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1

INTRODUCTION

The tourism experience is by far one that is visual. In fact, all tourists consume
places and experiences which are photographic even if they do not take
photographs. You could say that people consume places aesthetically- they look at
beautiful landscapes, or simply anything that catches the eye. Travelling is about
absorbing visual impressions of a place. As the old saying goes, "seeing is
believing". Already before the actual travel experience tourists consume
experiences visually by looking at pictures. These visual images create
expectations and anticipation of a certain destination, which finally may affect the
decision of where the people want to go. Therefore, interesting and/or beautiful
pictures that convey various messages of a destination are the key to attracting and
holding potential visitors. (Osborne 2000)

1.1 Aims and Objectives

The aim of this thesis is to analyze the importance of destination image, and,
especially to analyze the impact and effect that visual images used in tourism
promotion material have on shaping a potential visitor’s perception of a
destination. I find this case rather useful and challenging, as research from this
perspective seems to be rather under-researched. Moreover, my personal interest
leans towards the visual- photographic images, design and art in general. I felt it
was important to choose a topic based on research that gives insight into
understanding the importance of visual images in tourism and the hidden
meanings behind them. Further, the objectives of this thesis are to investigate
whether people’s opinions change after viewing some pictures of a certain
destination and to analyze what kind of image has the most impact. As a result,
this may help to prove how effective this type of promotional material is, which
could be useful for destination marketers when selecting visual images.
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The practical part of this study consists of a two-way approach to this subject; first
by analyzing visual tourism promotion material of Finland using the Q
methodology- a combination of a quantitative and qualitative research where
Spanish people subjectively interpret the visual images and rank order them from
most to least interesting. Second, after the primary research an in-depth analysis
and final conclusion of the results were made. The visual images used in the
research were collected from tourist materials promoting Finland during the
International Tourism Fair in Barcelona in April 2009. Special emphasis is given
to the interpretation of pictures as pictures create the image of a destination and
thus should encourage people to consume. Finally, this research tries to find out
what travel preferences the Spanish people have when choosing Finland as a
destination, and the typical elements forming the destination of Finland through
Spanish eyes.
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2

DESTINATION IMAGE

"Image is the most important part of a tourist attraction it is what attracts people"
(Butler 1990, 45). This statement may seem rather obvious, but the right
destination image should never be underestimated. As the power of images is
strong in the consumer society today and the touristy images are as objects of
consumption, the image is one of the most decisive factors in the destination
selection process (Gartner 2000, 296).

One of the most common definitions of destination image is the sum of ideas,
beliefs and impressions based on information from various sources that finally
results into a mental construct (MacKay and Fesenmaier 1997, 53). Therefore, the
image of a certain destination is made of the tourist’s total impression, which is
formed after an evaluation of different elements and attributes of the destination.
Understanding such pre-existing perceptions of image can greatly aid in the
development of strategies to modify a destination image.

Due to the fact that the tourism industry is constantly growing it is important that
a destination distinguishes itself from other destinations with similar offerings.
This should be a differentiation not just in reality, but also in the tourist’s
perceived image of the destination. When understanding how a potential tourist
views the destination, marketers can decide if it corresponds to the image they
intended, and if not, they can get a clue of what is missing, which, in turn, may
help them to readjust the image into the desired one. (Prebensen 2007, 747-756)

However, the image a person has of a destination is highly subjective and to
measure it is rather difficult. As data images received are mentally processed in a
particular way by an individual, no two people will have the same experience.
This is referred to as perception, the way that signals are received through the five
senses (sight, smell, hearing, touch and taste). The human brain must arrange the
knowledge it receives through the senses, as it only represents a percentage of the
overall information, and then relate it to values and personal attitudes. The final
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result of this process of cognition is the development of a particular mental image
of a destination. Such images are fundamental to the individual when deciding
upon a future destination, even though the images represent the individual’s
particular view of reality. (Ryan, 1997, 123–125)

Although the images of tourism destinations are rather complex, they may still be
perceived of as products. Such products possess a specific image which may be
favourable, unfavourable, or neutral. These images are characterized by
controllable features such as cost, place, and promotion, as well as uncontrollable
ones (individual characteristics). The destination image is further enhanced by
environmental and physical aspects such as landscape, historical sites, etc. and
service attributes. As the choice about whether to visit a place or not is dictated by
the client’s perception of the destination, a good image of the destination is
essential. Those working in tourism can expand a customer’s existing perception
of a destination and manipulate these attributes of image formation favourable to a
particular place. Thus, a destination image may be interpreted as mental pictures
that tourism promoters use in order to reach the target audience. Whereas each
and everyone may have a rather unique mental picture of a place, there is also a
common mental picture that the public wants to show of that place- a destination
stereotype. In other words, the image can be both individually and promotionally
created, and as far as promotion is concerned, it has only one thing in mind- to
create a positive image and to get the customer to consume. (Gartner 2000, 295296)

2.1 Destination Image Formation

Understanding the destination image formation is crucial as it is part of the reason
why people choose either destination A or B. The choice of destination is usually
limited by money, time and awareness of different opportunities. The awareness
of opportunities is of special interest among people because once they know the
opportunities it is finally down to them to process the information given, to create
a perceived image of the destination and then make their final decision. (Butler
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1990, 46)

As mentioned, a destination image is formed through a mental construct based
upon impressions chosen from a flood of information. This flood of information
has many sources including promotional literature (travel brochures, travel agents,
travel guide books etc), the opinions of others (family, friends, and travel agents)
and the general media (internet, newspapers, magazines, television, books, and
movies). A perception of a destination is created through the tourists’ use of such
materials. People spend a significant amount of time researching options before
settling upon a decision. The image you get from this information and experience
may also be different from the image you finally get after visiting the actual
destination. (Butler 1990, 45-53) Gunn (1989) has originally put these different
sources of information into a model of seven phases of the travel experience:

1) Accumulation of mental images about vacation experiences
2) Modification of those images by further information
3) Decision to take a vacation trip
4) Travel to the destination
5) Participation at the destination
6) Return home
7) Modification of images based on the vacation experience

When analyzing this model, you can notice three different phases of destination
image formation; 1, 2 and 7. First, Gunn calls the destination image formed at
stage one an organic image, which is mainly built on the individual’s own
perception of the destination and on information from non-touristy and noncommercial sources such as previous experience, the general media and opinions
of others. It may be rather difficult for the individual to maintain his or her own
organic image though because it is often altered by stereotypes and prejudices.

In the second stage the image formed may be further altered by commercial
sources of information. Consequently, after getting these additional sources of
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information, the organic image at stage one is induced. The image is induced due
to the efforts of marketing and promotion of the tourist destination. Therefore, it is
constructed in the memory of the individual from sources of commercial character
(travel brochures, travel agents or publicity for the destination, etc). The last stage
(7) is finally the most decisive factor as the actual experience at the destination is
used to modify the destination's final image, which also tends to result into an
image that is more realistic, complex and differentiated. In this thesis the focus is,
however, on the first three stages and therefore in this case the rest is not relevant.

Analyzing this model, one can observe that the key difference between the
formation of organic and induced images is the degree of control that it has over
the destination. While it is worth noting the absence of control, the image
formation induced by contrast is controlled by the promoters of the destination.
Further, there are two rather important issues in the formation of destination
image. Firstly, each person may have a certain image of a place regardless of
previous experience or even without being exposed to commercial sources of
information. When designing promotional material, it may be useful to take this
into consideration. For example, a focus on a special target group when measuring
destination image is considerable because the validity and the reliability of the
results may increase. Secondly, as the image of the destination may alter before
and after the visit, it would be useful to separate the images of those persons who
have visited the place from those who haven’t. Finally, after analyzing destination
image and the image formation process, it is rather obvious that destination
images indeed influence the tourists’ final choice of destination as well as their
satisfaction and consequently the success of any destination.

2.2 Destination Selection Process

An analysis of the destination selection process is very important in order to
develop competitive marketing strategies that are effective in the positioning and
promotion of tourist destinations. Telisman-Kosuta (1994, 557-561) justifies such
proposition arguing that the choice of destination among tourists depends much
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more on the image itself than on the actual information they get. In other words
you could assume that the objective reality of a destination is not necessarily the
determining factor when it comes to choosing a destination, but rather the image
perceived by the individual that determines what destinations remain considerable
and what destinations are eliminated from any consideration.

Several factors are to be considered when consumers decide upon a destination. In
some cases they may have no power over where they go, as in the case of business
travel or visiting a relative. Another factor contributing to lack choices of
destinations may be limited time and/or financial resources. Another interesting
aspect to consider is that attractions are the primary reason why tourists choose a
particular destination and they should thus be aware of all the attractions that
exist. This will aid not only in their satisfaction level, but also increases the
incentive to visit a particular place. On the contrary, distractions such as poor
infrastructure, pollution, unsafety, bad weather and service facilities could affect
the tourist in a negative way. (Holloway 1993, 46-48)

There are many models found in the literature about the selection process of
tourist destinations. One of the most widely accepted and used by different
previous investigations is the general model of destination awareness and choice
processes of leisure travellers proposed by Woodside and Lysonski (1989, 8-14).
Within this framework there are certain variables and relationships (see appendix
1) that influence destination awareness.

One aspect of special interest of this theoretical model regarding destination
awareness is the grouping of tourist destinations in four mental categories
according to the individual’s knowledge; the consideration set, inert set,
unavailable/aware set and the inept set. According to Woodside and Lysonski all
the destinations that a consumer is aware of belong to one of these categories.
Going further into detail, the consideration set is explained as a "subset of brands
that a consumer considers buying out of the set of brands that he or she is aware of
in a given product class". In other words, the consumers may consider buying
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these brands if they believe the brand will satisfy their needs.

Further, the inert set has to do with those destinations that the consumers are
aware of, though, they have an ambivalent attitude towards it that is neither
negative nor positive. The reason for this is often that the consumers do not have
enough information about the destination in order to make a meaningful
evaluation. When it comes to the unavailable/aware set, the consumers are aware
of the destinations but they are unable to purchase them as they are limited by
financial, geographic and legal constraints, etc. Last but not least there is the inept
or reject set that may be defined as all destinations of which the consumer is
aware but will not consider buying because they create a negative perception
based on past experience or negative information.

The marketing variables (appendix 1) include those elements of the destination as
a product that the marketers can influence such as product design, price,
promotion and channel decision (not forgetting industries, people, processes and
physical evidence in the case of service industries). Further, the traveller variables
include several characteristics that may influence an individual’s travel
preferences, e.g. demographic, psychographic and behavioural characteristics.
Therefore, for the destination marketers it should be considerable to create a well
designed marketing mix that has a clearly defined target market in order to move a
destination into the consideration set of that particular market. As such, a
destination is considered to be purchased only if it offers an appropriate product at
an appropriate price, time and place, not to mention an effective communication
of these attributes and selling the product through appropriate distribution
channels.

Further analysis of the model leads to the affective associations that are certain
feelings the consumers have towards the brands they are aware of. These feelings
are usually based on attributes like sunny and warm, fun, culturally diverse,
beautiful landscapes etc. Woodside and Lysonski claim that a destination with
positive affective associations is more likely to be considered purchased, whereas
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a destination with negative affective associations is not considered worth visiting.
All in all Woodside and Lysonski conclude that a traveller’s preferences for a
destination is determined by destination awareness and affective associations,
where the traveller’s destination preference is put into an order where alternative
destinations are ranked from most to least liked.

This model (appendix 1) shows that the interaction between the marketing and
traveller variables ultimately determines whether or not a destination is in the
consumers´ consideration set. In other words, a destination is considered attractive
if the marketing variables meet their needs and preferences. It should be noted that
destination awareness and the perceived image of tourist destinations, along with
affective association and personal variables generate the set of an individual’s
preferences of different tourist destinations. Consequently, these preferences have
a significant impact on the intention to visit, and together with the situation
variables they are the determinant factor when it comes to destination selection.
Resuming this analysis one could say that the way the image is created in the
people´s minds is a crucial aspect of the decision process. Further, these images
are not only important in the selection process, but also once at the destination
because the expectations from the previously held images strongly affect the
satisfaction of the actual reality encountered at the destination.

2.3 Destination Marketing

Recognizing the desires and needs of the consumer forms the basis of marketing.
This information facilitates for the marketer how to best ensure that these needs
are met satisfactorily. According to Holloway (2004, 6-7) “Marketing is all about
anticipating demand, recognizing it, stimulating it and finally satisfying it.” As
marketing is a way of earning profit it also involves pricing and promoting
products and services. Further, the goals of marketing destinations are rather
similar to those of marketing other products and services. Holloway (2004, 265)
summarizes the underlying objectives of marketing in three words: "informing,
persuading and reminding", which are in line with the AIDA principle used in
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marketing: "attracting attention, creating interest, fostering desire and inspiring
action".

Standing out from the rest is the key of successful destination marketing.
Researching images already held by potential tourists about a particular
destination is necessary. After that, if the images are unrealistic, marketers should
develop an approach to guide them toward a more realistic version. Deciding upon
the desired image, which is viable, is the first step in this marketing process. The
next step is assessing the existing image held by potential tourists in order to
obtain accurate and up to date results. Possible gaps between the existing image
and desired image should be identified. It is important to consider that images are
not changed quickly as people struggle to alter their pre-existing perceptions.
(Ashworth and Goodhall 1993)

Physical feature differentiation is one way to distinguish a product being
promoted. Offering a unique attribute or promotion may aid in diminishing
competition. For example, a newly renovated hotel in a prime location can be
contrasted against a similar hotel in an inferior location. Likewise, providing extra
services is another method of differentiation, particularly oriented toward the
target market. Another possibility is to take advantage of the location by having
views of the sea in the rooms or a mountain top restaurant. Most notably, an
image differentiation (based on the product or brand images) should be taken into
consideration. While products may look similar, buyers may perceive then
differently because of their image. A company brand or image should convey a
singular or distinctive message that communicates the product's major benefits
and positioning. (Kotler et al. 1996, 262-263)

According to Laws (1995, 133) successful destination marketing projects a clear
image to the chosen target markets and it offers clients satisfying product
experiences which meet their expectations. In addition, marketing strategies must
be revised if they do not mage the images that tourists have. The most successful
situation is when both the tourist and the marketer have a corresponding vision of
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a travel destination. It is crucial that these images are positive and appealing so
that the tourist can consider of them as such. Therefore, it is the function of the
marketer to understand what perception tourists have of a destination image,
particularly what attracts them. This research must be done prior to promoting a
particular destination.

One particular obstacle is overcoming a negative image, which makes maintaining
a positive one even more imperative. Cost is one aspect. A mistaken perception of
cost has the potential to produce an image problem for a particular destination.
There are particular places that have an image of being expensive. An aspect such
as expensive airfare could induce such an image, although it does not necessarily
imply that other products at the destination are also expensive. The challenge for
the tourist destinations is to isolate themselves from such factors and to focus on
their strengths instead. (Davidoff and Davidoff 1998, 100-102)

All in all the success of destination marketing is significantly depending on image
and uniqueness. An attractive image motivates the customer to make further
inquiries and finally a booking. It also may give good memories and return
business, or it may stimulate word of mouth recommendations to other potential
visitors. Therefore, tourism advertising layouts should carefully choose their
visual images for communication value. Nevertheless, it seems that little has been
written on how to select visual images of travel destinations for hard copy
material or electronic media. So far it is more likely that expert opinion and "gut
feeling" are used for the selection.
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3 PHOTOGRAPHIC IMAGES IN TOURISM

The pictures or images are the oldest communication means, in fact, the oldest
signs and symbols date back 30 000 years. Photography has had a significant
power in the production and distribution of images. Originally the photograph was
seen as an objective and realistic way of imitating the reality. However, the
photograph has been theorized differently from the images and pictures. Where
pictures and images are seen to imitate reality, the photograph is seen to change or
alter reality. Therefore, when photography is seen as an art form it represents a
subjective view of the world. (Hietala 1993)

A photograph can be read in many ways. It is a complex text surrounded by a
historical, aesthetic and cultural frame of reference as well as by an entire "set of
relationships and meanings relating to the photographer and the point at which the
image was made...The image is as much a reflection of the "I" of the photographer
as it is of the "eye" of the camera..." (Graham 1997, 27 and 33). You could say
that images are interpreted through personal or cultural lenses because each
individual is different and comprehends the image in his or her own way.

Further, a photograph communicates messages that are representations of certain
situations and the context. The camera is never an objective documentation device
for social reality. In addition, a photograph communicates through structural
semiotics, which means through signs, hidden meanings or messages behind
visual images that are both cultural and societal such as the clothes, the facial
expressions, the body language, the customs, framing of the picture, etc. All these
exist and they are used when images are constructed and interpreted. Therefore,
the importance of a semiotic approach in tourism should not be neglected as
tourism is a uniquely visual industry and semiotics has the ability to analyze the
representations a tourist would encounter prior to participating in activities at the
destination that would influence his or her expectations. (Tuomisto and Uusikylä
1995)
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The visual is also centrally important to the construction of tourist memories. The
visual images of places give shape and meaning to the anticipation, experience
and memories of travelling. Photographs provide evidence that you have been
away and they are interwoven with verbal commentary to remember the
experience. Photography is also a social process of constructing and altering
images of places and experiences. People choose, use, relate to and talk about
photographs in different ways. Photography is a process where subjectivities are
formed. (Crawshaw and Urry 1997, 188-189)

According to Crawshaw and Urry (1997, 188) professional travel photographers
carefully select, shape and structure their pictures into mental images that
emphasize something positive. Thus, the undesirable in a tourist photo is hidden
whereas the positive aspects are highlighted so as to increase the chance of being
selected as a destination. Photos are modified with "perspective" (i.e. placement
of an object in the foreground or background), relative size, difference in
sharpness of the object in focus, tonal and colour contrasts, as well as specific
cultural factors. A focus is put on pleasing subjects, good lighting or right
conditions such as good weather because that is what usually attracts a customer
and what ultimately makes the sell. Consequently, through reinforcing the beauty
and desirability of the scenery and hiding unfavourable circumstances like bad
weather and low visibility, photos are often "romanticized".

In the world of tourism, consumers are constantly bombarded by photographs of
different destinations through commercials, brochures, catalogues, etc. promoting
some place. In all of them images are used. These images create expectations
about what the visitor expects from the place. Thus, it is not strange that many
times photographs taken by tourists are similar to those that the advertisements
show, which reaffirms the influence of tourism material in the standards that the
tourist establishes (searching for what has been suggested of how the place should
be). You could say that tourism itself has converted into the search for the
photogenic and that travel has become a method for collecting photographs. From
this perspective, destination marketers persuade potential tourists that they should
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want and consume a specific tourist destination and not another. The symbolic
efficacy of these images and its mediation depends on the adhesion of tourists to
the vacation destination. (Crawshaw and Urry 1997)

3.1 Visual Images and Perception
According to Pizam and Mansfeld (2000, 208): “Perception has been defined as
the process by which an individual receives, selects, organizes and interprets
information to create a meaningful picture of the world.” As every person is
unique, so are their perceptions of their surroundings. People differ in their
perception of reality depending on their own experiences, life histories, and
personal situations.

Nevertheless, perception can also be formed without experience and knowledge of
a place. This tends to be the case when tourists make their perceptions of a
destination prior to its visitation (Reisinger and Turner 2003, 148). Certain
methods exist in order to alter a negative perception of a particular destination,
although there is no substitute for actual experience. According to Reisinger and
Turner (2003, 150): “perceptions of tourists who had never experienced the
product before (or had very limited experience of it), and whose perceptions are
mostly created on a basis of the knowledge gained from promotion instead of
first-hand experience, may differ from the perceptions of tourists who had
experienced the product”.

There are many principles to be considered in perception theory. These perceptual
principles are cognitive distance and size impression, effort after meaning,
selective perception, expectations and closer. It is said that physical reality is not
the same as perceptual reality. Distance and size depend on the perception of the
viewer and are subjective rather than accurate. Such is the case with
geographically measured distance as people may interpret it differently. A
destination could be perceived much further from their home than they are in
reality because of unfamiliarity with the destination, or individuals who come
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from very different geographical areas may have a very different picture of the
tourist destination. For example, a person from Europe may have a different
perception of Africa than a person living in the country itself. In other words, the
greater the distance between the places, the greater the distortion of reality in the
perception of the individual. (Reisinger and Turner 2003)

The process known as effort after meaning refers to human tendency to seek to
impose a meaning when confronted by new stimuli. Thus it becomes evident how
important first impressions are in inspiring a favourable reaction of the tourist
experience. (Pender 1999, 78-79)

Another important element to consider is selective perception, which states that
people rarely see everything that is in front of them or even what they are intended
to see. This occurs because everyone filters and reacts to stimuli based on their
own personal experiences. Further, perception theory also talks about expectations
and closer. Expectations refer to a fact that perceptions are mostly learned and that
we frequently perceive what we expect to perceive and are disappointed if we do
not do so. Closer refers to human desire to complete the incomplete stimuli. In
other words, tourists have an innate desire to secure the visitor experience in a
way that gratifies them. (Pender 1999, 79)

The tendency for differing perceptions of images is put down to differences in
culture such as nationality, social class, gender or age (MacKay and Fesenmaier
1997, 537). Therefore, marketers should choose the images used in promotional
visuals very carefully, it is important that they really understand their target
market. According to MacKay and Fesenmaier (1997, 537), "differences in
interpretation of visuals can be attributed to differences in the pictures being
evaluated, differences in the persons doing the evaluating, or some interaction
between these." In addition, the recipient’s personal situation also has some kind
of impact on the interpretation of the message.
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It should be considered to differentiate between image and perception. As
mentioned before, destination image is created when the individual has received
information through his or her senses of the destination and through mental
processing whereas a perception is a personal feeling, belief or impression which
may either be subjective or not. Perceptions are in the mind of the beholder. This
might be a problem at times when an individual strongly believes in his or her
perception, even if it might not be realistic. Another problem or limitation is that
there may be no connection between what people feel or believe (their
perceptions) and what they do (their individual performance). As perceptions are
powerful and easily misinterpreted, it is important to pursue them with clarity.

3.2 Promotional Imagery

Psychologists have originally defined imagery as a way of processing and storing
multisensory information in working memory. Further, imagery is explained as
mental picturing, where not only the sight but all the senses- smell, taste, sound
and touch are used. In other words, imagery is a flow of thoughts you can see,
hear, feel, smell or taste in your imagination. It may be an inner representation of
your experiences, dreams or fantasies, and a way your mind codes, stores, and
expresses information. (Echtner and Ritchie 1993, 4)

"Visual imagery has potentially powerful effects on human psychology and
physiology, affecting ideas, perceptions, beliefs, feelings, behaviour and health"
(Branthwaite 2002, 164). Nowadays it is essential to understand how imagery
works as it plays such a huge role in everyone’s day-to-day life. Even if we may
not notice it, we are actually participating in the imagery process psychologically
each time when watching television, reading a book, looking at pictures, etc.
Branthwaite (2002, 164) claims that the developed modern life today has brought
up imagery by ever-increasing methods of media that we are bombarded with.

It is further recognized that visual imagery has a fundamental position within all
types of tourism advertising and promotional materials. As previously mentioned,
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photographs are extremely important in relating the image of a destination,
because tourism itself is intensely visual. Through advertising, image becomes an
artificially created differentiation as product attribute beliefs are formed and
influenced. It is worthwhile to take into consideration the fact that literature
specialized on destinations or promotional materials are a main representation of
the destination and that they are compared when choosing a potential destination.
Here is where the imagery comes in as the use of it helps the selection process by
reducing the set of attributes considered. As such, the choice of destination is
based on symbolic elements of the destination product as conveyed in pictures and
processed as imagery rather than with their actual features. (MacKay and
Fesenmaier 1997, 537-565)

In the imagery process, the images you see do not just appear randomly or by
accident. In fact, they are carefully chosen with high attention to who will be
looking at them (the audience/target market) and how they will receive them
(what the interpretation of the images will be). Consequently, imagery may be
used in marketing or advertising to promote a certain product. Here the creator of
the images needs to understand the workings of the target audience in order to get
the expected reaction of the intended message.

Producers of the promotional materials should work together with the customers
to illustrate the message that will sell the sight best to the customers. As a result,
promotional pictures are coded and constructed both by the advertising and
tourism people. Once the pictures and other promotional material are passed on to
the tourist the tourist decodes the messages. Consequently, these promotional
images may be confirmed or not by them. At the same time, the imaginary orients
the gaze of the tourist and mediates between the destination and tourist potential,
but not mechanically, as not all tourists are equal and each visitor can make their
own narrative and build their itinerary. Tourists may be aware that the images
presented have been enhanced or altered in some way, but the effects are
nevertheless powerful. This power stems from underlying cultural norms that are
associated with particular images. The aim of advertising is to modify and adapt
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cultural ideas in order to produce a new interpretation of reality. The tourist
images are seductive because they symbolize what people already expect and
desire. (Morgan and Pritchhard 1998)

3.3 Reliability of Images

An important aspect when it comes to visual communication is the reliability of
images. To what degree images used to market travel destinations are realistic, is a
doubtful matter. As the use of photo editing has become widespread, it is now
much easier for anyone to alter the quality of the picture. Through the use of this
technology features such as colour, contrast, brightness, etc. become adjustable.
Persuading tourists that these photos accurately represent the travel destination
and the images used must be perceived as selective. Finally the truthfulness of the
pictures is depending on the viewers for whom the representation is primarily
intended. This applies to travel brochures as it is the perception of the consumer
and not the locals on which this judgement is based.

According to Scollon and Scollon (2003, 90), the truest representation is "the one
that comes closest to what one would see if one were on the spot in person to see
it", given that all other things being equal. Therefore the information provided in a
travel brochure must be accurate as it is the “print representative” of the
organization. If this protocol is not followed, there could be legal repercussions as
well as potential reputation problems. It is essential to maintain professional
integrity in order to be trusted by the consumer and respected within the field. The
laws regarding this matter are very clear and specify that the information given in
print must be correct. This extends to photos, as they must also truthfully portray
the product rather than be manipulated artistry that can never again be recreated in
the place itself. Using altered photos or falsified images to exaggerate the benefits
of a particular destination violates this code. Information must be up to date and
promises must be kept. (Dickman 1999, 297)
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As an example of falsified photos, there is an article in the Spanish newspaper "La
Vanguardia" about Gerona in north eastern Spain promoting its beaches (Sandoval
Antoni F. 2009). According to this news the Gerona Tourism Board promoted its
beaches with photos taken in the Bahamas. The summer photography (see Figure
1 at page 27), which is seen behind a girl with crystal clear waters, belongs to the
collection of photographer George Shelley, who has his images recorded at Getty
Images,

in

a

series

entitled

“The

Best

Places

tropical

lifestyle”

(www.gettyimages.com). The Board admitted that it was the colour of the photo
that could serve as one of their beaches. This is not the only case of falsified
images. In fact, there is another case of photographs promoting the Pyrenees,
which was doubted. According to experts these photos could not have been made
in the snowy peaks of the chain Catalans but elsewhere.

When trying to justify why they had used an image of a tropical beach for this
campaign, the director of the Tourism Board, Dolors Batallé, explained that “what
we were after was the concept". According to the director this was done as a way
to convey the connection between the Costa Brava, the interior regions of Gerona
and the Pyrenees through the footprints in the sand or snow as in the time of this
advertisement they did not have the appropriate images of sufficient quality. This
tourism promotion aimed at the prospective clients used phrases such as “the foam
of the waves” of the Costa Brava and the “snow mountains” in the Pyrenees are
“the same white water”, and that in this landscape “you still have many things to
discover". It all started to be released early in January by the Board, a joint
organization (public and private) born with the objective of promoting tourism
and brands Costa Brava Gerona Pyrenees in different source markets.
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Figure 1- The image promoting Gerona, using a picture from a beach of Bahamas.

Source:
http://www.lavanguardia.es/ciudadanos/noticias/20090211/53638219363/elpatronat-de-turisme-costa-brava-promociona-el-litoral-de-girona-con-una-imagende-las-bahamas.html

What is even more striking is that later the Gerona tourism board again used a
photo (see Figure 2 on page 28) of a beach in Perth, Australia to promote the
Costa Brava (La Vanguardia 2009). The image was used to advertise the region in
the program distributed at the Gerona Gastronomic Forum 2009. The image in
question, also used by the Tourist Board of Gerona for the agency Getty Images,
belongs to the collection “Jacobs Stock Photography” and was taken on the beach
in the city of Perth, Western Australia. This graphic was used on the cover of the
magazine Forum Gastronomic program of the past, of which 30 000 copies were
distributed among professionals, exhibitors, media and public, according to
broadcast advertising of the food event organization.
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Figure 2- Image of a beach in Perth, Australia used by The Gerona tourism board
to promote the Costa Brava.

Source:
http://www.lavanguardia.es/ciudadanos/noticias/20090304/53651703990/elpatronat-de-turisme-de-girona-tambien-uso-una-foto-de-una-playa-de-perth-parapromocionar-la-cost.html

In the Spanish newspaper "La Vanguardia" there was also found another case of
falsification of images (Ramos Rafael 2009). Here it is on the other hand Canada
who is promoting its beaches with photos taken from England. The dispute broke
out in Canada when it was discovered that its beaches were promoted with photos
of the English coast- the same thing as happened with the Costa Brava and photos
of the Caribbean. The Canadian province of Alberta, between mountains and
meadows far from the sea, promoted tourism with the false image of a beach in
Bamburgh, England. It wouldn’t be problem, except that Bamburgh Beach is over
5 000 kilometres on the coast of England, and not to give the chance that Alberta
is utterly at sea. A public relations agency gained $ 25 million by the deceptive ad,
and for that the provincial government has been embroiled in a capital policy and
accused by an explosive mix of stupidity and deceit.
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The paradox is that the image of Bamburgh beach selected for the campaign- a
boy and a girl running through the dunes on the beach, with the North Sea in the
background- it does not seem particularly idyllic, and there are plenty of postcards
of glaciers, snow-capped turbulent rivers and much more seductive that portray
real locations in Alberta and are not in the English county of Northumberland, 70
miles north of Newcastle. It’s one thing that the world has become globalized and
quite another for a region of mountains like Alberta wants to promote their
nonexistent beaches, or that the Costa Brava is advertised with pictures of
Australia and the Bahamas or the English city of Birmingham in posters
distributed skyscrapers appearing in Birmingham, Alabama. The world seems to
be backwards, and some make money as a result.

Marketers may defend their position in their perception of the consumer and their
free will in detecting marketing strategies, and state that they are not creating a
new reality through their campaigns, but rather presenting an image that already
exists. In the end it is up to the consumer to decide whether to accept or reject
these messages. (Morgan and Pritchard 1998, 6) Thus it becomes evident that
photography is subject to manipulations and is not an objective medium. The
photographer chooses his subjects, frames his pictures, and alters the appearance
of the photograph in the darkroom. His personal vision and preferences dictate the
creation of the image. However, one should bear in mind that subjectivity also is a
product of culture and any subjective aspects photographers believe they have
instilled in a photograph are really only borrowed from a pre-existing group of
ideas.

All in all it is a fact that tourism promoters prefer to show up with extraordinary
images of destinations because that is what the travellers seek. In order to catch
the eye of the viewer it is preferable that the pictures are attractive enough- no
matter how realistic they are. The question is, however, if the features travellers
seek really exist. Is it worth using spectacular pictures instead of realistic ones? Is
it worth taking the risk of using such extraordinary pictures in brochures that
brings expectations that may not be fulfilled when finally at the destination?

28
4 VISUALIZING THE TOURISM EXPERIENCE

It is a fact that part of the pre-travel experience is constructed through the visual
readings of the destination and offered services. Visual material creates
expectations and anticipation of the destination. Using visual methodologies gives
possibilities for conducting this type of research and for its reporting. As in this
final thesis, a focus is put on analyzing visual material, first, by introducing visual
methodologies and second, by analyzing promotional visuals of Finland presented
at the Tourist Fair of Fira 2009 as a tool for identity construction and also for
challenging the predominant visual imagery of Finnish tourism promotion.

A problem regarding the choice of visual images in promotion is that the
processes through which these images influence tourist decision-making and other
behaviours are not well understood. The hidden messages behind the pictures are
not so self-evident. Another thing that should be taken into consideration is that
visual images may be absorbed inadvertently, for example, from news broadcasts,
popular films and television shows. On the other hand, these visuals also raise
awareness about particular destinations. Media has a great influence on shaping
international travel patterns as today’s world is fascinated with these visual forms
of media, and the influence of the visual will definitely continue to grow. (Butler
1990, 45-53)

Due to lack of research methods of selecting photographs to be used in advertising
it seems rather problematic for tourism marketers to prepare effective presentation
materials. What most of the existing research literature is concentrating on is
ethical and stereotypical imaging of destinations, and opinions of experts and gut
feeling seem to be the most common way of selection. Further, the process of
choosing visual materials is not made easier by the fact that tourism is a very
international and cross-cultural business. Therefore, images should not only match
potential visitors globally but also the perceptions and preferences of specific
cultural groups closely enough to convey the intended meaning. It is about
matching the right story to the right audience, not forgetting the quality of the
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image and relation of the text to the image. (Butler 1990, 45-53)

4.1 Visual Methodologies

In order to choose the right method for a research, one has to be aware of the
differences between quantitative and qualitative techniques. One of the main
differences is that quantitative research is objective whereas qualitative research is
subjective. Further, the quantitative research involves numbers or statistics and
usually a large amount of participants. One example of quantitative research when
it comes to analyzing photographs is the content analysis, where the content or
appearances of a group of photographs is investigated quantitatively. Here it is
measured, amongst others, how many times a particular subject occurs in a tourist
brochure, the frequency of dominant colours and compositions, the distribution of
particular poses or landscapes, and particular photographic techniques. (Veal
2006)

As a contrast, the qualitative technique does not focus on quantities. It aims to
find out meanings or understand attitudes, opinions and behaviour through more
in-depth interviews, where usually fewer people take part. Here is where, amongst
others, the semiotic analysis comes in. The semiotic analysis focuses on the
photographs in the way how they communicate through signs and symbols. The
aim is to investigate the hidden messages behind the pictures. The tourist
brochures using this technique aim to evoke feelings. This is found attractive
among tourists as they are no longer very interested in things that are way too
superficial or stereotypical. (Veal 2006)

Analyzing visual images semantically is also connected to myths. For example,
some promotion materials of Finland, say the national epic of Kalevala, may
represent certain myths with pictures of the past, stories and traditions in order to
evoke emotions. Others may use calm lake landscapes, snowy winters in Lapland,
traditional countryside or pure and untouched nature as mythical pictures. Myths
may cause problems at times when it comes to truthfulness of the pictures.
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However, even though some images are mythical it does not always mean that
these pictures are untrue or deceiving (Hopkins 1998, 154). What one should bear
in mind though is that constant repetition of these symbols and myths may cause a
problem for the tourism industry involved. As Hopkins (1998, 154) says:
“Imagination and desire fuel place-myths, but familiarity and dashed expectations
will dissolve them. Repetitious themes, tired icons, reworked symbols and similar
place-products, regardless of the rhetoric in which they are wrapped, dampen
consumer appetites”.

As far as methods analyzing destination images are concerned, the most dominant
technique is the quantitative research, especially when it comes to analyzing
countries as object of destination image studies Thus, there seems to be a lack of
other kinds of image measurement methods such as qualitative techniques as well
as a combination of quantitative and qualitative research, which all could be an
option when measuring destination image. (Gallarza, Saura and Garcia 2002, 64)
As Echtner and Ritchie (1993) claim, it would be useful to involve more
innovative and holistic approaches that use combinations of quantitative and
qualitative techniques. All in all the different options for measuring destination
image should be considered because the nature of destination images is complex
(Echtner and Ritchie 1993, 3-13).

After consulting the literature, it was decided that the most suitable method for
achieving the aims and objectives of this research was to use the so-called Q
methodology- a combination of quantitative and qualitative research (Brown
1993). This method was chosen because it provides insights to the travel image
preferences of the target group. Further, as the focus of this research was not put
on numbers or quantities but rather on opinions of others, this method was
considered suitable. The aim was to get into the minds of the participants and to
get more in-depth access to the participants, how they are thinking and why.

In theory it would have been possible to use a quantitative technique for this
research when you need to measure how effective the images used in promotional
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visuals are. However, this technique would only answer the question “Are the
images effective or not?” or “What image is effective?” It would not give the
answers to why they are effective or why the respondent had chosen those
particular images. These are the issues of particular importance in this case
because the aim was to get into the details and inside the mind and characteristics
of the participant. Consequently, with the help of Q methodology and finally
analyzing the results obtained, one can get a clue of what kind of images have the
most impact and why thanks to the groups that are formed after every individual
has given his or her own opinion.

4.2 Q Methodology
The Q methodology is a subjective research where a person’s viewpoint, attitude,
opinions and beliefs are analyzed. As an example, the respondents (P set) can be
presented with a sample of statements (Q set), e.g. “Finland is a cold country”
about a certain topic (e.g. “The image of Finland”). The respondents (P set) are
then asked to rank order the Q set from their own point of view, for instance from
most agree to least agree. These individual rankings are then factor analyzed.
(Brown 1993)

The aim of factor analyzing the rankings is to find a correlation or degree of
relationship between two variables. In other words, correlation between two
individual profiles indicates similar viewpoints. The Q factor analysis reduces the
many individual viewpoints of the subjects down to a few factors, which represent
shared ways of thinking. Thus, the Q factor analysis helps to give information
about similarities and differences in viewpoint on a specific subject. For example,
if a person of the P set has a viewpoint that significantly differs from the
viewpoint of the other, these two profiles will not correlate. On the other hand, if
there are clear patterns of correlations they could be factorized and described as
common viewpoints such as taste, preferences, etc., and as a result they form a
specific group or factor with similar variables that further can be analyzed.
(Brown 1993)
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Thus, viewpoints of a certain group of a population are found from the results of
the Q factor analysis. This can be very helpful when exploring for instance travel
preferences, motives and needs- something that greatly influences travel
behaviour. However, these viewpoints cannot be generalized as they do not
represent a whole population. In a Q methodological research the number of
respondents is limited. Nevertheless, it contains a wide range of Q sets- opinions
or statements, which is enough in order to establish factor groups for purposes of
comparing one factor with another. As Brown (1993) claims, the P set
(participants) is meant to be smaller than the Q set (statements, or as in this case
photographs). Further, the Q set includes a wide range of different statements that
are representative to the whole P set, which, in turn, may help to find certain
patterns when it comes to analyzing a whole population. In addition, the P set is
not randomly selected but structurally sampled with respondents who are relevant
to the subject. Finally, the amount of participants in each factor is of less
importance than who they are- in the total population the prevalence may be much
higher (Brown 1993).

The Q methodology is still a rather new concept and many might feel that the Q
sorting procedure is rather complicated. Therefore, it has been recommended to
use face-to-face interviews in order to avoid misunderstandings and issues that
seem unclear (Brown 1993). However, according to Reber, Kaufman and Cropp
(2000, 192-209) Q methodological studies may just as well be conducted by mail
or through the internet. They claim this is proven by two validation studies
comparing computer- and interview-based Q sorts, and it was found out that there
is no apparent difference in the reliability or validity of these two methods. For
this reason and also due to the fact that internet facilitates the conduct of a
research, part of this research was conducted through the internet using the Q
methodology, which is further explained in the following chapters.

33
5 RESEARCH

5.1 Online Research Community

When it comes to the way of conducting the research, a combination of a Q
methodological questionnaire (appendix 2) and online research community
(appendix 11) was chosen. In other words, some participants were met personally
so as to fill in the questionnaire, whereas others were reached to do this online.
The personal interviews were mainly meant to the elder ones and those who were
not reachable due to other geographic location. The online community used for
this research was facebook because today it is one of the best ways to get
connected to people.
Today already 8 % of the world’s population, which corresponds to half a billion
people, is using facebook (http://www.vasabladet.fi/Story/?linkID=120783). In
fact, a large amount of the population is spending more and more time and
attention on facebook and less on other channels and media, and it is not only
young people who do this but also adults, professionals, marketers and politicians
(look for example the Finnish political party "Keskusta" promoting itself at
http://www.facebook.com/pages/Keskusta/55312855747?ref=ts).

There

is

no

doubt that facebook is an effective way to connect with people, let alone to get upto-date customer insights. Also online community research is used here. As one of
the most important steps for any brand is to listen to what customers say, a social
network such as facebook is therefore an alternative way to do that. Besides, when
setting up a group or page in facebook, you know whatever the members choose
to reveal on their public profiles and therefore you may be able to do a little
additional profiling to your surveys.

Since facebook is one of the most trafficked sites in the world, an online research
community here may be a far more accurate representation of the population and
hence better results. In addition, people are easier to target on facebook and thus
you may get more varied and distinct results. Another positive argument for using
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facebook is that it saves both money and time. In addition, when creating an
online research community, you control everything about the community, from
the way it looks to how members interact.

All in all conducting this research with the help of facebook gave the possibility to
include images, which is a very important part of this study. It also helped a lot to
get more people interested to participate in the survey, as they were given the
sensation that it was quick and easy to participate (see the facebook community
research

at

http://www.facebook.com/home.php?#/pages/Imagenes-turisticas-

vistas-por-los-espanoles/188243433557?ref=ts). This put the research and the
questions in better context as well, and it gave respondents the possibility to go to
the site whenever they wanted. Thanks to the visual pictures the online
questionnaire seemed to keep people more engaged.

5.2 Definition of Concourse

Conducting a Q methodological research requires some certain steps, one of
which is collecting the concourse. The concourse is the raw material for the Q
research. It consists of all the statements regarding the subject, in other words, the
sum of all things people say or think about the issue that is being analyzed. For
example, a concourse can include self-referent statements such as opinions (not
facts) like “Finland is a cold country” or “Finland has beautiful nature”. A
concourse can also include pictures or objects. (Brown 1993)

A concourse does not have to be restricted to words- it can include collections of
paintings, pieces of art, photographs, and even musical selections. As in this case,
the raw material for the research is a concourse of photographs promoting Finland
as a tourism destination. Since the concourse should represent all the possible
statements Spanish people might have about Finland, each photograph was
carefully selected for this study. The photographs were collected from different
Finnish tourism promotion material especially aimed for the Spanish market. The
following brochures were used: "Visit Finland- una guia desde el interior",
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"Cabañas en Finlandia- verano 2009", "Look at Finland Holiday Guide- Summer
2009" and "Look at Finland Holiday Guide- Winter 2010". All these brochures
were presented at the International Tourism Fair in Barcelona 2009 (also available
at www.visitfinland.com).

As the focus of this thesis is on the visual, the website "www.gettyimages.com"
was also used for collecting high-quality pictures. Getty Images has one of the
photo

industry's

best

and

broadest

collections

of

imagery

pictures

(http://company.gettyimages.com/). Surprisingly, after viewing photographs of
Finland on this website it was noticed that many of them were actually used in the
brochures mentioned above. The website of the Finnish Tourism Board
“www.visitfinland.com” was further used in order to gain more in-depth
information and inspiration.

5.3 Development of Q Set

The next step after selecting the concourse is to develop the Q set. The Q set is the
final subset of statements drawn from the concourse that will be presented to the
participants. A typical Q set contains 40 to 50 statements, but an option for less or
more statements can also be possible. In this research a set of 49 pictures was
selected (see appendix 4) from the original concourse of 68 pictures. In the
beginning it was rather challenging to choose the pictures considering the large
amount of them in the brochures, let alone that many of them were considered
attractive. Another problem was that most of the pictures were strongly connected
to nature. The aim was to have as versatile pictures as possible in order to make
the Q set representative of a wide range of existing opinions about the topic, as
recommended by Brown (1993). A successfully done research using Q
methodology leads to differing Q sets from the same concourse, and sorting the Q
set gives finally meaning to the subject. (Brown 1993)

The 49 selected photographs were divided into four categories; "People and
Traditions, "Winter and Christmas", "Nature and Open Air Activities" and
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"Finnish Design and Symbols". The intention was to select representative and
varied pictures of each category including landscapes, attractions, moments,
people, activities, seasons, traditions, symbols, details, etc. Both stereotypes and
less known images were included so as to challenge the typical view the Spanish
people have of Finland. Approximately equal numbers of images of each category
were included. Unclear images and those that were not easily perceptible when
printed on 10 x 15 cm cards were discarded. An initial pilot test was undertaken
with a Spanish person before the actual research in order to be well prepared and
to get as good results as possible. This pilot test was undertaken in October 2009.
No significant modifications were necessary, but the disadvantages of conducting
a Q methodological research were taken into consideration.

5.4 Selection of P set and Q Sorting

The third step in the Q methodological process is to select the P set, a group of
participants. The P set selected for this research was a group of Spanish people.
Because the aim was to get as varied results as possible and opinions that would
represent all age groups, no special limitations regarding sub groups were made at
this stage yet. As in Q methodology, factor analysis studies the entire set of
interrelationships without defining variables, so the intention was to analyze the
subjective viewpoint of each person and then organize and regroup them all
according to certain variables (factors) that they have in common.

As mentioned earlier, a Q methodological research only requires a limited number
of participants. In this case, 30 Spanish people participated, 15 of which were
students (50%), 10 middle-aged (33 %) and 5 elderly people (17 %) (see table of
user variables and age group, appendix 9). Approximately equal numbers of each
gender of the P set participated. Consequently, these 30 respondents were given
the 49 pictures (see appendix 4) after which they were supposed to rank order
them from most to least interesting according to their own point of view (Q
sorting, which is the fourth step of the Q methodology and leads into a
subjectively meaningful pattern). The pictures were given to the respondents at
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random order.

The respondents were asked to take their time and look at each picture carefully
so that they could easier rank order them (see instructions to the survey, appendix
2). In the sorting procedure, respondents were supposed to first sort the
photographs into three piles of cards that they found interesting, neutral or not
relevant, and of no particular interest. From these piles they then should select the
images of most interest and of least interest, finally placing all the photographs in
the corresponding distribution. The answers were supposed to be filled in on a
score sheet (appendix 5). Finally, when the respondents had completed the
sorting, they were supposed to answer some short open-ended questions (see last
page of survey instructions, appendix 2). Explanations to why they had chosen
certain photographs as most and least interesting, and whether their image of
Finland had changed after viewing the photos and why were expected.

5.5 Factor Analyzing

In this research all the Q sorts (scores) that each person had given to each picture
were organized and filled into the computer system on an excel datasheet (see
table of individual scores, appendix 6). These scores were then carefully analyzed
in order to find out what correlations or natural groupings (factors) of the P sorts
were formed when comparing the similarity and dissimilarity between them (see
appendix 7).

The computer system used for obtaining all the possible correlations between the
variables and scores was the XLSTAT tool- a data analysis and statistical solution
for Microsoft Excel (exploratory factor analysis, www.xlstat.com). Consequently,
with the help of this system the number of the factors could be determined. In this
case, the XLSTAT tool found a three-factor solution representing the largest
number of the P sorts (see appendix 7 for a complete statistical analysis report).
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Once the three different groups (factors) of the interviewed people were
discovered (appendix 7), the next goal was to find the top seven pictures selected
by each of these factors. This was done by calculating the average score for each
picture given by the three factors (see appendix 8).

As a complementary analysis of the Q methodology, another aim was to discover
the similarities among the people that were grouped together. This was done by
analyzing the table of user variables grouped by each factor (appendix 9). As the
number of participants in this case was not that large, it was possible to manually
extract the typical characteristics (age, gender, travelling alone or with family,
previous travel experience of Finland) formed by each factor.

5.6 Results

As explained before, the Q methodology helps to sort and classify the obtained
results into different factors. Once the number of factors is identified and the P set
is grouped, the persons assigned to each group can be identified. After running
the Q methodology research with statistical and individual analysis, the following
results were drawn:

Factor A: Exotic winter (age group 20-35 years)
This factor is strongly characterized by the variable “age group”. Correlation of
this variable gave a dominating age group of 20 to 35 year olds. In total the P set
of this factor consists of 20, five of whom loaded negatively (three middle-aged
and two elderly did not correlate to this factor). Most of the people in this factor
have not visited Finland before. They rated snow and adventure images as most
attractive, which also shows that they are clearly influenced by the stereotypes of
Finland such as Santa Claus, Finland as a cold country and a lot of snow. Gender
did not influence here (see table of user variables, appendix 9).
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In this group, 75 % of the people follow the rule:
If age group = “young” then factor = “A”
This factor differs from the others particularly because of its keen interest on
winter activities that seem exotic or even extreme to them. For instance, the image
of the igloo hotel (picture 22), husky ride (picture 3) and the jump into the lake
(picture 1) were voted as most interesting and therefore they were scored 9 points.
Further, the four winter images of “Ice Skating by the Sea” (picture 20),
“Reindeer Landscape” (picture 27) and “Ice Swimming” (picture 15 and 33)
scored 8 points. None of the rest of the pictures classified as Finnish design and
symbols was chosen as attractive. Further content analysis of the answers to the
questions included at the end of the questionnaire shows that this group has a
stereotyped image about Finland; most of them declared that they chose those
pictures because they were not expecting to find anything else in Finland. When
asked whether their image of Finland had changed after seeing all the pictures, the
majority of them responded affirmatively. The majority in this group was not
familiar with other images of Finland such as traditions and other seasons like the
Finnish summer. For example, one answered “When I think about Finland I
imagine a great amount of snow. Now that I have seen other kinds of pictures of
Finland, I actually consider this country a bit more interesting and not only
because of the snow”.
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Top seven pictures of factor A:

22. Igloo Hotel

3. Husky Ride

20. Ice Skating by 27. Reindeer
the Sea
Landscape

1. Jump into the
lake

15. Ice Swimming

33. Ice Swimming

When selecting images in order to attract this group, one should be aware of their
“winter spirit” and of their special interest in exotic winters. Destination marketers
would make success if ensured that these images differ significantly from those of
the potential visitor’s home region. Familiarity is not positively valued by this
group.

Factor B: Family-friendly activities (people travelling with children)
The second factor, factor B, was dominated by the variables “travelling with
children” and “age group” of 35 to 50 year olds. This factor consisted of six
people, one of whom loaded negatively. Here the people again selected winter
images as most attractive, but the difference lies in the types of activities. The
highest scored pictures chosen as most interesting were “Family making
snowballs” (picture 6), “the Igloo hotel” (picture 22), “Reindeer Ride” (picture 7),
“Santa Claus” (pictures 30 and 47), “Husky safari” (picture 3) and “Sami” (picture
44). Also the family making barbeque (picture 34) and canoeing (picture 23) got
high ratings. Thus, this factor is characterized by people looking for familyfriendly activities.
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In this group 66 % of the people follow the rule:
If age group = “Medium” and travel = “Family” then factor = “B”
The pictures voted as least interesting were more or less the same as chosen by
factor A. Detailed images of blueberries, bread and other artistic images were not
considered of much interest. Also images of Finnish design symbols were ranked
low. Generally the interest in images of natural areas and soft adventure were
significant. Content analysis of the follow-up interviews suggests that factor B
seeks to experience something different but safe as these people are travelling
with children. When asked whether their image of Finland had changed after
viewing the pictures, some of them said yes and some no, which may be due to
the fact that four had visited Finland before and the rest not.

Top seven pictures of factor B:

7. Reindeer Ride

6. Family making 22. Igloo Hotel
Snow balls

30. Santa Claus at 47. Santa Claus 3. Husky Ride
with the Reindeer
Office

44. Sami

When destination marketers choose images to attract this group they should keep
in mind that these people want family-friendly activities as they are travelling
with children. People in this group highly consider calm and snowy landscapes
with reindeer and husky rides as attractive, not to mention meetings with Santa
Claus and cosy family accommodation in the forest. Therefore, in order to
succeed destination marketers should sell family packages that include these kinds
of activities, for instance by highlighting the Finnish Christmas as something
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magical and especially loved by children.

Factor C: Finland all-year-round (people with previous experience of the
country)

The Spanish loading on factor C consisted of four people, three of whom have
visited Finland before (appendix 9). As in the previous mentioned factors, gender
appeared not to be a determinant variable in this group (50 % female, 50 % male).
However, factor C differs from the others because the people in this group rated
other kinds of pictures as most interesting. Among others, the picture of two
people canoeing (picture 23), a path in a birch forest (picture 24) and aurora
borealis (picture 5) got the highest scores. Here the people seem to have a high
preference for experiences in the nature, and not only during winter. Comparing
with the other factors they also show more interest in Finnish traditions, design
and symbols.

In this group 75 % of the people follow the rule:
If visited Finland = “Yes” then factor = “C”
Further content analysis of the answers to the questions shows that this group has
a less stereotyped image about Finland; most of them declared that they chose
those pictures because they already had seen and experienced most of the typical
things you can do in Finland and that they were now more interested in something
else. In other words, as the people in this factor already have previous experience
of Finland they seek to experience new things that are foreign to them, like for
example visiting Finland in summer. Some of them suggested that images of
experiences that were “normal” or familiar to them, e.g. pictures of the Finnish
winter were of limited interest and they would not travel to see them. These
people declared that their image of Finland had not really changed after viewing
the pictures.
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Top seven pictures of factor C:

22. Igloo Hotel

23. Canoeing

18. Girl at the
Lake

33. Ice Swimming

5. Aurora Boreal

1. Jump into the
lake

24. Path in the
Birch Forest

When selecting images to attract this group, destination marketers should be
aware of their “open spirit” and of their interest in different seasons. Therefore, in
order to succeed it would be recommendable to choose images that do not only
represent the Finnish winter and stereotyped images, but instead to focus more on
Finland as a whole-year-round destination that offers interesting experiences of
the Finnish culture, history and design.

5.7 Limitations

When it comes to the factor analysis, there have been some certain limitations.
First, the selected P set is rather limited as only 30 people in total finally chose to
participate in the study. In addition the P set is limited to Spanish people. The
actual aim was to reach more people of this target, but, as according to the theory
of Q methodology, the number of participants can be lower than the Q set or the
number of statements.
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Regarding the Q set, the pictures chosen for the study could also be more than 49
or a bit more varied so as to get more factors because the larger the number of
subjects, the larger the number of variables per factor, and the larger the loadings,
the better your chances are of doing a good job at reproducing a population factor
pattern. Pictures of many different tourist brochures could have been included
instead of only four, or another option would have been to include whole
brochures to be interpreted, including text, images, style and layout. As the
amount was rather limited here, it may cause problems in credibility considering
the fact that there are lots of different travel brochures promoting Finland.
Nevertheless, the amount of pictures is larger than the amount of the P set, and the
research is based on the brochures that were promoted by the Finnish Tourism
Board in Spain, and these were the brochures that were available to the locals at
that certain time.

Another limitation is sample credibility. You cannot know for sure whether the
selected P set is the right intended market as without contact with the producers of
the brochures you cannot really guarantee that you have the correct target market.
However, as the target market in this study has been Spanish people of all age
groups, the credibility may rise.

The variables have also been limited. It could have been useful to include more
variables, but as the number of participants was not so high, three
variables/factors were considered suitable. The number of the variables was
deliberately kept low for practical purposes. All in all this study is only an
exploratory approach to Q methodology.

As a complementary analysis of the Q methodology, a more statistical way of
discovering the similarities among the people that were grouped together could
have been used, especially if the number of participants had been larger. This
process is known as rule extraction, which gives a set of rules that explain the
characteristics of each group based on the variables that are known of each person
(age, gender, etc.). A system used to extract the rules could for example have been
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a demo licence version of the so-called Compumine Rule Discovery System,
which is one of the most complete and easy-to-use data mining software for
automatic discovery of prediction rules (see appendix 10 as an exploratory
example of rule extraction). This tool allows automatic discovery of rules (“ifthen”) that describe significant insights into hidden information in the data
(www.compumine.com).

Last but not least, there is a limitation which says that one can never really know
whether the respondents genuinely express their true opinion. Some may give a
certain comment just because they think that it is what the researcher wants to
hear. However, in this research this problem was overcome as the respondents
were able to answer anonymously through an online community, not to mention
that many of the respondents belonged to the researcher’s own social circle.

5.8 Conclusion

This final thesis introduced a conceptual framework for the study of destination
image and selection of the right photographic images for promotion material. It
also presented some background information on the theory of destination
selection, perception, imagery and reliability of images in order to help the reader
to understand the importance of images- not just in marketing or image formation
but also in everyday life.

Secondary research was used to get aware of what was known so far about the
issues and how previous research was carried out. However, after viewing the
literature, it was noticed that this area has been rather under-researched. Little
analysis seems to have been on photographic images for marketing purposes of
travel brochures, let alone on the perception of each cultural group of potential
tourists viewing this material. Thus, any insight that this thesis provides may be
beneficial to further tourism industry research.
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When it comes to the results of the research, one can conclude that there is a
significant preference for winter activities and experiences that appear exotic for
the target group. The gaining picture with most votes by all factors was clearly the
image of the igloo hotel (picture 22). As such an experience is considered
impossible for the Spanish people in their own home country, they see it as
something attractive. Further, the Spanish do not prefer to visit Finland that much
in summer mainly because of the weather that appears too cold compared to theirs
(it is a fact that Finland cannot compete with the Mediterranean climate and the
beaches). Thus, in order to get tourists into the country Finland should concentrate
on other strengths that other countries do not have.

Nevertheless, even if images of the Finnish winter are considered as most
attractive among the Spanish people, there are some clear group-specific views.
Those marketing destinations should take this into consideration as the images in
the brochures do have a great influence on the viewer. If the pictures manage to
attract to the potential tourists, there is a greater chance that they will select the
destination when travelling the next time.

In order to succeed in destination marketing it is crucial that the target is clearly
defined. Also, as the image of the destination may alter before and after the visit it
would be useful to separate the images of those persons who have visited the
place from those who haven’t. This is proven by this research because the results
indicate that those with no previous experience of Finland have a somewhat
different image of the country than the rest.

This research ascertained that people need some basic knowledge or experience of
Finland in order to consider it as a travel destination, particularly during other
seasons as well. Those who were very unfamiliar with Finland as a destination
had a rather stereotypical image of it, which also explains why they were attracted
to features such as Santa Claus and exotic winter landscapes because, at the same
time it is something different from their home country. However, those with more
experience of the country were also interested in other seasons or attractions.
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Further, the 49 pictures used in this study show that the image of Finland can
change after viewing just some pictures, even without much knowledge of the
country. For example, some of the Spanish people actually considered Finland as
a more interesting and varied destination to visit after looking at these pictures,
which indicates that even a brief encounter with a destination prior to decisionmaking could mean that it is considered as a possibility.

It is a fact that opinions of a destination can change instantly. In this research,
most of the opinions about Finland changed into the right direction but, depending
on the material shown, it could easily go the other way. This shows that
destination marketers constantly need to be aware of the opinions the target
market has about their destination. It also shows that images used in any
promotional material should be carefully selected.

All in all a good image is the key when it comes to marketing and selling a
destination. Photographic images in travel brochures are important image creators,
and understanding and managing destination images that affect prospective
travellers’ thinking and feelings is thus vital.

5.9 Recommendations for Industry

This research has allowed further insight into the topics of destination image and
the effect of images depicted in promotional visuals, which, in turn, has made it
possible to make recommendations to the industry and for further research. The
results gained from this research can only be seen as indicative as only one focus
group- Spanish people was undertaken. In order to reach a wider target market,
additional focus groups would be required, which would also involve a longer
period of research.

Further, this research has shown how a certain pattern of travel preferences and
perceptions of a destination have been created and/or changed through a careful
selection of images. Therefore, it is important that the right type of image is
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chosen. Marketers should remember to have a clear target market, not forgetting
to investigate what this target market exactly thinks about their travel product.
When the marketers know the target’s opinions, they should then decide whether
these opinions represents an image that they want to portray because if not, they
should search for methods with which to change this perception.

When it comes to reliability of images, destination marketers should bear in mind
that tourists also have a need for more reliable sources of information. Pictures
used in promotional material cannot just be extraordinary so as to catch the eye of
the viewer- they have to be realistic as well as tourists will not choose a
destination they cannot experience for real. Therefore, the industry could make
use of some form of communication method that evokes confidence in the
information given. Perhaps one way to achieve this would be to include some of
the disadvantages of the destination. Participants in this research were aware that
they were only shown the so to say good things- other not so promotional
photographs might have appeared to be more honest.

As a suggestion for a continuation for this research, a comparison could be
included by comparing the results with other destinations and their target market,
or comparing other target markets with the same destination. A wider ranged
survey involving the whole target market of all potential incoming tourists to
Finland could also be an option. Or why not use black and white pictures instead
of coloured? The results could be quite interesting. It would be rather insightful to
know how far colour really goes in influencing destination image formation and
perception. Also, one could question whether style of the pictures or whole
brochures influences people’s opinions. Research could be undertaken to assess if
the style and layout of promotional material affect the opinion of the destination.
This would of course require more time and work as each participant would need
to view the brochure(s) individually.
Another question to deal with in further research could be “would videos of
images have the same effect as still images?” Research could be undertaken by
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using a video of images as a stimulus. It would be interesting to analyse if
opinions that changed after viewing the 49 pictures would have changed in the
same way if the participants had seen only a video. Destination marketers should
take all these possible ways into consideration in order to make good decisions on
how to best divide their marketing budget.

As a conclusion, the visual aspects of tourism should not be neglected because
tourism experiences are largely visual. This has been proven by this study in
various aspects. Further, it is hypothesized that the visual will gain ever more
importance in the future than it already has. As individuality and uniqueness is
sought after, the tourism industry should put more and more attention to the image
as well as photographic images used in promotional materials. In the end when it
comes to selecting a destination and finally travelling to the place it is all about
absorbing visual impressions. These visual impressions say more than a thousand
words and they are the reason for why tourists choose a destination over another.
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APPENDIX 1

GENERAL

MODEL
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TRAVELLER

AWARENESS AND CHOICE

Source: Woodside and Lysonski 1989.

LEISURE

DESTINATION
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APPENDIX 2

INSTRUCTIONS TO THE SURVEY

These instructions will guide you through the survey step by step. Please read
each step to the end before you start carrying it out.

1. Take a careful look at the 49 pictures (appendix 4). Lay down the score sheet
(appendix 5) in front of you. All the 49 pictures represent Finland as a travel
destination. Now rank order these pictures from your own point of view. The
question is: "Which image makes Finland interesting as a travel destination?" The
numbers on the pictures (from 1 to 49) have been assigned randomly and are only
relevant for the administration of your response. Picture nr. 1 starts from the upper
left corner, continuing with picture number 2, 3, 4,…,49 vertically.

2. After looking through all the pictures, divide them into three piles: one pile for
those pictures that you think are most interesting, one pile for those that you think
are uninteresting, and one pile for pictures you think are neither interesting nor
uninteresting, or that are not relevant or applicable to you. Please use the three
boxes

"INTERESTING",

"NEUTRAL

OR

NOT

RELEVANT"

and

"UNINTERESTING" at the bottom left of the score sheet. Just to be clear, we are
interested in your point of view. Therefore, there are no right or wrong answers.
When you have finished laying the pictures in the three boxes on the score sheet,
count the number of pictures in each pile and write down this number in the
corresponding box. Please check whether the numbers you entered in the three
boxes add up to 49.

3. Take the pictures from the "INTERESTING" pile and look through them again.
Select the two pictures you find the most interesting when thinking about Finland
as a travel destination and place them in the three last boxes on the right of the
score sheet, below the "9" (it does not matter which one goes on top or below).
Next, from the remaining pictures in the pile, select again the four pictures that are
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most interesting and place them in the three boxes below the "8". Follow this
procedure for all pictures from the "INTERESTING" pile.

4. Now take the pictures from the "UNINTERESTING" pile and look at them
again. Just like before, select the three pictures you find most uninteresting when
thinking about Finland as a travel destination and place them in the three last
boxes on the left of the score sheet, below the "1". Follow this procedure for all
cards from the "UNINTERESTING" pile.

5. Finally, take the remaining pictures and look through them again. Arrange the
pictures in the remaining open boxes of the score sheet.

6. When you have placed all pictures on the score sheet, please go over your
distribution once more and shift pictures if you want to.

7. Please explain why you find the three pictures you have places below the "9" as
most interesting.

Picture nr.:

Picture nr.:

Picture nr.:

8. Please explain why you find the three pictures you have placed below the "1" as
unattractive.
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Picture nr.:

Picture nr.:

Picture nr.:

9. Has your image of Finland changed after viewing these pictures? Why?

10. When you are finished, please write down the number of the pictures in the
boxes you placed them on.

11. Finally, please fill in the boxes below

Age group: 20-35

Gender: Male

35-50

>50

Female

Have you visited Finland before? Yes

No

On vacation, do you travel alone/with friends

or with family/children
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APPENDIX 3 (SPANISH)

INSTRUCCIONES PARA PARTICIPAR EN EL ESTUDIO

El motivo de esta página es pedir vuestra colaboración en el estudio que estoy
realizando para mi tesis final de turismo. El objetivo de este estudio es analizar
diferentes fotos turísticas de Finlandia desde los ojos de los españoles para poder
identificar cuáles son las que tienen mayor impacto en el turista haciendo que se
decida por este destino y no por otros. Basándonos en la metodología Q,
intentaremos seleccionar aquellas que son las mejores para incluirlas en los
folletos turísticos de promoción de Finlandia en España.

La metodología Q consiste en observar una serie de fotografías, y organizarlas en
categorías de menos a más interesantes según vuestro punto de vista. Los pasos
que se deben seguir para participar en este estudio son los siguientes:

Paso 1. Observar atentamente las 49 fotos (apéndice 4).

Paso 2. Agrupar las fotos en tres grandes grupos: MUY INTERESANTES,
NADA INTERESANTES y NO TENGO OPINION.

Paso 3. Coger las fotos que han sido clasificadas en el grupo MUY
INTERESANTES. Seleccionar tres de estas fotos y colocarlas en los tres cuadros
a la derecha en la columna “9” de la “Tabla de Puntuaciones” (apéndice 5). A
continuación coger otras 4 fotos y colocarlas en los 4 cuadros que están en la
columna “8”, seguir así hasta que se terminen las fotos de este grupo.

Paso 4. Hacer lo mismo con las fotos del grupo NADA INTERESANTES, pero
colocarlas en la tabla empezando por los cuadros de la izquierda hasta que todas
las fotos de este grupo estén posicionadas.

Paso 5. Para finalizar continúe colocando las fotos del grupo NO TENGO
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OPINION en los cuadros libres de la tabla.

Paso 6. Por favor explique los motivos por los que ha elegido las tres fotos en la
columna “9” como MUY INTERESANTES.

Foto nr.:

Foto nr.:

Foto nr.:

Paso 7. Por favor explique los motivos por los que ha elegido las tres fotos en la
columna “1” como NADA INTERESANTES.

Foto nr.:

Foto nr.:

Foto nr.:

Paso 8. ¿La imagen que usted tenia de Finlandia ha cambiado después de ver estas
fotos? ¿Por qué?
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Paso 9. Por favor complete la siguiente información.

Grupo de edad: 20-35

Sexo: Hombre

35-50

>50

Mujer

¿Ha visitado Finlandia antes? Si

No

En vacaciones normalmente viaja solo/con amigos

Gracias por participar!

o con familia/niños
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APPENDIX 4
THE 49 IMAGES

The images are numbered vertically from top left hand side corner to bottom.
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APPENDIX 5

SCORE SHEET FOR Q SORTING

LEAST
INTERESTING

1

2

MOST
INTERESTING

3

MOST
INTERESTING
Count:____

4

5

NEUTRAL/
NOT RELEVANT
Count:____

6

7

8

LEAST
INTERESTING
Count:____

9
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APPENDIX 6

TABLE OF INDIVIDUAL SCORES

Obs. xx (1-30) = image observation; scores given by each individual of the P set
(30 participants). E.g. observer 1 has given the score 9 to picture 1.
Pic. yy (1-49) = each picture of the 49 selected pictures (Q-set).
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APPENDIX 7
STATISTICAL ANALISYS (XLSTAT TOOL)

The following statistical analysis results were obtained using a demo license
version of XLSTAT, the data analysis and statistical solution for Microsoft Excel.

Correlation matrix

In this table one can see the correlation matrix that shows the correlation degree
between the 30 members of the P set based on the scores given by each member
(the higher the number the higher the correlation).

#01
#02
#03
#04
#05
#06
#07
#08
#09
#10
#11
#12
#13
#14
#15
#16
#17
#18
#19
#20
#21
#22
#23
#24
#25
#26
#27
#28
#29
#30

#01
1.0
0.8
0.4
1.0
1.0
0.7
0.7
1.0
1.0
0.4
0.7
1.0
0.3
1.0
0.3
1.0
0.4
0.4
0.8
0.8
1.0
0.4
1.0
0.8
0.4
0.4
1.0
0.5
0.4
0.3

#02
0.8
1.0
0.6
0.8
0.8
0.9
0.9
0.8
0.8
0.5
0.9
0.8
0.4
0.8
0.3
0.8
0.5
0.4
0.8
0.9
0.8
0.5
0.8
0.9
0.5
0.6
0.8
0.5
0.3
0.4

#03
0.4
0.6
1.0
0.4
0.4
0.5
0.5
0.4
0.4
0.9
0.5
0.4
0.2
0.4
0.2
0.4
0.9
0.2
0.4
0.5
0.4
0.9
0.4
0.4
0.9
0.9
0.4
0.8
0.1
0.2

#04
1.0
0.8
0.4
1.0
1.0
0.7
0.7
1.0
1.0
0.4
0.7
1.0
0.3
1.0
0.3
1.0
0.4
0.4
0.8
0.8
1.0
0.4
1.0
0.8
0.4
0.4
1.0
0.5
0.4
0.3

#05
1.0
0.8
0.4
1.0
1.0
0.7
0.7
1.0
1.0
0.4
0.7
1.0
0.3
1.0
0.3
1.0
0.4
0.4
0.8
0.8
1.0
0.4
1.0
0.8
0.4
0.4
1.0
0.5
0.4
0.3

#06
0.7
0.9
0.5
0.7
0.7
1.0
0.8
0.7
0.7
0.5
0.8
0.7
0.3
0.7
0.3
0.7
0.5
0.3
0.7
0.8
0.7
0.5
0.7
0.8
0.4
0.5
0.7
0.4
0.3
0.3

#07
0.7
0.9
0.5
0.7
0.7
0.8
1.0
0.7
0.7
0.5
0.8
0.7
0.3
0.7
0.3
0.7
0.5
0.3
0.9
0.9
0.7
0.5
0.7
0.8
0.5
0.5
0.7
0.5
0.3
0.3

#08
1.0
0.8
0.4
1.0
1.0
0.7
0.7
1.0
1.0
0.4
0.7
1.0
0.3
1.0
0.3
1.0
0.4
0.4
0.8
0.8
1.0
0.4
1.0
0.8
0.4
0.4
1.0
0.5
0.4
0.3

#09
1.0
0.8
0.4
1.0
1.0
0.7
0.7
1.0
1.0
0.4
0.7
1.0
0.3
1.0
0.3
1.0
0.4
0.4
0.8
0.8
1.0
0.4
1.0
0.8
0.4
0.4
1.0
0.5
0.4
0.3

#10
0.4
0.5
0.9
0.4
0.4
0.5
0.5
0.4
0.4
1.0
0.5
0.4
0.1
0.4
0.1
0.4
0.9
0.1
0.4
0.4
0.4
0.8
0.4
0.5
1.0
0.9
0.4
0.8
0.1
0.1

#11
0.7
0.9
0.5
0.7
0.7
0.8
0.8
0.7
0.7
0.5
1.0
0.7
0.4
0.7
0.4
0.7
0.4
0.4
0.9
0.9
0.7
0.5
0.7
0.9
0.5
0.5
0.7
0.5
0.4
0.4

#12
1.0
0.8
0.4
1.0
1.0
0.7
0.7
1.0
1.0
0.4
0.7
1.0
0.3
1.0
0.3
1.0
0.4
0.4
0.8
0.8
1.0
0.4
1.0
0.8
0.4
0.4
1.0
0.5
0.4
0.3

#13
0.3
0.4
0.2
0.3
0.3
0.3
0.3
0.3
0.3
0.1
0.4
0.3
1.0
0.3
1.0
0.3
0.3
1.0
0.4
0.4
0.3
0.2
0.3
0.4
0.2
0.2
0.3
0.2
0.9
1.0

#14
1.0
0.8
0.4
1.0
1.0
0.7
0.7
1.0
1.0
0.4
0.7
1.0
0.3
1.0
0.3
1.0
0.4
0.4
0.8
0.8
1.0
0.4
1.0
0.8
0.4
0.4
1.0
0.5
0.4
0.3

#15
0.3
0.3
0.2
0.3
0.3
0.3
0.3
0.3
0.3
0.1
0.4
0.3
1.0
0.3
1.0
0.3
0.3
1.0
0.4
0.4
0.3
0.1
0.3
0.4
0.2
0.1
0.3
0.2
0.9
0.9

#16
1.0
0.8
0.4
1.0
1.0
0.7
0.7
1.0
1.0
0.4
0.7
1.0
0.3
1.0
0.3
1.0
0.4
0.4
0.8
0.8
1.0
0.4
1.0
0.8
0.4
0.4
1.0
0.5
0.4
0.3

#17
0.4
0.5
0.9
0.4
0.4
0.5
0.5
0.4
0.4
0.9
0.4
0.4
0.3
0.4
0.3
0.4
1.0
0.3
0.4
0.4
0.4
0.8
0.4
0.4
0.9
0.8
0.4
0.8
0.2
0.3

#18
0.4
0.4
0.2
0.4
0.4
0.3
0.3
0.4
0.4
0.1
0.4
0.4
1.0
0.4
1.0
0.4
0.3
1.0
0.4
0.5
0.4
0.1
0.4
0.4
0.2
0.1
0.4
0.2
1.0
0.9

#19
0.8
0.8
0.4
0.8
0.8
0.7
0.9
0.8
0.8
0.4
0.9
0.8
0.4
0.8
0.4
0.8
0.4
0.4
1.0
0.9
0.8
0.4
0.8
0.9
0.4
0.4
0.8
0.4
0.4
0.4

#20
0.8
0.9
0.5
0.8
0.8
0.8
0.9
0.8
0.8
0.4
0.9
0.8
0.4
0.8
0.4
0.8
0.4
0.5
0.9
1.0
0.8
0.5
0.8
0.9
0.4
0.5
0.8
0.5
0.5
0.4

#21
1.0
0.8
0.4
1.0
1.0
0.7
0.7
1.0
1.0
0.4
0.7
1.0
0.3
1.0
0.3
1.0
0.4
0.4
0.8
0.8
1.0
0.4
1.0
0.8
0.4
0.4
1.0
0.5
0.4
0.3

#22
0.4
0.5
0.9
0.4
0.4
0.5
0.5
0.4
0.4
0.8
0.5
0.4
0.2
0.4
0.1
0.4
0.8
0.1
0.4
0.5
0.4
1.0
0.4
0.4
0.8
0.9
0.4
0.9
0.1
0.1

#23
1.0
0.8
0.4
1.0
1.0
0.7
0.7
1.0
1.0
0.4
0.7
1.0
0.3
1.0
0.3
1.0
0.4
0.4
0.8
0.8
1.0
0.4
1.0
0.8
0.4
0.4
1.0
0.5
0.4
0.3

#24
0.8
0.9
0.4
0.8
0.8
0.8
0.8
0.8
0.8
0.5
0.9
0.8
0.4
0.8
0.4
0.8
0.4
0.4
0.9
0.9
0.8
0.4
0.8
1.0
0.5
0.5
0.8
0.4
0.4
0.4

#25
0.4
0.5
0.9
0.4
0.4
0.4
0.5
0.4
0.4
1.0
0.5
0.4
0.2
0.4
0.2
0.4
0.9
0.2
0.4
0.4
0.4
0.8
0.4
0.5
1.0
0.9
0.4
0.7
0.1
0.2

#26
0.4
0.6
0.9
0.4
0.4
0.5
0.5
0.4
0.4
0.9
0.5
0.4
0.2
0.4
0.1
0.4
0.8
0.1
0.4
0.5
0.4
0.9
0.4
0.5
0.9
1.0
0.4
0.9
0.1
0.1

#27
1.0
0.8
0.4
1.0
1.0
0.7
0.7
1.0
1.0
0.4
0.7
1.0
0.3
1.0
0.3
1.0
0.4
0.4
0.8
0.8
1.0
0.4
1.0
0.8
0.4
0.4
1.0
0.5
0.4
0.3

#28
0.5
0.5
0.8
0.5
0.5
0.4
0.5
0.5
0.5
0.8
0.5
0.5
0.2
0.5
0.2
0.5
0.8
0.2
0.4
0.5
0.5
0.9
0.5
0.4
0.7
0.9
0.5
1.0
0.2
0.2

#29
0.4
0.3
0.1
0.4
0.4
0.3
0.3
0.4
0.4
0.1
0.4
0.4
0.9
0.4
0.9
0.4
0.2
1.0
0.4
0.5
0.4
0.1
0.4
0.4
0.1
0.1
0.4
0.2
1.0
1.0

#30
0.3
0.4
0.2
0.3
0.3
0.3
0.3
0.3
0.3
0.1
0.4
0.3
1.0
0.3
0.9
0.3
0.3
0.9
0.4
0.4
0.3
0.1
0.3
0.4
0.2
0.1
0.3
0.2
1.0
1.0
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In this case the XLSTAT tool found initially 10 factors (F1, F2,…F10), but only
three of them show eigenvalues much greater than 1.00. As per cumulative results
one factor represents 61,88 %, two factors 76,66 % , three factors 89,02 % and
four factors 93,45 %. In this example, factor 4 only represents the eigenvalue of
1,329 and therefore it was not included in the selected factors by the XLSTAT
tool (factors with eigenvalues greater than 1.00 are considered significant,
explaining an important amount of the variability in the data, while eigenvalues
less than 1.00 are considered too weak, not explaining a significant portion of the
data variability). The XLSTAT tool found that three factors was the best solution
to group the P set of this example (see factor pattern and eigenvectors on the
following page).

67

The eigenvectors correspond to factors, and consequently the eigenvalues to the
variance explained by these factors. All in all the objective is to explain most of
the covariability among a number of observable random variables in terms of a
smaller number of unobservable latent variables called factors.

In the factor pattern table, the numbers highlighted in bold represent the factor
selected for each member (observation) of the P set.
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APPENDIX 8

TABLE OF AVERAGE SCORES GROUPED BY FACTOR
Image number and description
1. Jump into the lake
2. Birch trees
3. Husky ride
4. Sauna
5. Aurora Boreal
6. Family making snowballs
7. Reindeer ride
8. Blueberries
9. Finnish rye bread
10. Lucia
11. Down to earth
12. Finnish ginger breads
13. Love on the countryside
14. Finnish sausage
15. Ice swimming
16. Midsummer
17. Woman and daughter
18. Girl at the lake
19. "Potkukelkka "
20. Ice skating by the sea
21. Finnish flag over the Baltic sea
22. Igloo hotel, Lapland
23. Canoeing
24. Path in the birch forest
25. Ivana Helsinki design
26. Red house
27. Reindeer landscape
28. Walking in the forest
29. Snowy spruce forest with log cabin
30. Santa Claus at office
31. Woman resting in a tent
32. Finnish archipelago
33. Ice swimming (2)
34. Barbeque
35. Father and son
36. Girl blowing flowers on the field
37. Trekking
38. Famous Aalto bowls by Iittala
39. Famous design by Marimekko
40. Finlandia opera house
41. Finlandia vodka
42. Finnair
43. Helsinki city view
44. Sami
45. Ivana Helsinki
46. Famous Mari bowls by Iittala
47. Santa Claus with the reindeer
48. Moose on a road sign
49. Silja Line

Factor A
8.2
3.3
8.7
6.0
5.5
5.9
7.2
1.4
2.3
5.4
1.9
2.6
5.0
5.1
7.8
4.3
4.6
5.7
6.3
7.5
2.9
8.9
6.5
5.1
2.8
4.3
7.5
4.6
5.4
6.8
6.0
4.7
7.6
6.6
5.0
4.1
5.8
1.7
1.5
3.5
4.5
3.9
5.3
6.7
2.8
2.3
6.8
3.6
4.5

Factor B
5.6
6.0
7.4
6.0
1.0
9.0
8.2
4.2
4.0
6.6
2.0
4.0
5.0
2.0
7.0
5.0
1.0
6.6
3.0
7.0
2.0
8.0
7.3
6.0
6.0
5.0
6.0
6.0
6.0
7.4
7.0
7.0
3.0
6.8
1.0
5.0
5.0
4.0
2.0
4.0
3.0
3.0
3.0
7.4
4.0
4.0
7.4
3.0
5.0

Factor C
8.0
2.8
6.0
3.2
8.0
2.4
6.0
1.0
1.6
4.0
2.0
3.0
5.0
3.0
3.0
4.0
4.0
8.2
2.0
5.0
4.0
8.4
8.2
8.0
4.0
5.0
7.0
6.0
4.2
5.0
3.6
7.8
8.2
5.0
4.6
5.2
4.6
5.6
4.0
6.6
7.0
6.0
6.0
4.4
4.0
6.6
4.6
2.2
7.0
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APPENDIX 9
TABLE OF USER VARIABLES GROUPED BY FACTOR
Obs. Age Group
(Y/M/O)
17
M
2
M
27
M
8
Y
7
O
20
O
4
Y
12
Y
21
Y
5
Y
19
Y
23
Y
28
Y
16
Y
11
Y
6
Y
1
Y
14
Y
24
Y
9
Y
10
M
22
M
25
M
29
M
3
O
26
M
13
M
18
M
30
O
15
O

Visited
Finland
Y
N
N
Y
Y
Y
N
N
N
N
N
N
N
Y
N
N
N
N
N
Y
N
N
N
Y
Y
Y
Y
Y
N
Y

Travelling
(Alone/Family)
A
F
F
F
F
F
A
A
A
A
A
A
A
A
F
F
F
F
F
F
F
F
F
F
F
A
A
F
A
F

Gender
(M/F)
F
M
M
F
M
M
F
F
F
M
M
M
M
M
F
F
M
M
F
M
F
F
M
F
M
F
F
M
F
M

Factor
A
A
A
A
A
A
A
A
A
A
A
A
A
A
A
A
A
A
A
A
B
B
B
B
B
B
C
C
C
C

Y Age Group 20-35
M Age Group 35-50
O Age Group > 50

M Male
F Female

Y Yes
N No

A Alone/Friends
F Family/Children
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APPENDIX 10
ASSOCIATION RULE EXTRACTION

Compumine Rule Discovery System™ software – (www.compumine.com/)
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APPENDIX 11

ONLINE COMMUNITY RESEARCH

Source:
http://www.facebook.com/pages/Imagenes-turisticas-vistas-por-losespanoles/188243433557?ref=ts

