
3 3 7 4
Lack of interesting expe-
rience offers (limited ser- | Snowmobiles and mushroom and
the laws and restrictions vice offerings) such berry picking
3 2 3 3
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Which factors negatively | Please select 4 What services in
What are the main challeng- | influence your sales of most interesting for | summer in Ruka
es in tour operation activities | tours to Finland (please your clients ideas of | will see the highest
in Russia now? select three)? trip to Lapland demand growth?
Competition, including
direct on-line booking nature (mushroom
The fund "Tourpomosch’™ made by the clients and berry picking, Motosafari (ATVs,
and the fees we pay there themselves hiking) snowmobiles etc)
3 2 3 3
Lack of customer service
The problems with authorities | agents with strong lan- Event (i.e.World Restoraunts and
(not only in Russia) guage skills Championship) food
1 1 4 2
The unprofitable prices from
the Finnish partners (the Lack of Russian lan- Observation of
small commission for our guage websites about the | Sauna and nature, i.e.large
company) destination wellness predators as bears
1 1 1 2
Lack of personal experi-
The high competition with ence (we don't know the Restaurants and Velotours,
other destinations partner enough) food mountainbikes
1 0 1 1
Nice
accommodation Walking, hiking on
Dumping (cabin/hotel) nature
1 4 1
The lack of ads on TV and Own place (villa, Sauna and
radio cabin, apartment) wellness
1 0 1
the lack of the specialists in Canoeing and
tourism in Russia Business trip kayaking
1 0 0 0
The customers have multi
visas and want to buy tour at rafting and
the last moment, don't plan it kayaking
1 0 0

TABLE 8. Ruka-Kuusamo destination specialty: tourist companies profiles

Which three destinations
for North Finland tours do
you prefer?

What is the biggest challenge
your firm faces in selling
Ruka-Kuusamo tours?

What would be the best way to
promote tours to Ruka-Kuusamo?

the clients don't know the

Promo tours for sales managers to

Levi destination enough Ruka-Kuusamo
11 8 12
Marketing activity to raise custom-
Vuokatti availability of the travel ers' awareness
10 10 8
Price (the contract prices for | Receiving of booking system (cal-
Rovaniemi tour companies) endar) with visibility of slots
7 3 3
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Which three destinations
for North Finland tours do
you prefer?

What is the biggest challenge
your firm faces in selling
Ruka-Kuusamo tours?

What would be the best way to

promote tours to Ruka-Kuusamo?

Ruka-Kuusamo

The managers of tour com-
pany aren't informed enough
on destination

Development of sales support ma-
terials, promo actions (catalogue,

photos, descriptions of product,
brochures etc)

7 2
Yllas absense of dealer prices
3 1
Ouly, Saariselka Lack of services
0 0
Language (problems in
communication between tour
We don't sale Northern company and representa-
Finland destination tives at place)
0 0

TABLE 9. “Open questions” on sales of destinations in Finland and Ruka-

Kuusamo in 2013 and next 3 years (tourist companies’ answers).

Please estimate your 2013 Finland tour
sales (how many tours and sales volume).
What is your outlook for the next 3 years?

If product and service offerings, as well as the
promotional materials available, were perfect, how
would you estimate your potential annual sales of
tours to the Ruka-Kuusamo region?

The sales volumes of New Year's holidays
have increased vs 2012 year

For Russian tourists the North is the destination
only for winter sport. In summer, the any sales
volume is near impossible. In winter the increase
could be 20%

Sales volume decreases vs 2012 year

Increase is possible but very small. The region is
far away and the better transportation is needed

20 cottages/weeks

50 cottages/weeks

Planned increase of sales in 2013 is 100%.
We are creating the new website where will
be presented the cottages and hotels in
Finland

Increased by 100%

Increase of sales due to the demand on
cottages near the border and on the shop-
tours in Helsinki. The sales will grow be-
cause Finland is the nearest European
country where getting visa is easy.

Unfortunately this destination is not demanded in
our company, mostly due to lack of available in-
formation

5000 clients. It's difficult to prognosis the
next 3 year because last 2 years we have
the decrease of sales of the destinations

difficult to say but not the significant amount

500 customers/days. Hope for increase

If the partnerships between tour firms and Finnish
entrepreneurs will not develop the clients would
leave tour firms for direct booking

700-800 clients at least 2 nights each

we are loosing our sales potential due to direct
sales to the clients via Internet
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Please estimate your 2013 Finland tour
sales (how many tours and sales volume).
What is your outlook for the next 3 years?

If product and service offerings, as well as the
promotional materials available, were perfect, how
would you estimate your potential annual sales of
tours to the Ruka-Kuusamo region?

90% of the common sales volume of our
company

10% of the sales volume destination Finland, i.e.
small amount

About 1200 clients. The sales volume des-
tination Finland decreased very much

The forecast of sales is bad because a lot of cli-
ents book the trip by themselves, without tourist
company

the sales volume have decreased due to
the self-booking by clients

it is a common tendency

The drawings:

There is a difference between the thoughts of tourist market professionals on the final
customer’s tastes and ideas and the real answers of final customers. For example, the
professionals think that the cross-country skiing could be a good trip idea for their
clients (just after fishing) but there was no customers who mentioned this activity as

the reason or idea for trip to Lapland, no one.

There is a misunderstanding of the Finnish tourist companies concerned with the
structure of the Russian tourist market and the importance of the constant marketing
strategy and sales channel policy. If you (Tourist Company) decided to work with the
Russian tourist companies as the dealers and distributors in the sales channel, you
must make contract prices for your dealers and follow the rules of work in the sales
channel. You should not give to the final customers the same prices as to your dealer,
you should inform the customer who is your dealer and advice to contact him or give
to the customer the prices for the final customers, not for the dealers. If you decided to
work with the customers directly, you must inform your entire sales channel on this
decision: another case it will not be a fair competition and you will lose all partners

and the reputation of reliable partner.

There is a decrease in sales of destination Finland during last 2-3 years and it is a re-
sult of changes in the mind and lifestyle of final customers-Russian tourists, not the
result of the changes in work of tourist companies in Russia or in Finland, not the re-
sult of changes in market conditions. Some part of this decrease of demand on tourist
companies’ services is due to the direct booking via Internet and new technologies of
communications applied by the advanced customers. However, there is decrease in
total demand for the tourist services of entire destination Finland. Russians do not

have strong interest to visiting Finland anymore.
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The future demand prognosis are more or less favorable for family tourism which
means the trips with children according to their interests, for cottage rest and envi-
ronment friendly tourism - as it named in Russia -“the ecologically clean tourism”, for
active vacations / holidays that is skiing, fishing, etc. and finally for business and in-

centive tourism.

The very short trips to the nearest border places will grow in accordance with the
amount of people who need “to open visa” — as it named in Finnish- “tehdaan viisumi
pesu”. However, the sales of the shops traditionally visited by such “tourists” during
their opening visa trips will slow down because all this shops’ assortment with the

same quality is available in Prisma and Siwa in Saint Petersburg.

3.2 Marketing strategy for proposed tourist business

The marketing strategy as a part of the general strategy of the company should de-
scribe the marketing complex, at least 4P marketing-mix, for the markets and custom-
ers, which are the target segment of the company. The marketing strategy should be in
accordance with the mission of the company and the vision of its leaders, that is with
the general strategy, the core competitive advantages, the value added chain, the way
of organization and production in the company, the corporate culture and moral code
adjusted here. As a specific marketing complex it used to be based on the results of
marketing researches, in any case it should take into account the market signals and

dispose the actual marketing information.

The main idea of our own tourist business in Finland, not too far away from the Rus-
sian border oriented toward the “economy-class” Russian tourists. The working name
of project and logotype is “Lepo-talo”). The place will be organized in such a way that
the small groups of tourists, namely families or friends will live in the cabins arranged
quite near each other and will spend a free time in a common activity, according to the
program. That is collective, organized forms of activities will dominate in the week-
end timetable. The single tourists, without spouses, are welcome too; there will be

possibilities of accommodation of this kind of tourists, in a guesthouse.
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The transportation of the entire group of tourists from Saint Petersburg will be orga-
nized by bus; with the possibility to get to the place by car, for those who want to. The
breakfast will be organized as usual B&B accommodation, the lunch and the dinner —
according to the program, with the possibility to use the kitchen on the place of ac-

commodation and have own food and drink.

The duly way of the organization gives us the format looking like the old story with
“basa otdyha” or “dom otdyha” of Soviet time — but with new arrangements of native
Finnish environments. The common idea of these tours (despite details of the pro-
gram) is the wellness and the “ecologically clean” Finnish nature with some activities
for the group (excursions, sport, exercises, dancing, fishing, cooking the national food,
picking mushrooms, bathing, riding, watching birds and animals, amusements for
children etc.) in weekend. As to the whole week, the places are supposed to use for
language schools, corporate trainings and conferences, business meetings in the mod-

est nice environment.

What is the Product in our marketing-mix?

The tours for weekend with module scheme of organization (different modules of ac-
commodation-transportation-activities) for some small groups of customers, which
have the common, collective program of activity for the whole weekend. The groups
are associated by this program and have the organized collective form of spending
their time. To have a rest in some company is more convenient for Russians than indi-
vidual rest when you do not know what to do in the evening and there is no friends for
drinking vodka and tee. The supplementary product is the corporate meeting program

or study accommodation program for the week (Mon-Fri).

What is the Place in our marketing-mix?

Some nice place in East Finland, less than 150 km from the Russian border, such as
Heinola or Nastola, Puumala or Punkaharju, Savonlinna or Kouvola, Tanhuvaara or
any other, everywhere there are good options.

What is the Price in our marketing-mix?

When we talk about the new tourist center oriented toward the “economy-class” Rus-
sian tourists, we mean the low-middle segment of Russians. Those are the managers
and the employees of small companies in Saint Petersburg, the officials, accountants,

insurance agents, students and teachers and so on. Their income is less than middle-
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income level in Saint Petersburg and 100 Euro is a significant sum in their monthly
budget, more than 10% (for usual level of income and expenses of Russian tourists in
Finland see Hyvonen, 2013). The low price and the modest lifestyle will attract more
clients and result in more profit than any luxury apartments and yacht with white sails.
Yes, we are focusing on the low-cost strategy. We will have small profit in the short

period but the long-term stability and loyalty of our clients.

What is the Promotion in our marketing-mix?

Promote your business online, grow your net in social nets (VKontakte, Promotour
Helsinki, 2013 is a good example), advertise your tourist company with digital adver-
tising and promo-action, do not forget about Twitter and blogosphere — and you will
be in the trend of contemporary business. The results of the marketing researches giv-
en in the previous section 3.1.3 show us that the tour agencies and tour operators lose
their clients (at least destination Finland). Why? Because the clients get the infor-
mation from Internet, from websites of the Finnish companies and cities, book the
reservations and trip without tour agency and communicate with Finnish entrepreneurs
directly — to save a little and get some discount. Online promotion is a must, we
should create website in 3 languages (Finnish, English, Russian) and to sell online the

products and services with own online shop. (Palo 2012.)

The main points are the webpage in Finnish — the clients must be sure that it is native
Finnish tour business; it will grow up the trust level; and the webpage in Russian —
because any serious promo and advertising and just the contact page must be in Rus-
sian if we are oriented on Russians as the main clients. Russians feel some inconven-
ience speaking and reading English and they are in some extent disappointed when
there is no information in Russian or no contact person who speaks Russian. The
webpage in English is necessary too, because some searches in social net (such as
Facebook) are only in English and to get the good ratings in search engines we must

put the key words in English at the right place. (Malankin 2012.)

The main tool of promotion should be the word of mouth but not only usual way with
trendsetters and the followers but also the fitted fashion way with the groups VKon-

takte, “put your like, and ask your friends” (Sosiaalinen media ja markkinointi, 2012.)

Let our group get as much likes as it possible. We are for wellness and happiness

against the drugs and illegal migrants. “Let’s all of us visit Finland for the good nature
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and clean environment”. Our clients are some hundreds friends of our friends. They
put their likes and we will gather the first group of 20 persons (see VKontakte,
Poezdki, otdyh, shopping, i skidki v Finlandii, 2013).

Those are quite young, friendly, healthy, active Russians who don’t know actually
how to spend the time at the weekend with some use and will consider our trip to Fin-
land as a very good alternative to the sitting in front of computer screen for all day and
procrastinating their time. They need to have more healthy lifestyle and active week-
end but they have too little possibilities in Russia — well, we create the fashion to go to
Finland to hang up, to go on a fit diet and to be a part of ecological program simulta-

neously.

Back to the general strategy note that it is a very rare strategy choice in tourism (Bor-
dean, 2010) — the focus on cost is not a strategy of choice for traditional tourist com-
panies (so the generic Porter strategy cost-leadership) but it is the only segment of
Russian tourism market where the potential of growth is available.

4. THE FORECASTS BASED ON CLIENT-ORIENTED STRATEGY IN
FINNISH-RUSSIAN TOURISM

The trends in marketing and forecasts are discussed in Chapter 4, section 4.1.

The action researches methodology application is provided in Chapter 4, section 4.2.
The possibility of strategic choice with new strategy (never used before in this market
as a completed strategy) is complementary discussed in section 4.2.

4.1 Trends in Finnish-Russian tourism marketing

Historically the Finnish tourism companies got the new customers from Russia start-
ing in the 90-s of last century without any special efforts, as a bonus of Russian pere-
stroika and start their marketing researches only in the last past years.

The problem is that when the Finnish tourist companies met the first Russian tourists
they offered the same product, which they had offered to their Finnish clients. Never-
theless, it is not the same to service the Finnish (native locals) and Russians (foreign
travelers). For the first 20 years, the market had an extensive growth due to external

reasons: the Russians clients got the possibility to move anywhere abroad and they
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moved to the nearest and more profitable countries. This was a golden age of the tour
agencies and the Finnish companies and entrepreneurs who contacted them: every
Russian family supposed that they should visit some aqua park in Finland or the snow
slopes for skiing, to rent some cottage near the lake or at least to “open the vi-
sa”’="tehdaan viisumin pesu” with some bus to Helsinki. They had known that the
friends or their colleagues or some relatives were there, in Finland, and it “must be

done” because it is the pattern of image, it is cool; it is a prestigious trip abroad.

Finnish companies had no need to market their Russian clients; they only proposed
their usual services and those Russians occupied all the places. Then the situation has
changed according to the classic approach to the marketing: after the promotion of
products they produced, the companies are to focus on marketing of their clients. That
is to find out what are their needs, satisfy them and do it better than competitors. Due
to international nature of tourism the competitors are not only the Finnish companies,

it is global competition.

The Finnish tourist companies recognized-at least part of them- that for the efficient
operation they need to study the demand in Russia and supply in Finland and world-
wide. They need to take into account all the requirements of customers and their wish-

es. It is difficult task due to languages barriers and cross-cultural misunderstandings.

After all, they should sell services to Russian clients at the lowest cost. The fine idea
but Russian clients would like to get the discount every time they got the offer with
minimal prices and lowest cost — after all the efforts, improved quality and reduced
prices, they want more and more additional discounts). Most of Russian clients would
like to get the canary for 1 cent but it should sing bass (at least but better it should sing
as Luciano Pavarotti). See more on the customer behavior on Russian tourists in Fin-
land in Hyvonen (2013).

What are the suppliers of tourist’s services supposed to do? When the markets were
“perfect” (or “primitive”) marketing meant just promoting goods to market, the com-
pany made people purchase what is produced. On the contrary, a thorough study of the
tourist services will offer the services that the customer would like to purchase. The
last approach to the implementation of marketing activities is considered more effi-

cient and customer-oriented. It provides a significant increase in demand and increases
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the prestige of the company. (Kotler 2003.) Due to this reason, the marketing re-
searches of Russian market in tourism are recognized useful, fruitful, and much de-

sired.

The drawings: most part of Russian clients would like to get a great experience with
the low costs, in short time and short distance. The plus is that this experience could
cost a little but make a great impression. If nobody has done such product in tourism,

yet we have a niche for our business.

4.2 The action research methodology applied to the proposed business strategy

As it was proposed earlier, the niche for the tourist company could be found in new
generic strategy adjustment: focusing on cost strategy for Russian-Finnish tourism.
That means following elements of marketing strategy:

-the orientation on low-middle Russians as the target segment of the tourist market.
The typical client is the midlevel manager working in Saint Petersburg, married or
having girlfriend/boyfriend (traditional orientation). Perhaps it is a family with a child
or the group of friends with common interests;

-the target clients do not have much time and money but a lot of activity and commu-
nications, with family values and social adjustment. This is those who will visit the
nearest Finnish cottages and hotels or camping in summer for weekend only;

-they value the attention and service, the clean nature and still morning, the healthy
food -special diet to be thin!- and natural environment, the birds, animals and mush-
rooms, and playground for children somewhere distant -not to be woke up early in the
morning. In our program, these options should be provided but the program should be
low cost.

-they are used to use Internet and social media and listening to the advice of some
friends more than any professionals. (MEK 2012.) More so, they suppose that they are
the professionals in tourism because they have made booking themselves (flights and
accommodations) more than once; and there is a lot of information about sightseeing
in Internet; and Google will help them!

-they need Shengen multi-visa for next year and they need “to open it” and to spend
some time in Finland to get this visa next time. They might have an intention to go to
Spain or to Czech Republic, but they will start from Finland - it is obligatory condition

for getting visa.
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-they need the new ideas for holidays - i.e. Happy Birthday or the trip with children
for vacation and they have not many possibilities in Russia.

There were not found any competitors in Finland who used this new marketing strate-
gy as a complex and we have a chance to be first and make it our core competitive
advantage. That is during our discussions in the frame of action researches methodol-
ogy we, the group of four MAMK students, living in Saint Petersburg now in the close
contact with our target clients, decided that we could start our own tourist business to
develop our business idea of Lepo-Talo. If we start our business, we will get the part-
time job in Finland at least and will realize our potential as the full-time employees
occupied in tourism business in Finland. We can work with very low margin (small
profitability), only to cover our costs and develop the business idea with this brand
and our reputation. When in 5 years we need the new business idea for tourism in Fin-
land our company will have a great goodwill but will be profitable only due to the
short turnover period of our main capital: the organizational capital, human resources.
The next step is the creation of business plan of our cooperation, that is the evaluation
of the project and then the organizational steps on the foundation our own tourist
company if the business plan is recognized as feasible. For the details of tactics corre-
sponding to our focus low-cost strategy, see Chapter 6, Appendix 5.

The roles and functions are divided between the participants as a draft, according to
the vision of the company and ideas of my business guru, Hirotaka Takeuchi, about
the role of CEO of company in tacit knowledge treatment. The organizational part
would be discussed in the next step of our action researches development (Takeuchi,
2007.)
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5. CONCLUSIONS

Purpose of this research project was to investigate the
attitudes of Russian tourists in Saint Petersburg towards
Finnish destination

Relevance and practical value of this research is
concerned with the demand of Finnish tourist
companies (as actual so proposed as new business) on
such investigations

Project was supported by iTravel/Elamyssihteerit Oy
which provided the interest to fieldwork marketing
researches in Saint Petersburg, Russia

FIGURE 7. The goal of the researches, it’s relevance and practical value of the

achievements

The goal of this thesis was to get a marketing strategy for proposed tourist business
through the fieldwork marketing research. The purpose of this marketing research was
to investigate the attitudes of Russian tourists in Saint Petersburg towards Finnish des-
tination. The goal and objectives were achieved with the development of marketing

strategy through the analyses of the results of fieldwork marketing researches.

Relevance and practical value of this research is concerned with the demand of Finn-
ish tourist companies (as actual so proposed as new business) on such investigation.
The research examined the respondents’ own evaluation of the Finnish tourism possi-
bilities, as well as the expert evaluation (made by the professionals of tourist agencies
in Saint Petersburg) of the Finnish tourist market potential. One of the outcomes of

this research was a client profile clusters tool based on their age and occupation.

The research was a marketing part of the strategy for the proposed tourist company
enterprising. According to the analysis of the investigations results the own tourist
company marketing plan may have a considerable impact on the efficient pricing poli-
cy and as versatile and tailored as possible but reliable service by the www-page and
social network which is available for the target clients.
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For the development of the strategy, the method of action research was used. Accord-
ing to the action research methodology, the managerial problems must be treated step
by step through the collective work of the participants. The marketing research was
supported by iTravel/Elamussihteerit Oy which provided the interest to fieldwork in

Saint Petersburg, Russia.

The information gained from this research can be used for development of business
activity, marketing, guidelines, processes, training, recruitment and learning materials

in the tourism sector.
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6 APPENDICIES
APPENDIX 1.
PETERSBURG
OUHJIAAHINTIO

THE QUESTIONNAIRE FOR THE CUSTOMERS

IN SAINT

HNPEAINIOYTEHUA HW IIPUBBIYKU TIIPU IIOE3JIKAX B

HO)I(&JIyﬁCT&, IIOMOI'MTEC HaM pa3BHBaTb HOBOC TYPHUCTHUUYCCKOEC O6CJ'Iy>KI/IBaHI/IC B (DI/IHJ'IHHI[I/II/I,

OTBEYasi Ha BOIIPOCHI 3TON KPATKOW aHKETBHI.

[TepconanpHast uHPOpMAIHA(OOBECTH ):

1 Bamr moi: Nainen XXen Mies Myx
2 Bam Bo3pacr: 17-30 31-49 50 - 65 65+
Crynent/ IMencuo-| Cuyskaruit/rocyupexaeHne Kommepueckue npeanpustus/ | PykoBoantens/
3 3ansTue:
Hep /coumanbHas chepa YaCTHBIN ceKTop/Ou3Hec npeIpUHUMATEIb

DUHIISTHIVIO

IlyremectBoBanu 11 Bbl yxe B

CTBOBAJI

Panee He myremie-

1-2 paza

IIPHMEPHO pa3 B IO

Yalie 4eMm pas B rox

Baruu npeanouTeHus Kak TypucTa / noxenanus (06sectn):

1 Kyna 6b1 Bol xotenu noexath Ha oTAbIX B OuHIsHAMN?

2 Kak Bbl npeanounraere 3aka3biBaTh MOE3AKy?

UYepes kpynHble uHTepHeT- | [lo TenmedoHy WM 1O  e-Maiin
UYepez typarentctBo | Yepe3 VHrepHer Ha caiite .
caiiThl (booking.com, | HemocpeaCTBEHHO Tam, Kyna elere
B Poccun MECTa MOE3JKH
hotels.com) (HanmpsIMyr0)
3 Uro rinaBHBIM 00pa3oM BIIMAET Ha BHIOOP MECTa, Ky/1a rnoexarsb?
Wnrepecnoe Mecto u | OT3BIBBI npyseit | Pexomennmamyn Ty- Xopomast pekiamMa WIH HHTepec-

o0cityK1BaHUE, (JIMYHO WM, Hamp, | pareHTCTB WM caiita o | LleHa/akuuu u npeangoxeHus Hasi MCTOpHs, HAlpUMEp, B rasere
CepBHC BKonTakTe) My TEMIECTBUAX nnu B HTEpHETE
4 3naere i Bol X0Ts1 ObI 00 OHOM U3 CAEAYIOMNX HHHCKUX KYPOPTOB?
‘ Jlesn ‘ ByokaTtt ‘ Pyxa/Kyycamo Posannemu
5 He nymaere nu Bol noexats B punckyto Jlamnananio?
‘ Jla, KOHeYHO ‘ Her ‘ 3AUEM?
6. Ha yem Ob1 Bbl mpeanownu mytemecTBoBath B HanpasyieHud CeBepHoit OunistHanN?
CoveTaHue 3THX BHIOB TPaHCIOp-
Ha cBoeit mamnne Ha noesne Ha camonere
Ta
7. B xaxoe Bpems Tofia BaM ObIIO ObI HHTEPECHO IIyTENIECTBYE Ha ceBep?
HoBoroauue mpasn- | JIbpkHbIA ce30H ((eBpans-
Jletom OceHblo

HUKH

anpelb)

Kakue uerbipe npeanoxenus: Obuti Obl Hanbonee

1-4

uHTepecHsl Bam (um Obutn ObI mpuunHOM At moes3aku B CeBepHyto OUHISHANIO): TPOHYMepyiTe

Dunckuii en Mopos

3ametHoe cobbITHE (Hanmpumep, YUemnuonat Mupa 1o JIbDKaM WM 110 CAHHOMY CIIOPTY)

Karanwue Ha nppkax

Karanue na cankax

CHeroxo/1pl/MOTOCaHN/TIOXOXeE (JTELOBBIH KapTHHT, KBAAPOLMKIIBI, MOTOLUKJIBI)

Ipupona (sromst, TpUOBL, TOXO/IBI)

Pribaska (JIeTHsisl, 3UMHSIS)

CayHa ¥ Bce JUIs 30pOBOr0 00pasa KHU3HH

Pecropans! u ena

KauectBeHHOC PasMEIIEHUE B KOTTCKE UIIN OTEIIC

Cost BWJIA, KOTTCK WX allapTaMCHTBI




‘ Z[enosa;{ oe3aKa (co6paHHe, CEMUHAP, KOPIIOPATUB, MOOIIPUTEIbHAA noesm(a)
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Appendix 2. The report on meetings with the experts (tour operators and tour

agencies) in Saint Petersburg, Russia

TABLE 5. REPORT ON MEETINGS WITH PARTNERS OF ITRAVEL
COMPANY AT SAINT PETERSBURG 23-25 JAN 2013

Stage 3 of the marketing research of Russian market for the Finnish tourist companies

Schedule of meetings.

The discussed question: how to involve the Russian clients to Ruka resorts in sum-

mer? What is your professional opinion?

Company

Brief comments

Feedback

GEO FISH

A. had only 10 min. They work with the fishers; to involve

They will discuss the

www.geofis | clients in summer is possible when the detailed info on following steps
h.ru fishing presented (kinds, guides, equipment, lakes and rivers, |when got back the
the professional assistance). They are making tours to info on fishing in
Norway for fishermen, it’s possible to make stop for 2 days |summer in Ruka.
in Ruka when they know what are the real possibilities for Panel +. This winter
fishing there catalogue is nice.
SUOMI- N. just took the materials, said that it is very interesting and | Small tour agency.
we will work with it further, will co-operate and meet and Panel-
EXPRESS | giscuss after the testing and investigations of size of Said that there was
commissions no electric power at
the building
ERIDAN This catalogue is very good and nice, for a moment they need | Good established
travel some cottages to make reservation, for mountain skiing, the | tour agency.
company prices are normal. Panel+
www.rus- | In summer nobody of their clients will come to Ruka due to
tours.com |long distance, it is too far away from St-Pete for week-end
journey (the most long distance is up to Vuokatti)
FINLAKES |Long discussion on the problems with sales channel as a Old small tour
www.finlake |whole (see analyses later), with supports from Finnish side, |operator, 15 years
S.ru the problems of tour operators with insurance guarantee and | working. They feel
Russian List of tour operators. No real interest to destination. |decreasing. Panel-
Need not the prices at the catalogue-they give the own prices |due problems with i-
to the clients. net in office
ANNYWAY | They have the own cottages at Puumala, ready for Good tour agency.
www.annyw | partnerships (very friendly), like the catalogue very much, Panel- it is working
ay.ru think on summer activities for Ruka, the better client perhaps |just up to 12.00
from Moscow (by airplanes) midday.
INTERME | The high-middle class are the clients of Intermedius, which is | Very good place for
DIUS on the market since 1990. S. went away for that moment. reach clients. Panel
Left the materials, will communicate with him next time +, no problems
EDELWEIS | The company has moved, need the new contact information | Need more info.
NEVA The big partner. Catalogue is good and useful, helpful for the |Big tour operator.
Travel department of individual tours, too. The main problems are | Left 2 catalogues
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Company Brief comments Feedback
Company | with the sales channels. They are tour operator (=distributor), |(for booking dep and
www.nevatr |they need more commissions because they give to tour for individual dep)
avel.ru agencies (=dealers) commissions 10% as usual. The problems | Panel +

start when the producer (seller) gives to the final customer They’re glad to get
the lower price than the agencies and wants to work with S0 nice catalogue
customer without intermediaries — but do not inform on it the |just in time
agents.
TRAVEL S.is in hurry, very busy now. Tour operator
COMPANY |Just gave him the materials and ask for the meeting later, Panel +
GAMAJUN | perhaps in a week. He agreed.
NORDICA |There is no demand on Ruka in summer (nobody yet asks for | Tour operator,
www.nordic | Ruka in summer, never), it is necessary to create the demand |Specializing in
a.spb.ru (to promote the place). They need high commissions in Savonlinna region

summer (and low price level) or they feel more profitable to
sale Cyprus and Greece to the clients in summer. Ideas: to
close part of cottage and propose cheaper “small” cottages
for 2-3-4 persons. To make the promo-tour for professionals
in corporate tourism in Ruka to provide the corporate clients
in spring and autumn, to propose the summer activities and
something must-visited in summer (the sightseeing or the
remarkable nature specialties, i.e. sun in midnight). To work
more with Moscow rich clients. Try to contact with more
market professionals.

and Jarvisydan, and
corporate clients.
Panel +.

Catalogue is very
nice and useful, but
needs the map of
Ruka with cottages,
to understand
exactly where the
cottage at place is

ONIKS O. was busy with the client, had no time now. Contacted with | Tour operator,
www.travel- | secretary/manager. Left the materials and explained. Will Panel +.
oniks.ru discuss the new ads later, after testing Catalogue is OK
VIKING S. is ready to work with this new catalogue right now and to | Big tour operator,
TRAVEL | tryto sell a summer season in Ruka. How to reach there Panel — the wrong
www.viking |when you have no car? S. tried to book the trains; it is very | image.
-travel.ru uncomfortable with all these changes. At catalogue it is better | Catalogue is OK,
not to show prices for final customer, S. making own pricing. |very good
UNCLE M. leaves St-Pete on Friday for business-trip and had no time | Tour agency, in
NICK to discuss anything now; she is very busy in last day. Will adventure tours,
have a talk later, they are ready for discussion. kids’ amusement.
Panel+
AEROTRA | O. has a holiday (off duty for 2 weeks). The materials were | Moscow tour
VEL given to T., to start test it and to show to O. after her holiday. |operator, offices in
SPb etc. Panel+
ECOTOUR |Fan of fishing, they need info on lakes and rivers at Ruka, Tour agency,
kinds of fish and ways of fishing, possibilities, and they will |Panel +.
sell the fishing tours in summer at Ruka, it’s a good idea.
PROSTOR |One more fan of fishing (director at least). Of course, with Travel agency,
www.prosto | Ruka in summer it would be possible to work with fishing. Panel -. Managers
r-tour.ru There were many marketers talking to him on Finland and explained that it is

new destinations with very modest results. However, fishing
IS interesting.

switches on and off
with its own
timetable
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Appendix 3. The questionnaire for the experts in SPb (in Russian and Finnish)
MNPOAAXKHA TYPIHPOAYKTA: TEPPUTOPUA PYKA-KYYCAMO
MATKAILUTUOTTEIDEN MYYNTI: RUKA-KUUSAMO ALUE

The example of the fulfilled questionnaire for the interview

[Toxanyiicra, MOMOrMTE HaM pa3BHBAaTh HOBOE TYPUCTUYECKOE OOCIY>KMBAaHHE B
@OUHISHINN ¥ COBMECTHYIO JEATEIbHOCTH IO MpojaaxaM BMmecTe ¢ Bamelr ¢upmoii.
Auta meita kehittamaan uusia matkailupalveluita ja myyntiyhteisty6ta toimistonne

kanssa.

1) Ob6BenurTe BapuaHT, Haubojee cooTBeTcTByrouMi Bameill typdpupme n Bammum
knmueHTaM. Ympyrdi matkatoimistosi sekd asiakkaitasi parhaiten kuvaavat

vaihtoehdot.
PA3SMEP TYP®UPMBI (urcio corpyaaukos): 1-5 6-10 11-50 > 50

2) IPEJIJIATAEMBIE BAILEN TYPOHUPMOM CTPAHBI (sau6osnee mpeamourn-
TEIIbHBIE) MATKATOIMISTONNE TUOTANNOSSA OLEVAT MAAT
(suosituimmat):

OUHJISIHANS, IIBELWSI, HOPBEIUSI, JAHUS, WMCJIAHIUS,
I'PEHJIAHAUSA, 9CTOHUA, JIATBUSA, IUTBA.

3) OBIIUU IIPO®UIIbL TYPOUPMBI (BeiGepute 2 Hamboigee 3HAYMMBIX)
MATKATOIMISTON YLEINEN PROFIILI (valitse 2 tarkeinta):

1. I'pynnoBble moe3aKH Ha OTABIX (B cBOO0IHOE BpeMs) Vapaa-ajan
ryhmamatkat
Bu3Hec-nmoe31ku U MHCEHTUB-TYPbI Business- ja incentive-matkat
I'opoackoii Typusm Kaupunkilomat
Korremxuplii orabix Mokkilomat

ok~ wn

AKTHBHBI# OTABIX (HAIPpUMeP, KATaHUE C TOP, PbIdaKa)
Aktiiviteettilomat (esim. laskettelu, kalastus)

Kpyussl Ha napome Risteilymatkat
Typs1 a5 moduTeneii kyabTypsl Kulttuurimatkat
Cemeiinblii otabix Perhelomat

© o N

IToe3nku Ha BEIcTaBKA Messumatkat
10. Ipyroe, uto umenrno Muu, mika:

4) Kakoro tuma Typsl, no Bamemy mMHeHuto, OynyT HabupaTh MOMYJISIPHOCTH B OJH-

Kaiimem Oynymem (BbiOepute 2 Hambonee 3Hauumbix)? MINKA TYYPPISTEN
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MATKOJEN SUOSION USKOTTE LISAANTYVAN LAHITULEVAISUUDESSA
(valitse 2 tarkeinta)?

1. I'pynmoBble moe31KH HA OTABLIX (B cBOOOIHOE BpeMsi) Vapaa-ajan
ryhmiamatkat

Bu3Hec-nmoe31ku 1 MHCEHTUB-TYPbI Business- ja incentive-matkat
I'opoackoii Typuzm Kaupunkilomat

Korremxnpiii orabix Mokkilomat

S A

AKTHBHBIH OTABIX (HaIpUMep, KaTaHHE C TOP, PhIdaTKAa)
Aktiiviteettilomat (esim. laskettelu, kalastus)

Kpyu3sbl Ha mapome Risteilymatkat

Typsl auas moourteneit kyabTypbl Kulttuurimatkat
Cemeiinblii oTabix Perhelomat

IToe3nku Ha BeIcTaBKM Messumatkat

© © N o

10. JIpyroe, uto umerro Muu, mika:

5) KakoBbl 2 caMmbIX HpPEINOYTUTENbHBIX A Npojak Bamielt ¢upMmbl permoHa
(manpapienns) B @umnsaaum (Beibepute 2 BaxkHeimux) MITKA OVAT 2
SUOSITUINTA MATKATOIMISTONNE MYYMAA ALUETTA
SUOMESSA((valitse 2 tarkeinti)?

1. XeabcuHkH U okpecTHOCTH Helsingin seutu

Typky, Ananackue octpoBa Turku, Ahvenanmaa

Bocrounass ®unasinaus (O3epHblii kpaii) Itd-Suomi (Jarvia-alueet)
3anaaHas @uHAsHAUSA U odepexkbe Lansi-Suomi ja rannikko
Jlannangus Lappi

6) KakoBbI B HacTosiliee BpeMsi CaMble TTIaBHBIC BBI3OBBI (TPYAHOCTH, B IIPEOIOJICHUH

o s~ wD

KOTOpBIX M JOCTUTaeTcs pe3yibTaT) B TYpUCTUYECKOW nesitenbHOCTH B Poccumn?
MITKA OVAT MATKATOIMISTOALAN SUURIMPIA HAASTEITA
VENAJALLA TALLA HETKELLA

1. TPYAHOCTHU CO CTOPOHBI 'OCYJAPCTBEHHbIX OPT"TAHOB I10
TYPU3MVY U HE TOJIBKO B POCCHMH.

2.

7) Kakue Typst Bol npennmowmm 061 nponaBats B Oyaymem? MILLAISIA MATKOJA
HALUAISITTE TULEVAISUUDESSA MYYDA MIELUITEN?

1. Toroseie Typer Valmismatkoja

2. Typsl 0 MHAMBHAYAJILHOMY 3aKa3y (aTe/ibe HHANOLIMBA, 4 He Mara3uH
roroBoii oxexabl) Raitiloityja matkoja

3. T'oToBbIe TYpbI MO MOAY/IbHOI cXeMe (CO BCTABKOM pPa3IMYHbIX MOY.J1eil
IKCKYPCHOHHOI IPOrpaMMbl, TPAHCIIOPTA, IUTAHKUS - IO BHIOOPY)
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Valmismatkoja joihin on liitettavissa eri moduleita. ( ohjelmapalvelut,
kuljetukset, ruokailut..)

8) KakoBbI (hakTOpbI BAMSHHUS, 3aTPyAHsIOMKE Bamu mpogaku (pUHCKOTO Hampasiie-
Hus  (BoiOepute 3 BaxkHeiimux) MITKA OVAT SUOMEN KOHTEIDEN
MYYNTIANNE ENITEN VAIKEUTTAVAT TEKIJAT (valitse 3 tirkeinti)?

1.

Henocrarok conpoBoxkaawmux (MpeanpoaaKHbIX U NOCTIPOIAKHbBIX)
MaTtepuaJjioB (Opolopsl, npaiicel, KaTajgor kapTunok) Puutteellinen
jalleenmyyntimateriaali (esitteet, hinnastot, kuvapankit ym.)

HenocraTtok npaBu/IbHOM MOJMTHKH COTPYIHHYECTBA B MPOAAKAX
(mampumep, pa3mep komuccun) Puutteelliset yhteistyon ehdot myytéavin
kohteen kanssa (esim. provision suuruus)

OTCyTCTBHE MHTEPHET-CaliTa Ha PYCCKOM SI3BIKE IO MTPOIaBaCMOMY HarpaBiie-
Huto Myytavin kohteen puutteelliset www-sivut vendjaksi

OtcytcTBUE cHCTEMBI OpPOHUPOBAHMS, B KOTOPOI ObLIH OBl BUIHBI CBOOOIHBIC
MecTa (MMEIOIIHECs] PECyPChl) IO HY)KHOMY HarpaBiieHHIo (KajieHa1aph OpOHHU-
poBaHwmsI WK Tiporpamma OpoHupoBanumsi). Puuttuva varausjirjestelmé josta
nidkisin kohteen vapaana olevan kapasiteetin. (varauskalenteri
/varausjérjestelma)

HexBaTka KOHTaKTHBIX JIUII, BIAJCIONINX S3BIKOM HA JTOJKHOM YPOBHE
Kielitaitoisen yhteyshenkilon puute

HenocraTok TMYHBIX KOHTAKTOB, T.C.Mbl HE 3HAEM KOMITAHUIO JOCTATOYHO XO-
pomro Henkilokohtaisen kontaktin puute, emme tunne yritysta riittivan hyvin

HexBaTka HHTepeCHBIX NPeAI0KeHUH 110 00CTYKUBAHUIO (HEA0CTATOK
yeayr) Puutteellinen palvelutarjonta

YpoBeHb IleH WM HesiCHOe leHoo0pa3oBanue Hintataso tai epéaselva
hinnoittelu

Hpyroe, uro umenHo Muu, mika:

9) Kakue ce3onbl, no Bamemy MHEHHIO, COOTBETCTBYIOT IPEXAE BCEro pacTyLIeMy
cnpocy B Poccun (Beibepure 3)? MILLE AJANKOHDALLE /SESONGILLE
USKOISITTE OLEVAN ENITEN KASVAVAA KYSYNTAA VENAJALLA

(valitse 3 tirkeintd)?

1.
2.

Hosbrii I'og Uusi vuosi

3uMHwMI TBDKHBIH epuoa (peBpanb-anpens) Talven hiihtokausi (helmikuu-
huhtikuu)

Becennue HaloHanbHble Mpa3aHUKK (Malickue npa3anuku) Kevain
kansalliset lomat (toukokuussa)

JlerHuii cezon Kesdsesonki

OceHb (iroabl, rpuObI, MOGPOIUTH HA IPUPOJIE, PHIOHBIN ce30H) Syksy
(marjastus, sienestys, vaellus, kalastussesonki)

Hpyroe, uro umenHo? Muu mika
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BBIJEJEHHBIE BONPOCHI MO PA3BUTHIO MNPEIJOKEHUII
TYPA3MA OT PYKA-KYYCAMO KOHDENNETUT KYSYMYKSET
RUKA-KUUSAMON TUOTETARJONNAN KEHITTAMISEKSI

10) Kakue 3 Hanbosee mpeanouTUTENbHBIX 71 Baieli koMmmaHuy HampaBlIeHUs TIPO-
nax B Cesepnoit ®umnsnmuu (Beibepute 3 Baxkmeimmx) MITKA OVAT 3
SUOSITUINTA MATKATOIMISTONNE MYYMAA KOHDETTA POHJOIS-
SUOMESSA (valitse 3 tarkeinta)?

1. Saariselkid

Levi

Yllas

Rovaniemi

Ruka — Kuusamo
Oulu

Vuokatti

He nponaem B Hanpasienun Cesephas Ounisinaust Emme myy kohteita
pohjois-suomesta

O N RN

11) YUto morno 6b1 ObITh 4 HaubOJIEe UHTEPECHBIMU PUYUHAMU 711 BBIOOpa 00CITy-
KUBaHWs WM TMOE3IKH B peruoH Pyka-Kyycamo (paccraBbTe mpuoputerhl 1-4)?
MITKA OLISIVAT NELJA(4) MIELENKIINTOISINTA SYYTA PALVELUA TAI
SYYTA MATKUSTAA RUKA-KUUSAMO ALUEELLE? ( merkitse jirjestykseen
kiinnostuksen mukaan.)

1. Jlenx Mopo3 Joulupukki

2. Bberossle abixu Hiihtiminen (cross-country)

3. Karanmue c rop (ropsbie JbIKH, CHOY0Opa, BaTpymkn) Laskettelu
4

CoObiTHst (Hanpumep, Yemnuonat Mupa) Tapahtuma (esim. word
championchip)

Cueroxonbl, cadapu Moottorikelkkailu

Ipupona (saroanl, rpudbl, moxoabi-mporyJaku) Luonto (marjat, sienet,
vaellus)

7. Pwibdaaka Kalastus
8. Cayna u Bce a1 310poBOro 00pasa sku3Hu Sauna ja hyvinvointipalvelut
9. Pecropansl u eqa Ravintolat ja ruoka

o o

10. BricokokauecTBEHHOE pa3MellleHHe B KOTTeIKaX U oTeie Tasokas
majoitus mokeissa tai hotellissa

11. Hanuaue coOCTBEHHOTO KUJIbS ([1ada, KOTTEIK, allapTaMEHTHI JIJIsl OTAbIXA)
Omistusasunto (mokki, lomahuoneisto etc)

12. buzHec-mtoe3nka Busines-matka.
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12) Yro siBnsieTcs Hanboliee Cepbe3HBIMH MPETATCTBHAMU ISl TIPOJAK HANPaBICHUS
Pyka-Kyycamo? (Bsibepute 2 Baxneitmux) MITKA OVAT MYYNNIN PAHIMMAT
ESTEET RUKA-KUUSAMON ALUEEN KOHDALLA (valitse 2 tarkeintd)?

1.

HenocraTounasi ocBe10MJI€HHOCTh KJMEHTOB Tunnettuuden puute
kuluttajien keskuudessa

JoctynHocTh (myTerrecTBus) Saavutettavuus (matka)

Ilena (meHooOpa3zoBanme A5 Bac Kak aujepos) Hinta /hinnoittelu teille
jalleenmyyjana

Henocrarok yciyr Puutteelliset palvelut

S13bIKOBBIC Oaphepbl (KOMMYHHKAIIMKA MEXy IIPOIaBLIaMH, TypHUPMOii U Ha

mecre) Kielelliset esteet (myyjien vilinen kommunikointi. Kohde —
Matkatoimisto)

CBou MeHeKephl B (pMpMe HETOCTATOYHO BIIAICIOT HH(pOpMAIUEH O HarpaBs-
JICHUH U ycityrax (He 3HAKOMBI ¢ BO3MOKHOCTSIMU M CAMUM MECTOM JJOCTaTOY-
Ho xoporiro) Oman toimiston myyjien tieto kohteista ja palveluista on liian
vdhdinen.(ei tunneta mahdollisuuksia ja kohteita riittdvin hyvin)

Hpyrue npuuunsl Muu syy

13) Kakum crmocobom iydrne ObUIO0 OB pa3BHBAaTh MPOAAXKH HarpaBieHHs Pyka-
Kyycamo? (Boibepute 2) MILLA KEINOILLA MYYNTIYHTEISTYOTA VOISI
PARHAITEN KEHITTAA? (valitse 2 tirkeinti)

1.

MapKeTI/IHFOBa}I ACATCIIBHOCTD JJIs ITOBBIIICHUA OCBECJOMJICHHOCTH
Markkinoinnillinen yhteisty6 tunnettuuden kehittamiseksi

O3HakoMHTe/IbHBbIE TYPbI VI NPOAaBLOB B pernoH Pyka-Kyycamo
Tutustumismatka myyjille Ruka-Kuusamo seudulle

Pa3pa0orka u yny4ieHne MaTepHaJIOB IS MOAJCPKKH MPOJaX (KaTaJo-
ru ¢oTo, npaiicel, oNUcaHus NPoaAyKTa....) Myyntimateriaalin
kehittaminen. ( kuvapankki, hinnastot, tuotekuvaukset...)

[Tonyyenue nporpamMmbl OpOHUpPOBaHHUs /KaneHaapss OpoHupoBaHus Padsy
varausjdrjestelmiin /varauskalenteriin

Hpyroe, yto umenHo Muu
mika

14) Mbl B PYKA-KYYCAMO HAMEPEHbI PASBUBATD JIETHUM TYPHU3M. B
KAKUX VCIYTI'AX Bbl BUJIWTE HAUBOJIBIINHI [TOTEHIIMAJI POCTA
CITPOCA B POCCHI? HALUAMME KEHITTAA ALUEEN KESAMATKAILUA.
MIHIN PALVELUIHIN NAETTE OLEVAN VENAJALLA ENITEN KASVAVAA
KYSYNTAA? ( valitse 4 mielenkiintoisinta)

1.

[Toe3aka Ha coObITHE (MY3bIKAIBHOE, CIIOPTUBHOE, TEMAaTUYECKOE)
Tapahtumamatkailu (musiikki, teematapahtumat, urheilu..)

Benotypsl, ropusiii Benocunen Pyoraily, alamakipyoraily

KBaapouukisl (1pyras MoToTexHuka s cagapu) Monkijiat (muut
moottorisoidut safarituotteet)
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4. Tlemmii Typu3M, NPOryJIKu-Noxoasl Ha mpupoae Vaeltaminen luonnossa

5. Habmonenus 3a npupoaoil (KpymHbIMU XUIITHUKAaMH, KaK HallpuMep, MeJIBe-
nem) Luonnontarkkailu (suurpedot, kuten karhu. )

I'pubHas oxora u coop siroa (B JMUHBIX Heasax) Marjastus ja sienestys
Prioanka Kalastus

I'pe6ms Ha Gaiinapke wiu Ha toake Melonta tai veneily

Kasxunr Koskenlasku

10. Ycnyru u mporpammsl utst aereii Palvelut ja ohjelmat lapsille

11. CayHna u Bce 11 370pOBOT0 0Opasa ku3Hu Sauna ja hyvinvointipalvelut
12. Pecropans! u exa Ravintolat ja ruoka

13. busnec-noe3axu (CeMuHapsl, TPEHHHTH, HHCEHTUB-TYphI) Busines matkat
(seminaarit, intencive, henkildstélomat)

«OTtkpsIThIe Bonnpock» VAPAAEHTOISET KYSYMYKSET

Ouenure Bamu npogaxu noe3gok B Gunnsuauio B 2013, moxanyiicra (CKOJIbKO?)
Kak Bwl Buaure passutue B ciuenyromme 3 roma? PALJONKO ARVIOITTE
MYYVANNE MATKOJA SUOMEEN VUONNA 2013?MITEN NAETTE
KEHITYKSEN SEURAAVALLE KOLMELLE VUODELLE?

OPMEHTHUPOBOYHO 1200 YEJIOBEK.
IMPOJAXHU ITIOE3JOK B ®MHJIAH/INIO 3HAYUTEJIbBHO CHU3UIIMCD.
TAK KAK MHOI'ME TVYPUCTbI CAMOCTOATEJIbBHO BPOHUPYIOT
OTEJIM, KOTTEIKM U EAYT HA CBOEM TPAHCIIOPTE. KAK
CJIEACTBUE IIPOT'HO3 HA  CIEAYIOLIME 3 TOHA, HE
YTEIIUWTEJIbHBIN JJI TYPOUPM.

Ecnu Obl IMPOAYKTHI U O6CJ'Iy>KI/IBaHI/IC, TaK K€ KaK CpE€ACTBa IIPOJAAK ObLIH OBI B nac-

AJIbHOM COCTOSHHH, KaK TOorjga 6I)I Brl OILICHHUJIN BO3MOXHOCTH Bame np0)1a>K 3a IroJg
B pernon Pyka-Kyycamo? JOS TUOTTEET JA PALVELUT, SEKA MYYNNIN
VALINEET OVAT KUNNOSSA, PALJONKO ARVIOITTE VOIVANNE MYYDA
MATKOJA RUKA-KUUSAMO ALUEELLE/ VUOSI?

CM. OTBET BbILIE.
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Appendix 4. The handbook on levels of experience and elements of meaningful

experience (Elamystuottajan kasikirja 2009)

8.1 LEVELS OF EXPERIENCE (by LEO)

Motivational level refers to awakening attention and interest. Already during this
stage, as many elements of meaningful experiences as possible should be fulfilled. In
other words, the marketing of the product should be personal, genuine, multi-sensory,
and interactive and covey the image of something out of the ordinary.
On physical level, the product is experienced through the senses. Using the physical
senses, we realize where we are, what's happening and what we're doing. On the phys-
ical level, a good product ensures a pleasant and safe experience; it isn't too cold or
too hot, one isn't hungry or thirsty, and it's unnecessary to worry about lavatory needs,
not to mention physical danger. Exceptions to the above are so called 'extreme' mean-
ingful experiences, where the successful experience of the risk of death or injury is an
essential element. The technical quality of the product is tested on this level.
On rational level, we process the sensory stimuli provided by the environment and act
in accordance with them, learning, thinking, applying knowledge and forming opin-
ions. On the intellectual level, we decide if we're satisfied with the product or not.
Here, a good product offers the customer the potential to learn something new, as well
as to develop and obtain new information, either consciously or unconsciously.
Emotional level is where the meaningful experience takes place. An individual's emo-
tional reactions are difficult to predict and control. If all basic elements of the product
have been well taken into account so far, and the physical and intellectual levels both
function, it is quite probable that the customer will experience a positive emotional
response; joy, excitement, contentment, the pleasure of achievement and learning new
skills, a sense of triumph, affection, something the individual regards significant.
On mental level, a positive and powerful emotional reaction to a unique experience
may lead to an experience of personal change, bringing about fairly permanent modi-
fications to the subject's physical being, state of mind or lifestyle. Through a meaning-
ful experience, one can adopt a new hobby, way of thinking or find new resources
within oneself. An individual earlier rather coy may consider himself quite brave if he
skydived with a parachute, the materialist discovers new values from a wilderness
trek, or a couch potato leaps into a physical exercise and well-being program. As ex-

periences are a highly subjective matter, a meaningful experience can never be guar-
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anteed. However, with our expertise you can create the ideal prerequisites for mean-

ingful experiences.

8.2 ELEMENTS OF MEANINGFUL EXPERIENCE (by LEO)

Individuality refers to how unique and extraordinary a product is, i.e. the same or
similar product is not available elsewhere. Individuality means flexible client orienta-
tion and the potential to tailor the product according to customer preferences and
needs. As increasing individuality tends to increase costs, the challenge is to produce
easily personalized products whose basic concept can be copied.

Authenticity refers to credibility of the product. At its simplest, authenticity reflects
the existing lifestyle and culture of the region. As there are no universal concepts of
‘genuine’ and 'real’, authenticity is ultimately determined by the client. A product is
authentic if one thinks it is genuine and real. Cultural and ethical sustainability, i.e.
respect for the local culture and ethnic communities, is a central part of authenticity.
Story is closely related to authenticity. It is important to bind the various elements of
the product into a coherent story to make the experience catching and attractive. A
credible and authentic story gives the product social significance and content. At its
simplest, the use of a story helps in justifying the client what is done and in which
order.

Multi-sensory perception means that it is possible to experience a product with as
many of the senses as possible. It should be visually influential; one can smell it, hear
and listen to it, taste it and touch it. All sensory stimuli should naturally be in mutual
harmony, supporting the desired theme. If the various senses are not stimulated appro-
priately - there are too many sensory stimuli, or they are annoying - the overall impact
will suffer.

Contrast means how different the experience is from the customer's everyday life.
He/she must be able to experience something new, exotic and out of the ordinary. In
producing contrast, the nationality and culture of the customer need to be taken into
account. What is exotic to one may be common or garden to another.

Interaction translates into successful communication between the product and the
ones who are experiencing it, between the customers, as well as between the service
providers and the customer. Experiencing something together with others increases
the social acceptability of the product. In terms of individuality, personal interaction
between the guide and the customer has a decisive role in how well the experience is

conveyed to the customer.
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Appendix 5
Appendix 5. The handbook on practices and tactics corresponding to the strate-

gic choice in hospitality industry (Bordean and others, 2010)

As to training strategy: Within the service sector it is of utterly importance the interac-
tion between the client and employee, as this is the case of the hotel industry where
customer’s satisfaction is influenced by the behavior of the employees. That is one of
the reasons to put a great emphasis for the extensive training of both front office and
back-office personnel.

The hybrid strategy has no connection with Porter’s typology of strategies. It is pur-
sued by those hotels, which envision a decrease of the distribution costs, and those
that renounce to the unprofitable clients.

Detailed distribution of the strategic practices and tactics along with those four strate-
gies (two are the generic ones and two are the specific for the industry and country
where those were implemented) see below.

Differentiation strategy:

Developing brand identification

Refining existing products/services

Developing a broad range of new products/services*

Forecasting new market growth

Forecasting existing market growth*

Controlling the quality of products/services*

Improving operational efficiency

Partnering with suppliers*

Utilizing advertising*

Focus differentiation strategy:

Extensive training of marketing personnel*

Building a positive reputation within the industry*

Providing specialty products/services*

Producing products/services for high price markets*

Intensive training of marketing personnel

Targeting a specific market

Training strategy:

Building high market share

Providing outstanding customer service*
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Intense supervision of front-line personnel*
Extensive training of front-line personnel*
Extensive training of back-line personnel*
Hybrid strategy:
Innovation in marketing technology and methods*
Dropping unprofitable clients*
Minimizing distribution costs

Notes: *f significant at the <0.05 level

For the training strategy (the first strategy identified to be followed by the Romanian
hoteliers that does not correspond to Michael Porter’s typology) there have been four
strategic practices that resulted from the regression analysis. They showed higher im-
plication for this type of strategy: providing outstanding customer service, intense
supervision  of front-line personnel and extensive training for both front-line and
back-line personnel. For the Romanian hotels, these practices are of great importance
as the role of the hotel employees is crucial for offering a qualitative service to the

customers.

The hybrid strategy — the second strategy that does not correspond to Porter’s
typology — was found to be influenced by two strategic practices: innovation in
marketing technology and dropping unprofitable clients. The hotels pursuing the
hybrid strategy are aware of the benefits that the marketing innovation and new tech-
nologies may offer them as they attempt to sustain their strategy by the use of
the

Internet and e-commerce (the website has a double function: presentation
and communication with the customer on the one hand and on-line booking and
on-line selling on the other hand).

A certain path has been identified that corresponds to the intention of the ho-
tels to increase their efficiency as they drop those unprofitable clients. It is ob-
vious that these hotels will do their best to lower down the costs and maximize the
profits by focusing on corporate clients rather than on retail clients. This should be no
surprise if we take into consideration the market segment that these hotels are

addressing which formed basically of business men and women.
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