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Abstract 
 
Pihla Roivio 
Product Development and Marketing Strategy for SaimaaHoliday – The Lin-
nansaari Project 
Saimaa University of Applied Sciences 
Faculty of Tourism and Hospitality, Imatra Campus 
Degree Program of Tourism and Hospitality Management 
Thesis Supervisor; Mr Mika Tonder, Senior Lecturer, Saimaa UAS 
 
 
 
The thesis was conducted in co-operation with SaimaaHoliday Oravi. The thesis 
is a project development plan of SaimaaHolidays winter hiking trail, located in 
Linnansaari national park (located in East Finland, Oravi). The following pages 
contain the project planning methods, results, product development plan, market-
ing strategy stages and a marketing strategy.  
 
The aim of this project was to develop a service package that is adaptable to the 
seasons, and weather conditions. The objective is to develop year-round tourism 
and attract more tourist during the winter season. The result was a weekend 
package including a traditional fishing trip, outdoor cooking and many optional 
winter activities. 
 
The marketing strategy concentrated on existing customers, as well as potential 
customers. Due to the company’s wishes, special attention was given to find 
French and German markets. The aim was to find channels to reach central Eu-
ropean countries, especially France and Germany.  
 
 
 
Key words; product development, SaimaaHoliday, marketing, Linnansaari, qual-
itative, research, differentiation, market-orientation   
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1 Introduction 

 

The following thesis project was conducted in collaboration with SaimaaHoliday. 

The aim of the project was to develop the Linnansaari national park winter hiking 

trail. The second task was to create a marketing strategy for the new concept. 

The aim was to develop a more sustainable product unreliable of the weather 

conditions, and to develop steady tourism flow throughout the year. The existing 

product was customized to better suit the new market segments. The marketing 

strategy concentrated on existing customers, as well as potential customers. Due 

to the company’s wishes, special attention was given to find French and German 

markets. The aim was to find channels to reach central European countries, es-

pecially France and Germany. 

 

1.1 Justifications for the project 

 

The product development process requires the student to apply knowledge and 

skills of her field of studies. The project applies primary and secondary research. 

It combines the student’s knowledge, imagination, literature reviews and primary 

data. The project improves the student’s job opportunities in her preferred field. 

The student had an opportunity to co-operate with a tourism company. Through 

this co-operation the student has gained valuable experience on project develop-

ment, planning marketing, and conducting qualitative research. These improved 

skills, communication and team work skills will benefit the student in her future 

career. She has seen firsthand what skills are required to work in product devel-

opment, how to communicate with different people and how to work under pres-

sure.  

 

1.2 Project aims and delimitations 

 

The aim of this project is to reach new markets, increase revenue and minimize 

the effects of seasonality. The current consumers of winter products consist 

mostly of inbound and local tourists. The company aims to increase outbound 

tourism, especially from central European countries. To reach the potential new 
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markets, the marketing strategy must aid the company in finding the right time 

and channels for marketing. The aim is to maximize the visibility of the product 

and company. In return, the marketing will raise awareness and visibility of the 

region and what it has to offer. 

 

The target consumers consist of outdoor enthusiasts. The developed product 

must be adjusted to the wants and needs of the target consumers. When travel-

ing, customers are searching for unique and customized experiences. To be able 

to create a unique experience for the customer, companies must gather detailed 

information of the target consumers. With this customer orientated approach in 

the product development, the company increases the attractiveness of the prod-

uct. This in return increases the company’s opportunities to increase their sales 

and revenue, and competitiveness. 

 

Another aim of the project is to develop a product that is not dependent on the 

weather during winter season. Climate change is a worldwide problem that affects 

the tourism industry around the globe. The most drastic effects are suffered by 

nations and industries dependent on the winter season. These industries must 

adapt to the changes and develop products that are not dependent on the 

weather conditions. This development is also done to minimize seasonality and 

create steady revenue throughout the year. 

 

1.3 SaimaaHoliday 

 

SaimaaHoliday is a network created by eight family owned companies operating 

in the Savonlinna, Oravi and Rantasalmi region. The network was created in 

1999. The networks activities are focused in Linnansaari and Kolovesi national 

parks, and Savonlinna and Rantasalmi region. SaimaaHoliday`s aims are to cre-

ate sustainable tourism in the region, taking care of the environment, protection 

of the Saimaa seal, creating fellowships and co-operation between companies, 

creating exclusive and personalized customer service, and being innovative. 

SaimaaHoliday has been rewarded, in 2010, by the European Union with the 

EDEN (European Destinations of Excellence) award as an aquatic tourism desti-

nation. (Oravi Village 2018.) 
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SaimaaHoliday offers multiple winter packages to Linnansaari. These packages 

include sled rides to and from Linnansaari, snowmobile safaris, winter fishing, 

reindeer herding, snowshoe safaris, hiking and visits to the Saimaa ringed seal 

museum. The island has a kiosk and café which is open on weekends during the 

winter season. Linnansaari has a few fire places, toilets and resting spots for the 

visitors. During the winter season, Linnansaari is accessed by a marked ice route. 

The island is accessed from both Järvisydän resort in Rantasalmi and from 

Porokylä safari and renthouse in Oravi. Customers have an opportunity to pur-

chase access to the multiple cross-country skiing and ice-skating routes near the 

Linnansaari area. Equipment can be rented from both destinations, Rantasalmi 

and Oravi. The season last approximately three to four months, from November 

till February, depending on the weather and condition of the ice route. The prices 

for equipment rent and access to routes vary from three euros to 40 euros. The 

prices of the service packages vary from 50 euros to 200 euros per person, and 

from 200 euros to 500 euros per group. (Oravi Village 2018; Järvisydän 2019.) 

 

1.4 History of the region 

 

Savonlinna, Oravi and Rantasalmi are towns located in East Finland. The three 

neighbouring towns are connected by the shores of lake Saimaa, the largest lake 

in Finland. These towns are well known as beautiful lake destinations. All three 

towns offer year-round activities but suffer from a long off-season during fall and 

winter. This is partly due to the uncertainty of weather, competition of Lapland 

and outdated views of tourism. The region has a long history, traditions and beau-

tiful natural resources to be displayed. The region has many unique aspects to 

showcase. And if done right, the region has the opportunity to grow as a sustain-

able tourism destination. 

1.4.1 Savonlinna 

Savonlinna is one of the fifteen oldest towns in Finland. The long history of 

Savonlinna began when the castle Olavinlinna was built in 1475. People formed 

a settlement on the nearby island of Vääräsaari. The town was formed later on in 
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1639 with the help of Pietari Brahe. The largest economies are the wood and 

travel industry. The town is one of the oldest tourism destinations in Finland. The 

tourism industry grew during the first world war. The destination and spa of 

Savonlinna where extremely popular among the Russian travelers. The area of 

Savonlinna grew after the municipal merges of Sääming, Savonranta, Pun-

kaharju and Kerimäki during the years 1973 to 2013. In the modern day the town 

is most famous for the castle Olavinlinna, the annual Opera festival, and as the 

capital of lake Saimaa. (Savonlinna 2019.) 

1.4.2 Oravi 

Oravi arose from the Russian government’s need to build railways in the mid 

1800’s. The population increased once a factory opened in the mid-1800’s. Un-

fortunately for the people of Oravi, the factory was shut down in 1901. During the 

following years, buildings were demolished, factories where re-located, and the 

population decreased. Today Oravi is a small canal village fighting to thrive in the 

tourism industry. The village is dedicated to grow in the tourism industry through 

local companies, and with local production and products. (Behm 2015; Oravi 

2018.) 

1.4.3 Rantasalmi 

The municipality of Rantasalmi was formed in 1578. For a long part of its exist-

ence the town was a border between the Soviet Union and Sweden-Finland. This 

part of the town’s history ended with the peace of Hamina in 1809. Rantasalmi 

was also the location of Finland’s first military academy. To accommodate the 

military officers, the town built many magnificent mansions. These mansions have 

become an important part of the municipality’s cultural heritage. Today 

Rantasalmi is well known for the beautiful nature and year-round tourism supply. 

Rantasalmi is a popular destination during summer due to the fishing, boating 

and canoeing possibilities. Entrepreneurship and the tourism industry are the 

strengths of Rantasalmi. (Rantasalmi 2019.) 
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2 Product development steps 

 

Product development is defined as the further development of existing products, 

services or prototypes. Tonder (2013) stated, that the productization and product 

development process is done using seven steps or tools. These seven steps are 

idea generation, customer understanding, customer promise, concept creation, 

blueprinting, requirement specification and work instructions. This project focuses 

on the first four steps. The key behind this approach on productization and prod-

uct development is the market-oriented perspective. (Tonder 2013.)  

 

In the modern-day market, customer-orientation is of the highest priority in all 

industries. When developing products and services, the development process 

should be done with the customer’s terms in mind. Focus on customer-orientation 

is critical for successful product and service development. For a product or ser-

vice to successfully satisfy customer needs in a competitive manner, one must 

understand the needs, motives and buying behavior of the target customer. The 

key is to understand why the customer buys or does not buy a particular product 

or service. (Komppula & Boxberg 2002; Mital et al. 2008.) 

 

Differing from Tonder’s (2013) process, the first step in this project is gaining 

customer understanding. Unlike in productization where a new idea is developed, 

product development concentrates on developing an existing idea. The devel-

oped product must be capable of satisfying customers’ needs with higher success 

rates than the existing one. Seeing the company through the customers’ eyes 

offers insight to customers’ expectations, experiences, and behaviors, making 

them more tangible. Customer understanding exposes customer’s pain points, 

and intervention points that can be leveraged to increase value and deal with 

challenges in customer relationships. (Reason et al. 2015; Tonder 2013.) The 

next step is idea generation. Idea generation is defined as the ability to detect 

customer needs and demands and consider them as possible business ventures. 

The development ideas are generated from the target segment’s needs and com-

pany values. The aim is to generate a service concept that fulfills the customer 

wants, needs and values. The last two steps of this project are customer promise 
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and concept creation. The customer promise is a culmination between customer 

understanding, the developed idea and concept creation. It is the value the cus-

tomer gains from the product or service. The customer promise is the benefit, 

action and experience the company promises through the service or product. The 

concept creation is defined as a concrete action to make the promise reality. 

(Tonder 2013.) Both steps are combined in the written development plan and 

marketing strategy. The plans describe in detail the service concept, resources, 

customer segments and marketing. 

 

2.1 Primary and secondary sources 

 

This project combines primary and secondary sources of data to gain maximum 

knowledge of the project subject. Primary sources of data are original sources 

collected by the researcher. The primary data is collected through various meth-

ods; observations, conversations, qualitative and inductive research. Qualitative 

research methods rely on the documentation of words and images as the primary 

data source. However, the gathering of qualitative data does not rule out the use 

of quantitative data. The combination of quantity and quality will be present in the 

data collection. The quantitative data collection is used as a qualitative research 

method. (Saarinen-Kauppinen & Puusniekka n.d.) Inductive research aims to 

generate empirical realizations of the collected data. Secondary sources are ex-

isting data collected and compiled for another purpose. The data is used as ref-

erence, benchmarks and as a source of knowledge. The combination of using 

various sources of data contributes to the researcher’s stock of knowledge. (Ru-

ane 2016; Krishnaswami & Satyaprasad 2010.) 

 

The data sources were used for researching the existing service concept and the 

target consumers. The aim was to learn how the existing service concept should 

be improved. The second aim was to understand the motivations and buying be-

havior of the target consumers; to understand their values, needs, and buying 

behavior. The objective was to create an idea on how to combine the customers 

values and needs in the existing core product and location. 
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2.1.1 Observations 

According to the researcher’s observations and conversations the target consum-

ers value individuality and uniqueness. They are proud people, proud of their cul-

ture and lifestyle. When travelling, they want unique experiences. They enjoy so-

cial situations, but desire privacy as well. They live an active lifestyle and enjoy 

the outdoors. On their free time they look for an escape from their hectic everyday 

lives. These people are middle class couples (with no children or children who 

have reached adulthood), students, 18 to 65-year olds or families. The income of 

the consumers varies greatly.   

2.1.2 Secondary sources 

Secondary sources were used to study the outdoor activity industry and segmen-

tation. The customers of this industry can be divided into seven segments; the 

achiever, the outdoor native, the urban athlete, the aspirational core, the athlei-

sure, the sideliner and the complacent. From these seven segments the most 

valuable for this project are the achievers, the outdoor natives, the aspirational 

cores and the athleisures. The achievers are traditional outdoor consumers. They 

enjoy traditional outdoor activities, for example camping, climbing and mountain 

biking. The outdoor natives value the outdoor lifestyle. They are motivated by 

enjoyment, experiences and family-oriented leisure activities. The aspirational 

cores aspire to spend time outdoors and they have a penchant for adventure. 

They stick close to home for day-to-day activities, but they aspire to adventure 

further. The athleisures are ethnically diverse people who find an escape from 

the outdoors. They enjoy relaxing outdoor activities, for example hicking. The 

common values between these four segments are the active lifestyle, desire to 

spend time outdoors, enjoyment and experience. Sustainability and responsible 

production and products are a growing trend in the industry, and highly valued by 

the outdoor industry consumers. (Outdoor Industry Association 2015; 

Klingelhöfer 2017.) 
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2.2 Interpretations 

 

The observations combined with the secondary sources gave a wide view of the 

target consumers. The observations gave the researcher a personalized view of 

the consumers. The secondary sources provided the researcher with authorita-

tive knowledge of the outdoor consumer market. Authoritative knowledge is 

based on credentialed expertise. The combination of authoritative, common 

sense (based on personal experiences and observations) and empiric (based on 

seeing, hearing, touching, tasting, etc.) knowledge provide the researcher with a 

wide knowledge stock of customer understanding. (Ruane 2016.) 

 

 

3 Qualitative research methods 

 

The following chapter explains the qualitative research methods used in the prod-

uct development process. The following chapter describes the theory and content 

of the methods and the tools used by the researcher.  

 

3.1 Data collection 

 

An online questionnaire was conducted and forwarded to existing customers. A 

structured questionnaire was chosen for its low cost, simplicity and convenience. 

The method allows the use of large samples, it allows respondents adequate time 

to answer, and eliminates the bias of the interviewer. The questionnaire was for-

warded through the company’s Facebook page and email. This technique was 

the most cost-efficient way of gathering knowledge. The objective of the study 

was to gather data of the existing customers’ perspectives about the company 

and product. The gathered data was qualitative data. The used method was a 

combination of quantitative and qualitative research. The quantitative results 

were analyzed in a qualitative form (mentioned in chapter 2.1). The results re-

quired from the research concentrate on the quality of the answers, instead of 

quantity. The aim of the research is to understand participants perceptions of the 
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subject. The required data was behavioral variables (attitudes and opinions), or-

ganizational variables (the company’s’ performance) and territorial data (opinions 

of the region). (Krishnaswami & Satyaprasad 2010; Kothar 2004.) 

 

The chosen sampling method was convenience sampling. The sample consisted 

of the 1900 existing customers present on the SaimaaHoliday Oravi Facebook 

page. The sampling method relied on the willingness of the respondents to an-

swer the questionnaire. The sampling method was chosen due to its conven-

ience. This method enables the researcher to reach a large target audience in 

sufficient time. 

 

The questionnaire consisted of five questions. The content of these questions 

concentrated on the perceived image of the company, offered services and ex-

isting customers improvement ideas of the Linnansaari winter hiking trail. The 

questions were formatted as open-ended questions, multiple-choice questions 

and dichotomous questions. An open-ended question requires the respondent to 

supply their own answer. No pre-defined answers are given. Multiple-choice 

questions give the respondent two or more options to choose from. When asked 

a dichotomous question, the respondent is given two options to choose from (for 

example yes or no questions). (Government of Canada 2018.) 

 

3.2 Concept testing 

 

After four development ideas were formed, concept testing was used to narrow 

down the options. The concept testing was conducted using a combination of 

narrative statements and pictorials. When using narrative statements, partici-

pants are provided with written product descriptions and asked to choose their 

preferences. In pictorial testing the participants are shown pictures of the product 

for evaluation. (Kahn 2006.) The statements were presented to two groups, 10, 

170 potential customers. The aim of concept testing is to find a solution which 

meets the demand of the target market. The essential concept of permitting your 

core customers to decide the best option is that they know more about their wants 

than the company executives. (Play 2000.) 
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3.3 Brainstorming 

 

After the service concept ideas were decreased to two of the most favored op-

tions, the author and the company’s executives had a brainstorming session to 

determine the best development plan. During this meeting the team observed the 

suggested products from all perspectives and determined the most feasible and 

realistic option. Brainstorming is a technique used to generate a large number of 

ideas for problem solutions. The ground rules for effective brainstorming are fo-

cus on quantity, withholding criticism, welcoming unusual ideas, and combining 

and improving ideas. The greater number of ideas increase the chance of an 

effective solution. Withholding criticism and welcoming unusual ideas give partic-

ipants a new perspective to the problem. Combining and improving ideas encour-

ages building on the previously generated ideas. The aim of brainstorming is to 

find the most effective solution to the problem at hand. (Morrison 2016.) 

 

 

4 Results 

 

This chapter contains the results of the qualitative research. The results are an-

alyzed according to the criteria and aims of the researcher. The research was 

conducted in a market-oriented manner. The aim of the research was to gain 

qualitative data of the target segment’s perceptions of the existing product, de-

velopment ideas and preferences of the developed concepts.  

 

4.1 Questionnaire results and conclusions 

 

The questionnaire was answered by 35 people. When asked about customer sat-

isfaction, 33.3 percent were extremely satisfied, 57.6 percent claimed the service 

was good, and 9.1 percent said it was average or ok. Less than 50 percent 

(48.5%) of the participants were familiar with the Linnansaari hiking trail. The con-

tent of the fifth question required the participants to come up with development 

ideas. The answers were versatile. The questionnaire did result in a few valid 

development ideas, but not in the hoped scale.  A few of these ideas included 
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hosting or creating events, updated landmarks and kilometer marks along the 

path, better maintenance and adding kites and snowboards in the offered activi-

ties list. 

 

Some of the demerits of the questionnaire method include low return rate and 

inflexibility of the answers, as was the case in this study as well. The return rate 

was relatively low compared to the number of followers on the company’s Face-

book page. The low return rate may cause bias due to non-respondents. The 

conclusions are made based on the answers of 35 people, instead of the 1900. 

The non-respondents’ opinions and characteristics may differ from the respond-

ents. This may cause errors in the collected data. However, the small sample of 

respondents gave a deeper view of the attitudes and opinions of the consumers. 

The responses provided the company with valuable improvement ideas. These 

relatively small improvements could enhance the existing customers’ experi-

ences. On the product development perspective, the questionnaire did not pro-

vide as much valid information as was hoped. The answers provided solutions 

for modest details, but not the broader view. Also, the question of reliability and 

bias stands. The possible errors could result from the low response rate and non-

replicability of the research. The answers may change with time due to the chang-

ing attitudes of the respondents. 

 

4.2 Narrative statements and pictorials’ results and conclusions 

 

Four different service packages were described and the participants were asked 

to choose their preference. The first option was a traditional fishing trip, open fire 

dining, and local food and drinks. The second option was a weekend long snow 

kiting course. The third option was an activity weekend filled with action; cross 

country skiing, hiking, moonlight hiking, snow shoe safari and snow kiting. The 

fourth option was an activity designed for the whole family. The activity was 

named Nooa the Seal’s Treasure Hunt. In this activity technology and the out-

doors are combined for an amusing learning experience. The children would use 

an application to answer questions leading them to clues. When found, the code 

of the clue would be scanned to gain access to more questions. The application 
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would include a small game and stories about the region and Nooa the Saimaa 

ringed seal. The aim of this package would be to create a brand for the region. 

 

As is the demerit of all survey methods, the response rate and inflexibility affected 

the results of the statements as well. The ratio of answers to the number of par-

ticipants was low. From 10,170 potential respondents, only 168 answers were 

given. The two most favored options were the traditional fishing trip and the ac-

tivity weekend. The survey channels and respondents’ characteristics differed 

greatly. The values, culture and opinions of the respondents were different in 

each group. These cultural differences in opinion were present in the results (Fig-

ure 1.). The respondents of central European countries preferred the traditional 

fishing trip, with food and culture. The respondents of the Finnish population were 

more enthusiastic of the winter activity weekend. These differences result in the 

improving or combining of the product ideas. Narrowing down the segmentation 

should also be considered. 

 

 

Figure 1. Concept testing results 

 

4.3 Brainstorming results 

 

After reviewing the two options, the company executives, together with the stu-

dent, decided on the final development plan. The final service package is a com-

bination of the two customer favorites.  The key factors of this decision were the 

cultural differences within the customer segment, and the company’s wishes to 

gain new customers while strengthening the bond with the existing customers. 

This combination of service packages is an attempt to fulfill the need of all parties. 
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The developed product will be produced by local companies and products. The 

snow kiting activity was eliminated from the product list due to the lack of profes-

sionals in the region.  

 

 

5 Philosophy of same, same but different 

 

The term same, same but different is an expression from Thai English, which 

means something is similar, but different in some ways (Kravanja 2011). The term 

is commonly used by street vendors, in South East Asian countries, in attempt to 

convince tourists that their product is different from the next stall. This strategy is 

called a differentiation strategy. The strategy is based on convincing customers 

that a tourism product or service is superior and different to that offered by com-

petitors. This concept of differentiation is directly linked to product development 

and product diversification. (ACEEPT 2018.)  

 

The main challenge facing the global tourism industry is the development of prod-

ucts that are unique amongst others. Porter (1985) defined three strategies to 

differentiate a company from its competitors; cost leadership, differentiation and 

focus. This project concentrates on differentiation. Differentiation strategy fo-

cuses on creating uniquely desirable products and services. Differentiation is de-

scribed as the process of distinguishing a product or service from competitors. 

The aim is to make the product or service more attractive to a particular target 

group. (Kotler & Keller 2012.) Tourism companies and destinations implement 

the differentiation strategy to create and exploit differences between their prod-

ucts and competitors’ products. The use of the differentiation strategy leads to a 

competitive advantage if the target market perceives the difference of the product 

and create a preference for it. (Yang 2010.) 

 

The differentiation strategy will be implemented throughout the product develop-

ment and marketing strategy processes. The product development concentrates 

on showcasing the uniqueness and history of the region. The service package 

will include elements of traditionality and local products. The marketing strategy 
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aims to showcase these unique elements as much as possible. The sales 

speech, pictures and product descriptions will concentrate on highlighting the lo-

cal products, traditions and uniqueness.  

 

 

6 Product Development Plan 

 

The following chapter contains the detailed description of the new service pack-

age. The new concept was developed based on the target segment’s prefer-

ences. The company values of sustainability, local production and environmental 

protection were respected throughout the process. These values are an important 

aspect of the developed service package. The developed concept is described in 

detail below.  

 

6.1 The action weekend package (Elämysviikonloppu) 

 

The new service package will fully exploit the current resources of the company. 

The service package is a three-day adventure. The service includes two nights in 

the Porokylä safaris hotel (including breakfast), a traditional fishing trip and out-

door dining experience, evening sauna, equipment rent and an opportunity to 

enjoy multiple winter activities; cross-country skiing, ice skating, snowshoe safari, 

hiking and sled sliding. Each hotel room is equipped with a small kitchen, kitchen 

appliances, dishes, beds and linen, shower, toilet, hairdryer, TV, internet connec-

tion and a cabinet for drying clothes. The restaurant will be opened for customers 

on the second evening of the stay, for an additional cost.  

 

The core product of this service package is the fishing and dining experience. 

The advantage of this concept is the adaptability to the weather or season. The 

guided fishing tour can be done by boat or snowmobile and sled. The activities 

can also be adjusted or changed according to season and condition of the ice 

route.  For example, during the fall season a boat could be used as a transport 

vehicle to Linnansaari and the fishing location. Instead of cross-country skiing, 
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ice skating and sled sliding, the customers could participate in stand-up paddling 

(SUP), fat biking or moonlight hiking. 

6.1.1 Seine fishing (nuottakalastus) 

In history, fishing was the main trade of Finland. Housing was set up near lakes 

and moved according to the fishing cycle. Seine fishing is a method of encircling 

large herds of fish. This tradition turned from self-sufficient fishing to the most 

important professional fishing method. Seine fishing has a long history in the re-

gion of East Finland. Fishing is an important trade in the region and practiced by 

many professionals. (Kalastusmuseo 2019.) Forming a tourism product from this 

trade benefits the fishermen and the company. This product benefits both parties 

financially, creates co-operation and promotes local produce. 

6.1.2 Customer promise 

During the action weekend the customers are given the opportunity to experience 

local culture. They will witness a different side to Finland and experience the 

uniqueness of the region. The weekend offers a perfect getaway from the hectic 

day-to-day life. The customers will learn about the local culture, meet new people 

and experience local delicacies. The service package showcases the beautiful 

nature and character of Lake Saimaa. The customers will experience the beauty 

of the surrounding nature and benefits of outdoor activities in a fun and unique 

way. 

 

6.2 Dimensions of service 

 

The service concept is divided into three different groups. These dimensions de-

scribe the physical, functional and symbolic dimensions of the service package. 

The physical dimensions describe the environmental and material aspects of the 

product. The functional dimension is the customer path and service content. The 

symbolic dimensions are the value, experience and meaning the customers gain 

from the service. (Tonder 2013.) 
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6.2.1 The physical dimensions 

The physical dimensions of this service package include the place of implemen-

tation, the hotel providing housing for customers, the equipment for fishing and 

activities. The physical dimensions of the service are the Linnansaari area and 

Porokylä. The equipment required to implement the service package are skis, ice 

skates, snow shoes, sleds, snowmobiles (or boat), fishing nets, fire wood and 

appliances for open fire cooking.  

6.2.2 The functional dimensions 

The service provider’s first responsibility is to ensure the high quality of the ser-

vice from the moment the customer arrives to the moment they leave. The rela-

tionship with the customer begins much earlier. The company begins to form the 

relationship through marketing and continues to strengthen it after the customer 

leaves the hotel. Ensuring good communication through the booking, arriving, 

visiting and departure creates customer loyalty and create a positive image of the 

company. 

 

On the morning of the arrival, after checking into the hotel rooms, the customers 

have the opportunity for a cross-country skiing and/or hiking and sled sliding trip. 

For an additional price the customer may buy a tour guide and lunch packages. 

After the active day, the customers may enjoy the sauna in the evening. On the 

second morning the guests will depart for the guided fishing expedition. On this 

trip the customers will experience a traditional way of gathering food. They will 

experience a piece of history, something unique. After the learning experience, 

the customers will enjoy an open fire lunch prepared from the fresh produce. On 

the third morning the customers can experience a snowshoe safari or an ice-

skating trip (a guide and/or lunch package for added price).  In the evening the 

customers will checkout of the hotel and begin the journey home.  

6.2.3 The symbolic dimensions 

The customer expects to have a relaxing, social experience far from the hectic 

day-to-day life. They expect to experience something unique and local while 
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learning new skills. In order to exceed these expectations, the company and em-

ployees must ensure high quality customer service. By offering something extra, 

the customer will feel cared for and welcome.  

 

The nature and region are beautiful, but unknown to many. The customers may 

have prejudices about the quality of the area and service. To change the preju-

dice to positive, the facilities, equipment, food and beverage, as well as the ser-

vice have to showcase the values and benefits of the destination. 

 

6.3 Service process 

6.3.1 Primary inputs 

The primary resources required to implement the service are equipment suppli-

ers, produce suppliers, guides and employees. The co-operation between local 

fishermen and companies are essential to the service concept. The co-operative 

individuals supply the fishing equipment, knowledge and fish. The employees and 

guides are in direct contact with the customers. They ensure the quality of the 

service and satisfaction of the customers. The equipment suppliers supply the 

company with the needed equipment and knowledge of maintaining them. 

6.3.2 Intermediate inputs 

The facilities used to implement the service are the Porokylä restaurant and shop, 

hotel, sauna facilities, Linnansaari national park and ice routes (Lake Saimaa). 

The quality of these facilities has a direct effect on the customer experience. Eas-

ily accessible routes and clean facilities give a good impression of the company 

and its services. The poor condition of the Linnansaari hiking trails, ice route or 

route markings cause possible safety hazards. By clear markings along the 

routes, clear instructions and proper guidance, the risk of a customer falling into 

the ice, getting lost or injured is minimized. Each facility must have safety instruc-

tions, and an emergency plan in case of accidents along the Linnansaari route. 
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6.3.3 Intermediate outputs 

The services combined in the service package include the equipment rent, hos-

pitality services, guided tour (or tours) and customer service. Each individual ser-

vice is combined under one fixed price. This provides the customer with a con-

venient option of booking one package. Instead of searching for each element of 

a weekend holiday separately, the customers have the easy option of a package 

holiday. The service package concept provides a stress-free option for busy peo-

ple. 

6.3.4 Final outputs 

The service package provides the customers with a unique learning experience. 

They experience new culture that showcases the unique traditional aspect of 

Eastern Finland. The service fulfills the need for socialization, relaxation, the out-

door adventure and culture. 

 

6.4 Budget 

 

The budget is calculated according to the assumption that the company needs to 

obtain all the elements of the service package themselves. The cost for one large 

seine fishing net is approximately 4,300 euros. A snowmobile’s average petrol 

consumption is 15 to 25 liters per 100 kilometers. The price of petrol is approxi-

mately 1.5 euros per liter. The distance from Oravi to Linnansaari by the ice route 

is six kilometers. The journey there and back will cost approximately 4.5 euros. 

The average salary of an employee is 11 euros per hour. The cost of one em-

ployee working eight hours for three days is approximately 300 euros. If the com-

pany employs eight employees for the weekend, it will cost 2,400 euros. Other 

costs include food and beverage expenses, cleaning and maintenance.  The ini-

tial costs of implementing the service package are approximately 8,000 euros. 

The costs of replicating the service package lower rapidly. The seine fishing 

equipment is a onetime investment. 
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6.5 Pricing strategy 

 

When choosing the price and pricing strategy the costs of production and distri-

bution, competitors’ offerings, and characteristics of the target market must be 

observed. Ideally the company would break even after the sixth run of the service 

package. If the product is sold to three groups of ten customers, the production 

cost per customer is 130 euros. The company must keep in mind the buying be-

havior of the consumers. The target market consists of different groups of buyers; 

the subsistence buyers, selective buyers, and convenience buyers. The subsist-

ence consumers purchase low-priced items, even if it costs them quality or ben-

efits. On the other hand, selective consumers value quality above other consid-

erations. Convenience consumers prioritize quick, convenient impulse purchases 

above brand or quality. The differences between these groups require the com-

pany to set an affordable price, while displaying the quality of the service. (Lopez 

2014.) 

 

The pricing strategy is a combination of market penetration and psychology pric-

ing. The aim of market penetration is to attract consumers with lower prices than 

competitors. In some cases, this may result in loss of income during the first sales. 

But due to the resources of the company, the risk is minimized.  The goal of 

psychology pricing is to increase demand by creating an illusion of enhanced 

value for the consumer. The average consumer concentrates on the first number 

of the price. For example, if the price is set at 299 euros instead of 300, the con-

sumer perceives the product to be cheaper, but without the loss of quality. Com-

bining these pricing strategies with price elasticity will help determine the price 

point to maximize revenue. (Maguire 2019.) 

 

6.6 Target market 

 

The target market consists of versatile characters. The individuals have different 

incomes, daily routines and lifestyles. The combining characteristics are im-

portance of health, socialization, importance of social media, active lifestyle and 

the love for the outdoors. They aspire to experience new cultures and learn new 

things. These individuals enjoy different activities and sports, but they all aspire 
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to spend more time outdoors. Socialization, quality time with family and friends 

are important values for these individuals. When travelling, the individuals value 

unique experiences, quality services and the social aspects. Money is always an 

important factor when choosing a destination. The limited funds of some individ-

uals, and importance of money for others, limits the list of expensive destinations. 

The versatility of this target market is displayed in the two examples below. 

6.6.1 Example 1 

The first example customers are Thomas and Martha Lewis. They are a middle-

aged couple living in Wales. Thomas works as an engineer in a global firm and 

Martha works in marketing. They have two adult children. In their spare time 

Thomas and Martha want to escape their hectic business lives. They enjoy hiking, 

walks with their Labrador Lulu, camping and travelling. They aspire to be active 

on their holidays. They have travelled across Europe to hike in multiple destina-

tions. They value quality in equipment, services and facilities. Thomas and Mar-

tha follow travel blogs, they both are active in social media (Instagram, LinkedIn, 

Facebook) and they follow the news regularly. Martha and Thomas are young at 

heart and aspire to keep up with the millennials.  

6.6.2 Example 2 

Anna Klemizh is a 25-year-old university student from Germany. She studies eco-

nomical engineering. She values sustainability and ecological solutions in her 

day-to-day life and when travelling. She enjoys hiking, camping, travelling, meet-

ing new people and socializing. She aspires to visit all the European countries 

and learn about the local cultures. As a student her funds are limited. She works 

part- time in a restaurant to save money for her travels. Social media plays a huge 

role in her day-to-day life. She uses social media platforms to follow travel blogs, 

find jobs and to keep in contact with friends and family. She is active in multiple 

social media platforms including Instagram, Facebook, LinkedIn, Twitter and 

Snapchat.  
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7 Marketing strategy stage 

 

The first phase of marketing strategy development is analyzing the market and 

industry. This process is described as a situation analysis. The aim is to identify 

the starting point and the conditions that are present in the current state. The 

process begins by analyzing the industry, the market and competition. The as-

sessment of the market, competition and industry will be done using benchmark-

ing and observations. To gather a wide view of the market and industry, a macro 

view of the market will help identify the job that consumers need done. (Randazzo 

2014.) 

 

7.1 Benchmarking 

 

Benchmarking is a technique used for product and quality development. This 

technique can also be used for marketing purposes. Benchmarking is used to 

compare a company’s performance to its competitors. The purpose of bench-

marking is to gather information and knowledge of competing companies and 

apply this knowledge to develop the operations of the base company. In this pro-

ject benchmarking was used to determine how the competitors in Finland have 

marketed their products in the European market, and what the competitors offer. 

Benchmarking is an efficient way of finding key information. It is a simple yet time 

consuming technique which can lead to new channels and ideas. (Komppula & 

Boxberg 2002.) There are two primary forms of benchmarking, internal and ex-

ternal benchmarking. Internal benchmarking focuses on comparisons from prac-

tices and performances of teams, individuals and groups within an organization. 

External benchmarking concentrates on observing the processes of competing 

organizations. The thesis concentrates on external benchmarking. (Reddy 2016.)  

 

The biggest competitors of SaimaaHoliday are located in South Karelia and Lap-

land. To reach a valid assessment, five of the most successful companies where 

evaluated; Ylläs, Levi, Holiday Club and Kakslauttanen. All the compared com-

panies use a multichannel marketing strategy. The importance of social media 

marketing is seen in each example. The most common channels used are 
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YouTube, Facebook, Instagram and Twitter. The most common languages used 

are Finnish, English and Russian. The advantage of the competing companies 

are their frequent updates, resources and use of multiple languages. All the com-

peting companies value a vision driven strategy. They concentrate on displaying 

their natural resources, company values and character with each uploaded mar-

keting material. After the largest competitors are assessed, the market will be 

observed, and a SWOT analysis conducted. The SWOT analysis identifies the 

strengths, weaknesses, opportunities, and threats of the product compared to 

competitors and the market.  

 

7.2 Global consumer trends 

 

Trends are changing and evolving endlessly. Trends affect all industries and con-

sumer behavior. The consumer landscape will evolve like never before, driven by 

themes of wellness, individuality, ecology and connectivity. The trends most valid 

to the tourism industry include individuality, challenging once self, environmental 

awareness, and social media. Consumers are becoming more aware of their dig-

ital persona, which they must grow and nurture as much as the physical one. 

Everyone is fighting for attention, promoting critical thinking and nobody is safe 

from scrutiny and backlash. The importance of social media strategies is growing 

rapidly. Training employees about company morals and etiquette is crucial for 

handling sensitive issues. Consumers are driven to be individual and challenge 

themselves, to reach new heights and uncover new passions. Consumers are 

showcasing their passions in an engaging and inspiring manner. With the growing 

knowledge of the effects humankind have on the environment, consumers have 

begun to review their own behaviors to prevent pollution. Many consumers are 

unaware of how or where to begin. Companies must create initiatives and incen-

tives to guide the consumers to more ecologically friendly habits. (Mintel 2019.) 

 

7.3 SWOT 

 

Compared to the competitors and the Finnish tourism market, the service pack-

age offers a new and unique way of combining services. The service package 
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combines the physical and psychological experiences of travelling. The custom-

ers gain knowledge, unique experiences and tastes under one price. The service 

highlights an ecological solution of production. Majority of the service elements 

are locally produced. The service package is in touch with the target consumers’ 

values and wants. Above all the highest strength and opportunity of the service 

is its adaptability. Components of the service package can be changed to adapt 

to customer’s needs, season and weather conditions. The service is not reliant 

on a certain season, target consumer or vastly changing winter conditions. 

 

The primary weakness of the service is the ease of duplication. Many of the com-

peting companies have the resources and funds to duplicate the service. These 

companies have a significantly higher economic status than SaimaaHoliday. The 

threat of the possible duplications is the higher quality, extensive marketing and 

added value compared to the original service. SaimaaHoliday is a relatively small 

and unknown company in a sea of larger and well branded companies. In the 

beginning, the company can afford to offer lower prices than competitors. But 

price competitiveness is not a long-term solution. Creating a brandlike value of 

the offered products and developing customer relationships will increase the 

knowledge of the company. Good word of mouth, especially in social media will 

go a long way. Companies around the globe offer similar experiences, and the 

challenge is to stand out. The company and product must be able to offer some-

thing unique to compete.  

 

One threat and an opportunity of the service package are the vastly changing 

trends and industry. Consumer trends change rapidly and affect the attitude of 

the consumers. To change the threat into an opportunity, the marketing and out-

put of the service must concentrate on the long-term trends, for example eco-

friendly aspects. The concentration of any product or service should be to fulfill 

the customer’s wants, needs and values. Due to the adaptability of the service 

package, the company can change components to adapt to the changing market. 

Another threat or weakness of the service may be its short lifespan. The chal-

lenge is to attract the consumers to return and buy the same service time and 
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time again. This threat could also be changed into an opportunity by offering ex-

isting customers forms of adapting the service. The customer value must always 

be present in the service package.  

 

 

8 Marketing strategy 

 

The marketing strategy concentrates on promoting the developed service pack-

age. The aim of the strategy is to reach a wide market of new and existing con-

sumers. The company aim is to attract more tourists from central European coun-

tries. Due to the company’s request, extra attention was given to finding the right 

channels to reach French and German consumers. The strategy concentrates on 

three segments; the target consumers, French markets and German markets.  

 

8.1 Multichannel marketing 

 

Multichannel marketing refers to the practice of using a combination of direct and 

indirect communication channels. These channels include websites, email, social 

media and direct mail. Consumers today have much more control over how and 

where they want to gain information, as well as the buying process. As the num-

ber of channels continues to rise, the importance of multichannel marketing be-

comes more critical. In addition to choosing the right channels, the consumers 

must be attentive, receptive and willing to act to the given message. The market-

ing message must speak volumes. The message must showcase the company 

values, consumer values, and value of the product. To gain maximum visibility 

for campaigns, the company must constantly develop and coordinate highly or-

chestrated micro-campaigns using multiple channels simultaneously. These 

highly orchestrated campaigns must be orchestrated in a meaningful and trust-

worthy way for the consumer. Three success factors in applying a multichannel 

strategy are creating and maintaining a single view of the customer throughout 

the used channels, establishing a multichannel platform, and creating customer 

experiences. The creation of a multichannel platform requires the company to 
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have campaign management, analytics, execution, response attribution and dig-

ital marketing. The advantages of a multichannel platform are the integration of 

traditional and emerging channels, and simplification of executing cross-channel 

campaigns. (SAS 2019.) 

8.1.1 Channels 

For ecological and economic reasons, the marketing is not done through printed 

material. The chosen channels include Facebook, Instagram, YouTube, email 

and webpages. The company’s existing Facebook platform should be updated in 

Finnish and English to attract the outbound tourists. An Instagram platform should 

be installed to enable communication between the existing and potential custom-

ers using the channel. The consumers shared photos and experiences create 

additional marketing for the company. The visibility gained by these shared pho-

tos attract potential buyers, if the channel is linked to the company website. The 

existing YouTube channel should be updated with new promotional videos. The 

content should concentrate on promoting the new product, and other winter ac-

tivities. Ideally the channel would be frequently updated with videos promoting 

products, services and the company. To gain maximum visibility through the 

YouTube channel, the company has the option of co-operating with popular vlog-

gers. By inviting the vloggers to visit, experience and share their experiences of 

the company and services, the company gains viewers in a much larger scale 

than through any other channel. 

 

The multichannel strategy uses a combination of websites. The company’s own 

webpage is the most important channel. The webpage should be updated fre-

quently and translated to French and German. Visit Finland webpage provides 

an international platform and wide visibility. Some potential webpages to reach 

the German market include KLOOK.com and german-hikers.com. These chan-

nels appeal to the target consumers and provide an entrance to the new market. 

The potential channels for reaching the French market include KLOOK.com and 

a French webpage called Voyageons-autrement.com. The marketing material for 

both new markets should include photos, product descriptions and promotional 

videos. The destination could be promoted through the movie of Lake Saimaa or 
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the company’s own promotional videos. The French prefer to use their own lan-

guage above all, and this should be considered when approaching the French 

market.  

8.1.2 Marketing message 

The marketing message must be short, easily understood, and highlight the val-

ues of the service. The message must speak volumes. The uniqueness of the 

nature, characteristics of the area and the service are the key points of the mar-

keting message. The aim of the message is to attract customers to buy the prod-

uct. This aim is achieved by showcasing customer understanding. The marketing 

message provides a solution to the customers problem. In this case the problem 

is stress, lack of free time, need to travel and educate oneself. The message must 

differentiate the company from its competitors and communicate these differ-

ences. The differences must be perceived as value to the customer. The mes-

sage must explain what the customer gains from the product, instead of what the 

product is.   

8.1.3 Schedule 

The holiday seasons in German, France and Finland are simultaneous and over-

lapping each other. The best times to promote a winter service package to these 

market segments are from the beginning of October to the end of December, in 

February, and Easter. The Autumn holidays in Germany and France are held 

from the middle of October till the end of November. The winter holidays in all 

three countries are held from the beginning of February to the middle of March. 

Easter and Christmas are religious holidays and held simultaneously around the 

globe. The holiday seasons are an excellent opportunity to attract families and 

students. The marketing should be consistent throughout the winter season. 

Some potential consumers prefer to travel after the holidays or in between to 

avoid crowds. The early bird marketing should be implied during the end of sum-

mer. By offering a lower price for early bookings the company gains confirmed 

bookings (and revenue) for the next season. (Studying in Germany 2019; Expat-

ica 2019; Public Holidays 2019.) 
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8.2 Expenses 

 

Social media marketing is an ecologically as well as economically friendly mar-

keting option. No costs are associated with creating, uploading and maintaining 

social media platforms. The marketing costs consist of co-operations with foreign 

internet companies, professional marketing footage (for example promotional vid-

eos and pictures) and maintaining the company website. The costs of filming one 

advert are from 500 to 1,000 euros, when locally sourced. The co-operation and 

maintenance of webpages vary from monthly fees of 10 euros to 500 euros. The 

maximum monthly expenses are 1,500 euros.  

 

 

9 Conclusions 

 

The product development process was done using a market-oriented approach. 

The focus of the project was to create a product according to the target segment’s 

wishes and preferences. The aim was to find a gab in the market that needed 

filling. The objective of the qualitative research was to gain knowledge of the con-

sumers wants, characteristics and perceptions. The new service concept was 

created from the two most preferred options of the targeted segments. The suc-

cess and popularity of the product can not be determined at this time. The full 

extent of the service concept may be determined after one year of replication. 

 

The marketing strategy was done using a market-orientated approach and a dif-

ferentiation strategy. The aim of the marketing strategy was to find the right chan-

nels and maximizing visibility. The marketing message focuses on displaying the 

customers’ values, company values, and the benefits for the customer. The mar-

keting message aims to highlight the uniqueness of the product and region, as 

well as differentiating it from similar concepts. The success of the strategy can be 

measured by the rising visitors’ numbers and raise in revenue after the first year 

of sales.  

 

 



 
   

32 

10 References 

 

ACEEPT. 2018. https://aceept.jimdo.com/aceept-2018-germany/theme-pre-and-

main-tasks/ Accessed 19th November 2018 

 

Behm, P. 2015. Idyllinen Oravin kanavakylä. http://www.parasta-

saimaalla.com/ihana-idyllinen-oravin-kanavakyla/ Accessed 9th January 2019 

 

Expatica. 2019. French holidays: French national holidays and important dates 

2019. https://www.expatica.com/fr/about/culture-history/french-holidays-french-

national-holidays-and-important-dates-2018-103612/ Accessed 2nd April 2019 

 

Government of Canada. 2018. https://canadabusiness.ca/business-plan-

ning/market-research-and-statistics/conducting-market-research/types-of-sur-

vey-questions/ Accessed 8th February 2019 

 

Järvisydän. 2019. Hotel and Spa Resort Järvisydän. https://www.jar-

visydan.com/fi Accessed 20th March 2019 

 

Kalastusmuseo. 2019. Kalastuksen historia. http://www.kalastusmuseo.fi/kalas-

tuksenhistoriaa/historiaa.html Accessed 20th March 2019 

 

Kahn, K.B. 2006. New Product Forecasting: An Applied Approach. Armonk M.E. 

Sharpe, Inc. 

 

Klingelhöfer C. 2017. The Outdoor Industry is Changing; Jack Wolfskin, Deuter 

and Others Analyze the Market. https://www.ispo.com/en/mar-

kets/id_79707992/the-outdoor-industry-is-changing-analyzed-by-5-big-play-

ers.html Accessed 13th February 2019 

 

Komppula, R. & Boxberg, M. 2002. Matkailuyrityksen Tuotekehitys. Helsinki 

 



 
   

33 

Kothari, C.R. 2004. Research Methodology; Methods and Techniques. New 

Delhi: New Age International Ltd 

 

Kotler, P. & Keller, K.L. 2012. Marketing Management. New Jersey 

 

Kravanja, B. 2011. Same Same, but Different: An inquiry into paradise imagery 

of tourism industry and tourist practices. EthnoAntrophoZoom. 

 

Krishnaswami, O.R. & Satyaprasad, B.G. 2010. Business Research Methods. 

New Delhi Himalaya Publishing House 

 

Lopez, S. 2014. Value-based Marketing Strategy; Pricing and Costs for Relation-

ship Marketing. Malaga: Vernon Press 

 

Maguire, A. 2019. 6 Different Pricing Strategies: Which is Right for Your Busi-

ness? https://quickbooks.intuit.com/r/pricing-strategy/6-different-pricing-strate-

gies-which-is-right-for-your-business/ Accessed 1st April 2019 

 

Mintel 2019. Global Consumer Trends. file:///C:/Users/Pihla/Downloads/Global-

Consumer-Trends-2019_Mintel%20(2).pdf Accessed 1st April 2019 

 

Mital, A., Mital, A., Desai, A. & Subramanian, A. 2008. Project Development. But-

terworth-Heinemann. 

 

Morrison, M. 2016. Brainstorming technique for innovation, creativity and problem 

solving – a business strategy. https://rapidbi.com/brainstorming-technique-inno-

vation-creativity-problem-solving/ Accessed 17th March 2019 

 

Oravi. 2018. http:/www.oravinseutu.fi Accessed 3rd March 2019 

 

Oravi Village. 2018. https://www.oravivillage.com/en/topmenu/About-us Ac-

cessed 19th November 2018 

 



 
   

34 

Outdoor Industry Association. 2015. Consumer Segmentation Executive Sum-

mary. United States 

 

Play, N. 2000. The Marketing Strategy Desktop Guide. London: Thorogood 

 

Porter, M.E 1985. Competitive Advantage. New York: Free Press 

 

Public Holidays 2019. German School Holidays. https://publicholidays.de/school-

holidays/berlin/ Accessed 2nd April 2019 

 

Randazzo, G.W. 2014. Developing Successful Marketing Strategyes. New York: 

Expert Press, LLC 

 

Rantasalmi. 2019. http://rantasalmi.fi/en/ Accessed 9th January 2019 

 

Reason, B., Lovile, L. & Flu M.B. 2015. Service Design for Business; A Practical 

Guide to Optimizing the Customer Experience. Hoboken, N.J.: John Wiley & 

Sons, Inc 

 

Reddy, C. 2016. Benchmarking: Types, Process, Advantages, Disadvantages. 

https://content.wisestep.com/benchmarking-types-process-advantages-disad-

vantages/ Accessed 3rd April 2019 

 

Ruane, J.M. 2016. Introducing Social Research Methods. Wiley-Blackwell 

 

Saarinen-Kauppinen & Puusniekka n.d. 7.3.3 Kvantifiointi. 

https://www.fsd.uta.fi/menetelmaopetus/kvali/L7_3_3.html Accessed 7th April 

2019 

 

SAS. 2019. Multichannel Marketing. https://www.sas.com/en_us/insights/market-

ing/multichannel-marketing.html Accessed 3rd April 2019 

 

Savonlinna. 2019. https://www.savonlinna.fi/en/home-page/savonlinna-through-

history Accessed 9th January 2019 

http://rantasalmi.fi/en/
https://www.sas.com/en_us/insights/marketing/multichannel-marketing.html
https://www.sas.com/en_us/insights/marketing/multichannel-marketing.html


 
   

35 

 

Studying in Germany 2019. Public German Holidays. https://www.studying-in-

germany.org/public-holidays-germany/ Accessed 2nd April 2019 

 

Tonder, M. 2013. Ideasta kaupalliseksi palveluksi: matkailupalvelujen tuotteista-

minen. Helsinki: Restamark 

 

Yang, Z. 2010. Analysis of Product Differentiation Strategy and Product Innova-

tion of Travel Agency in China. Proceedings of the 7th International Conference 

on Innovation and Management. p. 593 – 596. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
   

36 

11 Appendix 

 

Figure 1. Concept testing results.  
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