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Abstract 

This thesis was conducted for Finnish Business Council UAE. The purpose of this thesis was two-fold with a 
primary focus on the push and pull factors in the context of the United Arab Emirates (UAE) travellers trav-
elling to Lapland. Secondary focus was on helping Lapland travel market recover from the pandemic and 
prepare for the post pandemic time. The aim was to conduct such information about the UAE travellers 
travel motivations that could help the travel operators in Lapland to develop their products and overall 
strategy to better suite the UAE market. Research questions where “What are the most important push and 
pull factors in the context of the United Arab Emirates outbound travel to Lapland?” and “What are the 
main development targets in the Lapland travel industry to better meet the requirements of the UAE trav-
ellers?”  
 
In the theory review phase of the thesis, the research problem was approached from the consumer behav-
iour point of view with an emphasis, specifically on travel motivations. The push and pull framework was 
used to identify the most important motivational factors in the context of the UAE outbound travel to Lap-
land. Qualitative research was carried out in this thesis, and focus group interviews with Emiratis and ex-
patriates, semi-structured questionnaire with Emiratis and in-depth interviews with tourism professional 
were used as qualitative research methods.  
 
The results showed three main push factors that relied heavily on one´s social needs and three main pull 
factors that were destination- driven. The results supported the earlier studies of travel behaviour where 
pushing factors were seen as primary importance and the pulling factors were of secondary importance. 
According to results, pulling factors are very reliant on the brand image of Lapland. By identifying these mo-
tivations, specific development targets were conducted, and the focus was on enlightening the UAE travel-
lers about Lapland, developing the marketing, and identifying the main customer segments. The results 
showed that developing the travel market of Lapland has a significant role in the whole recovery of Finland. 
The results of this study can benefit Finnish Business Council in their participation in the dialogue on travel 
and several other industries between Finland and UAE. 
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demic travel, 

Miscellaneous (Confidential information) 

 



 Kuvailulehti 

 

 

  

Santanen, Saara 

The important motivational factors in the context of United Arab Emirates outbound travel to Lapland: 
Helping Lapland travel industry to prepare for the post pandemic time 

Jyväskylä: Jyväskylän ammattikorkeakoulu, May 2021, 69 pages. 

Liiketoimintayksikkö, Matkailu- ja palveluliiketoiminnan johtamisen koulutusohjelma (YAMK) 

Verkkojulkaisulupa myönnetty: Kyllä 

Julkaisun kieli: Englanti 

Tiivistelmä 

Opinnäytetyön tilaajana toimi Finnish Business Council UAE. Työn tarkoituksena oli tutkia työntäviä ja vetä-
viä voimia, jotka vaikuttavat Arabiemiirikunnista tulevien matkustajien päätökseen matkustaa Lappiin. 
Näitä vetovoimatekijöitä tutkittiin, jotta voitaisiin tuottaa Lapin matkailutoimijoille sellaista tutkimustietoa, 
joka auttaisi heitä matkapalveluiden ja kokonaisstrategian kehittämisessä, jotta ne vastaisivat paremmin 
Arabiemiraattien matkailumarkkinoiden tarpeita. Opinnäytetyön tutkimuskysymykset käsittelivät edellä-
mainittujen vetovoimatekijöiden sekä Lapin matkailumarkkinoiden tärkeimpien kehityskohteiden tunnista-
mista. 
 
Opinnäytetyön teoreettinen viitekehys muodostui kulutuskäyttämisen tutkimisesta matkailumotivaatioiden 
näkökulmasta. “push and pull”-motivaatioteoriaa käytettiin vetovoimatekijöiden tunnistamisessa. Työ to-
teutettiin laadullisena tutkimuksena ja tutkimusmetodina käytettiin kohderyhmähaastatteluita emiraattien 
ja expatriottien kanssa, puolistrukturoituja kyselylomakehaastatteluita emiraattien kanssa sekä syvähaas-
tatteluja matkailualan ammattilaisten kanssa.  
 
Tutkimuksen tuloksena syntyi kolmen työntävän tekijän ja kolmen vetävän tekijän kokonaisuus. Useiden 
aikaisempien tutkimusten mukaisesti, myös tämä tutkimus osoitti, että työntävät voimat toimivat “push 
and pull” motivaatioteoriassa ensisijaisina tekijöinä ja vetävät voimat ovat kohdesidonnaisia, toissijaisiksi 
kutsuttuja tekijöitä. Tulosten valossa voitiin todeta, että vetävien tekijöiden merkitys on vahvasti riippuvai-
nen Lapin brandi-imagosta. Näiden tekijöiden tunnistamisen myötä pystyttiin nimeämään Lapin matkailu-
markkinan kolme olennaisinta kehityskohdetta, jotka keskittyivät tekemään Lappi tunnetummaksi Ara-
biemiraateista tulevien matkustajien keskuudessa, markkinoinnin kehittämiseen sekä tärkeimpien 
asiakassegmenttien tunnistamiseen. Finnish Business Council voi hyödyntää saatuja tuloksia keskusteluis-
saan sekä matkailualan että muiden alojen toimijoiden kanssa. 
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1 Introduction 

According to Organization for Economic Cooperation and Development (OECD) (2020), tourism 

was already third largest export service in Finland in 2017. It has been growing steadily and inter-

national visitors have doubled since 2000. With a 2,7 % (5,4 billion €) share of Finland’s gross do-

mestic product (GDP) tourism is about the same size as lumber industry and bigger than food in-

dustry.  

Between 2016 and 2019 the tourism in Finland was growing consistently and 2019 was referred to 

as record breaking year with over 3,9 % growth compared to previous year 2018. The growth of 

international overnight stays in Finland was stronger than the average in Europe. Year 2020 had a 

promising start but due to the global COVID-19 pandemic, the situation started to get worse in 

March 2020. From there on, there has been a substantial growth in unemployment rate in Finland 

and many companies, especially in the travel industry, are facing financial difficulties due to the 

unforeseen situation. According to estimates, it will take several years for the tourism in Finland to 

get back on it´s feet and reach the same numbers on inbound tourism as before the pandemic. 

(Finnish tourism in numbers 2021.) 

Ministry of Economic Affairs and Employment of Finland has worked together with Visit Finland, 

Statistics Finland, and the Finnish Hospitality Association Mara to predict the future challenges in 

the tourism industry. The recovery of tourism demand depends on several factors and for an indi-

vidual traveler, the most important factors will most likely be the sense of security and financial 

status while looking the situation on a bigger scale, travel restrictions and opening of flight routes 

will define the conditions for the recovery. The pandemic will most likely have permanent changes 

in people´s consumer and purchase behaviour. According to these operators, now would be an op-

timal time to develop tourism products and gain visibility in the international travel market. This 

would all be a preparation for the time when the travelling opens up again. It is expected that 

countries like Finland, who base their attractiveness on clean air and nature, security and high -

class services, will gain a lot of interest and increase in tourism demand. (Finnish tourism in num-

bers 2021.) 

In 2018, nearly 1,1 billion euros of whole tourism expenditure in Finland was directed to Lapland 

area. For the regional economy of Lapland, tourism plays a big role with a 6,9 percent GDP share 
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while Finland´s average is 2,5 percent. Lapland´s tourism sector covers 8 % of Finland´s total labor 

force. Over the last decade, tourism has been one of the fastest growing markets in Lapland. How-

ever, after 2020 and the global COVID-19 pandemic, there has been some severe consequences in 

the Lapland travel market as well as the whole global travel industry. The number of foreign tour-

ists in Lapland has dropped down rapidly during the year 2020 as the data presented later in this 

study, will show. Even though the statistics show that the number of Finnish travellers has in-

creased, it will not alone cover the losses due to the lack of foreign travellers. (Finnish tourism in 

numbers 2021.) Based on the data presented here, it can be argued that Lapland tourism industry 

has a big significance to the regional trade life of Lapland as well as Finnish society, and it´s recov-

ery will play a big role in the whole recovery of Finland. 

Due the need of travel services development and Lapland travel market recovery actions after 

Covid-19 this study was conducted for Finnish Business Council (FBC) to find ways to build a bridge 

between Finnish travel business and United Arab Emirates consumers. FBC role is to support and 

guide Finnish companies operating in the UAE market or wishing to enter it. After the pandemic 

started, FBC monitored closely the situation of Finnish travel market and specific concern was 

raised for the Lapland travel industry. Because of their role as a gateway between Finland and the 

UAE, they expressed a need for further investigation of the possibilities and requirements for out-

bound tourism from the UAE to Lapland. FBC is not directly the target company of this study and 

the idea is not to specifically improve or develop their operations, but the data conducted in this 

study will potentially benefit them in their operations as they participate in the dialogue on travel 

as well as several other industries between Finland and the UAE. 

Timing for the study is ideal because the UAE will be hosting the World Exhibit EXPO 2020, starting 

from October 2021 and this will be a big opportunity for countries to present themselves in an in-

ternational environment with over 190 participating countries. To take full advantage of this op-

portunity, this study aims to produce more specific and beneficial information about the UAE trav-

elers to Lapland travel market so that they can develop their tourism products and overall strategy 

in the UAE travel market to better meet the requirements of its travelers. The UAE travellers have 

an above standard purchasing power, but only few safe travel destinations available at the mo-

ment. Finland is one of the safest countries in the light of covid cases and deaths so one could ar-

gue that Lapland would be an ideal travel destination for the UAE travellers. (Understanding EXPO 

2020; World Health Organization 2020). 
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Talking about the target market of this study, the Arab world expenditure in international tourism 

was nearly 104 billion US$ in 2019. The growth has been consistent and compared to the 2004 ex-

penditure of 23 billion US$, over the last ten years, the increase has been over 80 billion US$. (In-

ternational tourism, expenditures for travel items (current US$)- Arab World 2019.) The UAE out-

bound tourism market was 6,9 billion US$ in 2018 and the same number is expected to rise to over 

24 billion US$ by the year 2025. This rapid growth in the market is due to increase globalization 

and the UAE traveler´s disposable income, passion to explore and increase of efficient flight con-

nections. (The United Arab Emirates outbound tourism market is predicted to surpass US 24$ bil-

lion by the year 2025 2019.) 

Despite the rapid growth over the last few years, the Arab/Muslim world is still pretty unknown 

and for example Westerners still have stereotypical images towards it. To get the definitions right, 

Arab world is composed of many countries as well as is the Muslim world. There are a lot of Arab 

people who are not Muslim and wise versa. And in the case of the UAE, about 10 % of the popula-

tion are locals, also known as Emiratis, and the rest 90 % of the population consists of people from 

other countries, also known as expatriates, who usually come to UAE for work. In order to learn 

more about this rapidly growing tourism market and it´s needs, wider academic discussion in the 

hospitality, tourism and leisure field about this specific market is required. This discussion will not 

only benefit the hospitality industry but has a direct impact on business and cross-cultural learning 

and understanding as well. (Reisinger & Moufakkir 2015.) 

According to the estimates presented earlier, the Finnish travel market should focus on developing 

their tourism products and gaining visibility internationally. According to discussions with several 

tourism professionals in the Lapland area and Finnish Business Council UAE, it was agreed that this 

is the right time to develop the market and prepare it for the future and the changes the pan-

demic will have in the travel market all over the world. Travelling has always been a big part of 

consumers holiday plans but due the pandemic travelling was predicted to drop between 20 to 30 

% during 2020 compared to a year before. (Change in international tourist arrival due to the coro-

navirus (COVID-19) pandemic worldwide from 2019 to 2020 2021.) 
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Based on the Oxford University mental health study 1 of 3 COVID-19 patients suffers from mental 

health issues and 17% of them of anxiety. (Link between the COVID-19 patients and subsequent 

mental health and neurological conditions found 2021 2021.) Based on the chat and phoneline 

workers in MIELI RY in Finland working remotely, lack of travels, fear of spreading the diseases to 

elderly and being in solitary are the biggest factors in building anxiety. (Haukka 2021; Malmberg 

2021.) It is safe to say travelling brings a lot of positive impacts on people’s lives – on many levels 

and none of the less in mental health wise - and free and safe travels are one of the key elements 

of the “new normal” after pandemic.  

During these discussions above, tourism professionals in Lapland stated that they are taking this 

time to focus more on developing new tourism packages and developing the overall strategy for 

when the international travel opens up again. It was argued during these discussions that besides 

the negative impacts of the pandemic, there has been some positive ones as well. The crisis has 

forced people to innovative thinking, and this has led to new ideas and new kind of thinking when 

it comes to developing the market. (Travel - Safe escapes? The new normal in work and travel 

2020.) 

The purpose and the research questions of the study 

The purpose of this study is two-fold with a primary purpose of studying the push and pull factors 

in the context of the UAE travelers travelling to Lapland. By identifying these factors, it is possible 

to gain better understanding of what makes the UAE residents want to travel and what do they 

look for when they travel. Secondary purpose of this study is helping Lapland travel market re-

cover from the pandemic by giving them information, that could potentially help grow visibility 

and strengthen their presence in the UAE travel market. In addition to the push and pull factors, 

the aim is also to gain a clear vision of the main development targets in the Lapland travel market.  

Based on the aim of this study, the research questions are “What are the most important push and 

pull factors in the context of the United Arab Emirates outbound travel to Lapland?” and “What 

are the main development targets in the Lapland travel industry in order to better meet the re-

quirements of the UAE travellers?” This study approaches the research problem from the con-

sumer behaviour point of view with an emphasis, specifically on motivations. Push and pull frame-

work is widely used in travel, hospitality and leisure field because of its simplicity and intuitive 
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approach. It is often used in profiling visitors in the purpose of marketing segmentation (Crohen, 

Prayag & Moital 2014, 11). Crompton and McKay (1997, 426-427) highlight the importance of 

identifying tourists’ motivations behind travel decisions in order for the destination marketers to 

understand the tourists decision-making process better and to be able to create better suited 

products and services.  

Structure of the thesis 

This study consists of two parts that support each other: the research and the theoretical frame-

work. First, the introduction explains the research problem and the purpose for this study. After 

the introduction, chapter two introduces the theoretical framework, including further examination 

of the target markets of this study Lapland as well as the United Arab Emirates. Chapter two also 

describes the key-information and other relevant information about the market from the research 

problem viewpoint, as one of the key-information of the study was the lack of previous research 

on the United Arab Emirates outbound travel market from the push and pull factors point of view. 

Chapter three describes the research methods used and the precise processes of the research. The 

findings of the study are presented in chapter four and they are further examined and compared 

to earlier studies and findings in chapter five´s discussion with possible follow-up studies. 

2 Towards understanding travel behaviour and motivations behind it 

The theoretical framework of this study is based on two different bodies: explaining the chosen 

point of examination by introducing the main theories used in this study. This study approaches 

the research problem by aiming to explain the motivations behind leisure travel behaviour and the 

push and pull framework being the specific motivation framework used in analyzing the results of 

this study. These are followed by closer examination of both target market in question in this 

study, Lapland and the UAE travel market. 

 



7 
 

 

2.1 The consumer psychology of tourism, hospitality and leisure (CPTHL) 

Consumer psychology aims to understand people´s consuming activities, how do they engage with 

them and how are they affected by them. For the most parts, consumer psychology is focused on 

the cognitive processes and the behaviour behind people´s consuming of products and services. 

Consumer psychology is interdisciplinary subject area that studies many different fields of re-

search such as psychology, marketing, advertising, economics, sociology and anthropology. (Jans-

son-Boyd 2010, 1.)  

The field of consumer research focuses on consumer psychology and behaviour. The reason that 

this field is of special interest to many different groups from politician makers and consumer regu-

lators to private companies, is the fact that the knowledge of how consumers feel, think, and be-

have is the key to understanding and being able to influence consumer behaviour and control the 

specific consumer environment in question. Tourism, hospitality, and leisure sectors together form 

a specific body of research, the consumer psychology of tourism, hospitality and leisure (CPTHL). 

First it is important to understand the three different dimensions in the CPTHL research that are 

illustrated in Figure 1. (Crouch, Perdue, Immermans & Uysal 2004, 2.) 

 

Figure 1: Dimensions of psychology (Crouch et al. 2004, 2.) 
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The principal psychologic branches form one dimension and it constitutes of cognitive, environ-

mental, social, and economic psychology. Cognitive psychology studies perceptions, memories, 

language and thinking while environmental psychology focuses on the relationship between indi-

vidual and the physical environment. Social psychology addresses the influence of other individu-

als and groups to individual’s behaviour while economic psychology deals with consumer deci-

sions, and choices. Second dimension consists of different levels of analysis by differentiating how 

individuals’ sense, think, feel, and behave. Sensing and thinking are seen as a part of cognition. 

Something that requires understanding both the physiology and biology in order to understand 

how the human body and brain works and thinking is seen as one of the main human cognitive 

skills next to learning, intelligence and reasoning. The role of affect is highlighted when trying to 

understand human feelings. In this context, psychology addresses such things as motivations, be-

liefs, and attitudes. To understand the human behaviour, psychology examines the influence of 

such things as intensions, decision making and satisfaction. Third dimension consists of different 

contexts of the study. Depending on the field of interest, the context can be anything from sport 

or child psychology to consumer psychology. (Ibid., 2-3.) 

In this study, the aim is to understand the motivations behind the travel decisions that the UAE 

residents make. Thus, the defining dimensions of the consumer psychology in this study is the 

level of analysis that focuses on the role of affect and context which is consumer psychology. The 

study aims to understand the consumer behaviour of tourists in the context of what motivates 

them. These two defining dimensions are not limited to any, one specific principal psychologic 

branch but instead is very likely to overlap with all of them. (Ibid., 3.) 

Crohen, Prayag and Moital (2014, 4) believe that the most important conceptual dimensions of 

tourism consumer behaviour are decision-making, values, motivations, self-concept and personal-

ity, expectations, attitudes, perceptions, satisfaction and trust and loyalty. Given the specific inter-

est of motivations in the context of this study, a further explanation of the significance of motiva-

tions as part of consumer behaviour is given. Crohen et al. base the importance of motivations in 

consumer behaviour on the fact that it has a big impact on marketing decisions, such as segmenta-

tion, product development, advertising and positioning. Another important factor that cannot be 

overlooked in consumer behaviour study is the cross-cultural issues. Rapidly modernising nations 

such as the United Arab Emirates are specifically mentioned when talking about the importance of 
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a solid understanding of the traveller’s needs when effectively trying to market and host visitors 

from these nations. Earlier studies have been made where the importance of cultural differences, 

cultural behavioural patterns and cultural value dimensions is proven to affect the consumer be-

haviour (Correia & Guillet 2013; Li 2014). 

2.2 Motivation theories in the context of travel behaviour study 

Jansson-Boyd (2012, 115-116) explains motivation behind consumer behaviour as a set of three 

different features: direction, effort, and persistence. These features represent a need that needs 

to be pursued until the goal is fulfilled. Need is what triggers the certain behaviour, drive is what 

makes people put on a certain amount of effort and goal is the thing that the whole process aims 

to fulfil. Out of these factors, needs and goals are features constantly effected by other factors 

such as environment, life experiences and interactions with others. People become motivated 

when they have a need that they need to satisfy and once they reach the specific goal set, they 

have accomplished in satisfying the need and the motivation disappears but only until the next 

need appears.  

According to Yousaf, Amin and Santos (2018, 201-202) Maslow´s hierarchy of needs (1943) is one 

of the most known and studied motivation theories. It is based on the idea of five fundamental 

needs: self-actualization, esteem, love and belonging, safety needs and physical needs. According 

to Maslow the motivation comes from the need to satisfy these needs. First three are seen as psy-

chological needs and safety and physical needs express the physical needs such as food and drink 

or shelter. Maslow´s motivation theory has sense been adapted to studies of travel behaviour (Co-

hen, Prayag & Moital 2014 872).  

Bronfenbrenner (1981) argues that the only way to understand individuals’ thoughts and actions is 

to understand micro- and macrosystems of the person´s environment. Microsystems are referred 

to as roles, individuals, and activities, in the past and present, that a person has experienced 

whereas macrosystems means the individuals functions such as ethnicity, socioeconomic status, 

gender and institutional structures. In the context of these ecological systems, there are scientists 

that have used facilitators–constraints interaction proposition to better understand the combina-

tions of factors resulting in travel behaviours. According to this proposition there are facilitators 

and constraints in everyone’s life that led to certain decisions and acts. Phillip (1998) and Raymore 
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(2002) both argue that genetics and race play a significant part in understanding people´s leisure 

behaviour.  

Referring to the facilitators–constraints interaction proposition, Raymore (2002, 38-40; 43) ex-

plains constrains as factors that are assumed to limit individual enjoyment of leisure activities. This 

conceptualization is based in the idea that it´s a basic human condition to need or desire to partici-

pate. The constraints can be non-participation (constraint) where individual feels that participating 

in some leisure activities is not an option for them or participation (negotiated constraint) where 

one has to overcome challenges in order to participate. Facilitators are explained to be factors 

that give the people freedom to participate and furthermore encourage them to participate in dif-

ferent leisure activities. These factors can be further divided into three different levels: in-

trapersonal (own), interpersonal (others) and structural facilitators (institutions). Whether the lei-

sure behaviour is studied from the economic or motivational point of view, it is important to 

understand the different levels of these factors. Intrapersonal level includes such factors as one’s 

personality, past experience, self- efficacy. Interpersonal factors refer to family, authority figures, 

peers and strangers and structural facilitators can be factors such as money, institutions, facilities, 

ethnicity, and gender. 

According to earlier studies, racial differences have always had a significant impact on leisure pref-

erences and behaviour and according to these earlier studies, two basic theoretical explanations 

were introduced: marginality and ethnicity. Marginality attempts to explain leisure preferences 

through economic and social class factors whereas ethnicity focuses on subcultural values, lan-

guage, and traditions. Other factors commonly studied in earlier studies to try to understand lei-

sure preferences have been racial discrimination, gender and stereotypes related to gender and 

peer group influence. (Phillip 1998, 215-218.) 

Snepenger, King, Marshall and Uysal (2016) explained Iso-Ahola´s motivation theory (1982) to be 

based on the idea of escape and in the light of tourism motivations it is argued that personal es-

cape and personal seeking, which refers to the psychological aspects and interpersonal escape and 

interpersonal seeking, which refer to social aspects, are the main motivators in tourism and recre-

ation. In Iso-Aholas model the escaping refers to one’s desire to leave the everyday environment 
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behind and seeking refers to the desire to obtain psychological rewards through travel in a con-

trasting environment. Snepenger et al. (2016, 148) used Iso-Aholas´ motivation theory (1982) as a 

model in their own study that aimed to scale each of the four Iso-Ahola´s motivational dimensions. 

According to findings of this study, these motivations can be used in segmenting tourists and posi-

tioning tourism and recreation experiences.  

Means-end chain (MEC) theory is popular especially in marketing research to better understand 

consumer behaviour and the idea of the theory is to describe the hierarchy between product at-

tributes (means), consequences from these products reflected to consumer (benefits) and the per-

sonal values that these benefits reinforce (the ends). MEC theory aims to study motivations in or-

der to reveal the reasons behind desire of certain attributions or consequences. Among many 

other benefits, this theory is believed to be useful in the tourism field for its ability to study deeper 

reasons and values behind superficial motivations. According to earlier studies that have used 

MEC theory in tourism field, it could be useful especially when trying to understand personal val-

ues of a traveller. (Scott and Ding 2015, 87-90.) 

Wong, Law & Zhao (2018, 437; 445-446) studied the effects that time has on travel motivations. 

Up until now, there had been a substantial increase in travel motivation studies, but the travel mo-

tivations were presented as invariant or fixed across time. In their study, Wong et al. argued that 

there are several travel motivations that are affected by time, for example through economic situ-

ation of the destination or the origin location. The results showed that instead of the individualis-

tic approach through sociopsychological aspects is not the only way to study travel motivations. 

Larger variables need to be examined and, in this study, the results indicated that there are sev-

eral well-known travel motivations that are affected by not only individual choices but for example 

economical changes as well. As an example, poor economic conditions increase people´s desire to 

escape and relax but their desire to gain more knowledge of the destination is not increased by 

the cause of the poor economic situation. The aim of this study was to present travel motivations 

as more complex and time-variant.  

Hsu, Cai & Li (2010) introduced a EMA model in travel behaviour studies and it focuses on examin-

ing individuals’ expectations, motivations and attitudes. According to Hsu et al. this model was 

adapted from Gnoths (1997) model of tourism motivation and expectation formation. In Gnoth´s 
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model, expectations and attitudes are seen to have similar structural base and can be therefore 

examined together. However, Gnoth acknowledges a singular -form attitude that derives from sat-

isfaction- dissatisfaction and perceptions towards the travel. In EMA model, the attitudes are given 

a bigger weigh on the final results and therefore, it was studied as a separate factor in the deci-

sion-making process. This model tries to identify the individual´s decision-making process by ex-

amining the three most important stages. The decision-making process starts with a motivation to 

do something, to go on a holiday, for various reasons. Expectations represents the belief of a cer-

tain outcome and in between the expectations and acting on the decision that derives from the 

motivations, there is attitudes, subjective evaluation that effects on the whole decision-making 

process. According to the results of this study, all three factors have immediate effect on each 

other when it comes to visiting a certain destination and therefore these factors can be seen as an 

effective way of studying individual´s travel behaviour. (Hsu, Cai & Li 2010, 282; 284.) 

According to Velazquez (2000, 137- 138) the push and pull motivation theory was created by Ra-

venstein in 1885. The purpose of the theory was to explain the dynamics of migration. He based 

his theory on five general propositions: the existing relationship between migration and distance, 

process of stage migration, rural/urban differences, and their effect on the propensity to emigrate, 

development of technology and models of transportation and the rationale behind the migration 

process. Based on these factors, Ravenstein made yet another categorization by naming the eco-

nomic factors that come from the place of origin as “push” factors and those rising from the desti-

nation as “pull” factors. Ravensteins study became a keystone to investigation of migration and 

later it was used in development in other theoretical models as well.  

There are many different conceptualizations of motivations that effect on one´s travel behaviour, 

but the thing that scientists can agree on, is that to understand people´s travel behaviour, there 

are several different elements and stages arising from oneself and from outside that need to be 

examined. As seen above, there are several different approaches to the research of travel behav-

iour and there is a lack of comprehensive reviews due to the fact that the area of research itself is 

extremely breath. The travel behaviour is also seen as continuously progressing area that has sev-

eral inter-correlated stages that cannot be studied separately. For these reasons, the body of re-

search in travel behaviour can be seen as fragmented. (Cohen, Prayag & Moital 2013, 873.) Hsu, 

Cai & Li (2010, 282) agree on the fragmented nature of travel behaviour study and stated that the 
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lack of one, specific, widely agreed-on framework of travel behaviour is due to the wide range of 

human needs, methodological difficulties and culture differences.  

The push and pull motivation framework in the context of travel behaviour study 

The push and pull theory have been studied by many researchers, and according to Michael, Wien 

and Reisinger (2017) Dann (1977a; 1981b) and Crompton, (1979) were one of the pioneers of im-

plementing the theoretical framework to tourism motivation studies. This framework defines tour-

ism motivation as a combination of pushing, internal forces and pulling, destination generated 

forces. Push and pull theory have been used to study Western and Asian travellers and their travel 

motivations but although there are few studies made, there is still a lack of literature of push and 

pull framework in the context of Arab travellers. Therefore, this study will be conducted within the 

push and pull framework to examine the Emiratis and expatriates living in the United Arab Emir-

ates and their motivations to travel to Lapland. (Michael, Wien & Reisinger 2017.) 

The pushing, internal forces are caused by the tourist oneself by seeking different activities to re-

duce ones needs. The pulling, destination generated forces on the other hand, are caused by the 

attractiveness of a certain destination. Irsha (2018, 34) explains Crompton´s (1979) view of these 

forces as socio- psychological push factors and cultural pull factors. Crompton introduced alto-

gether 9 different factors: 7 push factors which were escape from a perceived mundane environ-

ment, exploration and evaluation of self, relaxation, prestige, regression, enhancement of kinship 

relationships and facilitation of social interaction, and 2 pull factors which are novelty and educa-

tion. (Irsha 2018, 34.) 

Dann (1977) introduced a theory of anomie and eco-enhancement that is based on the push and 

pull framework and it defines the anomie factor as the desire to transcend feelings of isolation, 

while eco-enhancement derives from personal needs. The term anomie refers to a society with 

lawlessness and meaninglessness caused by the loss of individuals integrative norms. When trying 

to find an answer for a question “what makes tourists travel?”, Dann argued that it was in-avoida-

ble to include the anomic society into the equation. A possible push factor for tourists could be a 

desire to “get away from it all” and escape the anomic society. On top of this, there is still a pro-

found need for a person to desire love and affection and communicate with others, which can be 
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deprived from oneself because of the busy work life. As well as anomie, the eco-enhancement can 

be seen to derive from the level of personal needs as well. Eco-enhancement comes from the 

need to be recognized. This can also be explained with a term “status” which means a desire to 

rise above others and a need to be seen as superior to those below him. As anomie, which was ex-

plained earlier, deprives the opportunity for “status” in the normal living environment, one could 

seek it from other places. This way, eco-enhancement can be seen as a reason for travel, to some-

where where one’s social status is unknown, and one can gain a different level of “status” then in 

one´s normal living environment. (Dann 1977, 185-187.) 

In the context of anomie and eco-enhancement, Dann also presented an idea of a fantasy. On holi-

day the tourist can easily act uncharacterized by wearing flashy clothes, drinking more alcohol, be-

ing more sexually permissive or tell inappropriate stories and eat exotic foods. Dann refers to this 

uncharacterized behaviour as fantasy that derives from the two basic needs introduced earlier. 

Anomie makes tourist try to overcome the meaninglessness of life by pursuing these more ful-

filling experiences on a holiday and the fantasy also gives the tourist a perfect opportunity to 

boost ego by acting out of one´s character. (Ibid., 188.) 

When examining the relationship between the push and pull factors, Dann (1977) argues that push 

motivations are the factors that make tourists travel, whereas the pulling motivations are just 

common-sense explanations of tourist attractions and therefore not that important. According to 

Irsha (2018, 34) Crompton (1979) supports Dann´s argument of push factors being of primary im-

portance compared to pulling factors, which according to him are not the reasons why people 

travel. Later studies support Crompton and Dann argument that internal needs need to be fulfilled 

first whereas the destinations attractions are of secondary importance. (Yosaf, Amin & Santos 

2018, 204; Michael, Wien & Reisinger 2017, 276.)  

Gnoth (1997, 283-304) however, describes pull factors as destination generated forces and as the 

knowledge that tourists hold about a destination. Traditionally, push factors are factors that initi-

ate the travel desire, such as desire to escape, rest and relaxation, adventure, and social interac-

tion, while pull factors are important when it comes to explaining the destination choice. Pull fac-

tors emerge due to the attractiveness of the destination, including beaches, scenery, and cultural 

attractions. Tourism is a response to one´s needs and values that have been activated and after 
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these two have been applied in travel scenario, it generates motivations. These motivations serve 

as a good parameter in forming expectations towards the travel. Because expectations determine 

performance perceptions of a certain product, service, or experiment, it can be argued that moti-

vations have a big impact on satisfaction of the tourists.  

Crompton & McKay (1997, 426-427) later gave three different reasons as to why it is important to 

understand the motivations behind travel behaviour and these reasons where that (1) understand-

ing the tourist motivations would pave the way for creating better products and services, (2) satis-

faction with tourism experiences is intrinsically related to initial motives of tourists and (3) motives 

must be identified and prioritized first before a destination marketer can understand tourist deci-

sion-making processes. 

There were no earlier studies found of the United Arab Emirates outbound travel to Lapland and 

therefore it can be argued that no push and pull factors in this context have been identified be-

fore.  

2.3 Finnish travel market 

The Finnish tourism policy is regulated by The Ministry of Economic Affairs and Employment. Visit 

Finland is in charge of promoting inbound tourism and they support Finnish travel companies by 

helping them to internationalize, develop and market travel products. Visit Finland is part of Busi-

ness Finland that is responsible of innovation funding, export, investment and tourism. Inter-Min-

istrial Working Group on Tourism is also a national level organization body that involves discus-

sions between the Ministry of Transportation and Communication, Environment, Agriculture and 

Forestry, Foreign Affairs, Education and Culture together with numerous organizations under 

these ministries. On a regional level financial, advisory, consulting and training services are pro-

vided by the Centres of Economic Development, Transport and the Environment (ELY centres), al-

together there are about 70 regional tourism organizations. On a local level, municipalities and lo-

cal tourism offices are responsible for tourism issues. (OECD Tourism Trends and Policies 2020: 

Finland 2020.) Figure 2. illustrates these different tourism bodies in Finland and their relation to 

each other by dividing them to national, regional and local level.  
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Figure 2: Finland: Organizational chart of tourism bodies (OECD Tourism Trends and Policies 2020: 

Finland 2020). 

Finnish tourism policy is now lead by some internationally recognized trends such as sustainability 

and digitalization. Finland’s key strengths at the moment are nature, security, cleanliness and au-

thenticity whereas Finland´s biggest challenges are price competitiveness, reasonability, ability to 

find skilled workers, connectivity issues and relatively small pool of travel businesses to support 

the growth. According to Finland’s new strategy on tourism market, the aim is to double tourism 

exports and grow to be the most sustainable destination in the Nordic region. In 2019, there was 

altogether 50,9 billion foreign overnight stays in the Nordic countries and Finland´s share of this 

was 14 %. The strategy is based on four key priorities: support the activities that foster sustainable 

development, respond to digital change, improve accessibility and ensure an operating environ-

ment that supports competitiveness. In order to make the organizational bodies work efficiently 

for Finnish Tourism, there are number of different boards that get together every year to make 

sure that tourism policies are implemented correctly, information flows smoothly from decision-

makers to facilitators and updated statistics are taken into consideration when making decisions. 

(Ibid.) 
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In the aftermath of the pandemic, Visit Finland conducted a five- sector framework that includes 

the main tourism phenomena that should be observed in the travel industry in the future. These 

sectors were: values, economy and tourism, technology, geopolitics and society and politics. Some 

of these phenomena are existing trends and some weak signals of the future development but all 

of them are considered to strengthen because of the pandemic. People´s financial status will be in 

bigger role because of the prolonged slow economic growth, people are expected to extend their 

stays and travelling closer to home as well as value health, wellbeing, nature and spaciousness 

more while travelling. Technology is believed to offer contactless, richer and more tailored ser-

vices in the future but on the other hand there might also be a rising demand for detachment of 

technology during holidays. Threats for the travel industry come from the uncertainty of travel re-

strictions and uncertainties in the international political field as well concentration of the wealth 

and aging of population. (Trends and signals of the future of international travel in Finland 2020.) 

Visit Finland (2020) specifies trends that rise from the five-sector framework and “Values” are of 

special interest because of the framework of this study. These “Values” represent the needs and 

motivations of the travelers. “New meaning of luxury” is seen as arising trend even before the 

pandemic and it means that instead of material qualities, travelers’ value tangible aspects more 

and demand authentic, exclusive, and tailored services while they travel. This can be seen as 

joined trends with “experiencing more” which means that the travelers value experience over 

things and “meaningful travel” that expresses the need for self-actualization and learning. “Insecu-

rity and safety” were an acknowledged trend even pre-covid, but this is expected to be a big ad-

vantage for Finnish travel market once the international travel opens up again. The “Values” of 

this five-sector framework support the earlier theories of motivation as Maslow´s hierarchy of 

needs explains individuals needs as rising from the need for self-actualization, safety needs and 

esteem as well as Crompton´s explanation of push and pull framework´s pushing factors such as 

exploration and evaluation of self, relaxation and prestige. (Trends and signals of the future of in-

ternational travel in Finland 2020; Irsha, M. 2018, 34; Cohen, Yousaf, Amin & Santos 2018, 201-

202.) 
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Lapland travel market 

At the moment, tourism industry is one of the fastest growing industries in Lapland. There has 

been a positive development in the tourism sector in Lapland for the past decade (2010-2019) 

which was then interrupted by the global pandemic. There has been several new investments and 

expansion projects started in the Lapland´s different tourist resorts over the last few years and be-

cause of these the long-term growth of tourism is looking promising. For the regional economy of 

Lapland, tourism plays a big role with a 6,9 percent GDP share while Finland´s average is 2,5 per-

cent. Lapland´s tourism employed 8 000 people in 2019. Because of the seasonality of tourism in 

the region, many of these were seasonal workers. (Industry brief: Tourism 2021.) 

Tourism in Lapland is very different depending on the destination. There are altogether five differ-

ent airports in the Lapland region: Kemi-Tornio, Rovaniemi, Kittilä, Ivalo and Enontekiö, four of 

them are part of the Finavia, state-owned aviation operator, and Enontekiö is private owned. The 

airports are one way of dividing the Lapland travel market area and Rovaniemi, which is the capital 

of Lapland is probably the most known city. Ivalo airport is close to locations such as Saariselkä 

and the advantage of this airport is the close proximity to Norwegian border. Kittilä airport is clos-

est to destinations such as Ylläs, Muonio and Levi. And Kemi-Tornio is the southest of the airports 

and close to Swedish boarder. These are only few known travel destinations in Lapland, and they 

all have their own unique attractiveness.  

Not only are the destinations unique and different but the tourism in Lapland is very different de-

pending on the season as well. During winter season the number of foreign travelers exceeds the 

number of domestic travelers whereas during the spring and summer season the situation is oppo-

site. The peak season for international tourism takes place during the winter and especially in 

around the Christmas season. Peak seasons for domestic travel are March and April and the fall 

season, especially September. Statistics show that domestic travelers make up 70 % of all over-

nights stays during spring and summer time whereas the percentage is only 8 % during winter sea-

son. (Industry brief: Tourism 2021; Tourism strategy of Lapland 2020-2023 2019, 9.) Figure 3. 

shows the main tourist destinations in Lapland and their share of the overnight stays in Lapland in 

year 2020. The figure also shows the %- rate of growth compared to previous year 2019. 
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Figure 3: Registered overnight stays 2020 by destination in Lapland. (House of Lapland 2021.) 

Accessibility is one of the biggest challenges for the growth of the market, but the situation has 

approved within the last years due to increase of several international, direct flight routes to Lap-

land. Finavia, a state-owned aviation operator, has announced about an investment of 55 million 

to Rovaniemi, Kittilä and Ivalo airports and the goal is to increase the number of passengers going 

through these airports to 2 million passengers. In 2019, this figure was 1,4 million. Another way to 

access Lapland from Helsinki-Vantaa international airport is by using a train operated by VR, a 

state-owned railway company. VR offers a capacity of 450 000 sleeping cars and one million seats 

and it is estimated to grow at an annual rate of 5 %. (Industry Brief: Tourism 2021; Tourism strat-

egy of Lapland 2020-2023 2019, 9.) 
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Lapland travel product competes with the same pull factors as its neighboring countries. For win-

ter and nature travel, biggest competitors are Northern Norway, Northern Sweden and Iceland but 

also Canada and Alaska. In addition to Northern Norway relying their marketing strategy on fjord 

scenery, both Northern Norway and Lapland have emphasized northern lights and endless night in 

their marketing, and it seem to have benefited both destinations. Up until recently, Finland had 

few advantages compared to their competitors, such as good infrastructure, versatile product se-

lection and professionalism in tourism but the biggest challenge has been small resources allo-

cated for marketing. (Tourism strategy of Lapland 2020-2023 2019, 16.) 

The increase of high-end tourism products had already started before the pandemic and even 

though Lapland travel industry has suffered severe losses caused by the current situation, the 

mentality in Lapland is that it is also believed to affect positively on Lapland brand and image. Pull 

factors such as cleanliness, safety, looseness, and calmness are believed to be eventually 

strengthen by the situation. High-end services are believed to be a future trend and Middle East is 

already recognized as one of the target markets for these travel products. (Investments in sustain-

able high-end tourism are growing in Lapland 2021.) 

Sandholm (2018, 51) identified Lapland´s pull factors in her study as the themes of Lapland´s 

magic and the winter or Santa Claus theme. Another pulling factors were the arctic location, the 

attractions and activities but also the clean, beautiful nature and the natural phenomenon. Ac-

cording to this study, Lapland is particularly appealing for escape-seeking tourists, who come to 

search for something unique and totally different from their own everyday life.  

Hallott (2011, 58-59) studied luxury travel in the Rovaniemi area and what are the requirements in 

order to better meet the needs of a luxury traveler´s needs. The results indicated that there is a 

need for a higher level of customer service and the ability to serve the customers in their own na-

tive language. The study also argued that there is a need for an improvement in infrastructure, 

products and services. More boutique hotels are required, more private lodges and possibility for 

a luxury transportation such as premium cars, limousines, helicopters, and jet skis. Another factor 

that requires improvement is the image of Lapland as a travel destination. According to the study, 

relatively few people saw Lapland as a luxury destination and even the image as a “normal” desti-

nation wasn´t as clear as for example, Iceland, that competes in the same category with Lapland. 
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Iceland was seen as “hip” destination where people go for its nightlife, spas, northern lights and 

natural attractions.  

Jokelainen (2018, 57) studied Singaporean travelers and their interest towards Lapland. This study 

supported Hallot´s (2011, 58-59) results about Lapland’s potential of being a luxury travel destina-

tion. Singaporean travelers have very few holidays in a year so whenever they get to travel, they 

do not hesitate to spend money. They like to spend money on luxury brands, and they also like to 

spend time with the family doing activities together and experiencing different things in the desti-

nation. According to the study Lapland´s attractive factors for Singaporeans was the Lappish expe-

rience overall. They wish to see northern lights, Santa Claus, glass igloos and experience the cold 

weather. 

Finnish travel market in figures 

Finnish travel industry kept growing in 2019 and foreign overnight stays in Finland was 7,1 % 

which was 3 % growth to previous year. In 2019, Finland received most visitors from Russia, United 

Kingdom, Sweden and China and the biggest growth in outbound travel to Finland compared to 

previous year was from India, China, France, Italy, Belgium, Estonia and Austria. United Arab Emir-

ates was on 38th in ranking with 6 000 overnight stays. 43 % of all foreign overnights stays was in 

Helsinki metropolitan area and Lapland kept growing its share of the stays for the fifth year in a 

row with 1,8 % billion foreign overnights stays (~25 % of the total). Lapland received substantially 

big number of Asian travelers but still most of the visitors came from United Kingdom and Europe. 

(OECD Tourism Trends and Policies 2020: Foreign overnights reached a new record in 2019.)  

Figure 4. presents the foreign overnight stays in Finland in 2019 and as the number of overnight 

stays was 7 million, there was 3 % growth compared to year 2018. Starting from 2013 until 2019, 

the number has grown every year until 2020 when the global pandemic started and affected the 

international travel. (Foreign overnights reached a new record in 2019.) 
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Figure 4: Foreign overnights in 2019. (Ibid.) 

Figure 5. presents the foreign overnight stays in Lapland in 2019 dividing the overnights by the re-

gion that the travelers originated from. Lapland´s share of the total 7 million overnight stays in Fin-

land in 2019 was 1,8 million (25%) and the change from the previous year 2018 was +3 %. (Positive 

growth from several markets continued 2019.) 

 



23 
 

 

 

Figure 5: Lapland: Foreign overnights in 2019 from different regions. (Ibid.) 

Due to the global pandemic, it was expected that the same numbers shown before, was changed 

massively in 2020. For Finnish tourism industry, year 2020 meant -68 % change so the number of 

foreign overnight stays was 2,3 billion. Lapland had the smallest decrease in overnight stays during 

the summer season 2020 (June-August) and this was due to increase (7%) in the share of domestic 

travelers. In all of Finland, the decrease from summer 2019 to 2020 was -33% in total overnight 

stays and foreign stays share decreased by 85 %. Outbound travel from United Arab Emirates to 

Finland experienced a massive decrease as well, from 6 000 overnights in 2019 to 500 overnights 
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in 2020 (-92%). While these numbers represent one of the biggest reasons as to why this study is 

needed, they shouldn´t be considered on this study too much. The idea of this study is more about 

planning the future and looking closer at the UAE outbound travel market and recognizing the big-

gest factors as to why people from the UAE travel abroad and what would be the reasons for them 

to choose Lapland as their travel destination. To produce this information now and being able to 

use it to Lapland travel markets advantage, can potentially have a huge impact on the amount of 

UAE travelers visiting Lapland as soon as the travel industry recovers, and it is safe for everyone to 

travel. (Ibid.) 

Figure 6. combines all relevant numbers concerning tourism in Lapland in 2020. With 2,1 million 

overnight stays in 2020, the change from 2019 overnights stays was -34 %. The number of interna-

tional visitors decreased significantly from the years before and statistics show that most of the 

overnight stays in Lapland in 2020 were domestic travelers. (10 Facts about tourism in Lapland 

2020.) 

 

Figure 6: 10 Facts about tourism in Lapland 2020. (Ibid.) 
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Outbound travel from the UAE to Finland 

Figure 7. shows that there has been a 32 % increase in UAE overnights in Finland between years 

2000-2018. In 2018 the overall UAE overnights in Finland was around 12 000. These overnights 

were spread around different parts of Finland and Lapland´s share of 2018 overnights were 24 %. 

To compare these numbers to recent years, in 2019 the total overnight stays was 6 000 and in 

2020 only 500. (Aridi 2019.) 

 

Figure 7: UAE overnights in Finland 2018. (Ibid.) 

According to Visit Finland´s United Arab Emirates market report (2019, 5-6) Finland has started to 

be not only a winter travel destination, and this is due to a consistent work in the market to show-

case Finland as all year long destination instead. It is argued in the report that Snow Finland and 

Adventure Finland are the main winter products that should be kept promoting along with pro-

moting Finland as twin destination with Sweden and Norway. Some projects have already been 

initiated and for example Visit Arctic Europe- project focuses on marketing Finnish Lapland, North-

ern Norway and Swedish Lapland as a joined travel destination (Tourism strategy of Lapland 2020-

2023 2019, 16). According to the findings in this study, which will be presented later, there seems 

to be a good demand for the twin destination idea, but the winter products may not be in such 
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high demand anymore or at least a vital option is to start further promoting the other seasons as 

well.  

This study aims to further investigate the possibilities and pull factors that Finland and Finnish Lap-

land in particular have in order to strengthen its position in the UAE travel market. According to 

Business Finland´s report (Aridi 2019, 6) Lapland remains the number one destination to be visited 

from the UAE and Rovaniemi to be mentioned as one of the favourite destinations. Saariselkä has 

benefited from close proximity to Rovaniemi, and Kittilä/Levi have received tourists as well due to 

their positioning as high standard facilities.  

2.4 The United Arab Emirates travel market 

The United Arab Emirates in brief 

United Arab Emirates (UAE) consists of seven different autonomous Sheikhdoms: Abu Dhabi, Du-

bai, Sharjah, Ras Al Khaimah, Fujairah, Umm Al Qaiwan and Ajman. The UAE became independent 

state in 1971 when Sheikh Zayed Bin Sultan Al Nahyan, also referred to as UAEs founding father, 

became the first president and ruled the country for more than 30 years. Since 2004, his son, 

Sheikh Khalifa Bin Zayed Al Nahyan has been the president of UAE. In 2020, the population was 9,9 

million and approximately 10 % of the population consists of native people, Emiratis. The remain-

ing 90 % includes other Arabs, Palestinians, Egyptians, Jordanians, Yemenis, Omanis and expatri-

ates from multiple countries such as Iranians, Pakistanis, Indians, Filipinos and West Europeans. 

Arab is the official language, but as a global commercial hub and top tourist destination, English is 

widely spoken. Muslims constitute the majority of UAEs citizenry (approximately 96 %) but UAE is 

known to be the most liberal country in the Gulf area with wide tolerance for other cultures and 

beliefs. (About the UAE 2021; United Arab Emirates in brief 2021; Study on Tourism in Overseas 

Market of United Arab Emirates 2011, 21-22.) 

The UAE is run by a federal government and by local government of the seven emirates. The Su-

preme Council of Rulers is a body under the government, and it is responsible for electing the 

President of the Federation. The Supreme Council of Rulers is also the top policy-making body in 

the UAE by having both legislation and executive powers. The Prime Minister is appointed by the 

President and Prime Minister is responsible for appointing the Council of Ministers. Addition to 
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these positions, there is also a 40-member parliament known as the Federal National Council 

(FNC) that is supposed to bring accountability to the system by advising and questioning when 

needed, to the Council of Ministers. (The Government 2019.) The UAE is a member of the Gulf Co-

operation Council (GCC), also known as Arab League. The UAE has 6 % of the world´s oil reserve 

and the seventh largest proven natural gas reserves and therefore it is safe to say that oil and gas 

will continue to be the base of the UAE economy. However, significant steps have been taken to-

wards more diverse economic and at the moment, approximately 70 % of the GDP is now gener-

ated by other sectors than oil and gas. (United Arab Emirates country brief 2021.) 

The population demographics explains the travel behaviour of the UAE travelers. The UAE society 

is male dominant, nearly 65 % of the population are men, and there are various factors as to why 

it is. The prominent one is the high number of male expatriates and immigrant labor in the coun-

try. Because of the large number of expatriates in the country for work purposes, nearly 79 % of 

the population consists of age group of people between 15 to 59 years old. The fact that almost 80 

% of the population is non-nationals, has a bearing in the high preference for tourism in the coun-

try. Because most of the work age people are not nationals of UAE, they are often motivated to 

travel frequently. (Demography and social statistics 2019; Study on Tourism in Overseas Market of 

United Arab Emirates 2011, 21-22.) 

The UAE will be hosting the EXPO 2020 starting from September 2021 and lasting until March 

2022. There will be over 190 participating countries and for the first time in the World Exhibit his-

tory each country will have their own unique pavilions to showcase their products and services. 

The World Expo´s history goes back over 170 years and during these years, there has been some 

major, world-changing revelations, such as world´s first mechanical computer and first telephone. 

From the travel industries point of view, some interesting revelations were the Eiffel tower in 1889 

Paris World EXPO and Space Needle in Seattle World EXPO in 1962. It is safe to say that EXPO 2020 

will be an ideal opportunity for countries to market themselves especially in the post pandemic 

time. (Understanding EXPO 2020.) 
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The UAE outbound travel market 

The UAE outbound tourism market is expected to surpass 24 billion US$ by the year 2025. When 

looking at the whole GCC area, the same number was already 69 US$ billions in 2018. This market 

has grown rapidly over the last years and that is due to increasing globalization. The Emiratis are 

known to travel to nearby Gulf Cooperation Countries (GCC) and in 2015 the number of outbound 

travels was 3,5 million of which nearly 40 % was trips to Saudi-Arabia. When studying the increase 

of the UAE outbound travel market, it is argued that factors such as disposable income, passion to 

explore and efficient flight connections are reasons behind the increase. (The United Arab Emir-

ates outbound tourism market is predicted to surpass US$ 24 billion by the year 2025 2019.) 

UAE outbound travellers are a combination of UAE locals and expatriates, usually aged under 35 

and high-income earners that embark on long-haul trips. Middle East Consumer Travel Report 

(2018) studied Arab travellers and their travelling habits and according to the study the GCC (Gulf 

Cooperation Council) countries were divided into three homogenous group of travellers: GCC na-

tionals, non-GCC Arab expatriates and Western and other expatriates. Out of these categories, 

GCC nationals are the ones travelling most internationally and 34 % of them travelling five or more 

times a year. Western and other expatriates are the ones travelling home most often, 44 %. Ac-

cording to the study, these trips to their home countries is often combined with a trip to another 

destination as well. 68 % of the respondents were married with children and the study in correla-

tion with travel executive interviews showed that Arab travellers usually travel as groups of 2 or 3 

families. Michael & King (2014, 87) found similar results in their study and described these ex-

tended families as groups of 14 to 21 people.  

According to research, the reason Emiratis choose to travel is to learn more about different cul-

tures and travellers usually visit culture-significant places and they wish to meet locals in the travel 

destination to learn more about their traditions and way of life. Latest research also shows that 

changing generational trends influence GCC tourists to venture in locations that they have never 

been before. Because of the changing generational trends, people now search for authenticity, ex-

periments, and freedom of movement. Although the outbound tourism from GCC countries is still 

heavily influenced by visiting relatives and family and pilgrimages, according to research there is a 

growing demand for different kinds of vacation types such as cruises, city breaks, adventure/sport 
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holidays and culinary holidays. At the moment, majority of GCC country population is millennials 

who as travellers are argued to be heavily influenced by the image of the destination. This would 

help explain the increasing demand for niche tourism experiences. (The United Arab Emirates out-

bound tourism market is predicted to surpass US$ 24 billion by the year 2025 2019; HotelierMid-

dleEast.com 2019.)  

TradeArabia (2018) research shows similar results that GCC travellers increasingly seek for unique 

holidays and individual experiences when travelling. This research also shows GCC travellers need 

for luxury travel and it is argued to arise from the high-net-worth individuals’ strong currency and 

high spending power. Another explanation for the need for luxury travel could be found from the 

development of different forms of luxury. In this research it is argued that when talking about GCC 

travellers, luxury travel must include halal tourism along with personal experience. (Outbound lux-

ury travellers from GCC set to increase in 2018.) 

When talking about an Arab travel market, it is important to recognize halal- tourism as a growing 

market segment. “Halal” means things that are permissible according to Islamic teaching and ac-

cording to that, alcohol, pork, nudity and gambling are off the limits. Muslims, as well as other 

consumers are not homogeneous in their needs, in this case, the faith-based needs. In order to 

better understand the needs of halal- tourism travel market, Figure 8. illustrates the three main 

key needs of this travel segment. The “need to have segment” demonstrates the absolute require-

ments that halal-tourists have to have when they travel, according to the research. Both “good to 

have” and “nice to have” segments have a value-adding meaning to the travel. (Global Muslim 

Travel Index 2019.) 
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Figure 8: Faith-based service needs (Ibid). 

There are several very clear criteria for Middle Eastern travellers when choosing the destination. 

These criteria are safety, nature and weather, multiple activities suited for the household, warmth 

and friendliness of the host country and budget. In terms of duration and seasonality of the trips, 

longer trips (5 to 10 nights minimum) are taken during the summer, end of the year festive season 

and Easter/ Spring school break. These longer trips are usually directed to Europe, Far East & 

South East Asia, and America. In Europe, favourite destinations for travellers are London, Paris and 

Barcelona based on the wide choice of activities such as shopping, sight-seeing, and cultural visits. 

Out of these three, London is the number one destination for Middle East travellers. (Middle East 

Consumer Travel Report 2018, 25-29.) 

When seeking information about destinations, 65 % of the respondents either searched infor-

mation online or gathered information by word of mouth by receiving recommendations from 

family, friends, and colleagues. Travel agents play a big role in the Arab tourism industry. It is ar-

gued that travellers can be divided roughly into two different groups: those who have already de-

cided on the travel destination and those who wish the travel agencies to recommend suitable 

destinations according to their specific criteria. (Study on Tourism in Overseas Market of United 

Arab Emirates 2011, 40.) 
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Michael and King (2014, 87-88) studied push and pull travel motivations of Emirati nationals to 

Australia. According to their study the biggest push factors were enhancement of kinship relation-

ships and social interaction and pulling factors were opportunities to buy local products, natural 

attractions, spas, museums, and snow-related activities. This study revealed a difference in mar-

keting strategy on different channels. Where Australian online marketing focused on emphasizing 

variety of different accommodations and natural environment, Arabic websites showcased 

beaches and shopping malls. This research studied expatriates as well and their interests differed a 

little from Emiratis. Expatriates were especially interested in outdoor activities, music and arts and 

culture. They favored outdoor activities in Australia given the absence of such opportunities in Du-

bai. According to the findings in this study, expatriates were more adventurous than Emirati’s re-

spondents. Expatriates were keen on experiencing different kinds of accommodations in a wide 

range of non-Metropolitan settings. Where the Emiratis had a strong family focus on trips to Aus-

tralia, expatriates generally made their travel arrangement individually and travelled alone or with 

their partner.  

Middle East Consumer Travel Report (2018, 25) stated that major pull factors for Middle East trav-

elers are luxury and green landscaped along with safety and multiple activities for the whole 

household. Michael et al. (2017, 282-283) studied Emirati’s motivations to travel to Australia. Sev-

eral different motivations were found, such as the weather, seeking of different kind of landscape 

and outdoor activities. Also beaches and pedestrian environment were something that UAE travel-

ers valued in the travel destination. Emiratis felt that physical and time distance gave them the op-

portunity to escape work-related stress, daily responsibilities, and socio-cultural norms.  

Study on Tourism in Overseas Market of United Arab Emirates (2011, 34-35) divided UAE out-

bound travelers to Emiratis and expatriates and stated that whereas, expatriates tend to favor vis-

iting their home countries for holidays, Emiratis first choice of destination is visiting family and rel-

atives, usually in the other Arab countries. According to this research, other than holidays to visit 

family and relatives, Emiratis emphasize the image of the destination, clement climate, the quality 

of facilities, accommodation, and shopping, as well as cultural alignment. This research also ar-

gued that Emiratis require engagement for all the members of the family, shopping for women, 

entertainment centers for the children and nightlife for the men. Expatriates emphasize cost, ac-

cessibility, fun and entertainment and variety of things to see and do. Middle East Consumer 
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Travel Report (2018, 31) argues that Arab National wives will not travel apart from visiting family 

members, but Aran National men tend to take breaks locally with their friends.  

Slak Valek and Fotiadis (2017, 244-245) conducted a quantitative research of the differences be-

tween everyday life activities and leisure travel activities among both Emiratis and expatriates. The 

results showed two different comparison. Both Emiratis and expatriates, everyday life activities 

compared to leisure travel activities separately, and also the comparison between Emiratis and ex-

patriates. The results stated that no statistically significant differences between the Emiratis and 

expatriates, leisure travel habits were found. The results also showed that everyday life activities 

for both groups were for the most parts the same as leisure travel activities.  A common activity 

that both focus groups mentioned as the primary reason for travel was “travel around and explore 

the country”. Some differences between preferred leisure activities were found as expatriates 

were drawn by cultural sights, while Emiratis were more interested in spas and beauty activities. 

Other popular activities for both focus groups were sun, sand and beach, artistic creating (such as 

drawing) and sports.  

3 Research method and implementation 

In this study qualitative research method was used to conduct the study. Data was collected by fo-

cus group interviews with Emiratis and expatriates, semi-structured questionnaire with Emiratis 

and in-depth interviews with tourism professionals. Data analysis was done by using analysis of 

content.  

3.1 Qualitative research 

In qualitative research, the theoretical framework defines how the subject or phenomenon in 

question is viewed. It is important to make conclusions about the leads that arise from the obser-

vations made during the research. To separate the observations and results of the research, a re-

search method is needed. It´s most important purpose is to describe the formation of the observa-

tions and interpretations. Choosing the theoretical framework and method can be challenging 

because the phenomenon is often viewed from several different angles. Therefore, it is not neces-

sary to define a specific theoretical framework at the beginning of the process. (Alasuutari 2011.) 
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Sharma and Altinay (2012, 821) argue that qualitative research is not based on numbers and 

therefore sample sizes and graphics are not the main purpose of qualitative research. Rather it is 

based on the idea of finding depth and breadth from the topic area in question. According to 

Eskola and Suoranta (1998) qualitative and quantitative research both have their benefit´s and 

there is no need to opposition them against each other. However, it is sometimes beneficial to ex-

plain the essence of qualitative research by its relation to quantitative research and find the key 

differences. The basic difference is that qualitative research aims to understand whereas quantita-

tive research aims to explain. Statistics Finland (2021) defines it as a method where the researcher 

chooses specific themes and areas to cover with the study. In the pre-set context, the respondents 

are then free to share their opinions and views and the researcher task is to only guide the conver-

sation with follow-up questions if needed. This method can be used as an independent method or 

together with quantitative method. Qualitative method is often used in the hospitality and tour-

ism field especially in the case of inability to understand the problem by using quantitative ap-

proach. For example, when it´s important to understand different variables, such as motivators 

instead of just the outcomes.  

A qualitative research approach was chosen to gain a detailed understanding of the motivations 

behind the respondent’s decision-making when they choose to go on a holiday. Instead of collect-

ing numeric data with quantitative research, it was more important to give the respondents an op-

portunity to speak freely about the research topic in order to better understand their needs that 

ultimately reflect the needs of the market in question. In qualitative research, the idea is to focus 

on analysing a smaller amount of data as thoroughly as possible and the quality of the data rather 

than the quantity is the criteria for its´s scientific credibility. (Eskola & Suoranta 1998.) For this 

study it was essential that the individuals interviewed for the research had a strong knowledge 

and expertise of the topic of the research. The professionals that were interviewed for this study, 

were each chosen based on their knowledge about the UAE travel industry. The Emiratis and ex-

patriates represented the focus groups of the study and were representing the two groups of in-

terest in the specific market in question. (Tuomi, & Sarajärvi, 2018.) 

Qualitative method is often chosen, for example when doing marketing research as it can help ob-

tain an understanding of the decision-making process or identifying service or product improve-

ments. In this study, defining push and pull factors behind UAE residents travel decisions helps in 
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understanding their decision-making process. Another aim is to list the development targets that 

need to be addressed in order for Lapland travel market and its products to be more suitable for 

the UAE travellers and therefore it can be argued that qualitative research method was better 

suited for this study. (Wilson 2012, 104.) 

The purpose of this study was to further understand the motivations behind the travelling deci-

sions of the UAE travellers and the benefit of qualitative approach is that it can be useful for char-

acterising and identifying one´s behaviour and it aims to understand the deeper meaning behind 

actions, it was chosen as the research method for this study. Qualitative methods offer an effec-

tive way of understanding rather than explaining phenomenon and, in order to find answers to the 

research questions set for this research, it is crucial to find deeper meanings behind the travel de-

cisions to be able to develop the Lapland travel market to better suit the UAE travellers.  

3.2 Data description and collection 

This study was conducted in Dubai, United Arab Emirates and the data was gathered from multiple 

sources at various time points during November and December of 2020 and January 2021. Inter-

views were selected as the most applicable means of collecting primary data for this study. This 

method was chosen because the subjects of this study was residents of the UAE and their views 

and opinions of travelling. The most effective way of gathering data was to ask directly from these 

target groups themselves and allowing them to share their thoughts openly in an open interview. 

Merriam and Tisdell (2016, 108) explain the reason behind conducting interviews as the only way 

of learning about people´s feelings, thoughts, and intensions. None of these can be learned only 

by observing, one needs to ask the respondents directly.  

Three different kinds of techniques were used: focus groups, in-depth interviews and semi-struc-

tured questionnaire. Vilkka (2021) states that the most important thing when choosing respond-

ents for interviews, is to keep in mind what is the purpose of the study. The respondents should be 

chosen according to their knowledge of the subject, it could be through their occupation or sub-

jective experience. In this case, the target groups consisted of Emiratis, expatriates, and tourism 

professionals. Emiratis were interviewed by using two different research methods: Focus group 

interviews and semi-structured questionnaire. Interview with the expatriates was a focus group 

interview and interviews with the travel professionals were in-depth interviews. One interview 
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was done in Finnish and rest of the interviews in English. The focus group interviews and one inter-

view with a professional was done face-to-face and rest of the interviews were done over the 

phone or as a video call. Group interviews compared to individual interviews produce different 

kind of data, both equally significant but it is important to understand the difference between 

them when analysing the data (Alasuutari 2012).  

The Emiratis respondents consisted of one group of three Emiratis and after the Emiratis group in-

terview, four more Emiratis interviews were conducted as online questionnaire. The open ques-

tions of this questionnaire were drafted from the main topics of the focus group interview. Expat-

riate respondents consisted of one group of four people. Tourism professionals were all 

interviewed separately and there were altogether 6 interviews. All interviews that were done face-

to-face or as a video call, were recorded and descripted afterwards and notes were drafted from 

the interviews done over the phone. The group interviews lasted from 20 minutes to 45 minutes 

and the open interviews with individuals lasted from 25 minutes to 120 minutes.  

Given the nature of the study, it was argued that referring to the respondents only as “Emiratis”, 

“Expatriates” or “Tourism professionals” was enough and there was no need to further specify the 

demographics of the respondents. Research questions define how much of the respondent’s back-

ground is needed in order to understand the respondent’s world and where the respondent 

comes from. In the context of this study, the researcher was aware of the nationality and the 

country of residence of the focus group respondents as well as the nationality, company they work 

for and the work title of the tourism professionals. With this information, the researcher was able 

to both understand a little about the world that the respondents were coming from as well be en-

sured that they were qualified as the right kind of respondents needed for this study. (Vilkka 

2021.) 

All interviews were conducted as an open interview and following the guidelines of research litera-

ture, a discussion guide was designed before conducting the interviews. The problem with highly 

structured interviews is that where the topic of discussion was the only thing set beforehand. The 

idea was to let the respondents lead the conversation and in times when the conversation didn´t 

continue naturally with dialogue, the researcher presented follow up questions to carry the con-
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versation. The desired result of these interviews was to collect data that describes the respond-

ents travelling habits and perceptions and images that they have of Lapland as a travel destina-

tion. Therefore, it was argued that the respondents get to lead the discussion and reveal their 

thoughts about the subject openly.  

Only two of the 12 Emiratis and expatriate respondents had visited Finland before and none of 

them had visited Lapland. With the group interviews, there were also some features from theme 

interview as two videos were shown to the respondents followed by a discussion of what was seen 

on the videos. (Exploring Finnish Lapland 2015; Feel the Finnish Lapland 2012.) The videos auto-

matically gave a certain frame for the discussion and therefore the interviews can be considered 

to have features from a theme interview. The interviews with tourism professionals were con-

ducted as open interviews as well but as they were one on one interviews, the nature of the dis-

cussion differed from the group interviews. The topic of the discussion was given to the respond-

ents beforehand, and they then shared their expertise and knowledge about the subject, but no 

videos were shown to the professionals. (Tuomi & Sarajärvi 2018.) 

Open and semi-structured interviews 

One of the simplest ways to collect data for qualitative research is to conduct an interview. The 

idea of an interview is based on the idea of gathering information from the subject of research. 

There are different ways to categorize interviews, but one of the most used categorizations is 

based on the structure of the interview. Based on this factor, interviews can be divided into four 

different categories: structured interview, semi-structured interview, theme interview and open 

interview. (Eskola and Suoranta 1998.) The problem with highly structured interviews can be that 

predetermined questions may not allow the researcher to enter the respondent’s world and gain a 

comprehensive understanding of the respondent´s perspectives (Merriam & Tisdell, 109). Open 

interview method was chosen because it was crucial for the purpose of the study to gain that un-

derstanding. Thus, this study consists of open interviews with individuals and focus groups and 

half-structured interviews with individuals. 

Semi-structured interview uses same questions in same format for all the respondents but unlike 

structured interview, it doesn´t give pre-set answer options but requires the respondent to write 
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open answers. Open interview on the other hand, can also be referred to as open discussion. The 

topic of the discussion remains the same with all the respondents, but the themes of the inter-

views vary between the interviews. Open interviews are usually referred to as in-depth interviews 

when there are several interviews with the same respondent. Other researchers argue that in-

depth interview can be conducted within one interview only but in order to succeed this usually 

requires a very narrow topic for the interview. (Eskola and Suoranta 1998.)  

Out of the in-depth interviews, two were conducted as a video call, two as a phone call and one 

face-to-face. All the interviews followed the same pattern. At the beginning, according to good re-

search manners, researcher explained the topic of the study and asked a permission to record the 

interview or in case of phone call, taking notes. It was also explained to the respondents that they 

will remain anonymous in the final study and they will only be referred to as “tourism profes-

sional”. After the introduction, the respondents were free to share any knowledge they felt im-

portant about the given topic. In all cases, respondents were very passionate about the subject 

and there was no need for the researcher to ask several follow-up questions, interviews were all 

more like conversations between the respondent and the researcher. The researcher tried to 

avoid expressing subjective views about the topic in order to not lead the conversation in any di-

rection. (Vilkka 2021.) 

Semi-structured interviews were conducted as online questionnaire for five Emiratis and the ques-

tionnaire included a short introduction of the topic and statement that all respondents will remain 

anonymous in the final thesis. Group interview with the Emiratis was done before and based on 

the themes in that interview, questions were drawn for the questionnaire. All questions were 

semi-structured with open answers and the questionnaire included two links to videos that were 

shown for the group respondents as well.  

Focus group interviews 

Eskola and Suoranta (1998) describe group interview as a way for the researcher to enter the in-

terviewees world. At its best, group interview gives more information about the respondents as 

the group allows the respondents to support and encourage each other and memorize and ana-

lyse things together. Alasuutari (2012) argues that if the members of the group know each other, 
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the situation reminds them of a natural interaction. This often results in open discussion between 

the respondents, and they start asking questions from each other and comparing their views 

about the subject in question. Two biggest advantages of a group interview compared to individ-

ual interview is the efficiency and respondents’ control over one another. Especially when investi-

gating the opinions and cultural aspects, group interview is an efficient method.  

There are several purposes for the use of group interviews and in this study the aim is to gain fac-

tual information, study joint norms and ideals of the group, pursue understanding and realization 

and pursue new ideas. The group should be mainly homogenic and in this study the imperative 

factor is the nationality. Other group consists of Emiratis and the other group consists of different 

nationalities living in the UAE. (Eskola and Suoranta 1998.) 

Group interview aims to as free and open atmosphere as possible. It doesn´t have a structure but 

the conversation rather flows smoothly while staying in the topic. It is up to the researcher to de-

cide whether to aim for more of an interview kind of set up or a conversation. It is argued that the 

latter is more difficult to execute because respondents are rarely capable of carrying a conversa-

tion the whole time so usually it is something between a dialogue and conversation and an inter-

view. The biggest challenges in group interviews are starting the conversation and containing the 

most dominant respondents. (Ibid.) 

The size of the group is open to the researchers view and the decision can also be affected by 

many external factors, such as being able to schedule a time that suites all the respondents. With 

a bigger group, there might be some technical issues to consider such as how to get everyone´s 

voice heard on the record, whether extra microphones are needed and also identifying the speak-

ers on a record is harder in a bigger group and could create challenges in the transcription phase. 

(Ibid.) 

There were two group interviews conducted for this research. First group consisted of three 

Emiratis and second group of four expatriates. First, the researcher explained the topic of the re-

search and explained to the respondents that they will remain anonymous in the final thesis and 

they will only be referred to as “Emiratis” or “Expatriates”. After the introduction researcher 

opened the discussion and it was followed by active discussion about the topic. Compared to the 
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interviews with tourism professionals, the researcher had to make more follow-up questions and 

lead the conversation in some stages in the group interviews, but the group dynamic was good in 

both groups and everyone was sharing their thoughts and ideas about the subject. 

3.3 The process of qualitative data analysis 

Rather than basing the analysis of the data on statistics and systematic relations between different 

variables, qualitative research analysis focuses on the “big picture”. Qualitative research analysis 

aims to explain some singular whole and its structure. Even when the data is gathered by conduct-

ing several individual interviews, the analysis cannot focus on explaining the differences of these 

individuals by separating different variables, but rather it aims to find absolute truths that cover all 

the things revealed during the data collection. To turn the idea around, the purpose of qualitative 

analysis is not to conduct statistically meaningful data, and it would be impossible even for the 

soul reason of not having enough data to have a statistical significance. The analysis aims to un-

derstand the reasons behind different phenomenon and conducts valuable data for the research 

field this way, but it will never be able to conduct statistically reliable data, nor it is meant to. 

(Alasuutari 2011.) 

Tuomi and Suoranta (2018) divide qualitative research methods into two different groups: meth-

ods that are based on a grounded theory and methods that are not originally based on any specific 

theory, but which can later in the process use different theories to analyse the results. Analysis of 

the content is a basic analysis method for qualitative research, and it can be one, specific method 

or as a bigger, theoretical framework that can be part of a larger analysis content. It is argued that 

every analysis method used for qualitative research can be seen as some form of analysis of con-

tent. There are several different method descriptions of the same method. Tuomi & Suoranta 

(2018) describe the first two steps of the analysis of content transcription or coding and classifica-

tion or theming while Alasuutari (2012) refers to them as simplifying the observations and solving 

the riddle.  

To further explain the analysis of content by using the terms Alasuutari (2012) introduced: the 

separation between simplifying the observations and solving the riddle can only be made for ana-

lytic purposes but basically these two phases always intertwine with each other. Simplifying the 

observations can be further divided into two different parts. The first part focuses on observing 
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the data from a specific theoretic- methodologic point of view. At this point, the most important 

thing is to identify what is the essential information of the whole data, in the light of the theoreti-

cal framework and research questions. This part should produce the “raw material” for the next 

part of simplifying the data where the focus is on unifying the gathered “raw material”. Easiest 

way to do this is to look for common nominators that cover the whole data. The idea of this part is 

to find nominating rules and structures that apply for all the data.  

Next phase, solving the riddle, can also be referred to as the interpretation of the data. This phase 

aims to make interpretations of the phenomenon in question by using the nominating rules and 

structures found in the previous phase of the analysis. The interpretations can be presented using 

different models depending on the theoretical framework that the analysis is based on. Focus can 

be more on the actions or functions that emphasize the role of a personality or the interpretation 

can be focused more on lifestyle context where personality is seen more as part of its environ-

ment. (Ibid.) 

The methodology applied in the data analysis was analysis of the content. All the interviews con-

ducted were descripted and based on the research questions set for this study, the important in-

formation was separated from the data that was not needed. The essential information was then 

divided into different themes according to the theoretical framework of push and pull factors. Ear-

lier studies helped in the theming because instead of only presenting one’s own results, research 

should always involve discussion with previous writers as well. Usually this is a natural way of pre-

senting the data as it is rarely even possible to show clear results without referring to previous 

studies and relevant theory. The results of this study are compared to the findings of previous 

studies to get more trustworthy results. (Valli & Aaltola 2018.) Figure 9. demonstrates the first two 

stages of data analysis for this study using one of the pull factors found as a result of this study as 

an example. 
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Figure 9: Actual image of the data analysis process of this study. 

First step of the analysis was to observe the descripted data from the theoretical framework point 

of view, which in this study was push and pull framework. With that in mind, the most important 

data was separated from the data that was not needed. This is how the data seen on red in the fig-

ure was conducted, also referred to as “raw material”. Next step was to find common nominators 

that cover the whole data which in this case seen in the figure was “location”. The last step of the 

analysis is seen in the results later in this study, where more detailed interpretation of this “loca-

tion” factor is introduced. 
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4 Results 

This chapter will introduce the results of this study and it consists of three different parts. The first 

part shows direct quotations from the interviews and they will work as an introduction to later re-

sults. Second part explains the push and pull factors conducted from the data analysis and to add 

context to the results, it is on some parts reflected with the earlier studies. Third part consists of 

main development targets for Lapland travel operators based on the data analysis, earlier studies 

and reflection with theoretical framework of this study. 

4.1 Thoughts about Lapland 

According to Goodall and Ashworth (2012, 3) in order to convert the motivations behind travel de-

cisions into a holiday trip, tourists’ preferences and knowledge of the holiday opportunities need 

to be identified. Mental image is a big part of this process and those can be further divided into 

two different images: preferential image that consists of one´s mental rating that is built on one´s 

likes and dislikes. This preferential image represents one´s ideal holiday. Based on this preferential 

image, the expectations towards the holiday are set and this creates an evaluative image against 

which the actual holiday opportunities are compared to. The perceptions that the tourist has of a 

destination, is dependent on the information available. Based on this, the tourist forms an image 

of each destination, can be naive or factual, but this image is always formed with the tourist being 

aware of only a part of the holiday opportunities available.  

Tourism professional´s thoughts about Lapland 

The results of the interviews conducted for this study, revealed that all the UAE tourism profes-

sionals knew Finland and Lapland well and most of them had been in close relations with Finnish 

marketing authorities and travel agencies. One main characteristic that was brought up in the dis-

cussions often was the beauty of Finnish nature and the attractiveness of Lapland as a travel desti-

nation. Several reasons were discussed as to why Finland and Lapland have yet to achieve a cer-

tain level of interest as travel destination among the residents in the UAE. All professionals 

brought up the need of enlightening people about Finland as a country and Lapland as a travel 
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destination. It was agreed by the professionals that there might be a lot of wasted potential be-

cause of people not knowing what to look for when talking about Finland and Lapland in particu-

lar.  

One of the professionals pointed out that the basic marketing idea for Finland where nature and 

for example, sauna is put on a spotlight, might not work in the UAE region as well as thought. She 

knew Finland well and had travelled to the country before and according to her, when talking 

about UAE travel market, other marketing ideas should be considered for this specific market. Di-

rect quotations from the interviews with the tourism professionals are gathered in Figure 10.  

 

Figure 10: Direct quotations from interviews with the tourism professionals. 

Emiratis and expatriate´s thoughts about Lapland 

Only two of the focus group interviewees, one expatriate and one Emirati had travelled to Finland 

before. None of the focus group respondents had visited Lapland before and only the two who 

had travelled to Finland, had even heard of Lapland before. All the focus group respondents and 

questionnaire respondents were shown two videos of Lapland and based on these videos, they 

could make some assumptions about Lapland and play with the images in their head thinking what 
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might attract them to go there. Big selling points according to what attracted them in the videos 

was the nature and the beautiful scenery. Every respondent mentioned that the first thing that 

comes to mind when thinking about Finland is cold and snow. It was surprising for most of them to 

see videos with sceneries of Finnish summer and sunlight. 

It seemed that especially Emiratis require a lot of concrete information about the location that 

they travel to. They wish to plan their trip well beforehand, and they like to receive information 

about the services and things they could do in the destination. According to respondents, it hadn´t 

even occurred to them to travel to Lapland because they had never heard of the place. One of the 

Emiratis respondents said that she had recently met a Finnish woman in Dubai, and they had dis-

cussed about Finland and Lapland. After these conversations, the Emiratis respondent had put 

Lapland on her list of places to see. One of the expatriate respondents said that he had travelled 

to Stockholm before, because according to him, even though Sweden and Finland fall in the same 

category in his mind, Sweden appeared to him as more versatile destination than Finland. For him, 

on top of nature and scenery, Sweden was offering shopping options, nightlife and culture events 

that appealed to him. Figure 11. shows direct quotations from the focus group interview with the 

Emiratis and Figure 12. shows direct quotations from the interviews with the expatriates. 

 

Figure 11: Direct quotations from the interviews with Emiratis. 
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Figure 12: Direct quotations from the interviews with the expatriates. 

4.2 Push and pull factors that motivate Emiratis and expatriates to travel to Lap-
land 

The most important push and pull factors in the context of the United Arab Emirates outbound 

travel to Lapland consist of three pushing factors which are togetherness with family and friends, 

exploration vs. relaxation and social interaction and friendliness of the local people and three pull 

factors which are nature, physical amenities and facilities and location. These factors were created 

based on the incidence of the topic together with findings from previous studies. The push factors 

represent the things that make UAE travelers want to leave the country for a holiday and pull fac-

tors are certain things about the travel destination that draw them to travel there. As a result of 

this study, three push factors, that make people want to leave the UAE to travel and three push 

factors, that make people want to travel specifically to Lapland, are illustrated in Figure 13. 
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Figure 13: Push and pull factors for UAE outbound travel to Lapland. 

Togetherness with family and friends 

Based on earlier research of Arab/Muslim travellers, the family togetherness plays a big role in 

their travel plans. Their social circles tend to include family and relatives only when being outside 

of work environment. Therefore, Arab/Muslim travellers tend to favour family- friendly destina-

tions where they can fulfil the need for family bonding. (Michael et al. 2017, 11; Michael & King 

2014, 6.) All three Emiratis that were interviewed in the focus group interview, pointed out that 

they´re family has a habit of travelling together at least once a year or maybe even more often.  

Another aspect of these family trips was that they usually prefer travelling to the same destina-

tions every year and this is also supported by previous studies (ibid.) According to the respond-

ents, the reason for this is that they already know how everything works and therefore the holiday 

is stress free. It was also pointed out by the Emiratis respondents that besides travelling with the 

family, it is also a habit of travelling together with friends and other relatives. These trips differ 

from each other in the matter of choice of destination and the time of the year. For example, talk-

ing about Lapland, the Emiratis respondents could see their family travelling there during summer 
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or spring when the weather is more familiar to them and according to them for this reason the el-

der members of the family would enjoy the holiday more. On the other hand, exploring the winter 

season in Lapland seemed to appeal more to the younger members of the Emiratis family.  

Expatriates discussed more about travelling with a spouse or a group of friends and the reason for 

this could be that usually expatriate’s family live in their home country and therefore the closest 

and most convenient travelling companions are friends or spouses. All expatriate respondents 

mentioned travelling companions as big part of the holiday but they didn´t mention any specific 

time of the year that would be most appealing for them to travel to Lapland. Both focus groups 

were shown two different videos of Lapland and in the other video, there was a group of friends 

that went on a hike and stayed overnight in a lean-to. This video especially, was very appealing to 

the expatriates and they liked the idea of spending quality time with friends in the nature. 

Exploration vs. relaxation 

All respondents listed exploring new cultures as part of reason to travel and leave the United Arab 

Emirates. One expatriate mentioned that whenever possible, she likes to travel to a new country 

and explore the cities and see what the country has to offer. Travelling is also something that peo-

ple do to balance the normal work life and get away from daily responsibilities. One expatriate re-

spondent mentioned that the choice of destination depends on the current situation of the normal 

life in the UAE. If the year has been hectic, the respondent most likely chooses a more relaxed and 

stress-free destination or if she feels like being challenged, then for example a city vacation might 

be a good option. The same respondent referred to her travelling habits as “chasing the sun” 

which refers to sunny destinations. She was then surprised to learn that Lapland is very bright and 

sunny during the summertime.  

One of the Emiratis respondent mentioned that on top of the familiar destinations that they travel 

to every year, their family likes to explore new countries as well and they always try to find at least 

one new destination to visit every year. All the respondents were curious to know more about 

Lapland and they were fascinated by the nature and the animals seen on the videos during the in-

terviews.  
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Based on the tourism professionals experience, for Emirati’s travellers the relaxation is an im-

portant factor, and their travelling habits are all aiming for a stress-free travel. They wish to plan 

the trip beforehand and receive as much information about the available services and amenities as 

possible. According to one travel professional, for Emiratis a holiday is truly a holiday in its initial 

true meaning. It is a time when they get to relax and enjoy, and they try to avoid any additional 

stress.  

Expatriates travelling habits seemed to differ from Emiratis travelling habits in this sense. They 

were more open to just exploring and learning about the place on their own. One expatriate re-

spondent explained how getting lost in a new city is usually the best thing that can happen be-

cause this gives an opportunity to find something that is not in the brochures. One tourism profes-

sional gave an example of the difference between Emirati’s traveller and expatriate traveller; 

where an average expatriate traveller would be happy to join an organized tourist tour, Emiratis 

probably prefer to book the tour beforehand and preferably only for their own entourage. This 

supports the findings in Michael and King (2014, 90) study where it argued that Emirati’s travellers 

travel in order to relax and enjoy time with their families whereas expatriates travel more sponta-

neously and look for discovery.  

Social interaction and friendliness of the local people 

Most respondents mentioned that getting to know local people and learning about their customs 

is important to them. Especially Emiratis were very interested about the level of English that is 

spoken in Finland. They wanted to know whether they would be able to communicate with the lo-

cal people. In conversations both with Emiratis and travel professionals, it became clear that espe-

cially Emiratis want to feel welcome in the travel destination. This supports the findings in earlier 

studies as well as it was argued in Middle East Consumer Travel Report (2018) that the success of 

some Asian destinations, for example Thailand, is based on the friendliness and warmth of the lo-

cal people. In the same report it was claimed that some European cities perceived negatively in 

this respect. In the focus group interview with expatriates, all the respondents expressed their in-

terest in getting to know local people and local customs. They brought up the idea of merging 

themselves with the culture and exploring and finding things that are not in the brochures.  
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In the study all the Emiratis in the focus group interview brought up clothing in the conversation. 

They had all travelled a lot in Europe and for example in France they had noticed a big difference 

over the years. After France announced hijabs forbidden in public places, they felt that they have 

been more openly judged because of their clothing. They were curious to know what the situation 

is in Lapland and whether they would receive looks or whispers about their clothing. This supports 

findings in earlier studies where islamophobia was argued to be a big barrier for GCC travellers 

and will eventually effect on the tourism flows from GCC countries to a destination that show prej-

udice against Muslim community (Outbound GCC travellers spent over US$69bn worldwide 2019).  

All the tourism professionals said that in their experience, especially Emiratis want to feel like they 

are wanted in their travel destination and that small gestures of appreciation are highly valued. 

These gestures could be such as being able to communicate in English, being able to choose halal 

food in a restaurant and being able to express Islamic religion without being criticised. One tour-

ism professional listed several little things that hotels could think about when accommodating Is-

lamic people such as having information in the room in Islamic language, Arabic tv- channels and 

possibility to pray towards Mecca. According to Middle East Consumer Travel Report (2018) not 

having access to halal food and the fact that many destinations don´t speak their language, were 

significant reasons for Middle East travellers to choose to travel domestically rather than interna-

tionally.  

Nature 

All the respondents were keen on the idea of experiencing all four seasons. In contrast to previous 

studies, winter season was not the most attractive one to respondents who were more interested 

in the sunlight and summertime. The Emiratis respondents said that the winter season would most 

likely draw younger Emirati’s travelers to Lapland, whereas spring and summer was seen easier 

and more familiar surrounding among elder Emiratis.  

Expatriate respondents were mainly “chasing the sun” which could indicate that they would rather 

travel to Lapland during summertime. Also, when talking about perceptions of Finland, all the re-

spondents said that the first thing that came to mind was cold, and snow and it seemed like proba-
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bly not the most appealing idea to them. Most respondents mentioned northern lights as some-

thing that they would like to cross over from their bucket list. One of the expatriate respondents 

was not aware that you could see northern lights in Finnish Lapland as well. Northern lights were 

also mentioned by all the tourism professionals. They said that based on their experience, it is a 

big selling point in the Arab market. 

When talking about the attractions in Lapland, all the respondents were very keen on experiencing 

all the different attractions. They liked the idea of going to the nature and spending time doing ac-

tivities in the wild. On the other hand, it was also said to be a little scary for them. After showing 

the respondents two different Visit Finland videos about Lapland, they felt like the nature looked 

beautiful, but they were unsure as to what they could do there and how they could get there. In 

previous studies weather was found as one big reason for residents to escape UAE, especially dur-

ing the summer. The weather gets hot and therefore it is very popular time for UAE residents to 

travel abroad. Most respondents for this study were surprised when they heard that summer in 

Lapland is usually sunny and relatively warm as they had associated Finland only with cold and 

snow. On top of the weather, in previous studies it was also discovered that locals and expatriates 

both search for more green landscapes when they travel. In the UAE the nature is totally different 

compered to many other locations and UAE residents tend to look for different kind of landscape 

when they travel. (Michael et al. 2017, 9; Middle East Consumer Travel Report 2018, 25.) 

Physical amenities and facilities 

Especially Emirati respondents mentioned high level of service as something that they expect 

when travelling. Good restaurants, high-level hotels and possibly a driver were the most important 

services to them. Michael et al. (2014, 87) stated in their study that Emiratis expressed a desire for 

high-quality accommodation and usually they opted for five-star properties. According to the 

same study, Emiratis were interested in shopping and taking day- trips to various tourist attrac-

tions. According to tourism professionals that were interviewed for this study, mentioned that in 

his experience, Emiratis enjoy shopping and outdoor parks and amusement parks are something 

that they look for when they travel.  
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There was a lot of discussion about driving in the destination and usually when travelling with the 

whole family, the father of the family drives but if he is not on the trip, Emirati travellers usually 

prefer a driver. This could be related to the fact that UAE is very driving-oriented place where 

there are little to no walking pavements and distances between places are long. Driving a rental 

car or having a chauffeur to take the travellers to places is therefore seen as the most familiar 

choice of transport. It was also mentioned several times during the interview with the Emiratis 

that if they decide to travel to Lapland, they wish to see as much as possible and they want to feel 

like their options are not limited because of transport. Michael et al. (2017, 284) argued in their 

study that Emiratis enjoy pedestrian environment, because it is something that they are unable to 

do in their home country. The focus group interview with Emiratis didn´t show similar results but it 

can also be due to lack of knowledge of the destination. The respondents simply don´t have 

enough information about the destination to be able to make best suited decision for them, re-

garding for example transportation.  

In the interview with the expatriates, the most important physical facilities mentioned were good 

restaurants, nightlife, tourist attractions, shopping, and beach. They were interested in staying 

outdoors and enjoying the nature, but they said that they also wanted more out of the holiday so 

for them, the destination has to offer a variety of things to do. One of the respondents mentioned 

that they always rent a car while travelling, because that way you get the best out of the destina-

tion. None of the respondents mentioned chauffer as a service they would require.  

There was also a discussion of the choice of transport from Helsinki to Lapland. The expatriate re-

spondents were keen on the idea of taking a train as they felt it could be a unique experience and 

for them it didn´t seem like a stress factor, more like a part of the adventure. For the Emiratis, the 

first choice of transportation would be the flight. The respondents explained, that especially when 

travelling with a big entourage with many families, there is a lot of luggage and other carry on that 

need to be taken into consideration. They didn´t see the train ride itself problematic but expressed 

the need to get more information about the services on the train and need of service when mov-

ing the luggage. Earlier studies have showed similar results that limited provision of assistance 

with luggage at the airports was seen as a big difficulty for Emiratis families. (Ibid.) 
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The interviews with professionals revealed that according to their knowledge and understanding, 

Northern Lights and Santa are big selling points in the Middle East. Christmas itself is not a very 

popular festival as it is not commonly celebrated in the Middle East, but everyone knows Santa. 

One of the tourism professionals said that Emiratis need to feel like they get value for their money 

and the best way to do that is to offer these certain physical amenities and facilities that they re-

quire when they travel. 

Location 

All the respondents had good experience of European countries in general. According to the re-

sults of the interviews, Finland’s location next to Sweden and Norway is seen as a significant pull-

ing factor. All the Emiratis respondents said that if they decide to travel to Finland, they would like 

to travel to Sweden and Norway as well. Usually during the hot summer months in UAE, the locals 

travel abroad for several weeks and that would be an ideal time for them to explore three differ-

ent countries at once. The flight time for straight flight from Dubai to Helsinki sounded good to all 

the respondents, they felt like it was a decent travel time. One of the Emiratis respondent said 

that their family only uses Emirates Airlines for flying but was aware that they have straight flights 

to Stockholm from Dubai so it would fit well with their plans to do the tour of all three neighboring 

countries.  

One of the tourism professionals mentioned that Emiratis have a mindset of searching for some-

thing that they can´t experience anywhere else. Lapland as a location is unique and offers several 

amenities, such as Santa´s village, which you cannot find anywhere else in the world. The nature in 

Lapland also fills this requirement as the animals and natural phenomenon seen there, are unique 

and can´t be experienced anywhere else.  
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4.3 Main development targets in the UAE travel market for the Lapland travel op-
erators 

The main development targets in the Lapland travel industry in order to better meet the require-

ments of UAE travellers consist of three main segments: enlightening the travelers, new marketing 

ideas, and knowing the customer segments. Figure 14. introduces the three main development 

ideas concerning the Lapland travel market aiming to enter the UAE outbound travel market. Their 

relations to each other, all three equally important to succeed in the task. 

 

Figure 14: Development ideas for the Lapland tourism market. 

Enlightening the travellers 

All the tourism professionals pointed out the same issue. There is still a lack of knowledge in the 

UAE travel market about Finland and Lapland as a travel destination. Finland has been promoted 

in the UAE for several years and the outbound travel from the UAE to Finland has grown consist-

ently, from 2000 to 2019 the growth has been 34 %. Even still, all the tourism professionals said 

that the last breakthrough on the market is still waiting to happen. All of them offered the same 

explanation for this. To truly reach a certain level of interest in the UAE travelers, Finland needs to 
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be seen and heard more on the market. People need to be enlightened about the country in gen-

eral for people to even consider it as a travel destination. It became clear in the focus group inter-

views that many of the UAE travelers haven´t even heard of Lapland and therefore it´s not on their 

list of places to visit. One of the Emiratis respondents explained that as soon as she met a Finnish 

woman in Dubai and she gained information about the country from her, it became clear that she 

would like to visit the place one day.  

The tourism professionals gave several specific topics that should be messaged clearly to the UAE 

travel market and one of them was the high level of cost. People who have heard of Finland often 

compare it to other travel destinations and find Finland more expensive, which can be one of the 

main reasons that travelers end up choosing another cheaper destination. One of the tourism pro-

fessionals pointed out that it would be easier for people to understand the reasons behind the 

high level of costs if they better understood the Finnish social structures, for example the social 

security system. There are a lot of other aspects in Finnish society that should be better communi-

cated to build the countries brand. Lapland tourism strategy 2020-2023 (2019) stated that one of 

the biggest challenges marketing wise is the accessibility and cost level which are connected to 

each other. High-cost levels of domestic flights add up to the total cost of Lapland holiday and for 

example Tromssa in Norway, offers better and cheaper flight options then Lapland. High taxing 

and cost of labor rise the cost of the Lapland travel product. 

In the Worlds Happiness Report (2021) Finnish was ranked number one for the third time in a row, 

measuring things such as quality of life, gross domestic product, corruption, health, and social net-

works. All the Emiratis respondents listed security as one of the main factors they look for when 

they travel. According to numerous different international reports, Finland is found one of the saf-

est places in the world (Statistics Finland; Independence Day 2019.) Taking the current situation 

with COVID-19 pandemic into consideration, Finland is one of the least affected countries in Eu-

rope now and therefore could be presented as a one of the safest destinations for UAE travelers to 

travel to as soon as the travel industry starts to recover. These are all facts that should be brought 

up to people’s attention when talking about Finland as a travel destination.  

Part of enlightening the UAE travelers is to educate them about the four seasons that Finland has. 

The results of this study showed that cold and snow are the first things that come to people’s 
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minds when asked about their perceptions of Finland. In tourism professional’s opinion, all four 

seasons would attract travelers from UAE to Lapland but now the problem is that people see Lap-

land only as a wintery destination. Especially Finnish summer is something that in the profes-

sional’s opinion should be highlighted to the travelers and one of the professionals even stated 

that Finnish summer is exactly what the Arab travelers look for because in his opinion they would 

enjoy the long bright days. According to him, Arabs like to sleep late and stay out late so it would 

be a perfect destination for them. Another thing to emphasize would be that Lapland is an interna-

tional location and according to one of the tourism professionals sharing as simple facts about 

Lapland as having international food chains, would give the message to travelers that Finland is a 

developed country.  

Marketing ideas 

According to the in-depth interviews with the tourism professionals, in order the make the final 

breakthrough in the UAE travel market, there must always be a consistent and active representa-

tion on site in the UAE. Instead of operators from Lapland visiting one separate travel event in the 

UAE, there must be consistency and it is important for the local operators to develop personal re-

lationships and connections with the operators in Lapland. One of the tourism professionals said 

that it will take certain amount of time to develop these relationships but once they are estab-

lished, UAE operators are known to stay loyal, and the connections made will stay strong from 

thereon.  

One of the tourism professionals referred to “out of the box”- thinking when talking about the 

marketing of Lapland in the UAE. She is familiar with Finland as a country and knows the basic sell-

ing points that Finland has. In this context, she wanted to make a difference between Arab travel 

market and the rest of the world. The idea of using for example sauna as big selling point, in her 

opinion will not work in the Arab market and some new, fresh ideas should be developed to better 

market Lapland in the UAE and in the Arab market. 

 All the tourism professionals talked about reaching out to smaller groups to gain visibility in the 

market and this way the market entry point would be a bit different. Examples of these smaller 

groups could be for example bikers. Biking has become more and more popular in the UAE within 
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the last few years and there is already a substantial biking track network for example in Dubai and 

the cycling culture has gain more and more visibility with events such as Spinneys Dubai 92 Cycle 

Challenge that is one of the Middle East’s Premium cycling events. Cycling is one of the many ac-

tivities that can be done in Lapland so from a marketing point of view, it could be worth focusing 

on this small market to gain visibility in the UAE travel market.  

Other smaller groups to reach out could be different educational groups. Finland is known for its 

excellent level of education and this fact was also mentioned several times during the focus group 

interviews and in-depth interviews with the tourism professionals. One of the tourism profession-

als talked about an idea of sending students and education professionals to Finland to learn more 

about the Finnish educational system. Other professionals brought up the fact that many schools 

in the UAE make class trips to abroad at least once a year. It could be worth reaching out to local 

schools and marketing Lapland as one of the destination options. Visit Finland also mentioned this 

as one of the big selling points. (UAE Travel Market Update 2019.) 

Third group to reach out to, could be MICE travel. A lot of companies organize meetings and exhi-

bitions abroad and also reward their employees once a year with a trip to abroad. According to the 

professionals, it usually happens in the spring which would be a perfect way to gain visibility and 

at the same time market Lapland as all around the year destination. According to Visit Finland, 

MICE travel was also one of the target markets to consider with increasing demand. (UAE Travel 

Market Update 2019.) 

All the professionals highlighted the importance of social media marketing. Right now, the most 

important thing would be to share knowledge about Finland and Lapland and gain visibility, be 

seen and heard. Social media is a perfect way to reach masses. This could be done by exclusive so-

cial media accounts and by marketing the already existing accounts that all the different destina-

tions in Lapland already have. One way to be seen would be to use influencers to spread the mes-

sage and with their own, broad platforms the influencers could help speed up the visibility in the 

social media.  

It was already stated earlier in the findings that for Emiratis it is important to feel welcome in the 

travel destination. In this context, there were several specific measurements to be done to make 
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them feel more welcome. For example, access to halal food, possibility to pray towards Mecca by 

offering signs in the hotel rooms and such. This could all be part of specific packaging done by the 

operators in Lapland. These can be seen as pretty small, cost effective ways to improve the pack-

aging to be better suited for Emiratis and other Islamic travelers and these could be highlighted in 

the marketing. This would send out the message that this specific market wants to hear, that they 

are welcomed and wanted in Lapland. According to earlier research, when trying to tap into the 

GCC outbound travel market, it is important to respect Arabic cultural needs and provide high 

quality and upmarket services. The targeted packaging should arise from the need to exceed the 

expectations of Arab traveler. (Outbound GCC travellers spent over US$69bn worldwide 2019.) 

Knowing your customer segments 

Understanding the different customer segments is the key to enter a specific market. As it has 

been stated earlier in the study, according to Middle East Consumer Travel Report (2018) the Arab 

travel market consists mainly of three different key segments: GCC nationals, non-GCC Arab expat-

riates and Western and other expatriates. In this study, the focus was on the UAE travel market 

and therefore the focus has been in the Emiratis and expatriates. UAE is one of the biggest travel 

markets in the Middle East and it is a good place to start the focused marketing.  

Tourism professionals all stated that it is important to understand the different customer seg-

ments in the Middle East but agreed on the fact that UAE is a good place to start and as a big gen-

eralization, what works in the UAE often works in other GCC countries as well. It could be argued 

that defining all the different customer segment in the Middle East or even in the GCC countries, 

could be a whole separate study itself. What this specific study has given, is the knowledge that 

UAE travel market can be ruffly divided into these two different groups of Emiratis and expatriates 

and it is an acceptable position to start with.  
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5 Concluding discussion 

This study focused on helping Lapland travel market to find new ways to recover from the effects 

of the pandemic. Because of Lapland travel industry’s significant role in the whole recovery of Fin-

land, this study was also societally meaningful. The number of overnight stays in Finland is lower 

than it has been in years with a -68 % decrease from 7 billion in year 2019 to 2,3 billion in 2020. 

The most essential operators determining the actions taken in the Finnish travel industry to re-

cover from the pandemic, argued that this is the time to develop and prepare for the future. The 

Lapland tourism professionals have stated that they have targeted resources in developing new 

innovations and modifying services to better cater the needs of tourists in the future.  

This study focused on one specific market, the UAE travel market, in hopes of gaining information 

that would be useful for the Lapland travel market in their aims to prepare for the future. Accord-

ing to the results conducted, the study was successful in fulfilling its original purpose. This study 

identified the most important push and pull factors that effect on people´s decisions to travel to 

Lapland. These factors were conducted based on the data from the focus group interviews with 

both Emiratis and expatriates. Additional value to the study brought in-depth interviews with tour-

ism professionals from the UAE and Lapland, who shared their insight and knowledge of these two 

markets. As a result of this study, main development targets were identified in order to help the 

Lapland travel market to develop its strategy on the UAE market. (Ministry of Economic Affairs and 

Employment of Finland 2021; Travel - Safe escapes? The new normal in work and travel 2020.) 

This study approached the research questions from motivation point of view and more precisely 

from the push and pull framework viewpoint. The push and pull framework have been widely used 

in the travel behaviour study and it helps to identify the main factors affecting on one´s travel de-

cisions. The pushing factors describes the factors that make tourist want to leave the country of 

origin to travel to a new destination, a place with its own pulling factors that make the place ap-

pealing for the tourist. Push and pull theory had previously been used to study Western and Asian 

travellers and their travel motivations but although there were few studies made, there was still a 

lack of literature of push and pull framework in the context of Arab travellers. (Michael et al. 

2017.) but also in the context of Lapland travel market as a destination because based on the re-

search made for this study, there has been no earlier studies on the subject. 
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 As Crohen et al. (2014, 4) argued, studying consumer behaviour, and motivations behind it have a 

huge impact on product development and positioning in a specific market. By focusing on studying 

the push and pull factors, this study fulfilled it´s initial purpose of helping Lapland´s tourism opera-

tors to ¨better market and position themselves in the UAE travel market. As an example, the re-

sults showed that there is significant demand for high-class services rising from different needs of 

the Emiratis travellers, such as reducing the stress on the holiday by planning everything before-

hand, desire of luxury or tenting to the needs of elders of the family and this example supports the 

earlier findings as well. (Outbound GCC travellers spent over US$69bn worldwide 2019.) High-class 

services among many other factors found on this study, represent an opportunity for the Lapland 

travel market to develop their products to be better suited for the UAE travellers. 

The results of this study also showed that pulling factors are heavily dependent on the whole im-

age and brand of both Finland and Lapland and at the moment neither of these is very strong in 

the UAE travel market. Therefore, for further development of the brand and image, a wide coop-

eration between different operators on national, regional and local level is needed. According to 

the tourism professionals in the UAE market, it might take some time and additional effort to 

break through in the market but as soon as a certain level of success is reached, the UAE market is 

very loyal and from there on it´s more about maintaining the position rather than actively increas-

ing the promotion in the market. 

This study produced altogether three push factors; togetherness with family and friends, explora-

tion vs. relaxation and social interaction and friendliness of the local people and three pull factors;  

nature, physical amenities and facilities and location. UAE travelers were divided into two differ-

ent focus groups in this study, Emiratis, and expatriates. These two groups had in some cases, very 

different needs and expectations when it comes to travelling but both of these groups needs still 

fell under these same, six factors. Crohen et al. (2014, 4) emphasized the need for more broad 

study on cross-cultural issues. This argument is supported by the results of this study, as there 

were clear cultural differences found between Emiratis and expatriates. This however is not totally 

comparable with Crohen´s argument as expatriates represent a wide range of different nationali-

ties whereas Emiratis represent one nationality. In order to further examine the cultural issues of 

these target groups, a more narrow exclusion should be made when studying the expatriates.  
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As Jansson-Boyd (2012, 115-116) argued, motivation comes from the need to satisfy a certain 

need. Based on the results of this study, a clear emphasis was on the push factors and at the mo-

ment these were the factors that developed the need for the tourists to travel, not the pulling fac-

tors. This is where the marketing becomes of high importance. To create a need for a person to 

travel specifically to Lapland, there needs to be some strong pulling factors that appeal to travel-

ers to go. Although there were several pulling factors found in this study, the push factors are still 

of primary importance compared to pulling factors. Thus, the results of this study supported the 

views of Crompton (1979) and Dann (1977a; 1981b) who argued that push factors are the reasons 

that make tourists travel and pulling factors are just common-sense explanations of tourist desti-

nations and therefore are not important. Later studies rephrased this argument by placing push 

factors as something that need to be fulfilled first whereas the destination attractions are of sec-

ondary importance. (Irsha, M. 2018, 34; Yosaf, Amin & Santos 2018, 204; Michael, Wien & 

Reisinger 2017, 276.) 

The push factors found in the study, conform the earlier findings (Michael & King 2014; Middle 

East Consumer Travel Report 2018; Michael et al. 2017) focusing heavily on one´s social needs; to 

feel togetherness with people, to get to know new cultures and it´s people and the need to fulfill 

one´s own, intrapersonal needs by relaxation or exploration. Maslow’s hierarchy of needs identi-

fied esteem as one of person´s primary need and according to the results Emiratis have a strong 

need of feeling welcome in the travel destination as well as need to feel respected when it comes 

to religious matters. This can also be explained by need for safety, as respondents rose the con-

cern about some European countries decision to forbid the use of abayas. This supports findings in 

earlier studies where islamophobia was argued to be a big barrier for GCC travellers and will even-

tually effect on the tourism flows from GCC countries to a destination that show prejudice against 

Muslim community (Cohen, Yousaf, Amin & Santos 2018 201-202; Outbound GCC travellers spent 

over US$69bn worldwide 2019.)  

According to the results, expatriates travel motivations were based on wanting to leave the hectic, 

everyday life and wanting to change scenery whereas travelling was referred to as something that 

one gets to do whenever there´s a change and holiday from work. Iso-Ahola´s (1982) theory of es-

caping and seeking can be used in explaining the expatriates travel motivations. Escaping repre-

sent the desire to leave the everyday life and seeking represent the view of a holiday as a reward 
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and a break from hectic work life. For Emiratis, travelling was more as something that they just do. 

At least in the results of this study, there were no specific indications found of the need to escape 

everyday life and seek for a reward. (Snepenger et al. 2016, 148.) There are, however, earlier stud-

ies where Emiratis have been proven to seek for an opportunity to escape the work-related stress, 

daily responsibilities, and socio-cultural norms. (Michael et al. 2017, 282-283.)  

Similarities to Crompton´s theory of push and pull (1979) push factors was also found from the re-

sults. For Emiratis the meaning of family became a strong element, and it was clear that they are 

very family-oriented travelers, and this affects heavily on their travel decisions. Expatriates on the 

other hand looked for social interaction from travelling as well but for them it was more often 

with a spouse or friends. For both target groups, enhancement of kinship is an important push fac-

tor in travelling. Both groups were very interested in getting to know local people as well and they 

wish to get in contact with them to get an authentic feeling of the location. Curiosity feeds both 

groups needs, as they are curious to know how people live in Lapland, what languages do they 

speak and what do they think about different cultures. They also showed interest in communi-

cating with local people and getting to know local customs and this can be referred to as facilita-

tion of social interaction. Especially expatriates showed a need for exploration and evaluation of 

self, whereas Emiratis were more keen on relaxation. Expatriates referred “getting lost” in the des-

tination and “emerging oneself” with the destination as something that they look for when they 

travel while Emiratis based most of their travelling habits on good planning and need of specific 

services in order to avoid stress.( Irsha 2018, 34.) 

The pull factors represented the specific factors that could be the reasons why UAE travelers wish 

to travel to Lapland. As they are seen as more destination-oriented factors, there were less simi-

larities with the theoretical framework of motivations. There is a widely supported view in the 

travel research community that supports the idea of pulling factors being of secondary im-

portance. Therefore, it can be argued that the theory is more based on studying the pushing fac-

tors. To add context to the discussion about the pulling factors found in this study, a reflection to 

earlier studies about other destinations and their pulling factors is more beneficial.  
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It was already argued in earlier studies that Emiratis are used to a high level of service in their own 

country and therefore expect the same level of service when travelling (Michael et al. 2017). Lux-

ury travel was mentioned in several different occasions and it became clear in the focus group in-

terviews that Emiratis wish to plan their trip beforehand. One of the reasons for doing so is that 

this way they know what services they get and what is to be expected at the location. (Middle East 

Consumer Travel Report 2018; TradeArabia 2018; Outbound luxury travellers from GCC set to in-

crease in 2018.) 

 Expatriates on the other hand, were relatively spontaneous travelers and they were open to ad-

venture. Crompton (1979) introduced novelty as one of the pulling factors in his theory of push 

and pull factors. This was a stronger need for the expatriates, because while Emiratis explained 

that they often choose one new destination to visit every year, they have a list of known, pre-vis-

ited destinations that they go back to every year. Expatriates on the other hand, where keen on 

exploring new places and instead of visiting same destinations, excluding their own home coun-

tries, they were more eager to “collect” new countries. (Irsha 2018, 34.) 

Both groups were very excited about the nature in Lapland. Some natural phenomena such as 

northern lights were a pulling factor for both groups, but also the four seasons seemed to appeal 

to them and summer in Lapland was a very interesting concept to them. The importance of nature 

and natural phenomena were already acknowledged pulling factors before this study and they 

have been emphasized in the marketing of Lapland since the early stages when tourism first 

started to bloom in the area. The value of this study is in the different aspects and point of views 

of this specific pulling factor. Reports and studies claim that Finland and Lapland will benefit from 

the clean air and nature even more after the travelling opens up again as these are seen as factors 

that tourists will be increasingly looking for. (Ministry of Economic Affairs and Employment of Fin-

land 2021.)  According to the results of this study, nature is also seen as something that is a little 

scary and unknown. Both focus groups expressed their concern of wanting to explore the nature 

but needing assistance and guidance getting familiar with it. 

The nature in Lapland is very different from the nature in UAE, and especially Emiratis have possi-

bly never seen anything like it. According to the Emiratis respondents, they wish to explore the 
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whole diversity of Lapland and they need to be able to do familiar things on the side, such as shop-

ping, to feel comfortable with the environment. Expatriates also expressed the need for a diverse 

destination that can offer nature, nightlife, shopping, and culture in the same package. Both 

groups were surprised to hear that all of this is possible in Lapland, which can lead to a conclusion 

that the focus in marketing should be more diverse whereas at the moment, the nature and peace 

and quiet, is highly emphasized.   

Location in terms of accessibility was a pulling factor as well. The idea of a short, straight flight to 

Helsinki sounded good and the fact that Finland is part of the Europe and close to Sweden and 

Norway, was seen as a big advantage. There have been few airlines over the years, flying direct 

route between Dubai and Helsinki, latest Flydubai but at the moment, there are no direct flights to 

Finland which sets a big challenge for travel from the accessibility point of view. Accessibility was 

already recognized as one of the biggest challenges in the development of Lapland travel market 

and after the pandemic, it is believed to be in an even bigger role. (Industry Brief: Tourism 2021.) 

Ministry of Economic Affairs and Employment of Finland (2021) names opening of flight routes as 

one of the biggest factors in defining the conditions for the recovery of the pandemic. 

According to the study, Lapland has several possible pulling factors that could appeal to UAE trav-

ellers. The challenge at the moment, is to better communicate this to the UAE travel market. As 

stated in the thoughts that tourism professionals had of Lapland, there seems to be some wasted 

potential because of the inability to better market Lapland in the UAE travel market. Both tourism 

professionals and UAE travellers brought up the fact that there isn´t enough information about 

Lapland to appeal to the travellers to go there. All the tourism professionals highlighted the fact 

that Finland as a country is not yet very known in the UAE, let alone Lapland which most of the 

people living in the UAE haven´t even heard of.  

The feedback from the respondents who participated in this study was that the destination looks 

beautiful, and they would like to know more about it. Right now, it seems that they are hesitant to 

travel to Lapland because they don´t know anything about the destination and there is only a little 

word to mouth talk about it because a very small portion of people living in the UAE have visited 

the place. According to Middle East Travel Report (2018) 53 % of their study’s almost 2 000 re-

spondents admitted to being influenced by their friends, family and colleagues when it comes to 
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making travel decisions. At the moment, this valuable word to mouth isn´t strong enough in the 

market because not only are there only few travellers actually going to Lapland, but even less see 

or hear anything related to it in the UAE market area. (Middle East Travel Report 2018.) 

It is proven by many other destinations that now derive in the UAE travel market, that consistent 

appearance and showcasing is needed to be known. Based on earlier studies, the previously men-

tioned word to mouth is one of the most effective ways to gain customers for one´s business in 

the UAE. Also, the business life in the Middle East region bases a lot on personal relationships 

(Middle East Travel Report 2018; Michael & King 2014, 89). For Lapland destinations to be better 

known in this area, according to the tourism professionals it is necessary that they are seen and 

heard regularly and be present in the most important tourism events throughout the year. All the 

tourism professionals said the same thing that you can start small in just parts of the UAE, for ex-

ample Dubai. But usually what works there, works in other GCC countries as well. Middle Eastern 

travellers are still relatively small customer segment for Lapland and therefore better customer 

satisfaction could be reached, if the travel packaging is focused on meeting the specific needs of a 

UAE traveller.  

Follow-up studies 

Based on the theoretical framework and earlier studies found for this study, there are some stud-

ies and statistics conducted of most visited outbound destinations such as Australia, but it would 

be beneficial for other emerging destinations to be studied too not only for the sake of developing 

the tourism industry but also for its immediate effect on other fields of study as well. (Michael et 

al. 2017; Michael, I. & King, E M, B. 2014, Research and markets 2019.)  

The study answered the research questions “What are the most important push and pull factors in 

the context of UAE outbound travel to Lapland?” and “What are the main development targets in 

the Lapland travel industry in order to better meet the requirements of UAE travellers?”. The find-

ings addressed Lapland travel market, but it could as well be of the whole Finland or some other 

rising travel destination in Finland. There is still a lack of research on the UAE outbound travel in 

general, so follow-up studies could be about any other destination to produce more valuable in-
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formation of the market. One interesting way to follow-up this specific research would be to inter-

view UAE traveller’s that have visited Lapland and conduct the same kind of push and pull frame-

work to see whether findings differ from the findings in this study. 

5.1 Critical evaluation 

Reliability and validity are the hallmarks of good measurement practices. Salkind (2018, 99) refers 

to reliability as the consistency of the study and validity measures the “does-what-it-should” quali-

ties. If the study is reliable, same results will be found even after measuring them again and again. 

Validity aims to make sure that the test or measurement used in the study, is measuring what it´s 

supposed to measure. The different phases of this study were showcased as clearly and transpar-

ently as possible to leave no question for its validity or reliability. However, instead of only focus-

ing on measuring the validity and reliability of the study, Tuomi & Sarajärvi (2018) encourage to 

examine the study also a whole. By this they mean taking other factors into consideration as well, 

such as the aim and purpose of the study, one´s own obligations as a researcher, data collection, 

the respondents and their relationship with the researcher as well as the analysis and reportage of 

the study. (Salkind 2018, 99; Tuomi & Sarajärvi 2018.) Next chapters examine these previously 

mentioned factors and their effect on the reliability of this study. 

This thesis process started September 2020 and was finished in May 2021. The data was collected 

during December 2020 and January 2021. There were no distractions due to work life during this 

whole process as the researcher was not working while doing the thesis. From September to De-

cember 2020 the focus was on narrowing the topic into a specific, measurable format and it was 

important to estimate the concrete usefulness of the study for Finnish Business Council who or-

dered the study but also to Lapland travel market whom the results of this study were aimed to 

benefit the most. In terms of the data collection, having lived both in Finland and in the UAE for 

the past six years, the basic knowledge of both areas was strong and therefore understanding the 

world of the respondents was easier but also it can be seen as effecting the conclusions made of 

the data. The knowledge and personal relationship with both countries, made the topic of this re-

search very interesting and motivating for the researcher. 

More about the data collection, Emiratis, expatriates and tourism professionals were chosen as 

the target groups of this study because they were believed to represent the best knowledge and 
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personal experience of the market in question. It was clear from the start that the Emiratis and ex-

patriates interviews will be conducted as focus group interviews and this was due to the fact that 

the studies had shown that group interviews often allowed people to share more information as 

they were supported and encouraged by other group members. As the aim of the study was to ex-

amine the views and opinions of certain specific groups and to understand the world that they 

come from better, the choice of conducting focus group interviews seemed like the best solution. 

(Eskola and Suoranta 1998.) The respondents for the group interviews were chosen randomly, in 

order to get as genuine and random group of people as possible as respondents. 

As a result of the analysis of content, six different categories were formed, three push and three 

pull factors. As all the interviews were open interviews without themes set beforehand, these cat-

egories formed only after all the interviews and the categorization was based on different themes 

that rose from theming the scripted answers. Based on the same descripted answers and keeping 

in mind a different approach to the data, three categories of development ideas were formed. 

These three categories were formed only after analyzing the push and pull factors first and gather-

ing all the data from previous studies as well.  

The development ideas were a result of all the information seen in this study, combined, and with 

researchers own interpretation. The results of this study will be of concrete use for the operators 

in Lapland in their attempts to develop their travel products for the UAE travelers. The proposals 

for follow-up studies will also give additional tools for further service development in the post 

covid time. In reference to earlier studies, it can be argued that this study is valid in the context of 

influencing working life. (HS 2020; Yle 2021; University of Oxford 2021.) 

5.2 Ethical issues 

Research ethic requires the researcher to be honest, precise, sincere, and respectful towards other 

researchers and their accomplishments. Research ethic means that the research is conducted in a 

way proved by the scientific community. The research needs to be based on sufficient theoretical 

knowledge of the field in question, observations, and comprehensive analysis of one´s own re-

search. In order to show good research ethic, the researcher needs to show consistency and con-

trol of research methods, the theory and analysis of findings. To meet the requirements of good 
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research ethics, the research needs to produce new information or find a way to use ready infor-

mation in a new, innovative way. (Vilkka 2021.)  

Important part of the ethical research is source criticism. It starts with choosing the sources to use 

in one´s study. What makes one choose a specific source, how one analyses it and refers to it, are 

all big part of the source criticism. When choosing a source, one can use several criteria as a guide-

line such as who is the author, when and how was the source conducted, what kind of reputation 

and credibility does the source have and does the source offer some value to one´s own research. 

(Vilkka 2020.) 

This research was conducted in an ethical manner. All the arguments presented in this research 

are based on either theoretical knowledge or findings conducted in the research itself. According 

to Vilkka (2021) when using the qualitative research methods, it is important to understand the 

culture and operational environment of the focus group in question. This is based on the idea that 

people’s views and experiences are connected with these factors and the researcher will have bet-

ter skills to conduct the interviews and analyze the findings if one understands these factors. It 

was already stated earlier that the researcher, possessed a good knowledge of both focus groups 

on question and understands the cultural aspects of the focus groups. (Vilkka 2021.) 

Following the ethical guidelines, in all the interviews, the topic of the research was explained to 

the respondents. Things that were gone through, were what kind of information about the re-

spondents will be shown in the written thesis, in this case the only important factor that needed 

to be stated in the thesis was the respondent’s nationality, Emirati, or in expatriates case it was 

enough to refer to them as non-nationals living in the UAE, commonly known as expatriates. 

5.3 Reflection 

The researcher found the topic of this study very interesting. It combined both, the researchers 

home country and country of residence in the same research and it added motivation during the 

whole process. The most enjoyable part of the study was getting to meet different people and 

learning about their perceptions about Lapland. The idea of producing information that could po-

tentially be valuable for the operators in Lapland was very rewarding. 
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The researcher felt that it was a pleasure working with Finnish Business Council and the coopera-

tion was highly valuable especially at the beginning of the process when thinking about the topic 

of the research. FBC was very helpful in connecting with people who could help during the pro-

cess. No specific timeline was given to the thesis. The initial idea was to finish it by the end of Feb-

ruary 2021 but there were several factors as to why the schedule exceeded. In hindsight, it would 

have been helpful to plan the process a little better and set deadlines for specific parts of the 

study to keep up with the initial finishing date. Especially after finishing the interviews, it took a 

while to find right methods to analyze the data and put thoughts on paper. It was quickly learned 

during the process, that sometimes the invisible mental work is just as important as getting some-

thing concrete done. 
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Appendices 

Appendix 1. Survey for market research on UAE travel market 

This anonymous survey is a part of Master´s thesis for Jyväskylä University of 
Applied Sciences in Finland. The thesis was ordered by Finnish Business Coun-
cil UAE. 
 
Please answer to following questions as clear and concise manner as possible. 
The idea of this survey is to study the Emiratis´ travelling habits in general and 
their perceptions towards Finnish Lapland as a travel destination. 
 

1. What is/are your favourite travel destination/s? 

 

2. Why do you choose to go to this/these destination/s? 
 
 

3. Do you have some specific service/s that you demand at your travel destination? 

 

4. Do you have a specific time/s of the year when you like to travel? 

 

5. What is the first thing that comes to mind when you think about Finland? 
 
 

6. Have you heard of Finnish Lapland? If yes, then what is the first thing that comes to mind when you 

think about Finnish Lapland? 

 

7. Please watch this short video of Lapland and write down your first thoughts about it. 

https://youtu.be/pP4XSZ-ytKA 

 

8. Please watch this second video of Lapland and write down your first thoughts about it. 

https://youtu.be/-H1ihNcd3dE 

 

 

https://youtu.be/pP4XSZ-ytKA
https://youtu.be/-H1ihNcd3dE

