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Cultural tourism has been increasing constantly during the last decades and has
become one of the most essential sections of tourism industry. Culture influences
strongly on decisions to travel and it is often placed on the key role in tourism
strategies. Similarly a strong destination image is inevitable in order to success in highly

competed tourism industry.

The purpose of this study is to examine the image of Helsinki as a cultural tourism
destination. The main objetive is to examine does the city have a unique and strong
cultural image that attracts tourists. Moreover, the images of different cultural activities
are discussed and the marketing of the culture is investigated in order to develop cul-

tural tourism in Helsinki.

In the beginning of the study cultural tourism is discussed as a phenomenon. After-
ward, the destination image is considered and the cultural tourism strategies of Finland
and Helsinki discussed briefly. The chosen research methodology for this study is

quantitative research in order to collect sufficient sample of relevant data.

The key findings of this study suggest that the image of Helsinki as a cultural tourism
destination is weak and therefore has only slightly impact on people’s decision to travel

to the city.

Keywords
Helsinki, Culture, Cultural tourism, Image, Quantitative research




Table of contents

T INtOAUCHON coueiiiiiii bbb 1
1.1 Definitions Of tOULISIM c.vvvveveueieiiiirieieieietcicet e 2
1.2 Definitions Of CUtULEC....cccveiiveieiiiirieicecc e 2
1.3 Definitions of cultural tOULISM.......ccvvviiiiiiiiiiiiiiic e 4
1.4 The significance of cultural tOULISM ......ccccviiiiiiiiiiiiniiiic s 7
1.5 The growth of cultural tOULISM ....ccccvviiiiiiiiiiiiiiiic e 3
1.6 Cultural TOULISES c..vvuiniiieieiercieieeiii ettt 10

2 Destination IMage.......cccuvuiiiiiiiiiiiiiiii s 12
2.1 Definition of destination IMAZE........ceeueiririririiiiiiiiiiieeeeees s 12
2.2 The importance of destination IMAGE ........cccceueueviuririririniniieiceeeeeeeesesesecceaes 12
2.3 Stages of destination image fOrmatting .......c.ceceueueeeriririiiireiereenirininieieneeeeeeees 14

3 Finland as a cultural toutism desStination .......coeeeeueveueeeerinininiereeieeeerneeerereveseeeseees 17
3.1 Visit Finland- Brand........ocooiiiiiiiiiiciicccnes 17
3.2 Finland’s Tourism Strategy 2020.......ccovvviiiiiiiiiininininiiciiiniineeecciseenennes 18
3.3 Finland’s Cultural Toufism Strate@y.......cccovvririiiieueiiiiiniiiiiniiiccceeeeeenenenens 19

3.3.1 The Culture Finland Umbrella Programme........c.ccceeueueiiciinininiiiccinnnnee. 20

4 Helsinki as a cultural tourism destination .......ccccvvreeererereeerinneereenereeeseseeere e 21
4.1 Helsinki City TOULISM STALEGY c.cvvvviriiiiiiiriiieieieieiiiiee e 21
4.2 Cultural Tourism strategy of Helsinki City......ccccccoeeivininiviiiiciciininiccccccae, 22
4.3 Information and marketing channels .........ccccceiiivnniniiciiicans 23

5 Research methodology ... 25
5.1 OVEIVIEW woviiiiiiiiiciccii bbb 25
5.2 Population, sample and methods of data collection...........ccovuvueueueiicininininnennnee 25
5.3 Validity and reliability ...c.cocoveveueueieiirinireeicccetreeeeeeere et 27

6 Results and analysis.....coe et 28
0.1 Background of the reSpondents ........cccoeeueueiiinininininiiiciciineeeeccces 28
6.2 'The cultural image of Helsinki before the Visit........cccccoeueuvvnniniccicciciiininnen, 32
6.3 Helsinki as a cultural travel destination .......c.ccccuvvvieieieieiiiiininineeeececseeennes 36
0.4 The image of different cultural activities in HelsinKi ......ccccovviciicciiinininnne. 38
6.5 Information and Marketing of HelSinKi......cocoooviiiiiiiiiiiiininniiciccciine, 41



T OMICIUSIONS wt et ettt et e e e e te e e e e e e e eeeeeeeseaseaeeseasataeeeaneaaeesaaneeeesaaeaeeseaneeeeseasseeessanaees 44

7.1 Recommendations and furthetr StUdies.....cocecevvueerirreenrieeniriecee e 46
8 RELCIENCES cuvuveuiiiietiteieie ettt ettt ettt ettt be st se s b et e s e sbeneesentenesseneesensenees 47
ATEACHINEIES 1.ttt ettt et b ettt ettt et bttt ae st seebe e ene 54
Attachment 1. Questionnaire in English........ccccccovviiiiiiiiiiiicccce, 54

Attachment 2. Questionnaire in RUSSIAN ....c.coevieereieinieiniieineecreeeeeeceeeecseenee 57



1 Introduction

Tourism industry is growing. The impacts of the tourism on the world economy are
already important and are constantly increasing. As the emerging nationals economies
have more and more people that can afford to travel, it is vital for the nations, especial-
ly in Europe, to develop and create attractive images of the countries.

In addition, the interest in culture is rapidly increasing and so is cultural tourism. It
seems that the culture is part of almost every decision to travel and can be said that the
cultural tourism has become very important part of the tourism industry. Therefore it
is inevitable to have a strong and interesting cultural image to be able to success in

highly competed tourism sector.

Can Helsinki, the capital of Finland, meet these demands? Does it have a unique and
strong cultural image that attracts tourists to travel to Helsinki?

It can be stated that answer is no. It could rather be said that the image of Helsinki as a
cultural destination is poor or non-existent. As a consequence, it does not have or have

only slightly impact on decision to travel to the city.

The main purpose of this study is to investigate if these statements are true. In addition
to that, it will provide information about the image of Helsinki as a cultural tourism
destination as a whole.
The key objectives of this study are to find out:
- Is Helsinki known and does it have a strong image as a cultural travel destina-
tion?
- Is that image positive or negative?
- Did the culture of Helsinki have an impact on decision to travel?
- Which cultural activities have positive image and which ones have negative im-
ages?

- Is the marketing of culture in Helsinki sufficient and good?

This research consists of the theoretical framework and the research part. In theoreti-
cal framework the most significant abstracts are defined. In addition, the cultural tour-

ism strategies of Finland and Helsinki are presented.



In research part the methodology is chosen, data collected and the results analysed.
The methodology used in this thesis is quantitative research. The data is collected by a
questionnaire at Helsinki- Vantaa airport from tourists leaving the country and the data

is analysed in the Webropol programme.

Since I am studying Tourism and Culture Export Management, this thesis covers both
of the orientations. Furthermore, as I am interested in them both and the topic has not
been widely studied and still very important, the decision to study particularly this sub-

ject was easy.

1.1 Definitions of tourism

Tourism definitions can be conceptual or technical. Conceptual definitions describe
what tourism is. Technical definitions focus on the volume and value of tourism that
can be measured instead. (Smith 1988, 21) In this research I will use The Worlds Tour-
ism Organizations definition since it is widely accepted and made by a leading organi-

zation.

The Worlds Tourism Organization (UNWTO 2013) defines Tourism as following:
“Tourism is a social, cultural and economic phenomenon which entails the movement
of people to countries or places outside their usual environment for personal or busi-
ness/professional purposes. These people ate called visitors (which may be either tout-
ists or excursionists; residents or non-residents) and tourism has to do with their activi-
ties, some of which imply tourism expenditure.” The visitors can be divided to tourists

if they stay at the destination more than 24 hours and to excursionists if they travel less

than 24 hours. (Richards 1996, 21)

1.2 Definitions of culture

To understand cultural tourism, culture itself needs to be defined. Since culture is a
wide construct and can be seen from different views, there are many definitions and
opinions regarding culture depending on the view and objectives. As Rasky (1998, 7)

writes: “Culture has to a certain extent made itself unrecognisable because as an infla-



tionary and inflated concept it has assumed immeasurable dimensions.” Can be said,
there are as many definitions of culture as there are people. So what is culture? Since
there is no correct answer, I will concentrate on some most common views: culture as

a process and culture as a product.

Richards (1996, 22) describes culture as a process “mainly as codes of conduct embed-
ded in a specific social group.” So the culture is learned way of life that transfers from
generation to generation. In that case culture can be “characteristics of a particular
group of people, defined by everything from language, religion, cuisine, social habits,
music and arts.” (Livescience 2012) In other words, “Culture is the collective pro-
gramming of the mind which distinguishes the members of one category of people
from another.” (The Hofstede Center 2013) This programming of the mind takes place
by learning. (Marketing Teacher 2013)
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Figure 1. A cultural Framework. Source: Marketing Teacher 2013. International mar-

keting and culture.

The need for learning the culture, or cultural identity, is in maintaining group stability
since the group stability is vital for survival of the group. Therefore, it is inevitable for
the members of a group to adapt to the group’s values, knowledge, beliefs, behaviour,

moral law, history and so on. (Ivanovic 2008, 11) The culture of group is maintained



by social control, which can be divided in two groups of social agencies: positive (stim-
ulating and rewarding individuals) or negative (groups suppression of an individual).
These agencies can be for instance government, law, music and art, public opinion,

beliefs, customs, taboos and education. (Bogardus 1920, 13)

“If the culture of any group remains relatively stable for a long period of time, cultural
uniformity and cohesion of group, known as tradition, will emerge” (Ivanovic 2008,
13) The term tradition can be referred to language, knowledge and customs and it en-
compasses continuity and consistency. In addition, tradition increases group’s cultural
identity and pride, which are, if we look at the cultural tourism side, significant ele-

ments of cultural tourism. (Ivanovic 2008, 14)

The other way to view culture is to see it as a product. If culture is seen as a product, it
is “regarded as the product of individual or group activities to which certain meanings
are attached.” (Richards 1996, 22) So we can look at the results of the way of living and
the behaviour of the group. These results might be for instance monuments, music,
arts and events. This view focuses more on the tangible elements of the culture; what

have been created.

Littrell (1997, 7) seals these different views well and divides culture in three parts. First
part is “what people think” which includes ideas, attitudes and beliefs of the people.
Second part is “what people do” which means the actions people take. The last part is
“what people make” which consists of cultural products such as art, buildings and so
on. So the culture is “therefore composed of processes (the ideas and way of life of
people) and products of those processes (buildings, artefacts, art, customs and atmos-
phere).” (Littrell 1997, 7) In this thesis Littrells definition shall be used, as if we exam-
ine cultural tourism, every part of the culture can be the object of tourism. For in-

stance, the reason for visit can be the atmosphere, events or architecture.

1.3 Definitions of cultural tourism

As there are many ways to define culture, so is cultural tourism at least as complex to

define. As people see the culture in different way so they do with cultural tourism.



In addition, the extent of cultural sector and diversity of the products together with
peoples will to modify the definitions to meet their own needs, might lead to this mix-

ture. (Du Cros & McKercher 2002, 1)

The people have always been traveling for cultural reasons, but these travels have not
been determined as a specific cultural travel. Visiting cultural attractions such as muse-
ums, historic sites, landmarks have always been a part of the tourism experience. (Du
Cros & McKercher 2002, 1) So, according to Du Cros and McKercher (2002, 1) “All
travel involves a cultural element” and cultural tourism “has become an umbrella term
for a wide range of related activities, including historical tourism, ethnic tourism, arts

tourism, museum tourism, and others.”

So cultural tourism can be just any travel our tourism, since all travel involves a cultural
element. But we can also limit the determination of cultural tourism so that it excludes
some ways of travelling and highlights the intention to culture. In that definition the
cultural tourism is ‘the movement of persons to cultural attractions away from their
normal place of residence with the intention to gather new information and experienc-

es to satisfy their cultural needs’ (Bonet 2003, 187-193)

Swarbrooke (1999, 307) defines cultural tourism as a form of tourism build on cultural
resources. As we can see culture as a process and results of that process, cultural tour-
ism can be the consumption of these resources. (Richards, 1993) For instance cultural
tourist can enjoy the process; the way of life of particular culture of destination, or the
results of the process; historical buildings, arts and so on. This definition does not

highlight intention nor does it suggest that all travel involves cultural element.

Du Cros & McKercher (2002, 4) divide cultural tourism definitions in 4 categories.
Tourism-Derived Definitions see cultural tourism as a part of broader context of tour-
ism. So the cultural travel can have different approaches that are related to wider
framework of tourism. That means, culture can be for instance the basis for attracting

tourists since it can motivate people to travel, it can be interrelationship between peo-



ple, places and culture or it can even be seen as a part of development and marketing.

(Du Cros & McKercher 2002, 4)

Motivational Definitions emphasize that “cultural tourist are motivated to travel for
different reasons than other tourist and, therefore, feel that motivation must be con-
sidered an important element when defining cultural tourism.” (Richards 1996, 261-
283) The World Tourism Organization approaches also cultural tourism with motiva-
tional definition. The WTO defines cultural tourism as “movements of persons essen-
tially for cultural motivations such as study tours, performing arts and cultural tours,

travel to festivals and other events, visit to sites and monuments, travel to study nature,

folklore or art, and pilgrimages (WTO 1985, 0)

Experiential or Aspirational Definitions focus on experiential activity in addition to
motivation in cultural tourism definitions and some add aspirational elements to that
also. (Du Cros & McKercher 2002, 4) That means cultural tourism includes experienc-
ing or contact with the destination travelled to. In these definitions experiencing cul-
ture will also educate and entertain tourist (VICNET, 1996), and one can learn about

community or significance of a place and its associations with the local community.

(ACH & TCA, 1997)

Operational Definitions are the most common definitional approaches and it is often
included to other definitions such as tourism derived, motivational and experiential

definitions. (Du Cros & McKercher 2002, 5)

In operational definition “cultural tourism is defined by participation in any one of an
almost limitless array of activities or experiences.” (Du Cros & McKercher 2002, 5)
Motivation, purpose and experiencing are less important. Operational definition avoids
defining cultural tourism, but rather includes elements under that framework. (Du Cros
& McKercher 2002, 5) For instance, visiting museums can be cultural tourism, but it

does not define the cultural tourism itself.



In this thesis the image of Helsinki as a cultural tourism destination is studied. Motiva-
tion to travel is therefore important, but since travellers can have an opinion of the
cultural image of Helsinki even if travelling without intention to culture, motivational
definition would limit the study. In addition, travellers can have an image of Helsinki
even without participation in any of activities. Therefore the definition of Swarbrooke
combined with tourism derived motivations shall be used in this thesis. Cultural tour-
ism is consumption of process and results of the process related to wider frameworks
of tourism. That means cultural tourism can be examined for instance from the devel-

opmental or motivational side of view.

1.4  The significance of cultural tourism

According to WTTC’s latest research, “The total contribution from Travel & Tourism
to the world GDP grew by 3.0% in 2012. This was faster than growth of the world
economy as whole (2.3%), and also faster than growth of a number of broad industries
including manufacturing, financial & business services and retail.” (WTTC 2012) That
means, 1,03 billion US dollars generated by tourists in year 2012. (World Tourism Oz-
ganization 2013) From these figures the importance of tourism for the global economy
can be seen. The tourism flow has been increasing almost every year and it seems that

even the economic recession hasn’t significantly decreased it.

If we focus on cultural tourism, the issue is not that simple. The impacts of cultural
sector and cultural tourism to the economy are slightly difficult to study since the im-
pacts on the economy are often indirect. Furthermore, lack of data is an issue and
more assertions than data has been provided. (Leslie & Sigala 2005, XII; Richards
1996, 11) For instance, we can calculate the jobs the cultural tourism might have creat-
ed, but we cannot really determine how many tourists visited a certain country for only
cultural reasons. It seems that culture is partly reason in almost every decision to travel.
(Richards 2001, 4) Furthermore, culture and cultural tourism can be defined in many

ways and can be approached from different views. (Cristou 2005, 5-6)

Even though it is difficult to study and define how and which cultural activities impact

on tourism flow and income (Borowiecki & Castiglione 2012, 2) it can be seen that



cultural tourism has become increasingly important part of tourism and its economic
impacts on society are also growing. (Leslie & Sigala 2005, XII) Currently cultural tour-
ism draws more attention as an economic driver of society and interest to relationship
between culture and tourism has increased. (Borowiecki & Castiglione 2012, 2) To
support that, “the World Tourism Organization, for example, asserted that cultural
tourism accounted for 37% of global tourism. And forecast that it would grow at a rate
of 15% per year (2001)” (Richards 2001, 8) According to Du Cros & McKercher
(2002, 1), “240 million international journeys annually involve some element of cultural
tourism.” If we look at the Europe, “there is no doubt that culture is an important

tourism resource, and that maintaining the competitiveness of the European tourism

product is vital.”(Richards 1996, 11)

The cultural tourism has become so important that it is often placed on the central
stage of the urban and rural development strategies and branding programmes of dif-
ferent countries or cities (Richards 1996, 10; Richards 2001, 3) Moreover, even though
the tourism is considered to be one of the major forces to destroy cultural diversity, it
has been discovered that cultural tourism can also help to maintain the cultural differ-
ences between people due to culture travellers desire to experience different and

unique cultures. (Ivanovic 2008, 7)

From these figures the importance of cultural tourism can be seen. The sector seems
to be growing constantly and therefore it is vital for nations and cities to create and

develop cultural tourism strategies to success in attracting tourists. Moreover, as writ-
ten before, the culture seems to be part of almost every decision to travel and should

also be taken in account for that reason.

1.5 The growth of cultural tourism

There are many reasons for the growth of cultural tourism. It could be “a direct result
of the rising interest in art, culture and history, which can be explained by demograph-
ic, social and cultural changes (Freund de Klumbis & Munsters 2005, 27) The amount
of wealthy, educated senior citizens in western countries is growing and this group has

an interest in culture and history. Also there are more educated young singles and cou-



ples without children that are willing to visit cultural destinations. (Freund de Klumbis
& Munsters 2005, 27) Education raises interest in culture and as many culture travellers
are living in “experience economy’ they are searching for information to experience
the destination and are willingly learning and participating in the destination.(Gilmore
& Pine 1999, 28) Therefore, “Travel has become a means of finding personal fulfil-
ment, identity enhancement and self-expression.” (Cho & Fesenmaier 2001, 28) On
the other hand, instead of personal aspect, Leslie & Sigala (2005, 28) suggest that “An-
other relevant trend is the rising interest in local, regional and national history and cul-

ture as an expression of its own identity.”

Others argue that the growth is due to rapidly growing tourism sector during the last
decades. As the tourism flow has been increasing, so have been the choice of destina-
tions and need for new tourism attractions and forms of tourism. That has given a rea-
son and demand to develop cultural tourism attractions and destinations. (Leslie 2005,
112) According to Richards (2001, 6-7) the growing cultural tourism is not an evidence
of higher interest in culture itself. Richards (2001, 6-7) also argues that “surveys on the
degree of cultural tourism motivation among tourists also offer little support for grow-

ing interest in culture.”

The public administrations, from EU to local cities, have also impacted on cultural
tourism development. (Richards 2001, 4-5) The EU has focused on the development
of cultural tourism since the culture is seen as a vital resource that provides work and
cultural harmony within the EU. (Richards 2001, 4-5) Furthermore, there is a concern
of vanish of traditional cultures and traditions since they are replaced by the modern
lifestyle. (Richards 2001, 4-5) The local administrations, such as cities, have also started
to use culture not only to attract tourists, but also to persuade people to live and work
in that very place. (Richards 2001, 6-7) The cultural attractions are also often seen as a
local pride and prestige and success of these are determined by the amount of visitors.
This has led to growing cultural competition between cities Richards (2001, 6-7)

This phenomenon can be seen also in Helsinki, since the cultural travel and culture is
an important part of the travel strategies of the city (see chapter 5). For example, Hel-

sinki was the World Design Capital of the year 2012, cultural attractions, such as Musi-



ikkitalo and Hiljaisuuden kappeli have been built and there has been a constant debate
about the Guggenheim- museum. In addition, the marketing of the city, especially on

the internet, highlights culture.

1.6 Cultural Tourists

Since culture and cultural tourism can be defined many ways and definitions have
many meanings, so can defining cultural tourist be a bit complex. However, according
to some studies based on American travelling to Europe, cultural tourists tend to be
older, better educated and wealthier than other tourists. Moreover, they stay longer at
the destination, spend more money and participate more in activities than other tour-
ists (Du Cros & McKercher 2002, 136) On the other hand, according to some authori-
ties, these characteristics can be only adapted to American tourists, but are not reliable

for tourist from different backgrounds. (Du Cros & McKercher 2002, 130)

If we look at the purposes and motivation to travel, we can see that culture can have
different roles. To illustrate, visiting cultural attractions such as museums can be the
main reason to travel. However, culture may not be part of the travel decision at all
even though some tourist might visit cultural attractions during their visit. (Du Cros &
McKercher 2002, 139) As we can see, there are different types of cultural tourists de-
pending on their purposes and experiences. Therefore, Du Cros & McKercher (2002,
146) have categorized 5 types of cultural tourists:

1) The purposeful cultural tourist- cultural tourism is the primary motive for visit-
ing a destination, and the individual has a deep cultural experience

2) 'The sightseeing cultural tourist- cultural tourism is a primary or major reason
for visiting a destination, but the experience is shallower.

3) The serendipitous cultural tourist- a tourist, who does not travel for cultural
tourism reasons, but who, after participating, ends up having a deep cultural
tourism experience.

4) The casual cultural tourists- cultural tourism is a weak motive for visiting a des-

tination, and the resultant experience is shallow.

10



5) The incidental cultural tourist- this tourist does not travel for cultural tourism
reasons but nonetheless participates in some activities and has shallow experi-

ences.

Understanding different types of cultural tourist and their motivation is vital for mar-
keting and development of cultural tourism. As the motivation for travel alters, there
needs to be different ways to promote and highlight attractions. For instance, in this
thesis purposes to travel will be studied in relationship to the image they had before

and after the visit.
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2 Destination Image

The competition between tourist destinations has been increasing due to growing
number of tourists. In this competition the image of the destination can be the key
point of decision making and it is inevitable for the destinations to create and develop

the image in order to success in highly- competed markets.

2.1  Definition of destination image

To start with, image could be defined many ways as, for instance, it can refer to data
handling (pictures), artwork and mental representation or idea. Nevertheless, related to
the subject of this thesis, the definition of image will refer to “the general impression
that a person, organization, or product presents to the public.” (Oxforddictionaries
2015) That kind of definition is seen from the marketing side and relates image to con-

sumer behaviour (Jenkins 1999, 1)

When focusing on destination image, the common approach is to see it as a picture in
the mind. For instance, Crompton (1979, 18) defines destination image “the sum of
beliefs, ideas and impressions that person has of a destination.” Since this definition
includes only individual experiences and excludes the images a group can have of a
destination, the definition written by Lawson & Baud- Bovy seems to be more accurate
and will be used in this thesis. Lawson & Baud- Bovy (1977) define destination image
as “the expression of all objective knowledge, impressions, prejudice, imaginations, and
emotional thoughts an individual or group might have of a particular place.” These
expressions can be whether positive or negative and are often hard to change. (Ber-
zovec 2004, 115-129) In this thesis the destination image will be considered from a

cultural point of view.

2.2 The importance of destination image

The destination image is a vital part of tourism strategies and good destination image is
inevitable for success of a tourist destination. Firstly, it influences the travel decision

making of potential tourist. (Jenkins 1999, 1) Actually, destination image is “a key fac-

12



tor in the destination selection process of potential tourists.” (Di Marino 2015, 3) In
that case, the image of a destination does not need to be a true representation of the
cultural offerings of the particular area. More important is the picture a customer has in
mind. (Mayo 1975, 15) However, some studies indicate that too positive image com-
pared to the experience in destination might lead to negative evaluation of the destina-
tion. (Ross 1993) Since the image formation is a complex process (see next chapter)
with many influencing factors, the image can be considered as a push and a pull factor
to motivate people to travel for a particular destination. (Di Marino 2015, 7) Di Marino
(2015, 7) determines these factors as follow:

- Image can push people to desire to go on a vacation in a destination.

- Image, as a strategic management tool, can pull people to choose a destination.
In addition, the destination image is vital for differentiate from the main competitors.
For example, Finland and Sweden are quite similar countries, but since Sweden has
succeeded in marketing and creating better image, they been able to attract more visi-

tors.

Secondly, destination image influences the behaviour towards a destination when visit-
ing, level of satisfaction regarding the cultural experience after the trip and intention to
repeat the visit. (Di Marino 2015, 2-4; Jenkins 1999, 2) For these reasons Pike & Ryan
(2004) suggest that ’a major objective of any destination positioning strategy should be
to reinforce positive images already held by the target audience, correct negative imag-

es, or create a new image.”

As a consequence, the importance of destination image cannot be underestimated.
Since Helsinki, in my personal opinion, is fairly unknown destination for the most of
the people, enhancing the image of Helsinki would have a positive impact on the visi-
tor count. Developing the cultural image is already important part of the cultural tour-
ism strategy of Finland. In addition, focusing on smaller sections like culture, nature

and safety could make a change in the big picture.

13



2.3 Stages of destination image formatting

The stages of image formation are based on the perceptions of the tourists considering
the impacts of external and internal factors that can influence the image. These percep-
tions need to be distinguished from each other as they have different meaning. (Di Ma-

rino 2015, 4)

Di Marino (2015, 4) describes these perceptions as follows:
- Perception “a priori” is the mental construction an individual makes of a place
without having a physical connection with the place. This means that tourists
have already “visited” a place before they physically visit it.

- Perception “in situ” is a key moment in the tourists’ experience, because it
contrasts what they have imagined. Tourists never arrive with a null perception:
they have a previous image of the place that can be confirmed or not.

- Perception “a posteriori” indicates that tourists’ experience doesn’t end with
the trip, but they consume some elements in their daily life. For instance, the
role that photograph have in order to capture a moment of the trip or specific

elements of the destination

Gunn (1988) divides the formation of images in three levels: organic-, induced-, and
modified-induced level. The organic image forms internally due to actual experience or
visitation. The induced image develops due to externally received and processed in-
formation such as advertisement, news and word of mouth. The modified- induced
image is the result of the personal experience of the destination. (Jenkins 1999, 3)
Furthermore, Gunn (1988) has developed a seven-stage theory of image formatting
(see figure 2). Gunn has embedded organic image, induced image and modified-

induced image in these seven stages.
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ORGANIC IMAGE

INDUCED IMAGE

MODIFIED-INDUCED IMAGE

Figure 2. Stage-theories of destination image. Source: Jenkins, H 1999.

Moreover, some studies suggest that image formation is partly influenced by the dis-
tance from the destination. For instance, Hunt (1975) and Scott et al. (1978) claim that
people tend to visit destination close to their home more often and therefore they have
been exposed to more information through the media and other people. For that rea-

son, they have stronger and more realistic images of the destination.

Di Marino (2015, 7) summarizes all the important internal and external factors influ-

encing the individual image formatting in the following figure:
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Table | — Factors Affecting Image Formation

OUTSIDE FACTORS INSIDE FACTORS

- Natural and cultural attraction of the destination
- Political, economical and technological environment
- Quality of product and services

- Satisfaction during the travel experience

- Intermediaries

- Information at the tourism destination

- Social (word of mouth, phone calls)

- Weather

- Presence of a brand

- Media & Internet

- Marketing activities and advertising

- Posteards and travel brochures

- Movies

- Events

Geographic origin

Social and cultural environment

Character

Motivation and expectation

Personal feeling (favorable vs. unfavorable)

Perceived risks

Familiarity with a destination

Previous experience in the destination

Compared to previous travel experiences in other destinations
Lack of information

Figure 3. Factors Affecting Image Formation. Source: Di Marino, E 2015.

As conclusion, travellers create their own image of the destination from their organic
image and/or from external influences such as advertising, news and so on. Moreovet,
the image prior the visit (projected image) compared to the travel experience (pet-
ceived image) is crucial for satisfaction and evaluation of the destination. (Ross 1993)
For instance, according to Chon (1992) positive image and negative travel experience
will lead to most negative evaluation and negative image and positive travel experience
to most positive evaluation. Therefore, “the comparison between the projected image
and the perceived image by the tourist has to be efficient because it represents a critical
link.” (Andreu et al. 2000, 47-67) To illustrate, a customer finds out information of
Helsinki and its culture. If marketed right, customer gets interested and decides to visit
the country. During the visit he/she will look the city through the lenses of the image
he/she had before and will “update” and evaluate the image. After leaving the country,
the customer will whether be satisfied or unsatisfied depending on how the destination

met the expectations.
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3 Finland as a cultural tourism destination

To be able to focus on cultural tourism in Finland, we need to know and understand
the overall Finland’s Tourism Strategy. This strategy creates the base for cultural tour-
ism strategy of Finland and Helsinki city as the objectives, target groups, strengths and

weaknesses are considered.

3.1 Visit Finland- Brand

Since Finland is a small country and it is impossible to compete with marketing budget,
the country has focused on the brand of Finland. The brand of Finland consists of 4

C’s: Creative, Contrasting, Credible and Cool. (Finnish Tourist Board 2014)

The target group for marketing and brand is so called “modern humanists”- a lot trav-
elled persons that are open for new experiences and self-development. The modern
humanists appreciate quality of living and responsibility and are often wealthy. (Finnish
Tourist Board 2014) Comparing this target group to typical cultural tourists discussed
earlier in this thesis, the resemblance can be seen. For instance, education, experiencing

and wealth are common qualities.

Finnish Tourist Board (2014) has divided he target markets of Finland have been di-
vided in 3 groups:
1) Local markets and markets Finland is known as a tourism destination such as
Russia and Germany
2) Markets Finland is known as a country, but not as a tourism destination such as
Great Britain, France and Spain

3) Markets Finland is not known, such as USA, China and Japan.

The marketing of Finland has also been divided in themes and areas. The themes are
based on motives to travel and have three approaches:

1) Silence please

2) Wild & free focuses on adventures Finnish nature can offer.

3) Cultural Beat highlights the speciality of Finnish Culture.
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Silence please highlights the silence and room that Finland can offer almost every-
where whereas Wild & Free focuses on special adventures and activities in Finnish na-
ture. Cultural Beat introduces speciality and global phenomenon of Finnish culture
such as design. (Finnish Tourist Board 2014) Finland is divided in 4 areas which have
different profiles and attractions. These areas are Helsinki, Lapland, Lake-Finland and

Coastal area and archipelago. (Finnish Tourist Board 2014)

3.2 Finland’s Tourism Strategy 2020

Since the traditional industries in Finland, the forest industry and metal industry, have
faced difficulties, the country is in need of new successful industries. Following the
global trend, the tourism industry has been growing and has good growth prospects in

Finland.

“In 2007, tourism sectors employed a total of 130,500 people, generating approximate-
ly 4 billion euro in tax revenues per year, and accounting for 3.8 per cent of GDP. *
(TEM 2014) These sectors could employ 171,000 people by 2020, generating 7.5 bil-
lion euro in tax revenue and accounting for 5.1 per cent of GDP. (TEM 2014) From
these figures we can see that the tourism sectors impact on the economy of Finland is

important and will increase.

TEM (2014) has listed 4 main reasons to develop tourism in Finland Tourism Strategy
2020. These 4 reasons are:
1) Tourism is an industry with remarkable multiplicative effects on the national
economy
2) Tourism is an industry with an intense employment effect
3) Tourism brings prosperity and wellbeing to regions

4) Tourism has growth potential

Finland’s tourism strategy has been created in relation to strengths and weaknesses in
comparison to two main competitors: Sweden and Norway. In Finland’s Tourism
Strategy 2020 (Finnish Tourist Board 2014) the strengths and weaknesses are as fol-

lows:
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Strengths

- Accessibility from Russia

- Attractive tourist areas

- Diverse tourist centres
Weaknesses

- Awareness of Finland

- Accessibility

- High price levels

Based on the strengths and weaknesses, the Finland’s tourism strategy concentrates on
development of the tourism sector, enhancing Finland’s image as a tourist destination

and the general industry policy base underlying industry development. (TEM 2014)

3.3 Finland’s Cultural Tourism strategy

The global interest in cultural tourism has increased and cultural tourism is now im-
portant part of the tourism and for that reason, part of the tourism strategies. Finland’s
Cultural Tourism Strategy follows the overall tourism strategy of Finland. The Target

group is the same, modern humanists and the brand- four C’s is the base for the strate-

gy

The Finnish Tourist Board (2014) has defined the vision and mission for cultural tour-
ism in Finland. The vision is freely translated “Finland is the natural choice of modern
humanist- thanks to our culture.” The mission can be translated “By creating new ex-
periences for travellers and business opportunities for the culture- and tourism industry

we enhance sectors wellbeing and economic sustainability.”

The goals in cultural tourism have been made until 2018 and they can be divided to
financial and developmental goals. The main goal, which is financial, is to increase the
tourism income. Secondary goal is to strengthen the cultural image of Finland interna-

tionally and make culture stronger part of the brand of Finland. (Finnish Tourist Board

2014)
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The Finnish Tourist Board (2014) has also determined the strengths and weaknesses of
Finnish cultural tourism. The strengths include the interest of the target group (mod-
ern humanists) in Finnish way of living. (The Finnish Tourist Board 2014) Since the
modern humanists are the target group and the tourism strategy is based on them, this
is the most important part of the strengths and the other issues; the food culture, tech-
nology, design, the contrast between modern living and nature-based cultural heritage
and the meeting of east and west (The Finnish Tourist Board 2014) are supporting
that. Good infrastructure and safety are also strengths of Finland despite not being
directly culture or attractions. As we look at the weaknesses of Finland as a cultural
travel destination, we can see that the problems are mostly in the services and devel-
opment. Many cultural attractions have not been productized and the potential of the
cultural tourism has not been fully utilised. The reasons behind these issues are weak
networking of the companies in the tourism and culture sectors, minor marketing and
co-operation between stakeholders and insufficient customer knowledge. (The Finnish

Tourist Board 2014)

3.3.1 The Culture Finland Umbrella Programme

The Culture Finland (CF) Umbrella Programme has been created to increase cultural
tourism to and in Finland. The programme is governet by The Finnish Tourist Board
and it is divided in different counties. The objectives of the programme are to increase
cooperation between tourism- and culture operators and develop new, culturally
related tourist attractions and that way, increase the income of the tourism and culture
sector and create better services for tourists. The most important actions are to
compine tourism and culture sectors with networking and increasing the performance
of the actors by elimating the overlapping element. Identifying and highlighting local
strenghts is also one key issue. The Culture Finland Programme has created a network

team model to reach the objectives. (The Finnish Tourist Board 2014)
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4 Helsinki as a cultural tourism destination

During the year 2013 there was 3.3 million overnight stays in Helsinki of whom 53%
were international travellers. 54% of visitors were recreational travellers, 44% business
travellers and 2% came for other reasons. In the whole country, there were about 5.9
million overnight stays. (Visit Helsinki 2015) So roughly half of the tourist that visited
Finland visited Helsinki. In addition to that, 15.3 million passengers travelled through
the Helsinki Airport. As we can see from the statistics, Helsinki is the most visited city
in Finland and main destination for the most of the travellers. For that reason, market-

ing Helsinki is very important to not only the city itself but also to Finland.

4.1  Helsinki City Tourism strategy

Helsinki is marketed by Visit Helsinki and operated by Helsinki Marketing Ltd, which
is a city owned company. It focuses marketing Helsinki as a tourist and congress desti-
nation and provides information about the regions travel services. The key missions

include also strengthening the appeal of the city and promoting the development of the

travel trade. (Visit Helsinki 2015)

The vision of Visit Helsinki is divided in 4 parts: to be one of the most competitive city
destinations in the world with a strong and unique brand, to be year-round attractive
destination for leisure travel, to be the leading congress city in the Nordic region and
the best quality congress city in the Europe and to be crucial cruise destination in the

Baltic area. (Visit Helsinki 2015)

According to Visit Helsinki (2015) the mission of Helsinki’s tourism strategy is to:
- Offer tourists and local people practical information about the city, attractions,
events and travel services.
- Market Helsinki as a travel destination in cooperation with actors and compa-
nies in the travel industry in Finland and abroad.
- Market Helsinki as a convention-, - meeting and event-destination in coopera-

tion with actors and companies in the travel industry in Finland and abroad.
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- Provide information about travel services and events, publish marketing and in-
formative material and maintain the website of Visit Helsinki.

- Follow and enhance the development of tourism by means of research and sta-
tistics.

- To assure sufficient travel information during the peak seasons with additional

staff.
The goals of the strategy are to keep Helsinki the most important travel destination in
Finland and to make tourism vital part of the economy and business life and the tour-
ism is developed according the plan. In addition, the tourism income increases in Hel-
sinki region. Focusing on marketing, Helsinki will have an unified brand and it is mar-
keted as an entity, Helsinki is easily reachable and known for its events and tourism

services are high-quality. (Visit Helsinki 2015)

4.2 Cultural Tourism strategy of Helsinki city

Helsinki does not have a specific cultural tourism strategy. The city adapts the cultural
tourism strategy of Finland which is made by Visit Finland and has been discussed ear-
lier in this thesis. But if we focus on the tourism strategy as a whole and look at the
information and marketing, we can see that culture plays a major part. For instance,
Visit Helsinki has listed 12 reasons to visit Helsinki. The reasons are friendly locals,
good connections, main attractions, design, architecture, maritime appeal, nature,
events, between east and west, food culture, shopping and year-round destination.

From those 7 can be easily categorized as cultural reasons.

Food culture seems to be important part of cultural marketing of Helsinki. The website
Visit Helsinki has quite comprehensive information about restaurants, local food and
superfood that can be enjoyed in Helsinki area. In addition to that, design and architec-
ture are highlighted in combination with contrast between east and west. The differ-
ence and uniqueness of Helsinki seem to be emphasized and be one of the most im-
portant marketing keys of the city. The main attractions, which are listed as one of the

12 reasons, are historically and culturally important to Finland.
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One marketing combination seems to be local people, atmosphere and events held in
Helsinki. Visit Helsinki- webpage highlights the active cultural life and friendly locals as
one of the main attractions. The uniqueness is vital part of marketing in events and

local atmosphere.

During the year 2015, Helsinki has launched HEL YEAH! - Concept that concentrates
on marketing the urban culture and highlights especially design and food culture. The
marketing theme packs up the most interesting urban phenomenon, events and actors
for the target group of 25-40 years old international visitors. The concepts key mis-
sions are to provide new experiences represent new phenomenon and unique culture

of Helsinki, follow international trends, be active on social media and use stories in

marketing. (Alanko Annika 2015)

4.3 Information and marketing channels

Visit Helsinki- webpage is the main information and marketing channel of Helsinki city
tourism. The web page has two sections: one for tourists and one for professionals.
The professional section has been divided in 4 subsections: why Helsinki, Travel
Trade, Convention bureau and Media. The web site offers statistics, marketing material

and contact details for professionals willing to work within tourism industry in Helsin-

ki.

Nevertheless, to this thesis subject the tourism section of the web site is more vital as it
provides information for travellers and develops the image of Helsinki. This section is
divided in 4 subsections as well: come, stay and enjoy, what’s on and see and experi-
ence. First two, come and stay and enjoy focus on general information and accommo-
dation in Helsinki. What’s on and see and experience- subsections focus more on the
events, culture and activities. What’s on- subsection gives a pretty good general view of
the events happening in Helsinki. It has a searching engine that can be used to look for
specific interests in addition to highlighting special events. The web site also provides
information for sightseeing and tours, for families and cruise visitors. See and experi-

ence- subsection gives an insight on shopping, sights and attractions, activities and day-
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trips around the region. It covers the main attractions found in Helsinki as well as de-

sign and architecture and arts.

Visit Helsinki web site is well structured and information is easily reachable and de-
fined. Searching for specific events and overall cultural selection is simple and can be

done in multiple languages.

Visit Helsinki has also freshly created HEL YEAH! — web site. This site highlights ur-
ban culture of Helsinki with modern and fresh look and is clearly made for the target
group of modern humanists. It is a combination of videos and social media feeds as
Twitter and Instagram. The most unique concepts like restaurant day and cleaning day

are underlined.
The social media is also important marketing channel of the city. Visit Helsinki has

active Twitter- and Instagram accounts with thousands of followers as well as

YouTube- channel and blog.
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5 Research methodology

5.1 Overview

To start with, the research methodology and approach has to be decided. There are
two main methodologies that can be used: quantitative and qualitative.

Quantitative research can be and is often referred to as hypothesis- testing research
and following common patterns of research operations in investigating is typical. For
instance, studies start with statements of theory. From these statements research hy-
potheses are derived. After that, an experimental design or survey is created in which
the variables in question are measured while other, independent variables (alternative
explanations) are controlled. According the results and analysis, hypothesis and state-
ments of the theory are updated. (Newman & Benz 1998, 19) As a conclusion, quanti-
tative research includes “the process of collecting, analysing, interpreting, and writing

the results of the study.” Creswell 2014, 24)

Qualitative research is “an approach for exploring and understanding the meaning in-
dividuals or groups ascribe to a social or human problem.” (Creswell 2014, 4) This
method differs from quantitative as it uses collection of open-ended data, analysis of
text and representation of information in figures and tables and personal interpretation.
Qualitative research focuses on an inductive style, individual meaning and the im-

portance of rendering the complexity of a situation. (Creswell 2014, 4)

Since the purpose of this study is to investigate the image of Helsinki as cultural tour-
ism destination, quantitative method is best suitable method since it provides direct

and broad information about the overall image. In addition, the collected data can be
divided in different sections to measure which issues need to be developed in the cul-

tural tourism in Helsinki.

5.2  Population, sample and methods of data collection

A population is the total group to be studied. It consists of individuals that have com-

mon characteristics for the purposes of the research problem. The total of all popula-
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tions, the people, consumers, households, stores, or places, is called the universe. To
define the population the researcher can outline the target market for the service or
product under review. The population has to be identified before sampling in order to
define the sample. (BusinessDictionary 2012; Malhotra 2010, 370-373; McDaniel,
Gates 1998, 301)

A sample is a subgroup, a group of people, selected from a population for a certain
study. The group chosen for the sample share common features. If the sampling frame
does not include all members of the population, the results will most likely be incor-
rect. (Malhotra 2010, 368-393; Wrenn, Stevens, Loudon 2007, 25-26). Sampling meth-
ods are divided into two broad categories; nonprobability sampling and probability
sampling, which are further divided into subcategories. (Malhotra 2010, 376-393;
Schmidt 2006, 159-161, 164-168) When using probability sampling the results can be
computed to the entire population. Larger sample may guarantee a smaller sampling
error. (Malhotra 2010, 376-393; Schmidt 2006, 159-161, 164-168) Nonprobability sam-
pling is depending on the researcher’s instinct and the results cannot be reflected to the
entire population. The researcher is to decide what elements to include in the sample
and the participants are chosen for a reason. (Malhotra 2010, 376-393; Schmidt 20006,
159-161, 164-168)

In this study, the population is all the foreigners that have visited Helsinki. Since the
culture is rarely the only reason to visit a certain destination, it is more reasonable to
gather information from all the visitors. After all, they all have some kind of image of
Helsinki as a cultural destination. Sampling method to be used is probability sampling

since that will ensure the results can be computed to the entire population.

The data is collected by online- questionnaire. The questionnaire is reachable online at
www.webropolsurveys.com and it will be offered to the target group of this study via
social media and e-mail. In addition to that, data will be collected at Helsinki-Vantaa
International airports gate area on the same platform using tablet computer or paper

sheets.
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Questionnaire is a formalised set of questions for finding information from defend-
ants. Classically a questionnaire is only one part of a data-collection package and also

some reward, gift or payment is offered to respondents. (Malhotra 2010, 335)

Questionnaires have many advantages. For instance questionnaire is cheap to imple-
ment and standardised answers make it easy to collect data. Respondents have to able
to read the questions in the questionnaire so the questions must be simple and well
formulated. Questionnaire should also avoid leading or biasing questions as well as

generalisations and estimates. (Malhotra 2010, 348-349)

5.3  Validity and reliability

There are many different kinds of errors that may occur in research. For instance, ran-
dom sampling errors, systematic errors, respondent errors, nonresponse errors, data-
processing errors and sample selection errors. (Zikmund, Babin 2006, 187-190, 193-
195) In addition, the researcher cannot always rely on the honesty of the sample group.
People tend to be dishonest which can cause flaws in the result of the marketing re-
search. (Bowdery 2008, 51) Moreover, since the most of the sample group may not be
native English speakers, the questions have to be made clear and easily understandable
to avoid misunderstandings which can result to false research data. The simplicity is
not the only issue as the questions have to be formalized so that they are not mislead-

ing or cannot be interpreted in many ways.

Since the query is done by a program that automatically counts the answers, the proba-
bility of data processing error is low. A human error may occur in this case meaning
the people answering the question may not be comfortable using tablet computers and

therefore choose wrong answer by mistake.

The strength of this research is the simplicity of it. Using questionnaire will provide
direct answers and data that can be easily analysed and based on that, conclusions
made. The weaknesses are in complexity of the objective of the research. Culture can
be comprehended in many ways and that may have an impact on the answers. Equally

important, the sample needed may need to be quite wide to get reliable results. In addi-
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tion to that, people tend not to be totally honest giving the answers and might not fo-
cus on the questions. For instance, a respondent can answer without actually reading

the question or might give a better value to please the researcher.

6 Results and analysis

The data was collected at Helsinki-Vantaa airport between 8.5.2015-19.5.2015. Since
the collection of data at the airport was rather fast, social media was not used at all. In

total 103 answers was received giving somewhat sufficient sample to analyse.

6.1  Background of the respondents

From all of the respondents, 48 were female and 52 male so almost even with the gen-

ders. For that reason, we can also compare the differences between the genders.

N Percent
Woman 48 48%
Man 52 52%

Figure 3. Gender.

The respondents’ ages distributed also quite evenly. Not surprisingly, the middle- aged
were the biggest group since they tend to also travel the most due to business life and
economical wealthy. Also, the second biggest group of young adults was no surprise at

all as they are willing to travel for leisure and studies.

N Percent

15-24 21 20.39%
25-33 27 26.21%
34-49 34 33.01%
50+ 21 20.39%

Figure 4. Age.
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To support the age distribution, the most common life situation was working followed
by students. Quite small part of the respondents were retired and no significant data of

unemployed or other life situations was received.

N Percent
Working 70 68.63%
Student 20 19.61%
Retired 8 7.84%
Unemployed 3 2.94%
Other 1 0.98%

Figure 5. Life situation.

Most of the respondents were from Europe, around 70%. As a consequence, the most
reliable data that can be analysed is about the european tourists. 14 answers from
Americas and 18 from Asia will is sufficient to give a glimbse of the images they might
possess. Nevertheless, wider sample could have been needed to get more reliable
results. As the responses were gathered from total of 26 different countries, the data
covers quite wide range of nations. The most answers from one natinality were from

Germany with 22 responses followed by Japanese, USA, Sweden and Russia.

Cther: 0 I

Figure 6. Nationality by the continents.
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Over half of the respondents had visited Helsinki before. In that case, they had already
some kind of experience of the city and its culture. Therefore it is interesting to

compare how the images vary between the first time visitors and “returning’ visitors.

N Percent
Yes 52 51.49%
Mo 49 48.51%

Figure 7. Have you visited Helsinki Before.

Most of the visitors spent 2-3 days in Helsinki followed by 4-7 days or one day.
Significantly small number spent over one or two weeks in the city. That might be due

to time the data was collected as the summer holiday season had not started during

that time.
N Percent
One day 16 15.69%
2-3 days 41 40.2%
4-7 days 33 32.35%
Over one week 8 7.84%
Over two weeks 4 3.92%

Figure 8. Time spent in Helsinki

Against the expectations, the biggest group of visitors was the leisure travellers while
business travellers were the second biggest group. Surprisingly almost 10% were
travelling for cultural reasons despite the fact that the topic of the questionnaire might
have impacted on the decision of the purpose. Most common other reasons to travel

were long transfer to Europe, studies and sports.
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N Percent

Business 24 23.3%
Leisure 39 37.86%
Culture 11 10.68%

Relatives or friends 17 16.5%
Other 12 11.85%

Figure 9. Purpose for travelling.

Over half of the respondents had an average interest in culture. That kind of result was
quite expectable, but on the other hand, quite large number had a big interest in culture
while only about 11 % had only small to none interest. There was no big difference
between the genders, but between the age groups the difference could be seen. Young
adults (25-33) and eldetly people (50+) had the strongest interest in culture overall. To
bear in mind, in this case the nature of the study might have impacted on the answers.
Nevertheless, this result points out that the interest in culture is quite strong amongst

the respondents.

N Percent Age

15-24 | 25-33 | 34-49 50+
Mone 2 1.94% (N=21) | (N=27) | (N=34) | (N=21)

Small 10 9.71% None 476% | 3,7% 0% 0%
Small 4,76% | 14,81% @ 8,82% & 9,52%

Average 56 54.37%
Average | 52,38% | 40,74% | 67,65% | 52,38%
Big 35 33.98% Big 38,1% | 40,74% | 23,53% @ 38,1%
Figure 10. Interest in culture. Figure 11. Interest in culture by ages.

If we look at what kind of culture the respondents were intersted in, we can see an
interesting issue. Things that are traditonally referred to cultural or high- culture;
theatre, museums, attractions and design were not interesting. Only about "4 of the
respoders were interested in those. The only excemption was architechture with 40 %

rate.
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In contrast, people were interested in issues considering so called living culture; food,
events, music and local people. The most interesting part of the culture was food with
almost 60%. The other interest mentioned were history, language and religion. As a
conclusion, can be said that the people are most commonly more interested in the
living culture than the “high-culture”. Other issue to be found was that in general,
women seemed to be more interested in different types of culture. Also, the young (15-
24) respoders were more interested in living culture and the oldest group (50+) was

most intersted in theatre, museum and architecture.

N Percent
Design 26 25.24%
Architecture 42 40.78%
Events 42 40.78%
Food 61 59.22%
Attractions 37 35.92%
Music 58 56.31%
Sports 35 33.98%
Local Pecple 51 49.51%
Theatre 23 22.33%
Museums 34 33.01%
Something else, what 5] 5.83%

Figure 12. Interest in different types of culture.

6.2  The cultural image of Helsinki before the visit

The responses for question how much you knew about the Helsinki as a culture in
Helsinki were very interesting. As stated in this thesis, the presumption was that the
image of Helsinki as a cultural destination is non- existent and poor. Choosing the an-
swering alternatives was quite challenging as the human mind likes to avoid strong
statements in these kinds of situations. Choices very much and nothing were logical to
choose, but the in-between alternatives leave much for interpretation. For instance,
answer something is reliably easy to choose comparing to answer much if the respond-

ents is somewhere in between. It is easier to answer I know something than I know
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much. On the other hand, changing that alternative to for example a little or somewhat
would not have made any difference. In the end, to get more reliable results 5 alterna-

tives for the answer should have been implemented.

For these reasons, it is no surprise that the answer something is the most common one
with almost 50% of the responses. However, significantly big number, 27% of the re-
spondents chose the alternative nothing as only about 8% said they know very much
about culture in Helsinki. So this statistic supports the statement about the weak cul-
tural image of Helsinki. Moreover, if we focus only on the people that have not visited
Helsinki before, the results are even more negative. Almost 43% of the participants
who had not visited Helsinki before did not know anything about the culture in Hel-

sinki whereas only about 6% knew much or very much.

N Percent

Nothing 28 27.18%
Something 51 49.51%
Much 16 15.53%
Very much B 7.77%

Figure 13. The familiarity of the culture in Helsinki.

If we compare different age groups we can see some differences. The youngest group
was clearly not aware about the culture in Helsinki as almost 43% of the responses
stated that way. In contrast, the oldest group was the most familiar with the culture of
Helsinki. In addition, interesting is also that the young adults (25-33) were more famil-
iar with the culture that the middle aged (34-49). This could be explained, in my opin-
ion, by the reason that the young adults and elderly people are often more interested in
culture as a whole when comparing to teenagers and middle aged. That kind of phe-

nomenon can be seen also in the figure 11.
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Age

15-24 25-33 34-49
(N=21) (N=27) (N=34)
Nothing 42,86% 22,22% 26,47%
Something 38,1% 51,85% 55,88%
Much 19,05% 14,81% 8,82%
Very much 0% 11,11% 8,82%

Figure 14. Familiarity of the culture in Helsinki by ages.

50+

(N=21)

19,05%

47,62%

23,81%

9,52%

The most familiar part of culture was food with 41% familiarity followed by

architectures 37%. The least ones were theatre and attractions as only around 15% of

the respondents were familiar with them. The results are quite expectable. Some

interesting issues can be still seen. The familiarity of architecture was a bit unexpected

compared to design for instance. Even though Finland is said to be known for the

design, only 25% of the participants were familiar with it. If comparing the different

age groups can be seen that the phenomenon is quite similar to the situation in interest

in culture. Older people are familiar with “high culture” and youger ones of “living

culture”. Moreover, as expected, people who had visited Helsinki before were more

familiar with most of the parts of culture.

N Percent
Design 24 24.74%
Architecture 36 37.11% Design
Events 24 24.74% P -
Food 40 41.24% Events
Attractions 14 14.43% Food
Music 31 31.96% Attractions
Sports 31 31.96% Music
Local People 25 25.77% Sports
Theatre 15 15.46% Local People
Museums 19 19.59% Theatre
Something else, what? 3 3.08% Museums
Figures 15-16. Familiarity with different | Son s

kinds of culture.
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15-24
(N=19)

26,32%
36,84%
31,58%
31,58%
15,79%
26,32%
42,11%
36,84%

5,26%

5,26%

5,26%

Age
25-33 34-49 50+
(N=26)  (N=32) (N=20)
19,23% | 28,13% | 25%
23,08% | 40,63% | 50%
30,77% | 21,88% | 15%
53,85% | 37,5% | 40%
11,54% | 9,38% | 25%
34,62% | 28,13% | 40%
38,46% | 18,75% | 35%
30,77% | 15,63% | 25%
11,54% | 9,38% | 40%
15,38% | 15,63% | 45%
0% 6,25% 0%



As expected, people use internet to search for cultural offerings. In addition, word of
the mouth was very common way to get information as around 44% consulted their
friends and 17% their relatives. Surprisingly only 17% used social media for infor-
mation whereas almost 16% used other ways, most commonly guide books. No signif-

icant differences between age groups or genders were found.

N Percent

Friends 44 44.44%
Relatives 17 17.17%
Internet 58 58.59%
Advertise 3 3.03%
Social media 17 17.17%
Other, whera? 16 16.16%

Figure 17. Information sources.

How did culture of Helsinki impact on decision to travel? The presumption was,
according to earlier statistics about the familiarity of culture in Helsinki, that the culture
does not have an impact at all or only a little. As we look at the results, that
presumption was partly right. Over 25% stated that the culture did not impact on
travel decision at all and 42% that it impacted only little. So for over 70% the culture
was not one of the main reasons to visit the city. On the other hand, the culture had
quite much impacted the travel decision for more people than had not impacted at all.

Only for 6% it was very important part of decision making.

If we compare the familiarity of the culture in Helsinki and the impact of the culture
on decision to travel, interesting link can be seen. It seems that the familiarity and the
decision to travel might mostly correlate. Therefore, a tentative assumption can be
made that the more one knows about the culture in Helsinki, the more it impacts on
decision to travel. No differences were found between first time visitors and returning
visitors. The differences between the age groups were found, but not significant.
Nevertheless, it seems that for the yougers people culture plays a bit bigger role in

decision making process.
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M Percent N Percent

Mot at all 26 25.49% Nothing 28 27.18%

A little 43 42.16% Something 51 49.51%

Quite much 27 26.47% Much 16 15.53%
Very much B 5.88% Very much 8 7.77%
Figure 18. Impact on decision to travel Figure 19. The familiarity of culture.

6.3 Helsinki as a cultural travel destination

The respondents were given statements they had to agree or disagree with. The opin-
ion 5 means that the respondent strongly agrees, opinion 3 neither agrees nor disagrees

and the opinion 1 strongly disagrees.

The results of the first statement, Helsinki has a strong cultural image, are slightly con-
fusing. As discussed earlier, people have quite weak image of Helsinki as the most of
the respondents did not know much about the culture of the city and the culture did
not play a major role in decision making. Despite that, more people think that Helsinki
has a strong cultural image than that it has a weak image. About 48% of the respond-
ents agreed or strongly agreed the statement whereas only about 19% disagreed or dis-
agreed strongly with the statement. Interesting is also that the most common answer
was number 4, to agree with the statement. As a whole, the average of the responses
was 3.38 meaning that the respondents agreed slightly more than disagreed. There
might be a possibility that even the culture of Helsinki is not well known, that limited
knowledge can create at least quite strong cultural image. In addition to that, the re-
spondents had already visited the city which has already modified and altered their im-

ages to better or worse.

The case is quite similar with the second statement; Helsinki has a wide range of cul-

tural activities. The most of the people did not agree or disagree with it. Nevertheless,
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significantly more people agreed than disagreed with the statement resulting in average
of 3.45. From these numbers can be argued that people think Helsinki indeed has quite

wide range of cultural activities.

The same trend continues with the third statement; Helsinki is an unique cultural des-
tination. 38% of the people agreed with the statement and almost 12% strongly agreed.
In comparison, the exact same percent disagreed with the statement, but only about
5% strongly disagreed. The average of 3.4 argues that Helsinki has quite good reputa-
tion as a unique cultural destination. On the other hand, as one of the key marketing
strategies is to highlight uniqueness of the city, the result could be better.

The people concurred with the fourth statement; it is easy to find cultural activities in
Helsinki. About 59% agreed or agreed strongly with the statement as only 2% strongly
disagreed and 18% disagreed. The average 3.55 argues that the cultural activities are

rather easy to find.

People concurred mostly with the last statement; I would recommend Helsinki as a
cultural destination. 24, 5% strongly agreed and about 43% agreed with the statement
whereas only 9% disagreed or disagreed strongly. The average of 3.79 clearly indicates
that even though the Helsinki as a cultural destination is not well known, the people
are willing to recommend it after the visit. The overall average 3.51 also relates that the
respondents more likely agreed than disagreed with the statements and therefore, the
image of Helsinki as cultural travel destination is fairly good. However, as can also be
seen from the results, the image is still quite far away from being strong and signifi-
cantly good. Comparing the age groups, young people (15-33) tend to have most posi-
tive images of Helsinki as a cultural destination and the middle-aged the most negative

images.
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5 4 3 2 1 Total Average

Helsinki has a 13 37 33 16 4 103 3.38
strong cultural
image 12.62% 35.92% 32.04% 16.53% 3.88%
Helsinki has a wide 15 32 42 12 2 103 3.45
range of cultural N N N
ackivities 14.56% 31.07% 40.78% 11.65% 1.94%
Helsinki is an 12 38 34 12 5 101 34
unigue cultural
destination 11.88% 37.62% 33.66% 11.88% 4.95%
It is easy to find 18 42 22 18 2 102 3.55
cultural activities in N )
Helginki 17.65% 41.18% 21.57% 17.65% 1.96%
| would 25 44 24 6 4 102 3.79
recommend
Helsinki as a 24.51% 43.14% 23.53% 4.9% 3.92%

cultural destination

Total 83 193 155 63 17 511 3.51
Figure 20. Helsinki as a cultural travel destination. 5= strongly agree 3= neither agree

or disagree 1= strongly disagree.

6.4 The image of different cultural activities in Helsinki

The respondents were given statements of the different cultural activities in Helsinki
they had to agree or disagree with. The opinion 5 means that the respondent strongly
agrees, opinion 3 neither agrees nor disagrees and the opinion 1 strongly disagrees.
The first 2 statements; Helsinki is a city full of design and Helsinki has an interesting
architecture received almost similar results. That was quite expectable as they are pretty
much linked together. However, the images of the design and architecture seem to be
pretty good as about 25% of the respondents strongly agreed with the statements and
over 40% agreed whereas only 8% disagreed. Finland has been marketing the country
with design and architecture and mostly highlighting Helsinki and that kind of result
was desirable. The averages of 3.84 for design and 3.86 confirm the images fairly posi-

tive.

The statement “Helsinki has interesting museums” received more deviation. The most
of the respondents neither agreed nor disagreed with the statement. As can be seen
from the earlier statistics, the reason might be due the quite weak interest in museums
amongst the respondents. Still, almost 40% whether agreed or strongly agreed whereas
only about 18.5% disagreed. The average of 3.36 leaves a slightly positive, but nowhere

good image of museums in Helsinki.
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The results are quite similar with the statement “Helsinki is a city full of events. Most
of the people neither agreed nor disagreed. Combination of strongly agreed and agreed
reached about 43% of the responses as only 14% disagreed or strongly disagreed.
Therefore the average of 3.4 indicates that Helsinki has slightly positive image regard-
ing the events, but could be enhanced knowing the quite big amount of events held in
Helsinki. The fact this study was done in spring time might have impacted on the re-

sults in this case as the most of the events are happening during the summer months

The next two statements received the most negative images of the different cultural
activities; Helsinki has a strong nightlife and Helsinki has interesting sport events.
There was quite much deviation in the responses. The most common choice in both
statements was neither agree nor disagree consisting of almost half of the responses.
Slightly more people agreed than disagreed with the statements but the average of 3.15
for Helsinki has a strong nightlife and 3.2 for Helsinki has interesting sport events
leaves no space for good and strong image. However, considering that marketing of

Helsinki has not focused on these two issues the results are quite expectable.

The strongest images of the chosen subjects have the people and atmosphere of Hel-
sinki. 26.5% of the respondents strongly agreed with the statement “Helsinki has inter-
esting people and atmosphere.” In addition, almost 57% agreed with the statement
whereas only 4% disagreed or strongly disagreed. The average of 4.04 clearly indicates
that the images of the atmosphere and people are strong and positive. The food culture
possesses also quite positive image. The statement “Helsinki offers great food” was
agreed or strongly agreed by 60% of the respondents. The average of 3.68 confirms

that the image of food culture in Helsinki is quite positive.

The statement “Helsinki is an interesting mix of east and west” is directly adopted
from the marketing strategy of the city. Interestingly, despite the marketing efforts, the
image is not very positive. 40% neither agreed nor disagreed the statement. About 11%
strongly agreed and 31% agreed the statement whereas about 15% disagreed and 2%
strongly disagreed. Against the expectations, the average of 3.36 leaves it below the

overall average of all statements. It seems that despite the marketing and highlighting
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this speciality, people don’t see Helsinki as a meeting place of east and west. The image
of music in Helsinki does slightly better, but the average of 3.41 leaves it also below the
overall average. Nevertheless, around 46% agreed or strongly agreed with the state-

ment compared to 16% disagreement.

The overall image of different cultural activities in Helsinki is rather positive. However,
only the people and atmosphere, design and architecture have strong images whereas
nightlife, sports, museums and mixed culture have disappointing images. High num-
bers of neither agree nor disagree- answers could be explained from the eatlier statis-
tics as people don’t know much about the culture in Helsinki and therefore cannot
have strong opinions or opinions at all. Comparing the different age groups can be
seen that the younger people have more positive images of the most of the statements
the exemption being the museums. Moreover, the group of middle-aged (34-49) tend

to have most negative images of all of the statements.

5 4 3 2 1 Total Average
Helsinki s a city full 25 45 25 B o] 103 384
of design 24.27% 43.69% 24.27% 7.77% 0%
Halsinki has an 27 44 23 8 o 103 3.86
irterssting :
archilecture 26.21% 4272% 22.33% B.74% 0%
Helgink has 15 28 42 19 o 102 338
irterasting i - o A
LSAUME 14.71% 25.49% 41.18% 1B.63% 0%
Helsinki is a city full 12 < 42 13 1 a8 34
of svents 12.12% 31.31% 42 42% 13.13% 1.01%
Halginki has a k] 21 48 18 3 a8 315
strong nightife 9.08% 21.21% 48 48% 18.18% 3.03%
Helginki hag 10 24 45 18 4 a8 32
intarasting spart :
Aen 10.1% 24.24% 45 45% 1B.16% 4.04%
Helginki hag 27 58 12 4 1 102 4.04
intarasting paople ‘ . R s ‘
and atmesphare 26.4T% 56.B6% 11.76% 3.02% 0.98%
Halsinki offers 21 38 29 8 2 100 3.68
areat food 21% 39% 20% 9% 2%
Halsginki is an 12 32 41 5 2 102 336
intaresting mix of ) . . ) .
aast and wast 11.76% 3137% 40 2% 14.71% 1.86%
Halginki has a 13 32 37 14 2 98 341
slror‘g music )
ceans 13.27% 3285% 37.76% 14.28% 2.04%
Total 171 352 344 125 15 1007 3.54

Figure 21. The image of different cultural activities in Helsinki
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6.5 Information and Marketing of Helsinki

The people found quite easy to find information about cultural attractions such as mu-
seums, architecture and design in Helsinki. 22.5% strongly agreed and 47% agreed with

that statement. Only 10% disagreed and the average value of 3.81 supports that find-

ing.

The information about cultural events was not easy to find. About 19% strongly agreed
and 43.5% agreed the statement whereas almost 27% did not agree or disagree and
about 11% disagreed at some level. Nevertheless, the average of 3.68 indicates still that
the information is rather easy to find, but could be easily better. In the same manner
the information was quite easily found, people found it useful and sufficient. Almost
20% totally agreed with the statement and 49.5% agreed whereas only 6% disagreed

with it leaving the average to 3.83.

As a whole, people had pretty good impression of the quality and availability of infor-
mation. There were no big differences between genders and age groups.

5 4 3 2 1 Total Average

It is easy to find 23 48 21 9 1 102 3.81
information about
cultural attractions
such as mussums, 22.55% 47.06% 20.58% 8.B2% 0.98%
architecture and
design in Helsinki

It is easy to find 19 44 27 9 2 101 3.68
information about

e —_— 18.81% 43.56% 26.73% 8.91% 1.98%
The information 20 50 25 3] 1} 101 3.83
provided was
useful and 19.8% 49.5% 24.75% 5.94% 0%
sufficient
Total 62 142 73 24 3 304 3.78

Figure 22. Availability and quality of information.

With no surpise internet was the most common tool to search for information with
82% of the people using it. The other channels to get information were more or less
evenly used hotels and social media being the most famous ones. Only 5% received
information from the outdoor advertising which is something needs to be taken in to
consideration. 6% got the information from somewhere else, most commonly

guidebooks and university. As expected, the young people tend to use more internet
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and social media to get information whereas older people used more tourist

information centres, brocures and quide books.

N Percent

Internet a2 B2%

Social media 32 32%

Tourist information centers 31 31%

Brochures 28 2B%

Hotels 35 35%
Outdoor advertising 5 5%

Locals 30 30%
Somewhere else B 6%

Figure 23. Information channels.

Even though people most commonly used internet to get information about culture in
Helsinki and were quite satisfied with the quality of the information, the most common
answer to the question “how would you like to get more information about cultural
offerings in Helsinki” was internet with almost 58% of the respondents choosing that

one.

Mobile applications were the second tool people are willing to get information from
with over 44% of the people suggesting that. These two most highlighted tools are
followed by social media and tourism information centres with almost equal amounts
of answers. Every fifth answerer wanted to get more information by outdoor advertis-
ing and the issue is almost the same with accommodation. Only about 10% are willing

to get more information from the brochures.
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N Percent

Cutdoor advertising 24 25.26%

Brochures 10 10.53%

Social media 33 34.74%

Internet 55 57.89%

Maobile applications 42 44 .71%

Tourist information centers 32 33.68%

Accommaodation 22 23.16%
Somewhere else, whera? 1 1.05%

Figure 24. Need for information channels.

The participants were asked if the image of Helsinki as a cultural destination got better
during the visit. With most of the people, almost 59% it did. The image stayed the
same with 41% and got worse with no-one. That is somewhat unexpected, but can be
explained by two ways: as the awareness of the culture of Helsinki was quite weak, the
expectations were not high and therefore the influence was positive. In addition, peo-

ple might have been polite and did not dare to answer that the image got worse.

N Percent
It stayed the same 42 41.18%
Yes, it got better 60 58.82%
Yes, it got worse 0 D%

Figure 25. The cultural image of Helsinki after the visit.
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7 Conclusions

To start with the backgrounds, most of the visitors stayed 4-7 days in Helsinki. The

interest in culture was mostly varying from average to big and focused more on living
culture like events, locals and food whereas the interest in “high-culture”; theatre, mu-
seums etc. was low. Most of the people were middle aged and traveling for leisure, alt-

hough culture was reason for 10% of the travellers.

According the results the image of Helsinki as a cultural destination is poor as most of
the visitors did know a little to nothing about the culture in Helsinki. The situation was
even worse with the visitors who had not visited Helsinki before since almost half of
them did not know anything of the Helsinki as a cultural destination. Young adults (25-
33) and elderly people (50+) were the most familiar with Helsinki as a cultural destina-

tion.

Most of the visitors were familiar with the food and architecture of Helsinki before the
visit whereas theatre and attractions were pretty unknown. Surprisingly people were
not very familiar with the design despite marketing and overall image of Finland.
Moreover, the young people were more familiar with “living culture” and the older
people with “high-culture”. Most of the people used internet to search for information
before the visit. Significantly important was also the word of mouth. Significantly small

number found information in advertises.

One of the key findings is that the culture of Helsinki impacted on the travel decision
mainly a little or not at all. These results go almost hand in hand with the awareness of
the culture in Helsinki. So can be said, that the more people know about the culture in
Helsinki before the visit, the more they are also willing to visit for cultural reasons. In

addition, the culture plays bigger role in decision making for young people.
Although the culture in Helsinki is not well known and does not impact much on the

decision to travel, the image of culture is still quite positive. According the results,

more people think that the city has a strong cultural image than weak. More people

44



also agreed than disagreed that the city has wide range of cultural activities, it is a
unique destination and the cultural activities are easy to find. This is at some point a bit
confusing as the respondents also claimed that they mostly didn’t know much about
the city before the visit. It seems that their image of the cultural Helsinki has been en-
hanced during the visit. This also supported by the statistics as the major of the re-
spondents stated that their image of the city as a cultural destination has gotten better.
Moreover, even though the awareness of the culture is weak, the image of the Helsinki
as a cultural destination itself can be positive. Interesting issue is also that the visitors
were willing to recommend Helsinki as a cultural travel destination much more than
could have been expected from the image of the city. On the other hand, the image is
still only slightly positive and could be easily enhanced by marketing. The most positive

images were held by young people and the middle-aged had the most negative images.

The overall image of different cultural activities in Helsinki is rather positive. However,
only the people and atmosphere, design and architecture have strong images whereas
nightlife, sports, museums and mixed culture have disappointing images. The most of
the visitors avoided strong opinions about cultural activities and therefore can be as-
sumed that the awareness of these particular issues is weak.

Comparing the different age groups can be seen that the younger people have more
positive images of the most of the statements the exemption being the museums.
Moreover, the group of middle-aged (34-49) tend to have most negative images of all

of the statements.

The visitors were pretty satisfied with the information and the quality of information
regarding the cultural offerings provided during the visit. Most of the visitors looked
for information on the internet followed by accommodation and social media. The
least used channel was outdoor advertising.

According to the results, more information would be needed to add on the internet.
There is also a quite strong demand for mobile applications, better information on so-
cial media and outdoor advertising. Equally important, it seems that the information
provided in tourist information centres is insufficient as 30% would like to get more

information from there.
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To summarize, the cultural image of Helsinki is weak and therefore it also impacts only
little on decisions to travel. Despite the weak awareness of the culture in Helsinki, the
image possessed is fairly positive. The images of the activities considered as “high-
culture” are more likely to be closer to negative whereas the images of “living culture”
are usually positive. The younger people tend to have more positive image overall
whereas the older people have more positive images of the higher or more traditional
culture. The information provided during the visit is sufficient and of good quality, but
the problem lies in the marketing of the culture for the tourist who have never visited

the city. In the end, the image of the most of the visitors got better during the visit.

7.1 Recommendations and further studies

As stated before, the cultural image of Helsinki is weak, especially amongst the people
never visited the city, and needs to be enhanced. This problem is mostly due to mar-
keting as the most of the people don’t even know the existence of the city itself. With
the limited marketing resources the focus should be on internet and social media mar-
keting as they also are the most common ways to search for information about the des-
tinations. The internet and social media as a marketing channel is also important by the
reason that it can easily create phenomenon that spreads all over the world. The mar-
keting banners on the booking sites such as Momondo and Skyscanner could enhance
the awareness of the city and its culture. In addition to that, the focus could be more
on the living culture: events, food, local people and atmosphere as according to results
most of the people are more interested in them than the traditional cultural attractions
such as museums, statues and so on. This is even more important in marketing to the
youth and young adults as they tend to have the strongest interest. Moreover, the mar-
keting of culture should be embedded in or combined with other marketing such as

marketing the nature of Finland or the shopping possibilities.

Marketing the culture of Helsinki also during the visit could be enhanced by develop-
ing more and better mobile applications including cultural activities and by placing
outdoor advertising. The outdoor advertising could be for instance similar to those

used in shopping malls that you can look for the information and directions you are
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interested in. Moreover, according the results, there might be need for investigating is
the information in Tourist Information Centres sufficient regarding culture and cultur-

al activities.

Since the sample was fairly limited, the results give more a glimpse to the cultural im-
age of Helsinki and a study with wider sample could give a bit more reliable results. In
addition to that, the limited amount of respondents from outside the EU- area restrict-
ed the comparison between the visitors from EU, Asia and Americas. Because the top-
ic of this study is still very important and topical and the number of visitors from Asia
is growing, further studies focusing on the cultural image of Helsinki amongst Asian

travellers should be done in the future.
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Attachments

Attachment 1. Questionnaire in English

Helsinki as a cultural travel destination

A) Background

Gender: [ Woman [ Man

Age: [115-24 [125-33 [134-49 [150+
Nationality:
Life situation: [] Working [ Student [JRetired LI Unemployed [J Other
Have you visited Helsinki before? [] Yes [ No

How long did you stay? [1 One day []2-3 days []4-7 days [JOver one

week [1  Over two weeks

ARSI o A

7. What was your purpose for travelling to Helsinki? [| Business [ Leisure [
Culture [ Relatives or friends [] Other, what

8. Your interest in culture (theatres, sports, events, food, design etc.)? [| None
] Small
] Average L[] Big
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9. What kind of culture you are interested in? [l Design [ Architecture [
Events [l Food
] Attractions [ Music L[] Sports [JLocal People [|Theatre []Muse-

ums

[} Something else, what?

B) The cultural image of Helsinki before the visit.
1. How much did you know about the culture in Helsinki? [ | Nothing [
Something [ Much

[} Very much

2. From where did you get the information about the cultural offerings? [ ]
Friends

"I Relatives [ Internet [J Advertise [ Social media [J Other, where?

3. What kind of culture you were familiar with? [l Design [ Architecture
L] Events [
Food [ Attractions LI Music LI Sports L[] Local People L[!Theatre

[] Museums

] Something else, what?

4.Did the culture of Helsinki have an impact on your decision to travel? [
Notatall [] A little [ Quite much [ Very much

C) Helsinki as a cultural travel destination

Please choose the number that is closest to your opinion. 5 = strongly agree 3=

neither agree or disagree 1 = I strongly disagree

1. Helsinki has a strong cultural image 5432
1

2. Helsinki has a wide range of cultural activities 5432
1

3. Helsinki is an unique cultural destination 5432
1

4.1t is easy to find cultural activities in Helsinki 5432
1

5.1 would recommend Helsinki as a cultural destination 5432
1
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D) The image of different cultural activities in Helsinki
Please choose the number that is closest to your opinion. 5 = strongly agree 3=

neither agree or disagree 1 = strongly disagree

1. Helsinki is a city full of design
54321
2. Helsinki has an interesting architecture 5432
1
3. Helsinki has interesting museums 5432
1
4. Helsinki is a city full of events
54321
5. Helsinki has a strong nightlife
54321
0. Helsinki has interesting sport events 5432
1
7. Helsinki has interesting people and atmosphere 5432
1
8. Helsinki offers great food 5432
1
9. Helsinki is an interesting mix of east and west 5432
1
10. Helsinki has a strong music scene 5432
1

E) Information and marketing of Helsinki
F) Please choose the number that is closest to your opinion. 5 = strongly agree 3=
neither agree or disagree 1 = strongly disagree

1.1t is easy to find information about cultural attractions such as museums,
architecture and design in Helsinki
54321
2.1t is easy to find information about cultural events 5 4 3 2 1
3. The information provided was useful and sufficient5 4 3 2 1

Where did you get information about cultural activities while in Helsinki?
Internet [

Social media [
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Tourist information centres [
Brochures [

Hotels []

Outdoor advertising [|

Locals []

Somewhere else [

G) How would you like to get more information about cultural offerings of
Helsinki

Outdoor advertising [|
Brochures [

Social media [
Internet [

Mobile applications [

Tourist information centres [

AT Al R e

Accommodation [

H) Image and satisfaction
Did your image of Helsinki as a cultural destination change during the visit?

] It stayed the same 1 Yes, it got better [J Yes, it got worse

Attachment 2. Questionnaire in Russian

XeAbLCHHKHI KaK TOPOA KyABTYPbI

HNudopmanusa o cebe

10. IToa: xenl] myx[]
11. Bospact: 15-24 [ 25-33 [ 34- 49 [ 50+ [

12. HartmoHaABHOCTS:

13. Kusuennas nosunus: Padoral | Cryaentl] [lencnsal | bespadorasriil | Apy-
roel|

14. INocerraan An Ber pasprne Xeascnuaxu? Aall Herl |
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15.

16.

17.

18.

Ha kax aoaro el mpuesxasu? Oanu aeHb [2-3 aual] 4-7 aneiil] Boapme
HeaeAnl | boabrie AByx HeaeAbl

Leap moesaku B Xeabcunku? busuec/aeaossie aeaa [ CBoGoanoe Bpems [
Kyaptypa L

Cembs mam Apyses [ Apyroe,aro [

3aunTepecoBaHsl AU BEI B KyABTYpE (TEATp, CIIOPT, COOBITHA, €AQ, AU3ANH
utA.)? Her L] Hemnorol! Cpeanel! Ouens 3aumnTepecosas [

B kaxom BuAe kKyApTyphI Ber 3anaTepecoBaner? Ausaiin [ Apxurexrypa [
CoO0srrus L] Eaa [ PazBaeuenns [ Myssixa [l Criopt L] Mecrabie Aroan L]

Tearp [l Mysen [ Uro-To Apyroe, uror [

KyabTypHBIN NMHAK X€ABCUHKU AO BU3UTA.

5.Muoro au Ber 3maan o kyaprype Xeascuakur Huaero L] Uro-to L Ao-
BOoABHO MHOTO [ Ouenp MuOrO [

6.I'ae Bor Hammam nadopmanmro o kyastype B Xeabcunku? Apysba [ Poa-
creeraukn || Mareprerl] Pekaamal ! Commaapaas Meaunal ! Apyroe,

rae? [

7. C xakuM BHAOM KyAbTYpEL BeI yixe Obiam 3Hakombr? Ansaiia [ Apxurexk-
typa L) Cobbrrusa [ Eaa [ Pazsaeuenus [ Myssika [ Copt L] MecTaBIE
Aroan L Tearp [l Myseu' ] Yro-1o Apyroe, uro? [

8. IToBAnsaAa Am kyAbTypa XeAbcHHKN Ha Barre permenme npuexats croaa?

Coscem Her [ Hemuorol! AosoabrO MHOrol] Ouens mosamsaaol ]

XeAbCHHKHI KaK TOPOA KYABTYPBI

[Toxxaayiicra, BBIOEpHTE HOMEDP, KOTOPBIH OOABIIIE BCETO OIUCHIBacT Barrre
MHEHUE.

5 = ITOAHOCTBIO TAKOTO K€ MHEHUA 3 = He MOIY OTBETUTh | = ITOAHOCTBIO

HCCOI'AACCH

6.V XeAbCUHKHA CHABHBIN KYABTYPHBII HMIAK
54321
7.B XeabcuHKH OOABIIION BBIOOP Pa3HBIX KYABTYPHBEIX BAPHAH-
TOB,/aKTUBHUTETOB 54321

8. XeAbCHHKH YHUKAABHOE KYABTYPHOE MECTO

54321
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9. B XeAbCHHKM ACTKO HANTH Pa3BACYCHUS/ AKTHBUATETHI
54321
10. C Touku 3peHUs KYABTYPHL, I PEKOMEHAYIO XEABCHHKH KAK MECTO AAA
moesaku 5 4 3 21

I) Hmuax u pasHblie POPMBI AKTUBUTETOB B X€ABCUHKH

[Toxaayiicra, BEIOEpHUTE HOMEP, KOTOPBIH OOABIIIE BCETO OIHCHIBAET Barrre

MHEHUE.
5 = IIOAHOCTBIO TAKOTO K€ MHEHHUA 3 = HE MOIY OTBETUTh 1 = ITIOAHOCTBIO

HCCOI'AACCH

11. XeAbcrHKH, Kak TOPOA, OOraT AM3aIHOM 5432

1
12. B XeAbcuHKN HHTEpECHAA apXUTEKTYPa
54321
13. B XeAbcHHKI HHTEPECHBIE MY3€H 5432
1
14. B XeAbCHHKI MHOTO COOBITHIA
54321
15. B XeAbcuHKH XOpOITIas HOYHAsA KU3HbD
54321
16. B XeAbcHHKH XOPOIIIO pa3sBUTa My3bIKa
54321
17. B XeAbcHHKI HHTEPECHBIE CITOPTHBHBIE COOBITHA S 4 3 2 1
18. B XeAbcHHKI HHTEPECHBIE AFOAU U aTMOCdepa 5432
1
19. B XeAbcuHku BKycHas IUIa/ eAa 5432
1

. CABCHUHKH 3TO UHTC CCHbeI MHKC BOCTOKA MW 3aI1aAa
20. X T "k 5432

1

J) Hadopmanma u MapkeTHHT XeAbBCUHKH

[Toxxaayticra, BEIOepHUTE HOMEP, KOTOPBIH OOABIIIE BCEIO OIHCHIBACT Barrre

MHCHMC.
5 = HIOAHOCTBIO TAKOIO XK€ MHEHHUA 3 = HeE MOTIy OTBETHTDH 1 = moAHOCTBIO

HECOorAaCccH
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4. Aerko HaifTH HHOPMAITUIO O KYABTYPHBIX PA3BACUCHHAX, TAKHX KAK MY-
3€H, APXUTEKTYPA U AU3ANH B XE€ABCUHKHI
54321
5. Aerko uckaTh HHPOPMAITUIO O KYABTYPHEIX COOBITHAX 5432
1

6. Haiiaennas uadopmarius mosesna u oocratouna 5 4 3 2 1

I'ae Ber uckaam naopmanuro, HaXOAACh B XEAbCUHKH?

Wureprer [
Cormmanpuas MeAns [
Typucruaeckue 6ropo [
bpommyper L

Orean [

Pexaama Ha yanre L
Mecrabie Aroan [

Apyroe mecro [

F) Kaxk 661 Be1 xoTeAu y3HaBats HH(QOPMALHIO / PEKOMEHAAIMH O KyAb-

Type B XeAbCUHKH

8. Pexaama Ha yamre [

9. bpormmypsr [

10. Cormmaapnas meAus [

11. Mareprer [

12. MoOuapHbIe TIpHAOKEHHUA ||
13. Typucruaeckue 0ropo [

14. Orean [

YAOBAETBOPEHHOCTD U IIPEACTABACHHUE O X€ABCUHKH
Msmennaocek an Barmre mpeactaBaenne 0 XeAbCHHKA KaK O KYABTYPHOM I'OPO-

Ae 3a Bpems Bamrero Busnra?

Ocrarock Takum xe [ Aa, B Ayumyro cropony [l Aa, B xyArmyro

cTopony L
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