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1 INTRODUCTION

Nowadays tourism is one of the strongest industries in the economy of many countries. Ac-
cording to the World Tourism Organisation (UNWTO 2011.) tourism is considered to be
one of the world industries which are growing more rapidly. Consequently it is very im-

portant to understand and develop various items for tourism and its industry in general.

In Finland tourism is developing rapidly as well. More and more tourists from all over the
world are visiting the country. One of the most popular places in Finland is Lapland what is
mainly because of the real winter image and Santa Clause residence. Nordic Holidays is one
of the tourism service providers in the area based mostly for Russian and Ukrainian custom-

€rs.

The market of the company is growing and in order to develop the marketing system and
identify the target customers the customer opinion research is needed to be done. It will al-
low company to modify their customer service, improve the strength of the marketing sys-

tem and indicate core products.

The following thesis will include theoretical chapters and the research part. The first chapter
will introduce customer satisfaction specification, which then leads to the possible levels of
it and ends with the dissatisfaction which customer can also have. Here especially the im-
portance of understanding the reasons and consequences of the emotional and physical ex-

perience of the customer plays a major role in the further derivation.

The next chapter outlines the marketing process. The model of marketing mix will be ap-
plied to introduce the strategy of advertising the company. The customer thinking figure is
the significant structure for the identification of the company customers in presently and in
the future. Moreover, it shows the power of satisfied customers which is the company’s

main goal.

The incoming chapter introduce the company’s background, environment, marketing sys-
tem, product and services. Afterwards there explained the way of the completing and getting

the data which is necessary for the research.



The last chapter consist with the research which have been done according to the collected
data and modified in order to understand customer opinion about their experience. The
main aspects are whether customers’ expectations were completed and needs fulfilled. Fur-
thermore, there is an opinion for the Nordic Holidays personnel which are one of the core

questions since changes of development can be done easily.

The thesis will conclude with the summary of the customer satisfaction and the prospect for
the further marketing system. Moreover, the conclusion will include the target customer

group and most attracting products.



2 CUSTOMER SATISFACTION

Hospitality businesses are always looking for success, however, success would not be possi-
ble without the customers and, furthermore, without the feeling of satisfaction which cus-

tomer can achieve. Without customers business will not exist. (McAuley 2001, 3)

According to the Oxford Business Dictionary, customer satisfaction is the degree of satisfac-
tion provided by the goods or services of a company as measured by the number of repeat

customers. (www.businessdictionary.com) However, to make customers repeat or come

back can be caused only by making customer purchase for the first time. Dissatisfaction of
the basic needs is usually a reason for a failure to return. Satisfied customer is a customer
who would like to make a long-term contract in order to use the service or product again,
would accept price differences in the company and will recommended products and services

to his friends, relatives and other companies.

According to Dahlhoff (1999) there are several elements which create a happy and satisfied
customer. First of all, customer should receive more than the basic service. Supplying extra
gratification to the customer can create extra satisfaction. (McAuley 2001, 195) Secondly, the
fact that there are competitors and service or product can be replaced with another for the
more affordable price or with better quality should be taken into consideration. Finally, to
recognize all the strength and weaknesses of the company surveys can be used. It will help
to identify what are the strongest sides of the business and where there should be more im-

provising work done.

To make clients achieve satisfaction must be included tangible and also intangible aspects of
the tourism experience. Some believe that customer satisfaction can be reached after suc-
cessful accomplishment of the function needs. Nevertheless, several scientists believe that
customer satisfaction can be reached only with emotional elements. To reach it can help six
categories: material povision, thechnical povision, staff adaptability, stuff to customer
relations, image and value (Hassanien 2010, 94-95). However, it should be taken into
account that the importance of different categories will vary across the target groups. It

depends where they come from, age, family status, previous experience in travelling.


http://www.businessdictionary.com/

Furthermore, the term “quality” defines the measure of excellence in the providing tourism
services. Terms ‘quality’ and ‘satisfaction’ are quiet often used in the similar ways. The rela-
tionship of them was explained by Cronin and Taylor (1992): “the distinction between quali-
ty and satisfaction is important to both managers and researches alike, because service pro-
vides need to know whether their objective should be to have consumers who are satisfied
with their performance or to deliver the maximum level of perceived service quality” (Palm-
er 2011, 288). Many scientists believe that quality leads to a customer satisfaction, however,
many agree with the fact that it is other way round, that satisfaction is a reason of service or
product quality. Lacobucci concluded that the key difference between the two constructs is
that quality relates to managerial delivery of the service while satisfaction reflects customers
experiences with that service (Palmer 2011, 288). In other words customer will of course
enjoy if the service is done with a good quality and according to all the standards but satis-
faction shows what customers think and feel about the product and whether they would like

to repeat it.

2.1 Levels of satisfaction

Customer who is using the service for the first time will definitely get a specific impression
out of it. After experiencing the service customer might get five types of impression: highly
satisfies, satisfied, indifferent, dissatisfied, very dissatisfied. If customer will come back and
use the service again it will mean that he or she got an expected satisfaction. However, satis-
fied customer can switch to a competitor company in order to see and try something new
when very satisfied customer would prefer to come back to the first one where he satisfied

his own expectations, wishes and needs.

In order to see if customers are willing to come back company more likely has to organize
surveys. In this case company will measure Customer Satisfaction Index (CSI). The aim of
the surveys is not just to analyze how many customers are satisfied or dissatisfied; the most
important knowledge which can be gets from the surveys is the reasons why they are satis-

fied or dissatisfied in order to make some changes and to develop the business of the com-

pany.



The importance of calculating dissatisfied customers is significant for the company because
it will give an opportunity to identify the number of profit decreasing. Company can get a
benefit out of it by developing the quality of the customer service. Moreover, dissatisfied
clients can affect company marketing system by spreading their information it leads to the
loss of many potential customers. In other hand, satisfied customers spread positive infor-
mation which helps to bring more fresh clients. In case that customer did not get satisfac-
tion and his expectations were not fulfilled, there is still a way to compensate bad impression
by sending for example a gift loss or giving a discount for the next purchase (Kotler 1999,

130).

According to Laurie ] Mullins “feedback is the extent to which work activities result in direct

and clear information on the effectiveness of job performance”.

2.2 Dissatisfaction

When customer did not meet their needs or did not accomplish the expectations it leads to
dissatisfaction. If the client is dissatisfied the results can be no action or total ignorance of

the emotions or react on it.

The actions can be public. First of all, ask for a refund or any other way of compensation
straight from the company which have supplied the product or service. Secondly, complain
to the authorities and governance of the company. Thirdly, if the dissatisfaction is caused by

the damage or serious risk client can take legal actions in order to seek a redress.

The second possible way of the action is a private reaction. Dissatisfied clients can be make
anti commercial for the company with spreading the information about their negative expe-
rience to their relatives and friends. This way is the most powerful way of advertising and it
can play positive role with promoting the good emotions and experience, however, it is also
spreading fast when the client is negative and dissatisfied. Moreover, the most obvious and
common way of the client behavior is to stop using the product or service and never come

back to that certain company. (Grigoroudis, Siskos 2010, 2)



3 MARKETING PROCESS

“Marketing is the management process for identifying, anticipating and satisfying customer

requirements profitability” — A.V.Seaton.

Marketing is connecting three main concepts: demand, product and exchange. To identify
the demand it is important to identify the motivations of target group; the term product
connected to the reaction of the producer on market expectations; exchange stands for the

connection between supply and demand.

The short definition of marketing is satisfaction of client needs which brings a profit. The
main aim of marketing is to attract new clients and retention of old ones. All the marketing
actions can be divided into three groups: consumer marketing, business to business and so-
cial marketing. Aside from the short-term contracts many companies are trying to arrange

long term relations with key customers, intermediaries and suppliers.

The key idea of marketing is to make a trustful relationship with all the interested sides and
get an income. The process of creating, supporting and strengthening with clients and other
sides which are connected to the creation of the customer value is called marketing relations

(Gronroos et al. 2001, 232-242).

3.1 Marketing mix

Philip Kotler (Kotler, 2010: 73) defined marketing mix as the trend of controllable tactical

marketing tools — product, price, place and promotion.

One of the most important complexes of the marketing is a Product. It is depends on a cash
flow, its assessment and prediction. Price as one of the most significant tool of marketing
and it influence the character of the income to the company or organization. For the success
of the marketing the price should be affordable and winning with a comparison to the com-
petitive companies. To make the promotion felicitously advertising, public relations, direct
marketing and internet marketing can be used. All the strategies are aimed on the further-

ance of the product on the market with the goal to increase customer market, creating prod-



uct image and brand development. The place is the location of the distribution of the prod-

uct or services; it is depending on the owner decision.

The content of the marketing mix usually depends on many aspects. First of all on the mar-
ket specifications and product, capabilities of the company such as budget, personnel expe-

rience, etc.

Figure 1. Marketing mix (Kotler et al. 20006, 234.)

PRODUCT PRICE
TARGET MARKET
PLACE PROMOTION

Marketing mix is a list of strategically development for the company which helps to indicate

the future working plan.

3.2 Customer thinking

John Frain believed that the product usually is not bought but everyone but by some certain
specific groups. Such process of directing the product or service to a target market group is

called segmentation.



According to Durovich there are several criteria of segmentation. First of all is quantity
which includes the number of the product and the difference between the cash inflow and
outflow. Second is availability, the way for making the product easily accessed for the target
client group. A third criterion is materiality, it explains whether the product has a potential
for the further development and can attracts customers to the market. The next one is how
much the company can make an income from that product or in other words profitability.
Moreover, the compatibility with the segment of competitor market which is explains if the
companies with a similar product are able to compete. The next criterion is efficiency which
shows if the company has an experience of working in that specific area. The last criterion is
the protection from the competitors, whether the company can be on a good level to com-

pete and turn it into a success (Durovich, 2008:160-162).

Harker has divided marketing segmentation into four groups. The first one is geographic; it
explains the product delivery to a different geographic location. For example nowadays
many companies are locating their services origin closer to the customers. Moreover, some
marketing actions are targeted only to specific cities, regions, countries. The second segmen-
tation group is demographic. It includes such factors as age, gender, occupation, income,
family size and etc. It can be explain with the fact that customer needs are always depend on
their variables. The third one is psychological; it is the background of the client and their
morals and believes. The fourth segmentation is behavioral. It is based on a customer atti-

tude, beliefs, knowledge and reaction on a product (Harker, 2009:192-200).

According to Lahtinen and Isoviita customers can be divided into six groups. While making

a marketing strategy each of the groups must be included.



Figure 2. Customer Thinking (Lahtinen, Isovita, 2009:209)
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One of the most important works which should be done in order to complete a successful
marketing system is to identify the target market and to divide them into certain categories.
On the figure above there is a division of the customers into six groups which must be

treated differently.

The first group is suspect clients. It can be anyone whose aim is somehow connected to the
product or service of the company. Suspect clients are those who contacted or had a discus-
sion about the product or service. The difference between the second group which is pro-
spect customer who have the budget to buy, authority to make decision, need of the offer

and time for participation.

The third group are randomly buying customers who are able to pay and making decision

according to the wants and needs, however, it can vary and especially between competitor



10

companies. In this case strong marketing system is helping to increase the customer market

and attract more random clients.

The fourth and very important group are loyal customers. The communication with them is
done on a regular basis and they are influencing the market. In order to satisfy such type of
client it is necessary to show them the important for the company to have them and keep as
a client. Commonly they are able to pay, have the need, get satisfaction from the service or

product and have time.

Loyal customers are consisting of two other groups: key customers and recommenders. Key
customers are not only having ability to bring the income and benefit to the company but
they also repeat the service. They are very satisfied and are virtually addicted to it. Recom-
menders are customers who are participating in the marketing with telling about their expe-
rience to their relatives and friends. Such way of advertising is working with the highest re-

sults.

Taking everything into account, it is necessary for the company to bring the customers from
the suspect level to the loyal level. Moreover, in order to succeed in the marketing the com-
pany and increase the amount of customers it is needful to own customers who will turn

into recommenders since it is the best way to attract to new clients to the market.
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4 COMPANY ENVIRONMENT

Nordic Holidays Service is a company located in Kuusamo, Finland. It is a tourism company
which is cooperating with other businesses in the area, for example Ruka Ski Resort, Sokos
Hotel Kuusamo, Kuusamon Tropikki, etc. The company was established in 1999 and first
charter organized by the company arrived to Kuusamo in 2000. Nowadays they organize
charter travels from Russia, Ukraine, Great Britain, Spain and Australia. Furthermore, Nor-
dic Holidays Services is working with private groups for short programs, for charter travel-

lers, for holiday’s camps.

4.1 Business idea

With the co-operation with other companies in the region Nordic Holidays organize a big
variety of attractions and trips: day trip to Rovaniemi Santa Claus Village, Ranua Zoo, Rein-
deer and Husky Safari, Ice Carting, etc. There are different trips for different target groups
and for different time amount. They are also organizing accommodation and restaurants.
Moreover, they have their own Santa Claus Village which is a very good competitor for San-
ta Claus Residence in Rovaniemi among tourists who are coming to Kuusamo area. This

destination is organized and owned by Nordic Holidays.

Tourists are coming mostly during the winter holidays: Catholic Christmas, New Year’s Eve
and Orthodox Christmas (7" of January). Season starts on 27" of December and ends on
10™ of January for clients from Russia and Ukraine. During that period of time there are
charter planes coming from Kiev and Moscow with tourists from all over two countries. For
example, this season 2012-2013 there were only 5 planes which is less than last year. Nor-
mally clients stay is from 7 to 10 days. During that time they can experience certain excut-

sions provided my Nordic Holidays.

4.2 Marketing system
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The marketing system for Russia and Ukraine is huge and developing. Company have start-
ed market their business 1999 since during the first year of company existence there were
only two small groups which during their holiday’s time have experienced all the possible
attractions and excursions, the number of which was very low. However, the clients have
been satisfied and they turned into the recommenders and the majority have returned to the

destination.

4.2.1 Marketing mix in the company

The target markets have been specified during the company establishing. Since the location
of the company is near Santa Clause Village and Ruka ski resort, in Lapland which is an im-
age of a real perfect winter, the target market were families with kids and people who have
skiing as a hobby. With the further research it will be shown whether the target market stat-

ed by the company is the same nowadays.

The place is the northern country which is a unique destination for some clients. The image
of a winter wonderland is attracting the majority to Finnish Lapland. Furthermore, the fact

of Santa Clause Village location is playing one of the core roles in the place marketing.

The short explanation of the product is a charter tour. It includes the transportation, ac-
commodation in Kuusamo area and if only the customer have decided so, it includes the
excursions to the destinations which company is supplying. However, they are also able to
buy the excursions upon arrival to the destination since it will be promoted during all their
stay. As it was mentioned eatlier company has relationship with many businesses which are
producing attraction destinations in the area. Most of them are typical Finnish destinations,
such as husky farms, reindeer farms, snowmobiling and etc. All the possibilities will be men-

tioned further.

The price for the products depends on the accommodation, excursions and extra items if
the client is hoping so, for example private transportation from the airport to the place of

stay. The prices for excursions are fixed.

The promotion system of the company is very strong. After the season is over general man-

agers are starting is immediately and travelling to all the countries where their customers are
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coming from to advertise the tours. This process is done not only in the capitals and big cit-
ies such as Moscow, Saint-Petersburg, Kiev and Odessa, but also in Siberia for example. It
benefit with the rapid spread of the information and attracting more customers every sea-
son. Moreover, company has made a relationship with many tour agencies in the countries
and making a strong communication with them. Agencies are also marketing the tours and it
is increase the marketing system. Nowadays in the century of technologies both Russia and
Ukraine would rather trust to the agencies when they are booking the tours than Internet.
Moreover, company general managers are participating in all the possible tourism exhibi-
tions with the aim to attract customers and in addition make new connections to other tour

agencies.

Taking everything into account, company is using the same strategy and just working on its
development and increase. Further in the research part it will be shown if the strategy is suc-

cessful or not.
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5 RESEARCH FRAMEWORK

During the season 2012-2013 there have been 5 planes from Russia and Ukraine. In order to
analyse customer satisfaction level and get the feedback about the company and its business,
customer surveys have been created. Upon departure to their home countries the leaders of
every tourist group (family, friends, and couples) were asked to feel the survey forms and
after they have been collected and analysed. In total there are 73 surveys. Unfortunately, due
to the misunderstanding customers from Russia got a wrong survey form because of the
mistake of one company member. This is the reason why a significant majority of the re-
spondents are from Ukraine. However, both markets are very similar and it does not affect
the final results. The approximate number of clients who have arrived to the destination
with charters is 750 tourists. Since the surveys were answered by 73 tourism groups it can be
suspected that the feedback received from almost 50% of all charter travellers. The form of
the survey is attached to appendixes one and two, the original version and translation into

English.

The research will help to analyze the level of customer satisfaction, identify the core prod-
ucts on which company should bring future customers attention. Moreover, the questions
which were asked will show which impression customers have about the Nordic Holidays
personnel. One of the most important aspects which will be seen after the data analyse is the
customer thinking group. As it have been stated before the aim of the company is to in-
crease the number of key customers and especially recommenders as it is the most signifi-

cant way of successful marketing.

According to Gronroos (2000: 80-81) customers believe that the provider of services can be
trusted and that they make a reasonable value of money. All the customers in Nordic Holi-
days were asked to answer the feedback after they had experienced all the possible services

and visited attractions.

Reputation and credibility is very important feature for the company since it allows owning
the trust from the customers and making them come back and recommended the services.
When feeling the feedback forms customers rely on the company that after it there will be

certain changes and improvements will be done in order to increase the service.
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After all the surveys have been collected by the general manager they were separated into
valuable and not and after that they have been sent for analyse. Eventually they have been
analysed in the SPSS system and all the tables which are used in the results part were ob-

tained from it.

5.1 Quantitative method

Qualitative research method it owned by the numerical information received from the inves-
tigation gained from the customers. The aim of it is to get the grade of the study topic. Such

method is used when there is a need to receive statistical trustful data.

Such method is statistical valid and can be used for the further development. It is used most-
ly to analyse customer feedbacks about certain products or services. It allows receiving cus-

tomer opinion in a present number (Lucey, 2002.)

Quantitative methods include statistical analysis which is divided into certain number of da-
ta, number of possible answers, standard deviation, and mean number (Hara, 2008:27-34).
In order to receive such information SPSS program can be used. It is used in the research

part.

According to Robert Yin there are three objectives for the credibility in the quantitative re-
search. The credibility is shown in the possibility to access to all the surveys which have
been used in the research. Moreover, all the surveys are easy to understand as well as the
questions which are answered there. In other words the research must be transparent. Sec-
ondly, the research should be methodical. The research is connected to the business of the
company. The third objective is the adherence to evidence which means that the analyse

should be done fairly and honest (Yin, 2011:19-21).

While collecting data for the research all the questions which are used have the answers
positive, negative or with a five grade system. After the data was modified into the tables
and graphs which can be found further in the text. The research was done in order to an-

swering all the stated questions and analyze is done fairly and adequate.
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6 CUSTOMER SATISFACTION RESULTS

The research of all the surveys was done for each of the questions which were valuable for

the further company development anatomization.

Figure 3. Type of the visitors group
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As a result of the analysis it is seen that the majority of the clients are travelling in families.
The reasons why most of the group types are families can be explained because of the cer-

tain attractions. Clients have answered what have attracted them the most while choosing

the destination.

6.1 Reasons to choose Finnish Lapland



Table 1. Reasons to visit Lapland
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Statistics

Laocation of Interactions in Advice of

the the Shopping friends or

destination destination Mature Hobhies possibilities Santa Claus Safety relatives
M Walid 68 62 67 G0 57 68 62 50
Missing b} 11 B 13 16 b} 11 23
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According to the table above the most popular attraction is Santa Claus, the possibility to

show kids legendary Joulu Pukki is appealing to the parents. Moreover, as it was mentioned

before Nordic Holidays has their own Santa Claus village which is located in half an hour

from most of the accommodations and more teachable than Rovaniemi. At the same time,

nature and location of the destination is attracting customers. Basically the image of Finland

as clean, safe and “winter wonderland” played the role. However, each of the eight particular

features of the country is appealing the clients. Besides because of the close location of Ruka

ski resort is attracting people who are fond of winter sports and enjoy good service.

Table 2. Advice of friends and relatives

Adhvice of friends or relatives

Cumulative
Freguency Fercent Walid Percent Percent

Walid 1 18 24,7 36,0 36,0
2 3 41 6,0 420
3 3 41 6,0 480
4 12 16,4 240 20
il 14 19,2 280 100,0
Tatal a0 68,5 100,0

Missing  System 23 KR

Total 73 100,0
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In addition, one of the features is “advice of friends or relatives” which is the most im-
portant for identifying customer satisfaction. The table above shows that for most of the
clients the advice was not the main feature. For the further marketing development it is im-
portant to have loyal customers which turn into the recommenders. At the same time almost
fifth of the respondents have answered that opinion of their friends and relatives have re-
flected the decision. In other words company have earned recommenders customers which
are already successfully playing their role. That is a good target for the future marketing. To
increase the number of such customers because they play a significant role for attracting new

customer who can also become loyal key customers.

6.2 Marketing Strategy

During the establishment of the marketing strategy it is important to identify the source

which will be the core one and which will cover all the possible target clients for the market.

Figure 4. Sources from where customers got information about the company
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However, for the target market of the Nordic Holidays, where most of the customers comes
from Russia and Ukraine, where people still prefer to by package tours than travel on their

own. Moreover, they still have a high trust level to their relatives and friends.

On the table above it is shown that the most common source of the information about the
destination customers have found in the tourism agencies. That is easy to understand since
company has a really wide and good connection to the agencies from both countries for al-
ready many years. It is must be mentioned that for clients from Ukraine in most of the cases

visit to Finland is a first time.

Fortunately, the second source customers have used is their friends and relatives advice. For
the marketing program it is one of the most important results from the research because it
shows that company already has loyal customers. That means that there is already exists a
certain number of key customers and also recommenders. This research is showing that pre-
vious marketing system was successfully done and, moreover, that the number of future cus-
tomers will increase due to the fact that recommenders do their ob’ of promotion quit pro-

ductive.

6.3 Analysis of excursions

Company Nordic Holidays is communicating to the activities providers companies in
Kuusamo area. In order to summarize what are the most popular excursions and what cus-
tomers like best. Below there is a list of all the activities and the number of replies about it
which shows how many people clients have chosen it from all the list; the average grade of
their satisfaction. According to the results it can be decided what are the most popular
products. It is important to know what attract specific target group in order to possible fu-

ture usage in the marketing process.



Table 3. Feedback about the excursions
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Sauna Santa Salanki Sledding with Safari to the kinds of
Ice Caring Claus Sauna 2 hours Safari snowy mohile raindeer farm | lce fishing safaries
7 3 1 13 1 10 3 ]
GE 70 T2 G0 72 63 7o 1]
3,87 3,00 3,00 4,54 5,00 480 4,00 4,40
1134 1,000 JBAD 422 ,0ao 1,069
2 2 3 3 ] 4 4 2
5 4 3 5 4 ] 4 ]
Winter fishing Safari to the
with a wastern Santa Claus Hunter's Fishermen's Kalakeidas
showimahile hoarder Dinner Dinner huffe Restaurant Harseriding
o 1 4 1 ] 14 2
T3 72 ] T2 et 58 71
4,00 3,24 5,00 4,20 3,83 5,00
1,258 1,788 1,223 ,aon
4 2 3] 1 2 3]
4 5 5 5 5 5

In order to combine best and most attractive products, the top five rates can be done. As it
is clearly seen from the tables above excursion to Santa Claus Village in Kussamo is a leader,
the reason of it can be wide applying of its image in the marketing of the company. Second-
ly, both safaris, reindeer and husky, are attracting customer attention. In addition, trips to

Rovaniemi and Ranua are also popular among tourists.
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It is important to mention that all the most popular products were marked with a grade
close to the highest which is “5”. That leads to the statement that the company offers not

only high demanding excursions but also high satisfactory quality.

Picture 1. Excursion to the Santa Clause Village in Kuusamo (Tarnovskaya, A. 2011)

Picture 2. Nordic Holidays personnel. (Tarnovskaya, A. 2013))
-




23

6.4 Feedback about the service provided by Nordic Holidays

The aim of the surveys was to analyze and to get a feedback about the impression of the trip
in general. However, for the company further personnel development it is important to get a

review about the services and actions done by the Nordic Holidays principal staff.

Feedback has been given about all the actions where customers could have a communication
with Nordic Holidays personnel. First of all it is the review about all the way of transporta-
tion since it is company’s responsibility. Secondly, it is meeting in the airport; tourists are
usually getting divided into the groups according to their accommodation and proceed to
the busses with one of the guides who are responsible for the successful settlement to the
hotels or cottages, depending on where customers have chosen to live. However, several
tourist groups preferred private way of transportation where they did not have a contact to
the company workers. Thirdly, tourists had to review their impression of the service in gen-
eral, in this case that had to summarize all their experience and feelings about all the situa-
tions where they had communications with any of the Nordic Holidays workers. Last but
not the least question was a feedback about the help in emergency cases, it was answered

only by the customers who had an experience of such situation.

On the table below it can be seen that quite many customers gave their feedback about these
specific question. The mean of all the services is higher than four. It shows that clients are
satisfied. It must be taken into account, that for all the services the most common grade was
five which is the highest. Although, the result can seem to be successful there is still a reason
to the customer service development. Certain customers have mentioned that the personnel
they have contacted have been rude and impolite to them. On other side, there are custom-

ers who have written majority of pleasant comments about certain guides.

Table 4. Feedback about the service done by Nordic Holidays

Service

Transportation | Meeting | Service | Help  in
organized by |in the [ in gen- | emergency
Nordic Holi- | airport | eral cases

days
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N Valid 67 70 54 34
Missing | 6 3 19 39
Mean 4,63 4,76 4,31 4,12
Std. Deviation ;714 ,494 ,748 1,122
Minimum 2 3 2 1
Maximum 5 5 5 5

Moreover, clients have been asked to give their feedback about the service during their en-

tire trip in Finland. All the guides had two duties: firstly, they we responsible for the guiding

during different excursions, secondly, there always had to be someone from the company in

every possible accommodation where Nordic Holidays have been staying, and were respon-

sible to help, sell vouchers for the excursions and give all the necessary information.
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Figure 5. Feedback about the service of the Nordic Holidays
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Service by Nordic Holidays

The table above shows how many percent of customers gave grades. Fortunately, the signif-
icant number of tourists grades the service with the highest possible. It shows that the cus-
tomers were very satisfied and they are key customers and recommenders. Moreover, there
is a chance that they can come back to the destination due to the total satisfaction. However,
customers who graded with second highest are also able to be recommenders but unfortu-
nately the possibility of their comeback is very low because such customers usually choose

new destinations where they have not been before.
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Figure 6. Feedback about the service of Nordic Holidays personnel in the hotel
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MNordic Holidays personnel in a hotel

As it has been mentioned before, company personnel were divided into two groups and one
was responsible for the service in the hotel. The table above shows that generality was very
satisfied with it. There is not a big matter that there is 1,4 % gave the lowest possible grade
because it is one tourism group and it is impossible to satisfy every single tourist who is
coming. The importance is to satisfy and fulfill the expectations of majority customers. The
chart shows that there are twice more people who are very satisfied with their trip than

those, who have other impression out of the trip.
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Figure 7. Feedback about the service of the Nordic Holidays guides
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Nordic Holidays guides

The table above shows the opinion of customers on the Nordic Holidays during the excur-
sions they have taken, in other words what do they think about the quality of guiding set-

vices.

Taking everything into account it must be agreed that company is doing well with choosing
their personnel since a significant number of customers was very satisfied and found them
helpful, informative and useful. Including the fact that it is impossible to satisfy every cus-
tomer it can be concluded that hospitality management in the company is located on a good
level. However, some changes and development can be done. According to the customers
answers sometimes they did not get enough information or emotions from the guide and
personnel was rude. Due to the decrease of such opinion personnel should be trained how

to propetly behave with customers.
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6.5 The amount of money customers spend during holidays

It is substantial to calculate how much money customers spend during their vacation. It
shows their income and the average target group for who company should use promotion.
During the survey customers have answered how much they have spent during their holi-

days for their tourist group for attractions, excursions, shopping, etc.

Table 5. The amount of spending during vacation

Statistics

Howe much money they have spent

M Walid 48

missing 25
mean 2164, 458
Std. Deviation 1178,2549
Minirmurm 300
M axirmum rooa

The table above shows that the average amount customers spend is a bit more than 2000
Euros. According to the statistics of Russian and Ukrainian spending during vacations is
usually high and including the fact that Finland is relatively expensive country and target cli-

ents must have and ability to afford all the expenses.

Moreover, on the survey it has been asked what is the leader’s working place of the tourism
group. The chart above shows where target customers are working. It can be concluded that
the majority of the clients are working as a private entrepreneurs, managerial stuff and

headworkers. In other words their jobs are the most profitable in both countries.

To sum up, all the significant majority of the clients who are using Nordic Holidays services
have a good profit background which allows them to spend impressive sums of money dur-

ing vacation.
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Figure 8. Social class of the respondents
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6.6 Key results

Taking everything into account the aim of the research was accomplished and certain con-
clusions have been done. In general the research has showed that the level of customer satis-

faction is high and company is located on a good level.

First of all the target group was identified. Since one of the most important reasons for tour-
ists to visit Finnish Lapland was nature, location and Santa Claus the majority of client
groups are families. However, there are also couples without kids and friends who are inter-
ested in doing their hobbies in the target location. It leads to the decision that those charac-

teristics of the destination are important to be noticed in the marketing system.

The company Nordic Holidays is intended to own key customers which will turn into the

recommenders. The research has shown that almost 75% of the respondents have got the
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information about the destination from their relatives and friends. It means that the compa-
ny already owns such clients and the marketing recommendation system is already working

in the company advertisement.

Furthermore, the sources which significant majority customers have used while searching
for a holiday destination are tour agencies. It can be explained which a low trust level of citi-
zens from target countries to the Internet, online purchasing and booklets. It leads to the
logical explanation why tourists are making decisions about the destination according to
their friends and relative’s advice, recommendation and opinion. As a result it proves that

company already has a large number of recommender’s customers.

At the same time the core products have been identified. From the collected data it can be
seen which excursions have been chosen the most during the season. It allows understand-
ing what are the top trips attracting customers the most and it can be seen what they like and
choose. It can make the marketing system stronger if top products will be promoted the

most, it will cause an increase in customet’s number.

Eventually customers gave a feedback about their opinion from the service made by the
Nordic Holidays personnel directly. From the charts it can be seen that they are highly satis-
fied with the services. However, there are still several replies with the low grade and it gives

an opportunity for the development.
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7 CONCLUSION

The main intention of this thesis is getting the result of customer satisfaction after using ser-
vices and products provided by Nordic Holidays. The research has been done according the
analyzed customers surveys collected during the winter season 2012-2013. In addition, com-
pany will see their main customers what will allow making the development for the future

marketing system.

In order to identify company's target clients certain question have been asked. As a result,
we can see that most of the clients are families with kids whose head of the group is working
in the three main profitable areas in the both countries. Moreover, they have been attracting
to Finland mostly because of the Santa Clause image and real winter atmosphere. The great
nature, safety and hobbies, for example downhill skiing, have also played its role while

choosing the destination.

In addition, one of the most important reasons to choose Finland was the advice of friends
ot relatives who already have experienced the location and probably the company’s service.
It leads to the fact that Nordic Holidays have already a significant amount of loyal customers
who turn into recommenders. And as it was already explained in one of the chapter custom-
ers who recommend their friends and relatives certain service or product are the most pro-

ductive way of marketing.

One of the most important results for the company’s marketing was a fact that the majority
of the interviewed customers agreed that they were satisfied with their trip and their expecta-
tions were fulfilled. Furthermore, they would like to recommend Nordic Holidays to their
friends and relatives what turns them into the key customers and recommenders. Such high

positive reply is promising more customers in the future seasons.

At the same time customers gave their opinion about the excursions they have been. The
result shows that company has five core products which must be used in the marketing sys-
tem. Fortunately, the most popular trip is to Santa Clause Village in Kuusamo which is pro-
vided only by Nordic Holidays since it is owned by the company. Santa is the image of the
company and during the marketing process he was travelling to different exhibitions, per-
forming on the radio and TV shows and his image was used in all the booklets and

handouts.
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In conclusion company got the feedback about the work done by the Nordic Holidays per-
sonnel. The result is great since the huge majority of the customers have graded the service
with the highest possible mark. All the personnel work such as service in the hotel, guiding,

transportation and helping in emergency situations was estimated with very high grade.

Considering all the research it can be recommended to the company to develop marketing
system for the target group which have been specified. Moreover, bring attention to the ex-
cursions which do not bring customer attention and are not popular as well as leave market-
ing for the core products on a high level. The company personnel is working well according
to the respondents opinion, however, there are still cases where workers of Nordic Holidays
did not satisfy customers with their behavior and services. It should be improved with cer-
tain customer training and informing about the solution for several problems which can be

caused.

Taking everything into account, company is providing not only popular holiday destination
and attractions but also quality of it is high. Foe the future success company should keep
their personnel level on the same stage and also base marketing system on the families with

kids with use of the core products.

Making the research of customer satisfaction for the company provided me with the great
opportunity to control my personal achievements of the studies. The thesis enabled me to
apply many previous studies, skills and knowledge in the real case situation. From the per-
sonal perspective I am very satisfied with the outcomes of this thesis and as a one of the

Nordic Holidays workers I am glad that the company is successful in their business.
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APPENDIX 1

Typuctuaeckas ankera 2012-2013
Aoporue rocru,

AaHHBIN OIIPOC IIPOBOANTCA C LIEABIO IOAYYCHHA BaIlmx OT3BIBOB O AAHHOM MECTE OTABIXA
U AAA AAABHEHIIIETO Pa3BUTHA CDEPHI OOCAYKUBAHUA, 4 TAKKE AA COCTABACHHUA CTATHCTH-
YECKUX AAHHBIX O (DHHAHCOBOM AOXOAE B 0oDAacTH TypmaMma. B ompoce yuascrByroT TypH-
crer, mpuOsBIIHe B repuop cmersl 2012-2013.01Bersr OYAYT BHECEHBI B CTATHCTHYECKYIO

IIPOrpamy, U AAHHBIE Ka’KAOT'O OTBETYHKA OCTAHYTCA KOH(EACHIIHAABHBIMH.
Barmm orBeTsl OUeHDb BaXKHBI AASL HAC.
3apamnee crracu6o 3a Barr orsert!

Nordic Holidays Services Ltd Oy

C yBaxxenuem, Matrtu [Toxbeaa, reHepaAbHBIN AUPEKTOP

1. Mecto ompoca U AQTA

2. Mecro orapixa 1) Kyycamo 4) PoBannemu
2) Pyxa 5) Caana

3) Uco- Cyére

3. Bamr moa 1) Myuxckoi 2) Keuckuit

4. I'oa pomaennsa



0.

ITYHKT)

ABIC
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Crpana HOCTOAHHOIO IIPOKUBAHUSA 1) Poccuss  2) Vikpanna 3)
ITocrosunoE MECTO KUTEABCTBA (ropoaA, HACEACHHBII
Koamuecto  weaosexk B Bamreii  myremrectByromieir  rpymme:  B3poc-

Aetr (MAaarre 15 aer)

Tur rpymrer 1) cemps
2) cemeliHasA mapa
3) Apy3bs 1 3HAKOMBIE
4) ABe cemMbr BMeCTE (AU DOABIIIE)
5) oauH (-a)
0) KoAAerH 1o pabore
CormaabHOE IIOAOKEHUE TAABBI CEMBH: 1) YaCTHBIN IIPEATIPUHIMATEAD
2) B yIpaBACHYECKOM aIIapare
3) paOOTHUK YMCTBEHHOIO TPYAQ
4) paOOTHHUK (PUUIECKOTO TPyAQ
5) cryaeHT (-Ka)
6) mencuonep (-Ka)

7) Apyroe, 94T0?
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10. Pasmerienue (HOUAET) 1) Coxoc orear Kyycamo
2) Kyycamon Tporunkku
3) Panracumnm Pykaxosu
4) KoTTEeAX

11. Ompeaeante ,mokaAyiicta, ypoBeHb ceppuca pasmerieHus (l-odenp Hu3kmi, 2-

HU3KHUH, 3-CPEAHUIT, 4-BBIIIIE CPEAHETO, 5-BBICOKHH)

Howmep B oreae 1 2 3 4 5

[Turranume 1 2 3 4 5

OO0cAyxuBaHIE B peCTOpaHe 1 2 3 4 5

OOcAyKuBaHIE B PETHCTPATYpE 1 2 3 4 5

Hossrit I'opa/PokaecTBO B OoTeAe 1 2 3 4 5

Voopxa 1 2 3 4 5

OT13bIBBL o) ATAHUN " OKEAAHUS (3aBTpaK, 00eA, VAKHH)

OrmsbiBet 0 Hooroanem/PoxaecTBeHCKOM  yiKHHE (IPOIpaMMa, €Ad, OOCAYKHBAHUE)

OT3BIBBI o APYTUX BHAAX cepsuca B oTeAe
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12. Kak Hmxe riepedncAeHHble OCOOEHHOCTH ITOBAHAAN HA Bac npu BeIOOpE MMEHHO 5TOrO
Mecta OTAbIXa (l-HuKax, 2-cOBCeM HEMHOIO, 3-HEMHOIO, 4-CHAPHO IIOBAHSAH, 5-OYCHB

CHABHO IIOBAHUSAAH)

Pacrroaoxkenne mecta oTABIXa (CEBEpP,3UMA) 1 2 3 4 5
PasBaeuenus 1 2 3 4 5

[Tpupoaa 1 2 3 4 5

Xo0606H (aKTUBHEBII OTABIX) 1 2 3 4 5
BosmorkHOCTH XOPOIIIEro IonmHra 1 2 3 4 5

Canra Kaayc 1 2 3 4 5
besomacHocTs MecTa oTABIXa 1 2 3 4 5

Coser Apyseit 1 2 3 4 5

Yro eme IIOBAHSAAO Ha Bamm BBIOOD Me-
cra?

13. Koma BbI HAaHI/IpOBZlAI/I HMMCHHO 3Ty ITIOC3AKY 32 I'PAaHHITY, U3 KAKHX MCTOYHHUKOB ITOAY-

YA I/IH(i)OpMaL[I/IIO? O6BCAHTC, HO)KaAyfICTa, KPY’KKOM HMCTOYHHK HUAN HCTOYHHUKHN MH-

dopmarrmm:
1) marepuer 5) peKAAMHBIHIT IIPOCITEKT
2) rasera 0) TypHUCTHYECTKAA ApMapKa
3) typOropo 7) ApPY3bs, 3HAKOMBIE, POACTBEHHUKI

4) TB naum pasuo



8)Apyroe,aTo?
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14. OnpeaeanTe, MOXKAAYHCTA, YPOBEHb CEPBHUCA, UCIOAB3yeMOro Bamm BO Bpems OTABIXa

(1-ouenp HuU3KWH, 2-HU3KHH, 3-CpEAHUM, 4-BBIIIIE CpeAHEro, 5-Beicokmil). Ecam Bam me

IIPHUIIIAOCH UCIBITATH KAKOTO-AHOO CEPBUCA, TO OCTAaBbTE rpady MyCTOM.

Tpauctopr
Bcerpewa B asponopry
Dkckypcus B Popannemn
3oomnapk Panya
Acub Ha page Camra Kaayca B Kyycamo
[Tocermenne oAeHEBOAUECKOIT (pepMBI
[Tocermenne Xacku depmer
Kapruar Ha ABAY
Caynpr Canra Kaayca
CaAoHKH cayHa
2-gacoBoi cadpapu
B GoAbInx caHAX ITOA 3BE3AHBIM HEOOM
Cadpapu Ha 0ACHEBOAUECKYIO (hepMy
IToareamHas priOaska

Cadpapu 110 KHBOITHCHBIM MECTAM
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Cadpapu oA 3Bespamu 1 2 3 4 5
Cadpapu Ha 0AeHEBOAUECKYIO (hepmy 1 2 3 4 5
Cadpapu Ha depmy xacku 1 2 3 4 5
Cadpapu Ha oaeHEBOAUECKYIO (Depmy 1 pepmy xacku 1 2 3 4 5
3uMHSAS PEIOAAKA HA CHETOXOAE C CAHAME 1 2 3 4 5
Cadpapu Ha BOCTOYYHYIO IPAHHITY 1 2 3 4 5
Viknn ¢ Carra Kaaycom 1 2 3 4 5
VIKIH OXOTHHKA — AFOOHTEASM AOCHTHHBI 1 2 3 4 5
[ITBeACKHIT CTOA C AAKOMCTBAMH PBIOAKOB 1 2 3 4 5
Pecropan Kalakeidas RUKA 1 2 3 4 5
ITporyaka Ha AOIITAAM BEPXOM MAW B CAHAX 1 2 3 4 5
['OpHOABIKHBIE CKAOHBI 1 2 3 4 5
TToabeMHUKI 1 2 3 4 5
[TpokaT rOpHOABIKHOIO CHAPA/KEHUSA 1 2 3 4 5
ObcayxuBanme B 00IIIEM 1 2 3 4 5

[TomoIIb B CAOMKHBIX CHTYAIIHAAX 1 2 3 4 5

O13BIBBI 00 SKCKYPCHUOHHBIX YCAY-

rax

O136IBBI 00 OOCAYKHBAHNI B pecropa-

Hax
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Or3pBEl 00 oOcAyxkmBaHmm — HemocpeactBenHo — nepconasa  Nordic  Holidays

15. Kakue Apyrue sxkckypcun Bam rmonpaBuAuncs, u kakue Apyrue skckypcuu Ber Obr xoteAan
AOITOAHUTEAD-

HO?

16. BBIAO AT AOCTATOYHO AETCKHX IIPOTPAMM B BO3MOKHBIX 3KCKypcusax? (1-odeHp mano, 2-

MaAO, 3-yAOBAETBOPHUTEABHO, 4-AOCTATOYHO, 5-MHOTO) 1 2 3 4 5
Kaknme Apyrue IIPOTPaAMMBI Bu OBl xoTe-
AT?

17. Kak sra moesaka orBermaa BammMm oxuAaHuAM? (l-odenp maoxo, 2-maoxo, 3-

YVAOBAETBOPHUTEABHO, 4-XOPOIIIO, 5-04€Hb XOPOIIIO) 1 2 3 4 5
18. beian au Ber panbire B Quuasuaunur? 1) Aa, ckoabko pas? 2) Her
[Touemy?

19. mocoseroBaau 661 Ber 910 MecTo oTABIXa ApY3BAM? 1) Aa  2)Her

TToue-

My?

20. B xakoe Apyroe Bpems roAa Bl ObI XOTeAH ITOexaTh B PUHAAHANIO?

1) 3uma (AexkaOpb-peBpab) 3)BecHa (MapT-Maii)
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2)AeTo (MIOAB-ABIYCT) 4) ocenp (ceHTAOPH-HOAOPD)

21. Kakyro cymmy AeHer nmpuOAu3nTeAbHO Bl (Bea Barmra cempst) mmoTpatuAn Bo Bpems OT-
ABIXa 3AECh (HE BKAIOYAS TPAHCIIOPT M Pa3MEINEHHUE)? YKaKUTe KOAMYECTBO YEAOBEK B Ba-

IIIel IpyIIe EUR

22. Yro Bam GoAbIIe BCEro 3aIIOMHHAOCH U3 9TOH IMOE3AKH? A Takke 91O O Baremy mue-
HUFO HY/KAQCTCA B AOPadOT-

Ke?

23. OmpeaeAnTe, HIOKAAVICTa, YPOBEHb OOCAyKHBaHUA IpeAcraBuresesi Hopamx Xo-

auaeic (1-ouenp HU3KUN, 2-HU3KIN, 3-CPEAHUH, 4-BBIIIIE CPEAHETO, 5-BBICOKHIA)

1 2 3 4 5
Veayru npeacrasureaert Nordic Holidays B oteae 1 2 3 4 5
Veayru Nordic Holidays rmaa Ha sxckypcmsx 1 2 3 4 5

BAATOAAPUM BAC 3A OTBETDI!
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APPENDIX 2

Tourism survey 2012-2013
Dear guests,

This survey is organizes with an aim to get your feedbacks about the destination and quality
of service and also for making statistical report. In this survey are taking part tourists who
have arrived during the season 2012-2013. Your answers will be in statistical program and

will stay confidential.

Your answers are very important for us.
Thank you beforehand!

Nordic Holidays Services Ltd Oy

Sincerely, Matti Pohjola, general director.

1. Location and date

2. Place of holidays 1) Kuusamo 4) Rovaniemi
2) Ruka 5) Salla

3. Your gender 1) Male 2) Female

4. Date of birth

5. Your home country 1) Russia  2) Ukraine 3)
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6. Your home city/town/village
7. Number of people in your travel group kids (under 15 years
old)

8. Type of a group 1) Family
2) Couple
3) Friends and familiar
4) Two families or more
5) Alone
6) Colleges
9. Social statement of householder 1) Private entrepreneur
2) Managerial staff
3) Headworker
4) Manual worker
5) Student
6) pensioner

7) else, what?

10. Accommodation 1) Sokos Hotel Kuusamo
2) Kuusamon Tropikki

3) Rantasipi Rukahovi
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4) Cottage

11. Identify the quality of the service in accommodation (1-very low, 2-low, 3-average,

4-good, 5-very good)

Room in a hotel 1 2 3 4 5
Food 1 2 3 4 5
Service in a restaurant 1 2 3 4 5
Service in a reception 1 2 3 4 5
New Year Eve/Christmas in a hotel 1 2 3 4 5
Cleaning 1 2 3 4 5

Feedback and wishes about the food in a hotel (breakfast, lunch, dinner)

Feedback about New Year Eve/Christmas setvice (program, setvice, food)

Feedback about other services in a hotel

12. Which specialties influenced you while choosing this holiday location (1-anyhow, 2-a lit-

tle bit, 3-slightly, 4-strongly influenced, 5-influenced very much)
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Location (Winter, snow) 1 2 3 4 5
Attractions 1 2 3 4 5

Nature 1 2 3 4 5

Hobby 1 2 3 4 5
Shopping possibilities 1 2 3 4 5

Santa Claus 1 2 3 4 5

Safety of a resort 1 2 3 4 5

Friend advice 1 2 3 4 5

What else affected your choice?

13. While planning this trip where were you searching for information?

1) Internet 5) Handout
2) newspaper 6) Tourism exibition
3) tour agency 7) Friends,relatives

4) TV or Radio

8)something else, what?
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14. Identify please the level of the service (1-very low, 2-low, 3-average, 4-good, 5-very

good). If you did not experience any of the service leave the graph empty.

Transportation 1 2 3 4 5
Meeting in the airport 1 2 3 4 5
Trip to Rovaniemi 1 2 3 4 5
Ranua Zoo 1 2 3 4 5
Day in Santa Claus Village in Kuusamo 1 2 3 4 5
Reindeer farm 1 2 3 4 5
Husky farm 1 2 3 4 5
Carting on ice 1 2 3 4 5
Saunas Santa Claus 1 2 3 4 5
Salonki Sauna 1 2 3 4 5
Two hours safari 1 2 3 4 5
Trip on a sledges under the starry sky 1 2 3 4 5
Safari on reindeer farm 1 2 3 4 5
Ice fishing 1 2 3 4 5
Safari through the scenic 1 2 3 4 5
Safari under the starts 1 2 3 4 5
Safari to the reindeer farm 1 2 3 4 5
Safari to the husky farm 1 2 3 4 5

Safari to the reindeer and husky farms 1 2 3 4 5
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Ice fishing on the snowmobile 1 2 3 4 5
Safari to the eastern boarder 1 2 3 4 5
Dinner with Santa Claus 1 2 3 4 5
Dinner of a hunter — reindeer meet 1 2 3 4 5
Buffet — Treat of fishermen 1 2 3 4 5
Restaurant Kalakeidas RUKA 1 2 3 4 5
Horseback riding 1 2 3 4 5

Ski slopes 1 2 3 4 5

Ski Lifts 1 2 3 4 5

Ski equipment rent 1 2 3 4 5
Service in general 1 2 3 4 5
Help in emergency situations 1 2 3 4 5
Feedback about the excursions service
Feedback about the service in restaurants

Feedback about the service of Nordic holidays personnel
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15. Which excursions did you like and which would you like to add to our list

?

16. Was there enough of excursions for kids? (1-very few, 2-few, 3-satisfactorily, 4-enough,

5-a lot) 1 2 3 4 5
Which other programs would you like to
add?

17. Was these trip what you have expected? (1-very bad, 2-bad, 3-satisfactorily, 4-good, 5-

very good) 1 2 3 4 5
18. Have you been in Finland before? 1) Yes, How many times? 2) No
Why?

19. Would you recommend this place to your friends? 1) Yes 2) No

Why?

20. During which season would you like to visit Finland?
1) Winter (December-February) 3) Spring (March-May)

2) Summer (July-August) 4) Autumn (September-November)
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21. Which amount of money your family have spent during this holidays (excluding trans-

portation and accommodation) BEUR

22. What was the most memorable episode of the trip? And what is needed to be more de-

veloped?

23. Please give a feedback about service given by Nordic Holidays Personnel (1-very low, 2-

low, 3-average, 4-good, 5-very good) 1 2 3 4 5
Nordic Holidays Service in a Hotel 1 2 3 4 5
Nordic Holidays Service during excursions (guides) 1 2 3 4 5

THANK YOU FOR YOUR ANSWERS!
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