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1. INTRODUCTION

In today’s globalized world, countries compete dihlevels and especially
economically. In this global competition a positieeuntry image is essential
for success. Therefore, most countries activelpstiaeir image in order to be
recognized and appreciated abroad. These imagéaghagtivities can be
summarized under the term ‘destination brandindyict is a rather young and
still somewhat ambiguous field of study. It hasrbéaund that depending on
the market, up to 70 percent of the earnings camattvdbuted to the brand
(Lindemann, 2004). Moreover, scholars widely agitest a positive country
image not only influences economic factors suclnesming tourism, sales of
national products, direct foreign investment, amdnigration of skilled work-
force to the country, but also enhances the idenfithe population and pro-
motes cultural exchange.

In this study, | will look at destination brandimg the context of
tourism, although it is intertwined also with otHeds such as politics, inter-
national relations, and product marketing. Tourisnone of the biggest eco-
nomic factors for countries and Morgan, Pritchand ®ride (2004: 4) argue
that “choice of holiday destination is a signifitdifestyle indicator for today's
aspirational consumers, and the places where thewpse to spend their
squeezed vacation time and hard-earned incomeamgiagly have to have
emotional appeal, high conversational capital anehecelebrity value”. Ac-
cording to the World Tourism Organization, the teyefirst century might see
the rise of tourist destinations as fashion aceessoThis includes the notion
that tourism destinations are becoming brands antkemotional loading.

The aim of this study is to explore what imagég&ialand are pre-
sented in tourism marketing activities and how retirlg specialists evaluate
the image of Finland. More specifically in this dyul examine photos of the
website www.visitfinland.com of the Finnish TourBbard to discover their
main themes. As a second step, | conduct an egperey with employees of
the Finnish Tourist Board in Helsinki to gain insig in the marketing proc-
esses and aims. The research questions are asdollo

1. What are the themes of the pictures of the webstdinland.com?



2. What kind of target country specific differences d# seen in the se-
lection of pictures?

3. What steps and what people are involved in theertrdreation of the
website visitfinland.com?

4. What are central aspects of Finland’s image for rttagketers of the
Finnish Tourist Board?

According to a study of the Finnish Tourist Boa(BTB, 2008: 27) marketing
activities (i.e. recommendations by travel agendm®rmation from newspa-
pers, magazines, TV, radio, internet, travel broebuadvertisements, and
travel fairs) have the biggest influence on nomish tourists choosing
Finland as a tourist destination. Of these soutiiesinternet (15 %) is most
important, which makes the website visitfinland.caroentral tool for market-
ing the country and shaping its image as a todastination.
The formation of a Finnish “Country Branding WorgirGroup”

appointed by the Foreign Minister Alexander Stublseptember 2008 shows
the current importance of Finland’s image withie tlountry.

The delegation is charged with the creation of anty brand for
Finland, i.e. to create a strong national image Wid enhance
Finland’s international competitiveness. Appointtnefithe dele-
gation is based on the present Government Programvhere the
Government mentioned strengthening of Finland’sgenas one of
its central objectivegFormin.finland.fi, 2008)

Experts claim that studies should explore the imahip between cultures and
branding, depending on the assumption that cultlifidrences of places make
them distinct and unique (Morgan, Pritchard, & Brid004: 15). For instance
the fact that sauna is originally from Finland ma&kethe “country of saunas”,
a title which can hardly be challenged by any ottmuntry. However, those
special characteristics do not always have to Isedan facts only. This can
be illustrated by the campaign of the Finnish TetuBoard and Finnair, the
national Finnish airline, which launched the corcep “Finland’s official
Santa Claus” in 1989 (Wallin, 1995).

Because of this unclear borderline between trutithsnand con-

structed reality, this study compares and combihesconcepts of image and

! Finnish Tourist Board, FTB (English) = Matkailudistamiskeskus, MEK (Finnish)
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stereotypes. In literature, the connections betwe®wge and stereotypes are
described in many different and sometimes evenraditing ways. This
study tries to give an overview about different erstiandings, finally suggest-
ing the combined term of stereotyped image. In $husly | consider a stereo-
typed image as an image in peoples’ minds whidhiased but still contains
some kind of truth.

Stereotypes or stereotyped images are on the arkusful cogni-
tive means of complexity reduction, but on the oth&nd they can also have
negative effects on interpersonal and especialigrenltural communication.
Bennett (1998: 8) argues for example that by gdzarg from media images
(i.e. also marketing activities) we are likely teeate stereotypes, which might
lead to prejudice and misunderstandings. He sfat#iser that “we need to
look beyond the immediate image to the culturatguas that can only be as-
certained through research” (Bennett, 1998: 8).

Barnett and Lee (2003: 260) define interculturahomunication as
“the exchange of cultural information between twoups of people with sig-
nificantly different cultures” and remark that tmerease of transborder com-
munication has led to a rapid global diffusion aelues and ideas, which cre-
ated a global community with an increasingly hormmmges culture. In contrast
to this, there are countermovements of localizatiodifferentiation. Tourism
marketing promotes countries’ specialties in orttehave a unique product
and thus contributes to the preservation of cultditierences. However, as
mentioned above, the presented country image nhighdtereotyped and like

that pose a threat to intercultural understanding.

In the theoretical part of this study | discuss ¢bacepts of image and country
image especially in the contexts of marketing anltuce. Furthermore, | dis-
cuss country branding and the measurement of opiméges, stereotypes and
the combined concept of stereotyped images. Thexplore earlier studies
about the image of Finland, explain my methodolalgapproach and finally
present the results and discussion of my own eogpiresearch.
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2. THEORETICAL BACKGROUND

2.1 IMAGE AND COUNTRY IMAGE

Cold winters, hot sauna, tranquillity, lakes anded, Nokia and Santa Claus
represent probably some of the most frequent astsmes with Finland. Chew
(2001: 3-4) states that we are all imagologistsabse national stereotypes
determine our self-perception and the image ofrsthe

We are all imagologists, even if we do not reattze fact, and we
cannot function socially and politically, in a humeaand reasoned
fashion, as individuals or groups, without studythg (national)
stereotypes so current in our collective memory.
For these stereotypes color, to a large extent,onbt our self-
perception (our “auto-image”) via the image of ttker (our “het-
ero-image”), but determine for better and, regbdytamore often,
for worse our behavior toward the other.
William L. Il Chew (2001: 3-4)

In this chapter | explore the theoretical backgwand the function of country

images.

2.1.1 Defining Image

Many researches have posed the question: Whataatry image and how
can it be measured? In reviews of tourism destinatnage studies of the last
40 years, it was found that the field is very framted because researchers use
different definitions of image or none at all (Bo#t & Ritchie, 1991; Tasci,
Gartner, & Cavusgil, 2007). Often country imagesta&tion image and na-
tional image are used to describe more or lessange concept. Sometimes
also brand is used instead of image, because Imgmlunderstood to be cre-
ated through images (Tasci, Gartner, & Cavusgil, 720

In this study the term country image will be usextduse it is
more specific than destination image, which cawo atfer to regions, states,
cities or single attractions (Echtner & Ritchie, 919 38). Country image and
national image can be seen as synonyms, whiclssrdeer the characteristics
of the country or its inhabitants. As this studyrksin the framework of tour-
ism marketing, | refer to the term country imagéick has been used for ex-
ample by Kotler and Gertner (2004).
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Definitions of country image have varied a lotpast research and
still do. Many adapt Crompton’s (1979) definitidisum of beliefs, ideas and
impressions that a person has of a destinatiorthifnstudy country image will
be understood as comprising attribute, holistiopcfional, psychological,
common, and unique components (Echtner & Ritch®®1). First, | will ex-
plain the term image and | will discuss the deifamtof country image in Chap-

ter 2.2.5 in more detail.

Defining the term image is challenging, as reseachise it in many different
fields of study. Often the terms image and repotatire used interchangeably
because they both refer to a collective belief walwation of a person or a
thing. According to the online dictionary Dictioyazom, reputation is “the
estimation in which a person or thing is held, dspthe community or the
public generally” and it often refers to a positeraluation (“favorable repute;
good name”) (Dictionary.com, 2009). Balmer and Gezy(2002: 76) argue
that perception at one point in time is called imaghile the perception over
time is called reputation. In this study | use thien image because it includes
both positive and negative evaluations and is umsece widely by scholars in
the field of destination branding.
Fundamentally, the term image can be divided five semantic

categories (graphic, optical, perceptual, mentatl werbal) which occupy a
central role in different disciplines (Mitchell, 89: 10). These image catego-

ries, examples and their field of discipline arensarized in table 1.

Table 1. Image categories, based on Mitchell (19860)

Image Examples Discipline
Category
Graphic Pictures, statues, designs Arts history
Optical Mirrors, projections Physics

Perceptual Sense data, ‘species’, appearances rBmdg®n connecting dif
ferent disciplines

Mental Dreams, memories, ideas, phaisychology, epistemology
tasmata
Verbal Metaphors, descriptions Literary Criticism

Physics for example deal with images as opticahpheena, such as reflec-

tions in mirrors. This study deals with images otiatries which can fall into
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the category of mental images and perceptual imatgggending on the per-
spective taken. First | will explain the conceptnoéntal or conceived images
in the field of imagology, and second the concdpperceptual or communi-

cated image in the field of marketing.

2.1.2 Conceived and Communicated Image

In the field of imagology researchers analyze “owantal images of the Other
and of ourselves” in literature (Beller & Leerss@907: xiii). These mental
images can also be called conceived images.

When looking at the origin and formation of na@bor country images
in literary form, “the most important sphere ofgin of all national typological
fictions are the mental imaginations, ideas afatstellungsbilder (Beller,
2007: 3, italics as in original). In the imagolaglicdefinition, image is “the
mental or discursive representation or reputatiba person, group, ethnicity
or ‘nation™, which does not include factual, empally testable statements
(e.g. Finland has a female president.) but relresnoral and characteristical
attributions (e.g. Finns are silent.) (Leersser@720 342). Imagology aims at
exploring which images of different groups or nai@re shown in “subjective
and rhetorically schematized” sources and discarsiwironments, and does
not claim these images to be social realities &l Leerssen, 2007: xiii-ix).

Nonetheless it is recognized that these imagéseinte our opinion of
others and control our behaviour towards them. ti@al discontinuities and
differences (resulting from languages, mentaliteseryday habits, and relig-
ions) trigger positive and negative judgements iamages” (Beller, 2007: 4).
Thus, although in this imagological definition ma&ntnages of other countries
are rather abstract concepts in the minds of petipy exceed a strong influ-
ence on their behaviour and buying decisions, winetkes images a central

interest of marketing.

Marketing is interested in influencing people’s arimages and therefore
relies on perceptual or communicated images. Mit¢h886: 10) puts images
“created for products and personages by expertadirertising and propa-

ganda” in the category of perceptual images whielidetween ourselves and
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reality”. Marketing is defined by the American Matkg Association (AMA,
2007) as “the activity, set of institutions, andgesses for creating, communi-
cating, delivering, and exchanging offerings thave value for customers,
clients, partners, and society at large”. Accordioghe American Marketing
Association (AMA, 2009) brand image is defined #se“perception of a brand
in the minds of persons. (...) It is what people dadi about a brand — their
thoughts, feelings, expectations.” Although thisirdgons stresses the images
in the minds of people, the actual interest of ra@ing lies in creating or

changing such images, which makes marketers “imagenunicators”.

The dual nature of image as conceived and commiacidaas been found in
many other studies. Karvonen (1997) analysed teeaf the public image and
concluded that on the grounds of the reviewedditee the concept of public
image is “Janus-faced”: Image is on the one hartkrgtood as a mental pic-
ture or idea, and on the other hand as communitatio

Grunig (1993) calls these different conceptionsyghological im-
age” and “artistic image”. The artistic image refés the sender, who performs
or presents something, and the psychological inafges to the receiver, who
interprets and comprehends the presentation.

Bramwell and Rowding (1996: 202) made a distinctlmetween
projected and received image: “Projected imagesharédeas and impressions
of a place that are available for people’s consitien”. Those projected im-
ages are distributed through communication channetgived by the people,
and interpreted according to their subjective ctiaréstics, like personality,
attitudes, experiences and knowledge. In this wajepted images are formed
into “own unique representations or mental consstu@ramwell & Rawding,
1996: 202) and become received images.

Balmer and Greyser (2002) have studied multigéniities of cor-
porations and found that there are five differeatdets of corporate identity:
actual, communicated, conceived, ideal, and desi{Cechceived identity and
communicated identity are connected to the conogpthage. By conceived
identity Balmer and Greyser (2002) understand teecgptions of relevant
stakeholder groups: corporate image, reputatiod, lmand associations. All

messages sent by the corporation to audience thrdifigrent channels, such
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as advertising and public relations, constitute ¢benmunicated identity in
Balmer’s model.

In this study | will use the terms “conceived irra@nd “communicated
image”, in order to distinguish between the imagekeld by people, and the
ones created by marketing activities. The distorctbetween conceived and
communicated image can be seen in the table beldwgh summarizes the

other definitions which were discussed above.

Table 2. Distinction between conceived and commuraited image

CONCEIVED IMAGE COMMUNICATED IMAGE
Mental image: mental imaginations, ideaBerceptual image: created for products and
andVorstellungsbilde(Beller, 2007: 3) personages by experts in advertising and
propaganda (Mitchell, 1986: 10)

mental picture, idea (Karvonen, 1997: 318) commation (Karvonen, 1997: 318)
Psychological image: referring the receiveArtistic image: referring to the sender wio
who interprets and comprehends the pregerforms or presents something (Grunig,

entation (Grunig, 1993) 1993)

Received image (Bramwell & Rawding,Projected image (Bramwell & Rawding,
1996: 202) 1996: 202)

Conceived identity (Balmer & Greyser,Communicated identity (Balmer & Greyser,
2002) 2002)

In this study, the interplay between conceived emtimunicated image is im-
portant for understanding the formation of countmages. Kunczik (1997: 1)
states that national images “seem to form, fundaatignthrough a very com-
plex communication process involving varied infotioa sources”. According
to Kunczik (1997) media, news services, sports, lamoks are probably the
strongest image shapers, while education and tratieht is the degree of per-

sonal experiences of foreign cultures — contritbatenage building.

2.1.3 Image Formation

Gunn (1988) has described destination image foomaiti seven phases, which
show the relationships between conceived and conuaiiedl image: 1) Accu-
mulation of mental images about vacation experign@ Modification of
these images by further information, 3) Decisioraie a vacation, 4) Travel
to the destination, 5) Participation at the desioma 6) Return home, and 7)
Modification of images based on the vacation exgrexe. Figure 1 is based on

Gunn’s model.
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Figure 1. Stages of destination image formation, Is&d on Gunn (1988)

/ 1) Non-commercial sources (communicated IMA(

Secondary A
sources Organicl MAGE (conceived
A\ 4
2) Commercial sorces (communicateIMAGE)
A\ 4
Inducec IMAGE (conveived
Primary \ 4
source — 3)4)5)6) 7Vacation xperiencs
A\ 4

Modified IMAGE (conceived

For this study, the influence of commercial sourgeghe conceived image is
the focal point. The conceived image is formed alteked by the phases 1, 2,
and 7. Gunn (1988) calls the image formed duringspHl “organic image” and
during phase 2 “induced image”. Both are based wgEmondary sources of
information and do not include actually visiting@untry.

The organic image of phase 1 relies primarily am-touristic, non-
commercial sources, such as mass media, educatidnopinions of peer
groups. Also Kotler and Gertner (2004: 42) argust #wven when a country
does not consciously manage and promote its nanaebaand, people have a
certain image of countries.

The organic image is modified into an induced ienay further informa-
tion from commercial sources, such as travel broehuravel websites, travel
guidebooks, or travel agents, which can be seehasnels for transmitting an
image. This communicated image influences the vecsi organic image and
turns it into an induced image.

After actually visiting the destination, the imageagain modified, but

this time by the actual experiences of the countey primary sources.

After having defined image in different contextsstohguished between con-

ceived and communicated image, and reviewed tHerelft stages of image
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formation, in the next chapter | will explore imagaf countries in more detail.
I will look at the connection between image andhidg and at image theory
which originally comes from political science buwshbeen adapted to general

intergroup perceptions.

2.1.4 Image and Identity

Hetero- and auto-image are terms used to distihdagswveen images of others
and ourselves (Leerssen, 2007b: 342). Auto-image<lasely connected to
the concept of identity, and also hetero-imageshmigfluence the way in
which people perceive themselves. Morgan, Pritclaaud Pride (2004) recog-
nize that a country’s image does not only havengpact on the nation's econ-
omy, but also on national self-image and identitghtonen (2005: 62) states
that just as organizations have a corporate igertdguntries can possess an
identity, which allows their personification: “truntry may be perceived as
hostile, friendly, hospitable or frosty as if it kean alive human being with
feelings and sensations of its owidentity, in turn, is connected to representa-
tions and shared meanings of culture.

As Stuart Hall (1990: 225) puts it, “identitieeeanames we give to
the different ways we are positioned by, and pasiburselves within, the nar-
ratives of the past”. Identity concerns the stutipsychology, culture, politics,
economics, philosophy, and history, which are faareple dealt with Alcoff
and Mendieta’s work (2003). Here | will concentrate psychology and cul-

ture.

The term “identity” derives from the Latin word &ch” (= the same), and fun-
damentally expresses the “sameness of a thing itgdhf” and thus identity
involves the meaning of “being identifiable” (Leses, 2007a: 335). Being
identifiable can mean that something stays the sareetime but also means
that it can be separated from something else. keprdistinguishes between
the older, diachronic, meaning of “permanence amtiuity” and the more
current, synchronic meaning of “separate and auons individuality”. This
means that a collective sense of identity is derifrem a shared historical

awareness, while at the same time the identitygraon or group involves the
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impossibility of substitution, the idea of individlity. The diachronic continu-
ity is more connected to the auto-image, while sgachronic individuality
refers to the distinction between self and othens] therefore more to hetero-
images. (Leerssen, 2007a)

Furthermore one can distinguish between collectind individual
identity. The concept of collective identity wassfiintroduced by psychoana-
lyst Freud, who stated that individuals always hgldo groups (ethnic, na-
tional, crowd) and that individuals behave unifoynm the ingroup, while at
the same time distinguishing themselves from ouigso Petkova (2005: 14)
argues that social and cultural identity are sulkgaies of the general concept
of collective identity. Social identity usually sifjes the identity of a social
group (depending on institutional organization andial strata), while cultural
identity concerns cultural groups or communitiesp@hding on a system of
traditions, customs, values, and symbols) (Petka085: 14-15). At the same
time cultural and social identity cannot be sepatdtecause “there is no social
group without culture and no culture outside therfes of a social group”
(Petkova, 2005: 15). Age, gender, work, family, auwtial class tend to be
defined in terms of social identity while natiorthmicity, and religion involve
both social and cultural identities (Petkova, 20Q@5). Figure 2 visualizes

Petkova’s categorizations.

Figure 2. Collective and individual, social and cuural identity, based on Petkova (2005)

Collective | R Individual
(group) « v (personal)
identity identity
Sub- Collective Collective Individual Individual
categories| ~ social ¥ cultural social [® cultural
identity identity identity identity
Age, gender, work, Nation, ethnicity,

family, and :ocial clas and relgion

Social identity theory recognizes that the way wecpive others and ourselves

iIs based on both our unique characteristics (iegsgmal identity) and our
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membership in various groups (i.e. collective idght(Greenberg & Baron,
2003: 40). Comparison of ourselves with other imdlials and other groups
helps us to define our identity.

Although collective and individual identity infmce each other,
Petkova (2005) stresses the importance to disshgbetween collective cul-
tural identity and individual cultural identity. @ective cultural identity means
that one looks at the identity of a cultural comibyrnwvhich means that there
are as many cultural identities as there are contreanOn the individual
level however, each person is part of differentuzal communities at the same
time and therefore possesses an individual culidealtity which is a combina-
tion or mixture of his or her collective culturalentities. As an example one
could say that on the one hand all Finns shareahee collective cultural iden-
tity of being Finnish. On the other hand, one Fmight be part of the Swed-
ish-speaking minority while another one might haveIndian ethnic origin,
which means that they have different individuatwerdl identities.

There have been two main approaches to cultdealtity. The “es-
sentialist” approach states that a number of esderdre features are deeply
rooted in every cultural group and that they makeunique and specific
(Petkova, 2005: 17). The second approach is sooratructivism which was
developed in the middle of the ®@entury. It denies the essentialist belief that
cultural communities originate from a common ethmicacial origin and pro-
claims that communities are socially constructedtK®va, 2005: 17). Eller
(1999) states that in social constructivism theeesalist “fact” of a common
origin is replaced by a myth of a common origins@lothers have dealt with
identity as a socially constructed phenomenon asagined communities”
(Anderson, 1983) and “invented traditions” (Hobsbha®& Ranger, 1983). This
means that “not cultural community itself but iteage, continuously con-
structed, shaped and reshaped by individuals bexdineebasis of the collec-
tive identification with it” (Petkova, 2005: 17).|though the social constructiv-
ist approach toward identity alone would be misilegdone can say that it
contributes to the understanding of identity.

Lindsley (1998: 202) argues that “individual itign is negated
when individuals are stereotyped and charactesistie attributed to them

based solely on group membership”. The concepterkstypes will be dis-
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cussed in Chapter 2.3. Now | will explain the castimns between representa-

tion, culture and national identity.

2.1.5 Representation, Culture and National Identity

The concept of representation is closely conneitele idea that identity is, at
least partially, socially constructed. Becauseghithemselves do not have a
meaning, meanings have to be given to them — mgsaurtiave to be socially
constructed. For example a stone can be usedferafit contexts as a monu-
ment, a weapon or a border mark. Meanings havestoepresented through
certain media, and language can be such a mediuspadsentation, in fact a
system of representation. In the wider sense lagguan be understood as
including more that the spoken or written wordgcadin include mimics, body
language, music and images. Culture (understoahaed values of a group
of people) is based on shared meanings, which gleeple to understand the
world in roughly similar ways. These shared measiagd values give people
a sense of their identity, because they define thiey are and how they are
different from other groups. (Hall, 1997: .)

Hofstede (2004) defines culture as “mental safyavhich people
have learned throughout their lifetime. Culturdearned and group-specific,
based on a universal inherited human nature amaetbpy an individual per-

sonality (see figure 3).

Figure 3. Three levels of uniqueness in mental progmming (Hofstede, 2004: 4)

Inherited
and learned
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This interplay between common and individual fastdits with Petkova’'s
(2005) distinction between individual and colleetindentity. Hofstede (2004

4) states that “Culture is always a collective mhmeanon (...), it is the collec-
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tive programming of the mind that distinguishes thembers of one group or
category of people from others.” (Italics omitted)

Hofstede (2004: 6-11) also provides an “onion etbdf the layers
of culture (see figure 4). According to Hofstedaisdel, cultural differences
manifest themselves at different levels of deptymimols, heroes, rituals and
values. The onion-model symbolizes that the owdger is more affected by

change, while the centre is rather persistent.

Figure 4. The "onion": manifestations of culture at different levels of depth (Hofstede,
2004: 7)

Symbols

Heroes

Pracices

In the outermost layer there are symbols like gestupictures or objects that
carry meaning that can be only understood by imsidéthat culture. Symbols
are for example words in a special language, wayre$sing or flags. Heroes
are in the second outermost layer, which are peoplegures dead or alive,
real or imaginary who serve as models for behavitinat culture. In Finland,
heroes could be for example President Tarja HaloRermula-1 driver Mika
Héakkinen or the comic figures Viivi and Wagner. the next layer are rituals,
which are defined as “collective activities, teataily superfluous to reaching
the desired ends, but which within a culture aresatered as socially essen-
tial” (Hofstede, 2004: 8). Examples are greetinigdle habits or religious
ceremonies. Hofstede submits symbols, heroes aralsiunder the term prac-
tices as they are visible to an outsider althoughmiight not understand their
meaning. In the core of the onion model there aees, which are mostly
learned in an early stage of life and give a fegbhwhat is desirable and what

is not. Hofstede (2004) argues that values ardestaler time although prac-
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tices may change and that parents have an uncosstgodency to educate
their children in the same way they have been Hbroug. Like that culture

reproduces itself in the core values.

Shared meanings of a common language are centithletéormation of na-
tional identity. Human identity only exists in tfi@mework of interpretation
provided by language and cultural symbols in tewhsvhich we become
aware of ourselves and others (Poole, 2003). Aaegrtb Poole (2003), Jo-
hann Gottlieb Herder was one of the first theoridteationalism who argued
that a nation is constituted through its language @ulture — through its prac-
tices, customs, and rituals of everyday life, tigtouts stories, folk beliefs, and
myths in terms of which people make sense of thes. The term “nation”
derives from the Latin word “natio”, which meanstbior decent. In most us-
ages, nation signifies a “human aggregate uniteddoymon decent, or, more
loosely, by common history, language, or (placeaofyin” (Leerssen, 2007c:
377). Sometimes the terms nation and people are lngth to describe “the
population of an entire country or state, or lasgate ethnic groups like speak-
ers of a separate, recognized language” (Leers2@di/c: 378). Leerssen
(2007c: 380) also states that culture (i.e. momenners, customs, character,
outlook and mentality) defines a nation and distislges it from others. In this
study nation is understood as the population afate svhich shares a certain
culture.

Poole (2003) states that cultural identity doet mecessarily take
the form of national identity. In earlier days, tocwal identities were much
more localized, e.g. to the village community peofiWed in, but the emer-
gence of print technology and the development giyéi official language
communities soon lead to the development of naticormmunities.

The French philosopher Olivier Mongin argues tiattoday’s
world, individuals lack a stable source of identiyhich leads to a collective
identity crisis of modernity (Cheney, Christensgorn Jr., & Ganesh, 2004
110). Also Petkova (2005) describes different saesaf the crisis of national
identity which is mostly caused by the processesglolbalization: 1) After a
period of serious weakening, national identity fieafs itself in the traditional

form, 2) National identity fails and is replaced dtyer cultural (hybrid) identi-
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ties, such as global cultural identity or religiadentity, 3) National identity

remains the primary identity through transformatiemd discovery of new

principles and foundations, and 4) The crisis ofiamal identity becomes

chronic and is only suppressed but not resolvedh@e four possibilities the
second seems to be most supported by differentaashevho discuss the pos-
sibilities of cultural identity hybrids (Dahl, 200Hall, 1992; Leerssen, 20074,
Pieterse, 2004).

Although national identity might be weakened bypgesses of
globalization, in which nations become more hetenepus and borderless, it
has kept a certain power: First, national idenstgomewhat inescapable, be-
cause in most cases people are born in a certaintrgoand spend their first
years there, learn the national language(s) andauialized in its culture and
community. And second, a nation has a richnesslbfiral resources, such as
the feeling of a home country, the national histaryd a vast cultural heritage.
(Poole, 2003)

Historically, national identity was formed andestgthened through
discrimination against “the other”, i.e. an enemggressor, oppressor, or rival
(Petkova, 2005: 25). Even though the process dbmdiuilding is over in
many parts of the world and the discrimination agaithe other” might be
less important, many of the original national imagee still valid today. The
origins and consequences of the images that nataias hold of each others
were studied in international relations researgbaiitical science, which led to
the emergence of image theory. | will describelithsic assumptions of image

theory in the following chapter.

2.1.6 Image Theory

Boulding (1959: 120-121) stated that “the imagesciviare important in inter-
national systems are those which a nation haself iind of those other bodies
in the system which constitute its internationaviesnment”. Alexander,
Brewer and Herrmann (1999) adapted this image yheoexplain general in-
tergroup perceptions, which also gives importarsigints to the origin and

function of country images



Table 3. Images of nation-states depending on aspeof their intergroup relationship,
based on Alexander et al (1999; 2005)

Ally Enemy Dependent Barbarian Imperialist
Goals Compatible] Incompatible Incompatible Inconigat | Incompatible
Power Equal Equal Outgroup | Outgroup Outgroup
weaker stronger stonger
Cultural | Equal Equal Outgroup | Outgroup Outgroup
Status lower lower higher

Image theorists have identified five main outgraopages: ally, enemy, de-
pendent, barbarian, and imperialist (Herrmann &likeller, 1995), which are
summarized in table 3. These five images dependlynan three aspects of
intergroup relationships: goal compatibility, rélat power, and relative cul-
tural status (Alexander, Brewer, & Herrmann, 198%xander, Brewer, &
Livingston, 2005). For instance, compatible goambined with equal power
and status, leads to an ally image. If there atempatible goals with similar
power and status, the nations perceive each oth@namies. Both ally and
enemy images are called symmetric, because theesnaidj mirror each other.
For example, French people perceive the Germarenasiies, while at the
same time Germans also perceive French as ene@methe other hand the
dependent, barbarian, and imperialist images aymm@agtric, because if the
French would think that the Germans are dependeatGermans might con-
sider the French as barbarians or as imperialispemding on whether they
consider French culture as lower or higher.

These different outgroup images can be undersésotbrganized
stereotypes” (Alexander, Brewer, & Herrmann, 1989), because they actu-
ally lead to certain evaluations of the others. €hemy is for example stereo-
typed as hostile, manipulative, opportunistic, amdrustworthy, the ally as
cooperative, trustworthy, and democratic (Alexandgewer, & Livingston,
2005: 782). Barbarian out-groups are seen asadrraiti ruthless, violent and
destructive, imperialist outgroups as arrogantenetistic, controlling and
exploitative, while depending out-groups are evi@daas lazy, lacking disci-
pline, naive, incompetent, and vulnerable (Alexan&sewer, & Livingston,
2005: 782-783)

Image theory goes beyond the description of imagge organized
stereotype, as it is both structural and functio(@lexander, Brewer, &

Livingston, 2005: 782). It is structural, becausexplains the origins of inter-
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group stereotypes with the structure of intergroelptions, i.e. perceived in-
tergroup competition, relative power, and relatoedtural status (Alexander,
Brewer, & Livingston, 2005: 781). It is function&lecause it presents purposes
outgroup stereotypes serve, i.e. balancing “semtisnand behavioral inclina-
tions” between the self- and the other image (Ahebet, Brewer, & Herrmann,
1999: 79). That means that “stereotypes leflectthe nature of the structural
relationships between groups and servgusify intergroup attitudes and be-
havior (Alexander, Brewer, & Livingston, 2005: 78Zhe connection between
image and stereotype will be discussed further iagfer 3. In the following

chapter | will describe how important image is aguontry marketing.
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2.2 COUNTRY BRANDING AND IMAGE MEASUREMENT

Country branding means promoting a country’s imdgethis chapter | will

explain different aspects of country branding armebctibe approaches for
measuring country images. “Place branding is amesxly complex and
highly political activity that can enhance a nat®economy, national self-
image and identity” (Morgan, Pritchard, & Pride 02). A common framework
for country image measurement has not been estalliso far, but Echtner
and Richie’s (1991) model of the components of équimage offers a good

starting point which is also used as a basis fierdtudy.

2.2.1 Country Branding

“Every nation is a brand and most nations haver theind made for them”
(Loo & Davies, 2006: 198). Country or nation brandlso referred to as im-
ages, develop mostly involuntarily formed by diéfet sources, such as educa-
tion, mass media, travel, product purchases andueners with people. De
Chernatony (2006: 16) states that one of the aingdle of country brands “is to
ensure that the stereotypical perception of a piles not become outdated”.
This statement already includes the assumptiondieseotypical perceptions
are an important part of image formation, at lesstong as they hold true to
some degree.

Country images may be true or stereotyped, on éxah at the
same time, but nonetheless they have a huge iduen people’s buying de-
cisions. According to the so called country-of-origffect, for instance, some
products are strongly identified with their countdyorigin, which can influ-
ence the sales of these products. For example, aviperfume from France is
usually associated with high quality. Also direotdign investment decisions
or travel decisions are connected to the imagéefcbuntries, which makes
country brand management an essential success fadimday’s global mar-
ket. Ryan (2008) states that branding productsct¥iy is “to create a dis-
tinctive identity in a crowded and competitive imational marketplace”.

The increase in communication across nationatldysrin today’s

globalized world has led to a “rapid global diffoisiof values, ideas, opinions,
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and technologies” and created a global community \&n increasingly ho-
mogenous culture (Barnett & Lee, 2003: 264). Tloavergence of cultures
has been noted in many areas, especially regapdilitical, economic, educa-
tional, and scientific activities (Beyer, 1994; Roison, 1992). In spite this
homogenisation, marketing is in general based erstrategy of distinction, a
unique selling proposition (USP), and a brand cabriefly defined as a “point
of difference” (Avery, 2000: 105). According to tienerican Marketing As-
sociation a unique selling proposition is “an agatoto developing the adver-
tising message that concentrates on the uniquéfigreintiating characteristic
of the product that is both important to the customnd a unique strength of
the advertised products when compared to competiogucts” (AMA, 2009).
Also in tourism marketing a unique brand is essénitiecause more and more
countries offer similar services and commoditiestiurists in different seg-
ments. The location and the beaches are similawbat makes Spain different
from Portugal? Why should people travel to Finlamgtead of Sweden if they
search for a Nordic experience?

According to experts in destination branding,cpkcurrently offer
the greatest branding opportunities and the chofdeoliday destination is a
significant lifestyle indicator for today’s consuree Branding connects the
country to a mental image and emotions, which nig&in “feel” differently
than Portugal. At the same time, destination braardsalso reaching beyond
tourism industry, positioning themselves as haliptace brands; indeed many
countries, states and regions are embarking onddyaitding initiatives that
are inclusive of tourism and economic developméxiorgan, Pritchard, &
Pride, 2004: .)

In this study | am exploring the role of tourigromotion (i.e. of
the Finnish Tourist Board) in the formation of theage of Finland and there-
fore want to describe the concept of tourism bebar@inuing with branding in

general.

2.2.2 Tourism

The word tourism comes from Latin “tornus” (turnpdawas used first in

French as “tour” in the meaning of a trip in th@inaing of the sixteenth cen-
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tury. The words “tourism” and “tourist” were firsifficially used by the
League of Nations. According to the World Tourismg&nization, tourism
“comprises the activities of persons travellingatad staying in places outside
their usual environment for not more than one coutbee year for leisure,
business and other purposes not related to thecisgeof an activity from
within the place visited”. Tourism inherently invek travel, by whatever type
of transportation, but all travel is not tourism. the narrowest sense tourism
means “travel from one’s usual place of residemd#out precise objectives
and for a pre-determined and limited period of tim@onadei & Frediani,
2007: .)

Tourism promotes cultural exchange, spreads imajedifferent
nations and destinations, and is one of the mogbitant world industries
(Bonadei & Frediani, 2007). Tourists bring moneyhe country visited, sup-
port local companies by buying their products aedsises, and create em-
ployment (Kotler, Haider, & Rein, 1993: 23). Althgluwithout doubts tourism
also has negative effects (such as environmentaltipms or crowding local
facilities) it has proven to be an essential ecaonand social factor: Accord-
ing to the World Tourism Organization, travel amdirism generated world-
wide directly and indirectly 11.7 percent of thelgl gross domestic product
and nearly 200 million jobs in 2001 (Kotler & Geztn 2004). In Finland, ac-
cording to a study of the Finnish Tourist Boardgfgn visitors spent over 1.6
billion Euros during the year 2007. It is probabhpstly these economic fac-
tors which motivate countries and bigger citiesigetourism and convention
bureaus, to attract non-business and businesergisi the country.

Image became a focus of tourism research in thg &8r0s, and
attention to this construct increased in the 199@sci, Gartner, & Cavusgil,
2007: 194), because it is considered to have “amafluence on a buyer’'s
choice” (Kotler, Haider, & Rein, 1993: 142). Duette lack of a common ter-
minology in the field, country or destination imagare studied under different
names: destination attractiveness, destination eaveas, destination evalua-
tion, destination perception, destination attrisutend destination quality
(Tasci, Gartner, & Cavusgil, 2007: 196). Also teem “brand” is used instead
of image (Olins, 2002). Especially Simon Anholt 989 has coined the term of

nation branding, which is also referred to as cgubtanding or in a wider
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term as place branding. Anholt (2007) points ouhswebsite that the reputa-
tion of a country has to be managed by a “partmershtourism, culture, gov-

ernment, business and civil society”.

2.2.3 Brand, Branding and Image-Building

Although branding is used frequently by marketéngy often do not give a
clear definition. “They just label as branding egveffort to make a brand
known and liked by consumers” (Li, 2001: 17). Omedyg attempted to find
common criteria of brand success and a centrahitiefi of branding by in-
depth interviews with 20 leading-edge brand coasidt, but could only find
that brand success is a multidimensional consttibioth business-based and
consumer-based criteria (de Chernatony, Dall'OlneyRR& Harris, 1998).

De Chernatony (2006: 26-27) offers an overviewutlthe different
interpretations of brand in three categories: inpetspective (i.e. managers
directing resources to influence customers), outeuspective (i.e. consumers’
interpretations), or time perspective (i.e. brandl@tion over time). With an
input perspective brand can be understood as legal instrument, shorthand,
risk reducer, positioning, personality, clustevafues, vision, adding value, or
identity. Taking an output perspective, a brandlmamegarded as image or as a
relationship, while the time perspective sees ades an evolving entity.

The American Marketing Association (AMA, 2009)ides a brand
as “a name, term, sign, symbol or design, or a @oation of them intended to
identify the goods and services of one seller ougrof sellers and to differen-
tiate them from those of other sellers”. This déffom stresses the input per-
spective of a brand as logo, and bears connotatmiise origin of the word:
Branding actually comes from branding cows, in oriebe able to identify
their owner. While the AMA definition of brand sses the marketers’ point
of view, the website Buildingbrands.com (2009) offa more output oriented
definition which regards a brand as image: “A br&nd collection of percep-
tions in the mind of the consumer”.

De Chernatony (2006: 11-12) points out that bsaace multifac-
eted concepts and that a great part of them isiblei to the consumer. He

compares brands to icebergs, of which only 15 peirisevisible above the wa-



30

ter and 85 percent invisible beneath the waterur€igo shows the iceberg
model after Davidson (1997), which visualizes thalty the logo and the name
of the brand are visible while values, intellestdaulture are invisible to the

costumer.

Figure 5. The branding iceberg (according to Davidsn, 1997)

- Logo
- Name

- Values
- Intellect
- Culture

De Chernatony (2006: 8) states that a brand repiese “dynamic interface
between an organization’s actions and consumetstgretations. It can be
regarded as a cluster of functional and emotior@iies which promises a
unique and welcomed experience”. Functional vainelside more comparable
properties such as performance and quality; emattivalues concern for in-
stance prestige and expression of a certain lifesiyaditionally, advertising
has been a particularly powerful way for communigatoth functional and
emotional values of a brand (De Chernatony, 2006D6 Chernatony (2006:
13) defines a successful brand as “an identifiggotaluct, service, person or
place, augmented in such a way that the buyer er perceive relevant,
unique, sustainable added value which match tlesids most closely”.

While brand can be understood as a status, i.eutient brand image, brand-
ing is the process of improving this image. Lake0@) argues that branding
does not aim at being better than competitors,dbuieing perceived as the
only option — therefore, she states that brandiogsgiar beyond marketing.
Other researchers see branding as a tool of magkéBranding is perhaps the
most powerful marketing weapon available to conteragy destination mar-
keters” (Morgan & Pritchard, 2004: 60).
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Li also focuses more on the output perspectivage, relationship)
and defines branding as “a kind of marketing comigation for consumers
which aims to set up an image” (2001: 30). Altholbganding is not the same
as image, researchers widely agree that brandicrg&ed through image (Cai,
2002; Croy, Govers, & Ravinder, 2003; Jensen & kbussen, 2002; Kotler
& Gertner, 2004; Pritchard & Morgan, 2001; Tasciart@er, & Cavusqil,
2007). In this study I will follow Li’s (2001) defition and understand brand-
ing as a kind of marketing communication which aiatsbuilding a certain

image.

Holt (2004) does not offer a specific definitionlyBnding, but his comparison
of branding models gives insights in charactersstitbranding. Holt classified
four types of branding: mind-share branding, emmatidranding, viral brand-
ing, and cultural branding. The first one, mind+ghlaranding, derives from the
metaphor of “brands contesting for scarce mental estate in consumer’s
minds” (Holt, 2004: 15). The second type of bragdis emotional branding,
an “extension of mind-share”, which emphasizes ¢hatrand essence should
be communicated through emotional appeals to “spustionally charged re-
lationships with core costumers” (Holt, 2004: ZIhe third type, viral brand-
ing assumes that consumers and not organizati@mstives have the most
influence on the creation of brands and “focuseshenpaths of public influ-
ence: how non-company actors influence customevsliee the brand” (Holt,
2004: 28). The final type of branding is culturahibding, which stresses that a
“product is simply a conduit through which customean experience the sto-
ries that the brand tells” (Holt, 2004: 36). Holtigification makes us under-
stand that brands are trying to built images inpe minds, they are emo-
tional, have multiple sources of influence and aontcultural narrative as-

pects.

Branding is closely related to the creation of iesgor as Mundt (2002) ar-
gued, branding seems to be merely used as a rematéor “image-building”.

Others see image creation as part of country bngndiccording to Kotler and
Gertner (2002: 46) country brand management is s&ailave four central
tasks: managing the image, attracting touristsa@thg factories and compa-
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nies, and seeking new market opportunities. Imageketing— along with
attraction marketing, infrastructure marketing, gedple marketing is a cen-
tral strategy for marketing of destinations (Katlelaider, & Rein, 1993: 33-
36). Image marketing means that a place hireseates a special agency with
the task to identify, develop, and spread a stqoogjtive image of the place,
which in comparison to others is a relatively inemxgive strategy (ibid: 33).

Strategic image management (SIM) is the ongoirtggss of re-
searching current images of the country in targeliences, changes in these
images, and trying to influence them over time (&gtHaider, & Rein, 1993:
142-143). A place might find itself in one of these image situations: 1. Posi-
tive image, 2. Weak image, 3. Negative image, &ediimage, 5. Contradic-
tory image, 6. Overly attractive image (Kotler, Hei, & Rein, 1993: 34-35).
After the current image situation is clear, planeage marketers have three
tools for communicating an image (i.e. slogansmég and positions; visual
symbols; events and deeds) which are mediated ddbinfluence tools like
media advertising and public relations (Kotler, ¢iai & Rein, 1993: 151,
167ff) “Advertising is the use of any paid formmdnpersonal presentation and
promotion of ideas goods, or services by an ideatisponsor” while Public
Relations “is the effort to build good relationshiith the organization’s pub-
lics by obtaining favorable publicity” (Kotler, Hder, & Rein, 1993: 166, 169).
Kunczik (1997: 12) however, states that the attetopdistinguish between
advertising and PR is “merely a semantic game”.

Walter Lippmann (1922: 181) wrote about the intpaficmedia
that man “is learning to see with his mind vasttiposs of the world that he
could never see, touch, smell, hear, or remembedually he makes himself
a trustworthy picture inside his head of the wdnkelyond his reach”. This
means that mass media, including news as well aeréglng and PR, are
shaping our images of countries, which we havemanty little knowledge of
from our own experiences. Kunczik (1997: 7) affirthat “there can be no
doubt that the mass media influence the way a cgameople form their im-
ages of the people and governments of other casntbiecause it is the mass
media that disseminate the greater part of themnmition about foreign coun-
tries”. Kotler, Haider, and Rein (1993: 215) desernot only intended mes-
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sages by advertising and PR but also other massmedh as movies, televi-
sion programs, music, and celebrities, shape tlag@s of countries.

2.2.4 Classical Branding and Country Branding

Destination branding or destination marketing @heiterms for place market-
ing. All of these terms describe the promotion ofaaea, country or region.
One should remember that promoting tourism is hetfame as country or
nation branding, but merely a part of the wholesiBes tourism promotion
other country branding activities include stimulgtinwards investment, en-
couraging immigration of workers, promoting the coy's exports interna-
tionally, increasing the international businesshef national airline, and facili-
tating the process of integration into politicaldabommercial organizations
(Anholt, 2004: 37).

Although some definitions separate image markedimg) tourism promo-
tion, both are intertwined. Every communication @tba country, commercial
as well as non-commercial, influences the imagehef country. This study
focuses on tourism promotion (as part of nation dastination brand-
ing/marketing) and its role in the constructioraafountry’s image.

Nation branding or marketing bears the connatatiba country as
a product, which can be sold. Not everybody miglel tomfortable with this
claim and even experts of the field have differagsumptions. Morgan and
Pritchard (2004: 60) claim that a destination i$ aoproduct and therefore
should not be promoted according to the rules efdlassical marketing ap-
proaches. Also Papp-Vary and Ferenc (2007) argat d@hhough classical
branding and country branding have a lot in comnome, should keep in mind
some basic differences, which are listed in théetdb A classical brand usu-
ally has a clear owner, while a country brand is neally possessed by any-
body.

Some of the most important differences are thatumtry brand consists
of many elements which are influenced by its intaatis, and its communica-
tion is largely unorganized. This shows also thabantry brand can be influ-
enced by stereotypical assumptions and that theagesment of a country
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brand can be more challenging because of manyraitanfluences on the
brand.

Table 4. Comparison between classical branding ancbuntry branding (Papp-Vary &
Ferenc, 2007)

Classical brand A country as a brand

Clear property relations There is no one real owner, everybody whg
lives there is a holder

[92)

The management is the owner’s competenc&he ‘management’ is chosen by the citizen
(in democracies)

Goal: profit for the owner Goal: the citizenry’s welfare

From above leaded, top down control From beneatlepnmunity values,
bottom-up (in democracies)

The brand image consists of a few elements Theddraage consists of a vast number |of

elements
Consistent marketing communications Mostly uncoordinated communications
through a few channels through a large number of channels
The brand name is made-up, it can be The brand name is a geographical area, it
changed cannot be changed
The brand is temporal The brand wants to live ferev

Anholt (1998) suggests using the metaphor of “cguats corporate brand”
instead of “country as product brand”. Olins (20@2) argues that “branding
business and branding nations do have a lot in camrand that it is “snob-
bery, ignorance and semantics” (2002: 23) which enadéople deny that fact.
However, Kotler and Gertner (2004: 52) even comeéht conclusion that
countries can not only serve as brand names botb&groducts themselves.
For this study, it is enough to know that countdas be marketed and that one
should rather see them as more abstract entit@sioducts.

As noted above, strategic image management refiesieasuring
the current country image before actually tryingrodify it. Therefore in the
next chapter | will describe different approach®sdrds country image meas-

urement.

2.2.5 Components and Measurement of Country Image

The many different definitions and conceptualizagiof destination or country
image lead to various operationalizations and nulogical approaches in the
field. However, Tasci et al (2007) argue that, ag/@thesis, three main com-
ponents of image can be identified: cognitive, &fiee, and conative (behav-
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ioral) (Tasci, Gartner, & Cavusgil, 2007: 199). Bbnog (1956), who intro-
duced the concept of national image as a unit iarmational systems, de-
scribes these three components as what we knowt aboobject (cognitive),
how we feel about that knowledge (affective), and/lwe behave or act upon
these (conative).

What is known about a country is based on cogmitnformation.
The image formation of receivers has been descityeBeynolds (1965) as
the development of a mental construct based upfemampressions selected
from an flood of information. In the case of coynimage, this information
has many sources including promotional literaturavél brochures, posters,
webpages), the opinions of others (family/frienttayel agents), the general
media (newspapers, magazines, television, bookgiesianternet) and experi-
ences from actually visiting the country (EchtneR&chie, 1991: 38).

The affective component describes how one feletaitathe infor-
mation. The so called costumers or receivers ajrmétion about countries
“tend to personalize the country based on theio@asons, giving it an iden-
tity: perceptions about this identity are oftenle@@limages” (Lehtonen, 2005:
62).

The conative component concerns the way in wbie behaves on
the basis of the given information. Country images likely to influence for
example inward-investment to the country, saleshef country’s products
abroad, and also people’s decisions about tragellinresidence (Kotler &
Gertner, 2004: 42).

Until today most studies concentrate on the dogncomponent of
image, as it is measurable by quantitative apprescim recent years however
one can notice a shift towards broader approaett@sh also take into account
the affective component of country images by commginquantitative and
qualitative methods. The articlhe Meaning and Measurement of Destination
Imageby Echtner and Richie (1991) contributed consiolgréo this develop-
ment. The model of Echtner and Richie (1991) ommimage on three con-
tinua ranging between attributes and holistic, fiomal and psychological,
common and unique. Figure 5 visualizes the modeichvcan be imagined as
three-dimensional and serves as basis for this/'stuncept of country im-

age.
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Figure 6. Components of destination image (Echtnef: Ritchie, 1991)
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On the one hand, a country’s image can be seenhadistic impression, as
“the sum of beliefs, ideas, and impressions thandividual has of a destina-
tion” (Crompton, 1979). On the other hand, coumtnages can be considered
as consisting of certain attributes, as “one’s @ation of attributes or activities
available at a destination” (Gartner, 1986). Echined Richie (1991) found
that most studies up to 1991 had measured onlgdieitive attributes of a
country using structured methods and a list oflattes. They argue that also
the holistic impression of a country should be teke#o consideration, which
calls for qualitative and more unstructured appneac

The second continuum ranges from functional dtarestics to
psychological characteristics, which is based omtivkeau’s (1958) conceptu-
alization of retail store image. Functional chagastics, such as prices and
store layout, are directly observable and measernabile psychological char-
acteristics, such as friendliness and atmospheeemare abstract and cannot
be directly measured.

The third axis distinguishes between the commah anique as-
pects of image. Paris for instance possesses aiaursight with the Eiffel
tower, while for example all Caribbean islands haveommon exotic appeal

for visitors.
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2.2.6 The Nation Brand Index

The “Nation Brand Index” (NBI) is one recent exampf the attempt to meas-
ure the images of countries, which shall be desdribere because it gained
considerable attention by country marketers. Ialttite image of 50 countries
was studied by a large scale interview research péople from 20 different

countries. The results of the overall NBl-ranking26008 can be seen in the
following table.

Table 5. Overall ranking of the Nation Brand Index2008 (GfK, 2008)

1 Germany 67.4 18 Finland 59.2 35 Taiwan 50.6

2 France 67.3 19 Ireland 58.7 36 Turkey 50.5

3 United Kingdom 66.§ 20 Belgium 58.1 37 South &dri19.6
4 Canada 66.3 21 Brazil 56.6 38 Chile 49.4

5 Japan 66.1 22 Russia 55.7 38 Malaysia 49.4
6 Italy 65.9 23 Iceland 55.0 40 Peru 49.1

7 United States 65.5 24 Singapore 53.7 41 Romahia 4

8 Switzerland 64.9 24 Argentina 53.7 42 LithuarBad4

9 Australia 64.6 26 Mexico 53.2 43 Indonesia 47.7
10 Sweden 64.1 27 India 52.9 44 Estonia 47.6
11 Spain 63.3 28 Hungary 52.8 44 United Arab Eregat7.6
12 Netherlands 61.6 28 China 52.8 46 Cuba 46.6

13 Norway 60.6 30 Poland 52.7 46 Ecuador 46.6
13 Austria 60.6 31 Czech Republic 52|5 48 Saudbird5.5
15 Denmark 60.3 31 Egypt 52.5 49 Nigeria 40.9
16 Scotland 60.2 33 South Korea 51.6 50 Iran 38.0

17 New Zealand 60.1 34 Thailand 50.7

NBI scores range from 1-100

The NBI was developed by Simon Anholt in collabmatwith the consul-
tancy GfK (Growth from Knowledge) in 2005. Simon it has contributed
considerably to the theoretical frameworks and fzalcapplications of nation
branding in marketing (i.e. image promotion of aimoy). The NBI measures
the national image of 50 countries based on sixpmmants, which are said to
“be key factors impacting a nation's reputationf{G2000): 1) Exports (im-
age of products and services), 2) Governance (lelvebmpetency and fair-
ness), 3) Culture and Heritage (film, music, gogrs and literature), 4) People
(competence, education, openness and friendlinedsother qualities), 5)
Tourism (level of interest in visiting a countrycadraw of natural and man-
made tourist attractions), 6) Investment and Imatign (power to attract peo-
ple to live, work or study in the country) Thesg dimensions have been ar-

ranged in the form of a hexagon, which is showfiguare 7.
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Figure 7. The "Nation Brand Hexagon" by Anholt (GfK, 2000)
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Although the NBI is said to be “the only analyticahking of the world's na-
tion brands” and “a unique barometer of global e (GfK, 2000) one has
to be critical about that. Flaws of the study coalictady be found in the con-
ceptualization, which limits the nation brand ta gimensions and does not
consider the holistic impression of a country insage claimed by Echtner and
Richie (1991). Moreover, it is hard to claim thaese six categories are ex-
haustive, mutually exclusive and equally import&mir instance, the categories
“People” and “Culture and Heritage” could overlapsome degree. Further-
more, the limitation to six general dimensions &sdx mostly on general at-
tributes and probably largely neglects the unidtribates of countries.

Within each of the six categories, cultural diffieces might lead to
misunderstandings or misinterpretations as welf. &@mple in the category
“People”, openness and friendliness might havellyothfferent ways of ex-
pression and connotations in different countridse NBI imposes a western
view on these factors. Moreover, it seems that dbenomically wealthier
countries take the top ranks, because they tentthte a larger budget for
country marketing activities.

Also the method of measurement might be flawsdyrdy citizens
in 20 countries (of 195 countries in the world) evémnterviewed, which does
not really justify the claim for being a barometéglobal opinion. It stays also
unclear whether the online interviews included Hatirctional and psychologi-

cal attributes.
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Besides all the shortcomings, the NBI gives ssigrals to country
marketers, who trust in such rankings becausesaeemingly analytical and
quantitative ranking. The ranking of Finland in #ie different sections will be
discussed in detail in Chapter 4.

“Tourism requires image making and branding grodnde the
place's reality” (Kotler & Gertner, 2004: 48). Bub matter how hard market-
ers try to measure country images and no matterdilbyent they are in creat-
ing authentic country images, it is often not polesto distinguish reality from
common stereotypes. Bennett (1998: 7f) statesniedlia create images of cul-
tural behaviour, which are chosen “not for thepitality, but for their unusu-
alness” and therefore lead to stereotypes. Thaysittempts to combine both -
image as a marketing concept and stereotype a®jgbat cultural anthropol-
ogy - by putting forward the term “stereotyped imagn the next chapter, |
will explain this new concept by first describirtgreotypes.
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2.3 STEREOTYPES AND STEREOTYPED IMAGES

The concept of stereotype originated from duplarabf printing plates in tra-
ditional printing technology, while the word itseldmes form the Greek words
“stereos” (solid) and “typos” (model) (Schneidef02: 8). Walter Lippman
used the term stereotype for the first time indosk “Public Opinion” (1922)
as a metaphor in the everyday meaning of the wandimage of a certain
group of people that derives mostly from superfiamapressions, which are
rather negative and oversimplified (Lehtonen, 208®. A more general defi-
nition of stereotype would be “a set of beliefs aibihve personal attributes of a
group of people” (Stroebe & Insko, 1989: 5, italrnitted). Stereotypes are on
the one hand shared beliefs about certain chaistaterof the group on the
other hand the serve as social expectations, whalkes them both descriptive

and prescriptive (Lehtonen, 2005: 71).

2.3.1 Stereotypes, Prejudice and Discrimination

Prejudice is a term which was prominently used rprenlightenment and
refers to “any preconceived and unsupported opimiod attitude that influ-
ences our perception, description and judgemenitioérs” and that is gov-
erned our own cultural perspective and ethnocentriBeller, 2007: 404).
Hecht (1998: 8) states that prejudice is “an atétgonsisting of the combina-
tion of affect and belief or at least the affectoreevaluative reaction to group
differences”. Prejudice is often used interchanbewlith stereotype, but Bel-
ler (2007: 404) advices scholars to distinguistwiken prejudice “as a moral
judgement or attitude”, and stereotype “as thduale’'s fixed expression”.
Although one can make such conceptual distinctioost scholars
would agree that stereotypes and prejudice arerétdded. Many scholars
stress that it lies in human nature to constarn#gsify other people into group
categories and evaluate them on this basis, andstéotypes and prejudice
are outcomes of this process (e.g. Bar-Tal, Grammidruglanski, & Stroebe,
1989: v). Stephan and Stephan (1996) developedlial naetwork model for
explaining the causes of prejudice which incluaes types of threats: realistic
threats (e.g. challenges of economic or politicaker), symbolic threats (e.qg.
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value conflicts which endanger the group’s wayifef)| intergroup threats (e.g.
high anxiety of contact with rather unknown outgrs)) and negative stereo-
types. So in this model negative stereotypes cathbecause for prejudice.
Also Stroebe and Insko (1989: 4) ague that stepeoynd prejudice are closely
related, and that prejudice (a negative attitusdeatds an outgroup) is usually
based on a negative stereotype (beliefs that adsottiat group with mostly
negative attributes).

Neuberg (1994) believes that both stereotypes mefudice are
expectancies: Stereotypes are expectancies of avgedup is like, and preju-
dice about how we are likely to feel about thatugroSchiitz and Six (1996)
argue that both stereotypes and prejudice havevimhral intentions and ob-
vious behaviours are associated with them. Thebaviigurs are also labelled
discrimination.

Although some studies have found that the englinelationship
between stereotypes and prejudice is small, H&988: 9-10) argues that it
might be that the separation of these construaghinfie disregarding “the ho-
listic nature of human experience” and that “wedhetreat things more holis-
tically or at least place them into a more holisontext”. According to Hecht,
we have to see stereotypes, prejudice, and diswiion, in the context of
cognitive, emotional, and behavioural elements iwith social, historical and
economical context of intergroup relations.

In this study, it is important to keep in mindstiolistic approach
and the interrelation between stereotypes, preguditd discrimination; how-
ever | consider a conceptual separation as beiefyluer a better understand-
ing. Stereotypes seem to be more connected tot@mdattowards a certain

group, while prejudices include mostly negative gomal loading.

2.3.2 Classifying Stereotypes

The following factors for distinguishing stereotgpare discussed here: a) Tar-
get group: such as nation, ethnicity, gender, kgedler group: idiosyncratic or
collective stereotypes, c) Evaluation: positivenegative stereotypes, d) Infer-
ence: inductive or deductive stereotypes, e) DOwmactauto- or hetero-

stereotypes, f) Level: simple or projected stengesy
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Stereotypes can be applied to all kinds of gromgtuding race,
religion, ethnicity, age, gender (Bennett, 1998:@pfession or even hair col-
our, however they most often refer to members t¢ibnal, ethnic and gender
groups (Schneider, 2004: 8). This study focusestereotypes on the national
level. According to Lehtonen (2005: 62) “stereotyfd nations are distinctive
characteristics attributed to a country and itsamtants by some group or
groups of outsiders”.

Not only the target but also the observer group dstinguish
stereotypes. One crucial issue concerning sterestigowhether they should be
seen as individual beliefs or as inherently colec{Sani & Thompson, 2001).
Schneider (1996: 430) argues that it is not cledrether it should be a defin-
ing feature of stereotypes” that they are held lyide not. Lehtonen (2005:
64) at least distinguishes between stereotypeshetthe individual (idiosyn-
cratic) and stereotypes held by a group of peag#ective).

Stereotypes are evaluative as they show respedisogspect of
certain characteristics of a group. This leadshdistinction of positive and
negative stereotypes, which both cause problemsténcultural communica-
tion, because they are only partly true and mightlto misunderstandings or
become self-fulfilling prophecies (Bennett, 1998: B has been shown that
stereotypes of outgroups are less positive thasetlod ingroups, which points
toward ethnocentristic tendencies in evaluatiorsV{he & Campbell, 1972).
The possibility of positive evaluations in sterquyg also makes them distin-
guishable from prejudices, which are defined aslyunegative derogatory
judgments based on organized discriminatory pregdispns towards certain
ethnic group (Aboud, 1998: 4).

Following the functional perspective of the imatlpeory as de-
scribed by Alexander, Brewer and Hermann (1999; #&) content of out-
group stereotypes is determined by intergroup icglatregarding goal com-
patibility, relative power and relative status. $1em(1906) first used the func-
tionalist approach to intergroup relations, statihgt that the ‘we-ingroup’ is
opposed to a ‘them-outgroup’ on the basis of a ampn for survival
(Brewer, 1979: 307).

Stereotypes originate when one assumes that athbees of a

group share the same characteristics. Accordirgetmett (1998: 7) one can
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distinguish between deductive and inductive stgmes. Deductive stereotypes
derive from generalizations about the whole grogpeshding on one individual
or a very small sample. Inductive stereotypes asisen one assumes that a
generalization applies to every single individuéltloe group. According to
Bennett's argumentation, cultural generalizations proven by large-scale
research which investigates the “central tenderafythe whole group, al-
though there might be “deviant” individuals who ot show this characteris-
tic. Bennett (1998: 6) points out that in interaudi communication sometimes
generalizations are necessary in order to make ssswanptions about cultural
differences as working hypotheses. However, it seéifficult to draw a clear
distinction between stereotypes and generalizatasmooth might be mislead-
ing when it comes to the individual and resultsinductive stereotyping.
Lehtonen (2005: 78) also criticizes that genertibrs by scholars are nothing
else than stereotypical statements, witddhand and Bird (2000) call sophisti-
cated stereotyping. In this study it is assumed +thalthough this separation
between generalizations and stereotypes might dental theoretically — gen-
eralizations in practice mostly lead to inductitersotyping.

Lehtonen (2005: 69) distinguishes between fouesypf national or
cultural stereotypes: 1) Simple auto-stereotypeounopinion we [my nation-
ality] are..., 2) Projected auto-stereotype: Wektthat they [inhabitants of the
foreign country] consider us to be... 3) Projechetiero-stereotype: We feel
that they [the inhabitant of the foreign countryink that they are... 4) Simple
hetero-stereotype: We think that they are ...

After having described different factors for digfilishing stereo-
types, some questions remain still open: Why doestgpes arise? Which

function do they fulfil in communication? Which frlems can they cause?

2.3.3 Formation of Stereotypes

There are different levels of analysis concernimg drigin of stereotypes, in-
cluding individual as well as sociocultural proes$o explain their formation.

On the individual level, scholars try to expléie origin of stereo-
types by cognitive approaches. Psychologists atfgateour environment is too

complex for us to fully perceive and therefore weoaatically and uncon-
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sciously apply some mechanisms in order to redwreptexity. The brain
automatically filters information and routines heip to function in everyday
life. Stereotypes have been described as “mentaltghs” (Greenberg &
Baron, 2003: 44), tools of complexity reductiorg(eAllport, 1954; Lehtonen,
2005: 67) or “energy-saving devices” (Macrae, Mil&Bodenhausen, 1994),
referring to the explanations which was alreadegisy Lippmann (1922).

Another individual cognitive approach is the theof illusory cor-
relations based on Hamilton and Gifford (1976), chhstates that a cognitive
bias in information processing can lead to difféisrperceptions of two social
groups. The cognitive bias is called illusory ctatien because it refers to an
incorrect judgment of the relationship between waoiables. For example it
could be an illusory correlation if one assumes beng Finnish is correlated
to silence. lllusory correlations can derive fromany factors such as the influ-
ence of expectancies based on existing beliefierdiit salience and different
weighing of information (Hamilton & Sherman, 19&®).

On the sociocultural level, it has been showrn thereotypes rely
on conflict theories and social learning theorigdebe & Insko, 1989: 13-
17). Conflict theories assume that societies al@ together by force, which is
exerted by a few powerful members who dominatestimety. According to
this point of view stereotypes are part of an “idgy by which the powerful
justify the suppression of the powerless” (Stro&ldasko, 1989: 13).

Social learning theories assume that at commabresaold a soci-
ety together and outweigh conflicts of intereste3é values are passed to all
members of society by socialization processes, lwiiclude stereotypes as
part of this “societal heritage” (Stroebe & Insk®89: 13). According to social
learning theories, stereotypes arise from actuskeofation of group differ-
ences or rely on influences from mass media, sshpakents, and peer groups
(Stroebe & Insko, 1989: 15). Especially racial,n&th and gender stereotypes
seem to be influenced by social learning (Stroebasko, 1989: 15-16). Bar-
Tal (1996) conducted a study on social categooraind found out that Israeli
Jewish children had a concept of “the Arab” by #ge of two-and-a-half to
three years. He states that the children develdipese categories not on the
basis of physical observable differences but ratinethe basis of social catego-

rizations, which are developed from parents, peaeslia, and interactions but
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also partly rely on cultural ideology. Moreovemdies have shown that within
a given society or culture stereotypes seem toitdelyshared and stable over
time (Stroebe & Insko, 1989: 28).

Although both approaches, individual as well asigcultural, can-
not fully explain the existence, group differencasd contents of stereotypes,
they contribute to a better understanding of tfeimation.

2.3.4 Function of Stereotypes in Intercultural Comm  unication

In intercultural communication situations stere@yave two main functions:
identity construction and uncertainty reductionrstty, stereotypes of the self
and others are essential elements of the collectigatity of the in-group
(Lehtonen, 2005: 82). Secondly, the less we knoaualanother culture the
more we depend on stereotypes in order to dealtivittuncertainty (Lehtonen,
2005: 63, 78). Thus often we have expectationsr afraw conclusions about
others due to the group they belong to. In intéomal encounters nationality is
a key factor in classifying others — at least pnetarily.

As said in the beginning of this chapter, stergesyare superficial
impressions; however they do not come from nothirigere lies some “kernel
of truth” in each stereotype and the closer ibishie truth, the more it can help
to reduce uncertainty (Lehtonen, 2005: 78, 82).

Often stereotypes are unjust and cause negatioéi@m impeding
successful intercultural communication. As Lehto(@005: 82) puts it: “What
may make stereotyping and the use of stereotypastguoes detrimental, is the
fact that stereotypical inferencing most often salkdace on a subconscious
level.” This means that stereotyping would not behsa big problem if com-
municators would be aware of this bias, open to mapressions and adjust
their attitudes accordingly. Many social psychobagiexperiments have shown
that people are very likely to stick to the steypets even if they experience
that they do not match with reality (Lehtonen, 2006). Lehtonen (2005: 76)
points out that “stereotypes are part of a persovosld view, values and
knowledge structure”. Campbell (1971) states thatestypes are “inferior
judgmental processes that can distort the realq@odf out-group behaviour

and exaggerate inter-group differences”.
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Especially in the early days of stereotype reseal®30-1950,
stereotypes were seen as being relatively rigiceramplified and biased.
Brown (1965) was one of the first scholars in slepgychology who recog-
nized their importance for human information preiteg. He summarized his
position in the following statement:

Stereotypes are not objectionable because thegeareralizations about
categories; such generalizations are valuable vihey are true. Stereo-
types are not objectionable because they are demagiens that have
been proven false; for the most part we do not kminether they are true
or false—in their probabilistic forms. Stereotya@s not objectionable be-
cause they are generalizations acquired by heasshgr than by direct
experience; many generalizations acquired by heansatrue and useful.
What is objectionable about them? | think it isitte¢hnocentrism and the
implication that important traits are inborn indargroups.
(Brown, 1965: 181.)
As a conclusion about the function of stereotypes should remember that
they help to reduce complexity and uncertainty, diuihe same time they can

be detrimental to intercultural understanding lstalting reality.

2.3.5 Stereotyped Images as a New Concept

This study is based on the assumption that imageés#reotypes could actu-
ally be the same concepts having different nanmetedd it turns out that many
scholars support this assumption. Leerssen (20848} points out that “im-
ages tend to invoke generally current commonplaodsreduce the complexity
of historical contingency to the invariance of iaigred topoi and clichés, they
are often considered a form of stereotype.”

Research in the field of perception — the way wec@ive and or-
ganize the world — has shown that people tend ve detorted images of col-
lectives because of several biases: 1. the fundaattribution error, 2. the
Halo effect, 3. the similar-to-me effect, 4. thesfiimpression error, and 5. the
phenomenon of selective perception (Greenberg &mBaR003: 46ff). The
fundamental attribution error means that peopletargxplain other's behav-
iour by their personal traits and not by situatiaraenvironmental factors. The
Halo effect mans that the overall positive or negaimpression is applied to
every single aspect related to the stereotypedpgrobe similar-to-me effect
makes people believe, that others are more ortlessame, which leads to
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ethnocentric interpretations. The first impressaror refers to people’s ten-
dency to base their judgments on their first imgi@s of a group. Finally, the
phenomenon of selective perception makes peoplerdgavhat they expect to
see. So if they have a certain image in mind befd, they will focus their
attention to this aspect which reinforces theiliearmage. All these percep-
tual biases cause distorted images, which one caldd call stereotypes
(Greenberg & Baron, 2003: 44f).

Bennett (1998: 8) states that “through media bfkedds we are
besiege with images of ‘cultural’ behaviour (WWhen we generalize from any
of these images, we are probably creating sterestyBennett states further
that media images in many cases do not matchyealithey are chosen more
for their unusualness than their typicality. Fostance media reports about the
Finnish mobile phone throwing world championshipnad imply that all Finns
enjoy using their mobile phone as a piece of spEgtspment.

Alexander et al (1999; 2005) argue that imagesbased on inter-
group relationships and explain the origin and psepof certain stereotypes
held between those groups. They also call imag®manized stereotype”, an
organized set of attributes (Alexander, Brewer, &trhann, 1999: 79).

Kotler and Gertner (2004: 42f) point out that “rhosuntry images
are stereotypes, extreme simplifications of thdityethat are not necessarily
accurate. They might be dated, based on exceptadher than on patterns, on
impressions rather than on facts, but nonethelessapive”. Verlegh and
Steenkamp (1999) have found that nation or coumtayds consisbf images,
which are often powerful stereotypes, carrying cige affective and norma-
tive dimensions.

Although a country’s image might not only consitstereotypes,
one could argue stereotypes constitute a large giatthiem. Also Lehtonen
(2005) sees a close connection between countryenaagl stereotypes. He
states that, stereotypes are a “subgroup of cegngchemata, generalized,
highly abstract beliefs about groups and their mensib(2005: 64) and so-
called country images often belong to this categGaguntry image is the gen-
eral image of a country, adding a plus or minus sigthe country” - it is “the
impressions common to ‘average’ people” (Lehtord0)5: 62, 78). Lehto-

nen’s perspective stresses pictures in people’sisratout the qualities attrib-
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uted to the country (e.g. climate, location, natumad its inhabitants (e.g.
physical or behavioural traits), marketing researoberstands image more as
a picture constructed by media via news, publiati@hs and advertising (e.g.
Kunczik, 1997).Although one might not frequently find stereotypidgalt
with in marketing literature, the term image iseoftcentral and might deal with
a very similar concept. Lehtonen (2005: 78) stthes most studies under the
title ‘country image’ dealt with simple auto- ancktéro-stereotypes about
countries and their inhabitants.

Lehtonen (2005: 62) compares the image of a cpumth the im-
age of a company, which communicates its identitg products via public
relations and advertising. He argues that “the aindentity advertising is to
teach the target group a stereotypical perceptiothat organization” (ibid)
which implies that the same is true for a counfilyis leads to the assumption
that the aim of destination marketing in general ah tourism marketing in
particular is to create an image, a more or lesestypical impression, of the
country in the mind of potential visitors.

Creating such an image is the task of strategagemmarketing. It
Is recognized that images are “a simplificationaoarge number of associa-
tions and pieces of information connected withpleee” and that it they serve
complexity reduction (Kotler, Haider, & Rein, 199B841). Furthermore it is
stated that “an image sticks in the public's miodd long time, even after it
loses validity” (Kotler, Haider, & Rein, 1993: 143trategic image marketers
argue that an effective place image should futi@ following criteria (Kotler,
Haider, & Rein, 1993: 148ff): It must be valid (whimeans that it has to be
close to reality), believable, simple, have ap@eal be distinctive. So in stra-
tegic image marketing one acknowledges that imagesimple and resistant
to change, serve complexity reduction and do ndtimeeality totally — stereo-

types share the same characteristics.

What distinguishes image from stereotype, accortbrigunczik (1997) is that
image is something that is created and cultivatgively by the holder of the
image, whereas stereotypes are created by theoamiént and are ascribed.
According to Kotler et al. (1993: 141) image isfelient from stereotype be-

cause a stereotype is a “widely held image thatgkly distorted and simplis-
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tic and that carries a favorable or unfavorabléuale towards the place”
whereas an image “is a more personal percepti@pdéce that can vary from
person to person” and does not rely on an affectbreponent. This distinction
however cannot be supported if one considers thatdoubtful whether it is a
defining characteristic of stereotypes to be heidely. As Lehtonen’s (2005:
64) classification shows, one can also assumeyidaratic stereotypes held by
one person only. Image might be understood as @mimage which is shared
and perceived identically, or as an images in #dbl of people which can be

very different from each other (Lehtonen, 2005..67)

Figure 8. Overlapping of image and stereotype

Both stereotypes and image are biased by perception
(Greenberg & Baron, 2003)

IMAGE
actively created
(Kunczik, 1997),

\/( STEREOTYPE
\ created by environ-

ment (Kunczik,
1997),

valid, believable,

simple, distinctive

have appeal,

(Kotler et al., 1993)

\
|
|
| highly distorted,
/ simplistic, positive
7/ or negative attitude
4 (Kotler et al., 1993)

4
~
_,7

Generalizing from images leads to stereotypes
(Bennett, 1998)

Figure 8 summarizes the connections between imagedsstereotypes. Al-
though some authors try to distinguish between ewsagnd stereotypes it

seems that definitions are largely overlapping.

Except from the similarity of definitions and thetical conceptualizations of
image and stereotype, which other arguments caposuthe assumption that
stereotyped images could be used in marketing?

There are several characteristics which make atigres very at-
tractive tools in marketing. First of all, stergo#g are held unconsciously and

may influence the process of opinion formation adecision making
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(Lehtonen, 2005: 63f). So if one succeeds in angapositive stereotypical
impressions of a country, they might have subcanscinfluences on people’s
sympathies to countries. In the most ideal casepbsitive attitude would not
only influence buying and travelling decisions higo promote further a posi-
tive country image, if people would share theirmo@n with others. Secondly,
stereotypes and images tend to persist, whichrig attractive for marketing
because it implies long-term effects. Of coursedfiects are only positive if
the image is positive, so marketers should be wereof the possible negative
effects also. A third relevant characteristic @rebtypes for marketing is that
they fit people’s cognitive structures because thelp to reduce complexity.
Simplifications stick in the head better and carcbmmunicated more easily

than complex matters.

In order to solve the problem of largely overlagpdefinitions between image
and stereotype it seems to be useful to introducenabined term of both:
stereotyped images. In her study Varamaki (2008) aked the term stereo-
typed image arguing that images of nations whiehadten oversimplified and
include an affective component. Furthermore shaeegghat images of nations
are relatively inflexible and far from reality, v in some cases can be due to
long geographical distances, political and cultdiikerences.

Although in literature some researchers argueithagie and stereo-
types are different, it can be stated that esdgomhen it comes to country
branding, image and stereotype have a very largdag To sum it up: Coun-

try brands depend on images, which in many casebeaalled stereotyped.
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2.4 IMAGES OF FINLAND IN EARLIER STUDIES

In this chapter | present an overview of studies thave investigated the im-
ages of Finland. In the field of Intercultural Commmications several scholars
have investigated aspects of Finnish culture (dafstede, 2001, 2009) and
Finnish communication habits such as silence (eeitonen & Sajavaara,
1985, 1997). | will not describe these studies Hereause they do not directly
refer to country image.

2.4.1 Finland in Literary Representations

In the field of imagology the image of Finland itefary representations has
been studied, and it turned out that foreign olesnhad mostly described
Finland as an exotic and savage place inhabitadabitional, pagan, irrational
and/or mystical people who lack sophisticated mesaad lived very close to
nature. It is also found that in today’s moderniE@uland, the traditions of the
Sami and Lapland became more important featurethefFinland image.
(Saukkonen, 2007: 151.)

In the nineteenth century, literature about riggll or romanticized
war stories by Johann Ludvig Runeberg (1804-18##®, ‘national poet’ of
Finland, contributed to the nation-building andntl formation process of
the Finns, promoting a positive image of the Fihrgpeaking minority popula-
tion to the Swedish speaking elite. Considering dbang’s intellectual and
social position, Finnish identity was formed in #erly days mostly by a top-
down rather than a bottom-up process. After thaaddieginnings of Finnish-
language literature Alexis Kivi's (1834-1873) boSkitseméan veljesi@Seven
brothers”) showed the Finns as ordinary individuatker than an abstract na-
tion, and was harshly criticized therefore. Thissien between the elite and
the common people became obvious also in the saondlpolitical upheavals
between 1899 and 1918 when Finland became independierature also
played a role in the reconciliation between thess#s after the Second world
war, when Vaino Linna’s (1920-1992) trilogyéalla Pohjantahden all§'Here
under the North Star”, 1959-1962), was published lead again to an image
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of a socio-economical and cultural homogenous nat(&aukkonen, 2007:
151-152.)

Zacharis Topelius (1818-1898) created the masbies personifi-
cation of the national character, “Matti” (1875)phlegmatic, diligent, perse-
verant, obedient, and stubborn character, who septed the people of the
Finnish southern inland province Tavastia. The pe@om Karelia, which is
now partly belonging to Russia, contributed joygs, childishness and unre-
liability to typical characteristics of the Finr{&aukkonen, 2007: 152.)

According to Saukkonen (2007) representationSimfis in modern
foreign literature are relatively scarce and maathars base their works on
very limited, second-hand knowledge about Finladdukkonen (2007: 153)
states that familiar stereotypes in most booksbarge drinking and stubborn-
ness (especially men), blonde beauty and witch¢vadimen), as well as ex-
periences of sauna, ice-hole swimming, cross-cgusiiing, darkness in win-
ter and nightless nights in summer. Bertholt Bregio lived in Finland in
1940-1941 because of the political situation in rzaamy, coined the famous
saying about the Finns as the people who can eetsil two languages in his
poemFinnische Landsschaftranslated “Finnish Landscape”).

2.4.2 The Image of Finland as Travel Destination

In 2002, Saraniemi and Komppula (2003) conductethtarview study com-
missioned by the Finnish Tourist Board about spmeas images of Finland
as a travel destination in the seven main markeasaof Finland: Germany
(338), Sweden (231), Russia (400), Great BritaB9]3The Netherlands (252),
Italy (190) and France (251). All together 200kmtews were conducted.
The interviews were conducted in several citresach country and
the participants (men and women over the age ofnEsg randomly selected
for example in the city centre. The questions wasked in the mother lan-
guage of the participants and included two mairstjaes: When you hear the
word “Finland”, what does it bring to your mind? é&nHow would you de-
scribe Finland as a tourist destination? It wa® atwestigated whether the
interviewees had visited Finland before and howmgfand if they could imag-
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ine travelling to Finland. Statistical data inclddéhe current country of resi-
dence, gender, age group, and level of education.

Overall the most frequent first associations viithland were cold,
nothing, snow, lakes, country, Scandinavia, foresisrthern, sauna, and
friends (Saraniemi & Komppula, 2003: 37). As sixgaat of all interviewees
were not able to give any image of Finland, theultessseem to show that
Finland is still a relatively unknown country.

All together, findings showed that generally natuwinter conditions,
and northern location were emphasized, but thene wéferences found in

first associations between countries, which aremsarnzed in table 6.

Table 6. The five most frequent associations withifRland according to countries, trans-
lated from Saraniemi & Komppula (2003: 37-39)

1. Cold (12.9 %) 1. Sauna (16.0 %)
All countries | 2. Nothing (6.0 %) Sweden 2. Friends (8.2 %)
n=1985 3. Snow (5.5 %) n=231 3. Lakes (6.9 %)

4. Lakes (5.3 %) 4. Finland-ferries (6.9 %)

5. Country (5.1 %) 5. Sports (4.8 %)

1. Cold (32.2 %) 1. Cold (19.4 %)
France 2. Snow (9.5 %) Nether- 2. Lakes (9.9 %)
n=242 3. Scandinavia (8.7 %) lands 3. Nature (7.1 %)

4. Country (6.6 %) n=252 4. Forest (7.1 %)

5. Northern (4.5 %) 5. Scandinavia (6.0 %)

1. Lakes (10.4 %) 1. Cold (15.3 %)
Germany 2. Cold (8.9 %) Italy 2. Snow (10.5 %)
n =338 3. Nothing (8.3 %) n=190 3. Nothing (9.5 %)

4. Snow (5.6 %) 4. Country (9.5 %)

5. Forest (5.0 %) 5. Reindeer (6.8 %)

1. Country (8.1 %) 1. Cold (14.7 %)
Russia 2. Santa Claus (4.3 %) United 2. Nothing (11.5 %)
n =393 3. Neighbouring country (4.1 %) Kingdom | 3. Snow (11.5 %)

4. Cold (3.8 %) n =339 4. Scandinavia (7.7 %)

5. Northern (3.8 %) 5. Country (3.8 %)

For instance, especially the French associate ridnVaith coldness, while in
Germany lakes are most often mentioned. Howeverad also shown that the
images depended upon whether people had visitddriirbefore or not. Over
90 % of the interviewed Brits, Dutch, Italians, kel and Germans have never
visited Finland, while only 26.5 % of Swedes and18% or Russians have
never been their neighbouring country (SaraniemKé@mppula, 2003: 31).
Those who had visited Finland before associated~thiend more often with
saunas, lakes, forests, and friends, and used pumiive adjectives to de-
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scribe the country. People who have visited Finlagibre were mostly in Hel-
sinki, but also in Turku, Mariehamn, Lapland androand trips (Saraniemi &
Komppula, 2003: 69).

Moreover, the first three associations were idiedt as functional
or psychological, following the approach of Echtiaed Ritchie (1993). The
functional category, which includes physical andamgable aspects, was di-
vided by Saraniemi and Komppula (2003: 80) intoesesubcategories: envi-
ronment; buildings; events, activities, hobbiesyise, price level, infrastruc-
ture; people; fictional figures; nothing. The psgldyical category of abstract
aspects was divided into the following eleven stdaparies: culture and his-
tory; area, locality, descriptive characterizatiaighe area; location, accessi-
bility; business life, companies; atmosphere, wayife, traditions/customs;
holidays and essential things connected to them¢ fand beverages; own
memories/experiences of the country; single negadidjectives; single posi-
tive adjectives; | have never visited/would likevisit.

Altogether it was shown that mostly functionalpeessions with
reference to nature were used to describe the imnag@nland, which shows
that Finland’s image is more concrete. The Swenhglges of Finland showed
to be more concrete, referring more to people atidire (e.g. sauna, friends),
which partly derives from own experiences. The camnikinland image in
Russia is divided between more concrete assocgtike Santa Claus and
more abstract nature terms such as cold and Nartfiee marketing slogan of
the “country of thousand lakes” did not show clediluences on people’s im-
ages in all countries. Germans, Dutch, and Swestscate Finland with lakes
most clearly, while this is not the case for Italaor Brits. (Saraniemi &
Komppula, 2003: 69-70)

People gave fewer answers to the second questmmerning
Finland as a tourist destination, which seems tovstinat the image of Finland
as tourist destination is not very clear (Sarani&iomppula, 2003: 47). The
most frequent first associations of Finland asigbudestination were nothing
(13.2 %), a positive adjective such as good or (6c@ %), beautiful (6.6 %),
nature (5.6 %), cold (5.2 %), and interesting (%@ Other thing mentioned
where: | never was there, peace, Helsinki, | wdrdgel there, a neutral adjec-

tive, and skiing (Saraniemi & Komppula, 2003: 48pain there are differ-



55

ences between the images in different countriedafd as a winter-travel des-
tination is mostly identified by French and Dutdrhe least clear image of
Finland as a tourism destination is held by Basrmans, and Italians.

The most common positive adjectives were goock, rexotic, hos-
pitable and friendly. Finland as a tourist destoratvas described mostly by
the following adjectives: good, enjoyable, nice,nderful, exciting, cosy, hav-
ing a beautiful nature, hospitable, friendly andditional/authentic. Finnish
brands or celebrities were not emphasized in tlspomses. (Saraniemi &
Komppula, 2003: 70-71)

Saraniemi and Komppula (2003: 3) state that fttental associa-
tions of the interviewed respondents do not merefyresent the images of
those potentially travelling to Finland. Instealdey reflect the general image
of Finland within the country in question”. Theyalargue that the image can
be called organic image because the people inteedealid not search for spe-
cial information about Finland beforehand, havele®n to Finland earlier and
did not intend to travel there. This means thair tineage of Finland was based

on such information sources as education and gemedia.

2.4.3 Japanese Stereotyped Images of Finland

As Finland’s image has been mainly studied formueofean perspective be-
fore, Varaméaki (2005: 88) studied Japanese stgredtymages of Finland by
conducting a questionnaire survey with 177 respotsden ten flights from
Osaka and Tokyo. According to Varamaki (2005: 88fp studies about
Finland’s image in Japan have been conducted b¥itiresh foreign ministry
in 1973 and the Finnish Tourist Board in 2003.Hose studies it was found
that Japanese images of Finland consisted of thewiog characteristics:
Northern lights, Santa Claus, midnight sun, wiraetivities (dog- or reindeer-
sledge rides), seafood from the Baltic Sea, Moomimsiraali beer, nightless
nights, lakes, forest, Finnish architecture andimus

According to Varamaki (2005: 90) earlier studies/e found that
Finns perceive themselves (auto-image) as hardiagyriealous, shy, honest,
prejudiced, rigid, persevering, taciturn, selfistnd complacent, while other

Westerners have described them (hetero-image)exily, quiet, timid, pru-
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dent, calm, reliable, patient, logical, comfortabAethdrawn, cooperative, ef-
fective and open.

The results of Varamaki’s (2005: 100) study showleat the most
common associations with Finland were the Moomieises and water, forest,
Santa Claus, nightless nights, northern lightspnaaueindeer, Nokia mobile
phones, fjords, xylitol, winter sports (skiing, jgknp, ice-hockey), Si-
belius/Finlandia symphony, cold place/weather, snsocial welfare and the
Helsinki Olymics. Adjectives were not frequentlyeds however cold, beauti-
ful, calm/peaceful were most frequent. Furthermtbre respondents agreed
with the statements that Finland is a country oé$b and lakes, that it is safe,
cold, wealthy and good for travel; also the imag&ialand as a welfare state
was strong (Varamaki, 2005: 101, 110).

Japanese perceptions about Finns include thgtétes shy, quiet,
persevering, reliable, patient, friendly, calm,asedd, comfortable, sociable,
humorous, warm, direct, polite, hard-working, hdnpsejudiced and that they
spoke many languages (Varamaki, 2005: 104). Althosigme adjectives fit
the Finns auto-image (hard-working, shy, honesgjugliced, persevering,
quiet), Finns’ auto-image of being complacent aigidrwas not supported.
The Japanese association of Finns with speakingy nerguages does not
match the stereotype of Finns “being silent in mimguages” (Lehtonen &
Sajavaara, 1997).

The most well-known Finnish characters were th@Mins, comic
figures invented by the Finnish-Swedish author Téaesson, and Santa Claus,
who was launched in marketing campaign “Finlandficial Santa Claus” of
the Finnish Tourist Board and the airline Finnairl®89 (Wallin, 1995). For
the Japanese Finnish celebrities were relativeknawn: composer Jean Si-
belius, Formula 1 driver Mika Hakkinen and ski juenglanne Ahonen were
recognized mostly; and apart from Nokia Finnishndsawere hardly identified
(Varamaki, 2005: 112). Varamaki (2005: 115) staited the Japanese “stereo-
typed image of Finland was very nature-orientediclviwas also found in the

study by Saraniemi and Komppula (2003) conductdfuiropean countries.
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2.4.4 Finland’s Nation Brand Index 2008

As mentioned before, the Nation Brand Index (NBlai measurement of na-
tion brands based on Simon Anholt's model. ForNB4¢ 2008, 20,157 online-

interviews were conducted in 20 countries with &\lL8 years or older):

USA, Canada, United Kingdom, Germany, France, |t8lyeden, Russia, Po-
land, Turkey, Japan, China, India, South Korea,tralia, Argentina, Brazil,

Mexico, Egypt, and South Africa (GfK, 2008). Theppdation parameters of
the interviewees were used to weigh the resulterdoty to the demographics
of each country.

The NBI aims at measuring the power and appeabtand image
or different countries by examining six dimensioagports, governance, cul-
ture, people, tourism, immigration and investmé&m®eping in mind the short-
comings of these dimensions and restrictions ofvars by only evaluating a
country on given categories, | still want to prdste results of Finland’s rat-
ing on the NBI 2008.

The overall ranking of Finland was rank 18 (otit50 researched
countries). Sweden and Russia gave the best ovenaltings for Finland,
while Latin American and African countries ratedcdnsistently low. In the
governance-dimension Finland reached its best (affR). Finland was also
associated with creativity, high technology andiemmental protection. The
worst results for Finland were for culture and tsnr (27"). (GfK, 2008: 9.)

The reports summary states further that Finlaog@&rall perform-
ance is “satisfactory rather than stellar”, thatl&nd seems to be rather un-
known but profits from being associated with Scaadian countries (GfK,
2008: 9). The report also suggests that Finlamdagie profile does not live up
to the countries actual performance, which offgoterity of room for im-
provement, and clear opportunities for Finland rmuhd out’ its reputation”
(GfK, 2008: 9).

Furthermore, the NBI report states that Finlandlative weakness
in culture “should be a cause for concern” becaustire is an important as-
pect of a country’s image and a sign for the cotmself-respect (GfK, 2008:
9). However the fact that others evaluate Finlawl in the dimension of cul-

ture might also only mean that they simply do nabw anything about
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Finland’s heritage, its music, films, art, literegpyand sports. | think it goes too
far to be concerned about the Finn’s self-respgben it might be simply a
lack of information in other countries about Firmisulture. However it might
be true that “culture is one of the most intens@ynpetitive of all the areas
measured in the NBI”, which means that countriethva well known and
highly ranked cultural heritage (such as China,#Egy the USA) have advan-
tages in the global market (GfK, 2008: 10). Theoréplso states that Turku as
the “European Capital of Culture” in 2011 offersaristanding opportunity to
influence Finland’s cultural image abroad.

Furthermore the report suggests that investingenmotourism de-
velopment and promotion will increase the numbérsigitors, which in turn
will promote Finland abroad. It is also noted tRatland lacks strong visual
icons (such as the Eiffel Tower or Big Ben) whiadighpromoting the coun-
try’s brand image but its natural assets are seeamadvantage and especially
non-leisure visitors could be a main target groepanse of Finland’s cool
climate. The report ends by stating that “Finlasdaiuniquely clear case of a
country that could have a stronger image, shoule fmstronger image, and
would decidedly benefit from a stronger image” (G&#08: 10).
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3. METHOD

In this study, qualitative data analysis methodsewesed in order to answer
the research questions. The data was collected/different data collection
methods. Firstly, using a content analysis the rpaitures of the website visit-
finland.com were analyzed in order to identify thain image themes in the
different language versions. Secondly, a survey emmlucted with the mar-
keters of the Finnish Tourist Board in Helsinkietxplore the motivations, aims
and strategies behind the website contents.

When designing a study and conducting researah ctwcepts de-
serve special attention: internal and externaltgli According to Frey, Botan
and Kreps (2000: 109) accuracy is the best syndioymaalidity: Internal va-
lidity concerns the accuracy of the conclusionsmirérom the findings, while
external validity concerns the generalizabilitytlod findings.

As in all research, I tried to keep internal artemal validity at the
highest level possible by paying attention to measent and analysis proce-
dures, the research material and participantsjnthéences | as a researcher
had on the research, as well as sampling (see Bagn, & Kreps, 2000:
110). In all qualitative studies there is a traflbetween depth and generaliza-
bility because they usually work with a rather dnsaimple which is analyzed
in detail. This means that in general qualitatittgles cannot be generalized to

the same extent than quantitative studies.

3.1 RESEARCH QUESTIONS

Until today, there is a lack of research on desitimabranding and the images
created by countries’ marketing activities. The afrthis study is to explore

which images of Finland are presented in markedictgvities and which inten-

tions the marketers have. More specifically in gtisdy | examined photos of
the website visitfinland.com of the Finnish Toulsgiard to identify their main

themes. In a second step, | conducted an expemt\swith staff of the Finnish

Tourist Board in Helsinki to gain insights in thearketers’ intentions. With

this study | aimed at answering the following resbajuestions:

1. What are the themes of the pictures of the webstdinland.com?
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2. What kind of target country specific differences ¢z seen in the se-
lection of pictures?

3. What steps and what people are involved in theertrdreation of the
website visitfinland.com?

4. What are central aspects of Finland’s image for rttagketers of the
Finnish Tourist Board?

The first and second research questions were aedvigra picture analysis of
central photos of the website visitfinland.com.téties were selected as the
material for analysis because they are believeldate a strong effect on the
image formation in peoples mind. Kress and van eeu(2006: 23) argue
that there is a shift from the verbal to the visdasual communication should
no longer be treated as inferior to language buarasndependent form of
communication. Due to this shift, they argue tluataty, the control over lan-
guage seems to decrease (e.g. the greater vafiatgents allowed on the pub-
lic media, the increasing problems in enforcingmative spelling), while the
control over the visual increases (e.g. the usémaige banks from which
ready-made images can be drawn for the construofiersual texts, and, gen-
erally, the effect of computer imaging technologiyess & van Leeuwen,
2006: 28-29). Furthermore, Kress and van Leeuwering: us that the “world
represented visually on the screens of the ‘newiahesl a differently con-
structed world to that which had been representethe densely printed pages
of the print media of some thirty or forty yearoa@2006: 31-32). Especially
in the internet where space is not a limitatiorualcommunication in the form
of still and moving pictures takes a central rdoreover, the proverb of a
picture saying more than thousand words holds imumany ways because
visual impressions stick in peoples’ minds: thefdtifower represents Paris,
and Big Ben stands for London.

The first research question aimed at identifylingmes on the pic-
tures of the website visitfiland.com, which is tfécial website of the Finnish
Tourist Board, and therefore a central source @rmation for tourists and
other people interested in Finland. By identifyitg themes, i.e. the central
motifs of the pictures, conclusions were drawn alibe most important mar-

keting themes of the Finnish Tourist Board, whitkeg an impression of dif-
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ferent aspects of the country image of Finlandburism marketing. The iden-
tification of the themes of the pictures helps toderstand what kind of
Finland-image visitors of the website could deffraan the pictures.

The second research question focused on couptgife differ-
ences of the image of Finland as presented on teshisi different languages,
which are targeted at different country marketsluding the main page, there
are 16 different websites with different picturésnalyzed these websites to
identify country-specific differences in the selentof the themes in the pic-
tures. This helped to understand, if and how thegenof Finland differs from
country to country.

In question three, | investigated the steps ef ¢bntent creation
process of the website visitfinland.com and whatpte are involved in it. This
information was retrieved by an email investigatith one employee of the
Finnish Tourist Board (FTB) who was involved in ttreation of the website.
The knowledge about how the website is createdogndhom, gave valuable
insights in the image promotion of the FTB. Who emlstrategic decisions?
Who is realizing them? Who is responsible for défe language versions?

The fourth question was explored by an email-symwith selected
employees of the Finnish Tourist Board (FTB) anched at identifying the
content creators’ evaluations and opinions aboatrakaspects of Finland’s
image and the website. This was important becausieed light on the back-
ground and strategies of the FTB.

3.2 DATA COLLECTION

In the following, | will describe my data collectianethods: picture analysis
and survey research. Both are qualitative in natune therefore | will first
explain the nature of qualitative research.

Qualitative research methods seek to obtain at gtkepth of infor-
mation and holistic understanding of phenomenoltiagagh it does not allow
generalizations and universal statistics due to-maodom sampling and the
non-positivist nature of the study (Frey, BotanK&ps, 2000). While quanti-
tative research relies on a positivist paradigmictvlassumes a singular objec-

tive reality and a value-free and unbiased researobess, qualitative research
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relies on a naturalist paradigm, which assumeslapieuintersubjective reality
and a value-laden and biased research process, Botgan, & Kreps, 2000:
18-20). Therefore in qualitative research, theasd®er has to acknowledge his
or her biases based on prior values, knowledgee&apdriences. Advantages of
qualitative research include that it is more contahkzed in the natural setting
than quantitative research and takes into accoiffiereht perceptions of real-
ity. The qualitative approach was chosen becausteits more flexibility and

allows exploring new ideas.

3.2.1 Selecting Pictures

| selected the official tourism marketing websitgsitfinland.com” of the Fin-
nish Tourist Board as my material because of ifgciaf publisher and its
prominent ranking on the Google search engine. Hinaish Tourist Board
represents the central marketing activities ofdfdl and has a higher credibil-
ity than many other websites. A top position in theking of Google, the most
popular internet search engine, promised that tebsite would reach large
audience, which justifies the relevance of this sitebas contributing to the
image of Finland. When searching with Google.com“fanland” in March
2008 and in April 2009, the website visitfinlandwaf the Finnish Tourist
Board was the second search result after Wikipedigch also provides a link
to the FTB-website visitfinland.com.

The main website visitfinland.com includes links20 country ver-
sions (in alphabetical order: Australia, Belgiumgn@da, China, France, Ger-
many, Hong Kong, India, Ireland, Italy, Japan, Neldnds, Norway, Russia,
South Korea, Spain, Sweden, Switzerland, Unitedyflam, and United States.
However, because some of the countries share ghsite are in fact only 16
different sites, which include four to 20 picturasd short texts. | decided to
analyze the pictures only because they contributesrto image formation than
words. Furthermore, the pictures from the differerbsites can be analyzed
without knowing each language and are thereforeettss compare as they do
not require translation.

The sampling was non-random and purposive, basepladicular

selection characteristics (Frey, Botan, & KrepsD@®0130-132), i.e. only the
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pictures on the starting page of each languagaorergere analyzed, because
it was assumed that these starting pages aredisitiest frequently. A pur-
posive sample is very focused and information-rimit, at the same time the
results are not generalizable to a larger populafiertrand & Hughes, 2005:
65-68). All together the websites contained 16Qupes for content analysis.
Table 7 shows an overview of the analyzed websiteted according to the

number of pictures on the websites.

Table 7. Analyzed websites sorted by number of piates

Website Language Number of pictures
Australia English 22
Main page English 14
Hong Kong Chinese 13
USA & Canada English 13
United Kingdom & Ireland English 12
Japan Japanese 10
South Korea Korean 10
Russia Russian 10
China Chinese 8
India English 9
Italy Italian 9
Spain Spanish 9
Netherlands & Belgium Dutch 7
Sweden & Norway Swedish 7
Germany & Switzerland German 5
France French 4
Total 162

Because website contents change frequently in tbeeps of updating con-
tents, structures and designs, screenshots of @heages of were taken on
March 4, 2009. This date was chosen randomly. Talsleows an overview of
the 16 analyzed websites and the number of pictéikd62 pictures can be

found as appendix 1.

The analyzed websites usually had the same steuethich is shown sche-
matically in figure 9. Usually the website had avigation bar on the very top
of the page with links to the following or simileontents: Visit Finland Home,
Finland Facts, Transportation, Accommodation, Thifi@ Do, Destinations,
and Travel Offers. The navigation bar on the rigiale included more links,

pictures and often a map of Finland. A bigger petwas located below the
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main navigation bar, which often showed the coumgoytal logo of Visit
Finland and in two websites a slide show. After sontroductory text, smaller
pictures and corresponding texts were presenteel.pidiures usually serve as

a hyperlink to another webpage with more contenuathe shown topic.

Figure 9. General website structure

Navigation bar

Visit Finland Home, Finland Facts, Transportatidocommodation, Things To Do, Destinations, Travée@

- _ Side
Big picture or slide show o
navigation
(often Visit Finland portal, which is shown in bac&und)
bar
Introductory text Links
Pictures
Map
Text
Picture
(referring to the picture left)
Text
Picture
(referring to the picture left)
_ Text
Picture
(referring to the picture left)

Visit Finland Logo, Impressum, Terms of Use, Foavial Trade, About Finnish Tourist Board

3.2.2 Email Survey Design and Participants

For this study, | conducted a survey at the Finfishrist Board in order to
obtain current information from a focused targetugr of experts in Finland’s
tourism marketing. The Finnish Tourist Board iswadau under the Finnish
Ministry of Employment and the Economy and respalesifor promoting

Finland as a tourist destination internationaltg. budget is a combination of

public and private funding: The state contributds800.000 Euros (budgeted
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for 2009), while approximately 500.000 Euros anlyuedme from the Finnish
tourism industry (FTB, 2009a).

In January 2008, | contacted the Executive Assistarthe Fin-
nish Tourist Board in Helsinki and got the pernossio conduct an email sur-
vey with selected employees. The survey was corduct two steps: first an
email inquiry to one person only, then a larger ieswvey with eight selected
participants.

In order to answer the third research questioeerit an email-
inquiry to one employee of the Finnish Tourist BRbarvolved in the website
creation. This employee was chosen non-randomly @mposively (Frey,
Botan, & Kreps, 2000: 130-132). On April 28, 2008¢nt the following open-
ended qualitative questions about the creationga®of the website by email
both in English and Finnish: Which persons makatsgic decisions, decide
about themes/slogans, write texts, choose photog, Elow are the different
language versions of the Country Portal websitated? Are they just trans-
lated or are they customized for the different ¢oaes? | got a reply to these

guestions on May 20, 20009.

For my larger study, related to the fourth reseapebstion, | chose eight em-
ployees non-randomly and purposively (Frey, Bo&iKreps, 2000: 130-132)
according to their job title. These eight peopleevehosen because they were
involved in brand strategy and website contenttmeaThe survey partici-
pants were selected from different levels and $ie@irector General, Com-
munication Manager, Brand Manager, Marketing DoecProduct Develop-
ment Coordinator, Project Manager of the Countryt&tavebsite, Editor-in-
Chief, and Web Editor. Gender was not a selectriteron but according to
the names six persons in the target group wereléeamal two male.

On May 5th 2009, qualitative email-questionnawgth six open-
ended questions were sent to the target groupafgeendix 2). The question-
naire was provided both in English and Finnishijrgwhe participants the pos-
sibility to choose their preferred language. Thedjionnaire was translated
with support of a native Finnish speaker and coedisf three parts: personal
information, image of Finland, and the Country Bbrivebsite visit-

finland.com. The questions were related to persemaluations of Finland’s
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image, and the importance of internet and picturése marketing activities of
the Finnish Tourist Board. The participants wereedsto answer the question-
naire within two weeks.

The questionnaire was accompanied by an introdytext, clearly
informing all participants that the participatianthe study was voluntary, and
that the data would be treated anonymously andidmmifally. The partici-
pants were also asked to sign a letter of conserthé publication of the date
in the context of the Master’s thesis. Contact itletaf the researcher were
provided in case the participants needed more nmtion concerning the
study. An electronic copy of the thesis will betsenthe Finnish Tourist Board
which shall be accessible for all participants.

An email questionnaire was chosen instead ofvrge's, because it
is cheaper, faster and easier to analyze, anddiit far attitude and opinion
surveys (Bertrand & Hughes, 2005: 68-82). Moreothe, written survey form
gives the respondents more time to think about trewers which allows ask-
ing complex, detailed questions and they are nofrooted by an interviewer,
who might bias the answers and poses a somewhategtéreat to their ano-
nymity (Berger, 2000: 190). On the other hand, ditsatages of question-
naires are misinterpretations of questions, a rdthe response rate, and not
knowing who actually filled in the questionnairbid.).

Mann and Steward (2000) argue further that coerpuiediated
communication has advantages in reaching morendistdividuals, and offers
a safe and informal context for the participantéhdugh insufficient skills of
information technology can limit the amount of paEpants, this should not be
a considerable problem in this study because thcipants work with com-
puters regularly or are even specialized in weltezdn Furthermore | also of-
fered the possibility to print out the questioneand send it back by post.

Four of the eight participants responded, whiohstitutes a re-
sponse rate of 50 percent: Director General, MargdDirector, Project Man-
ager Country Portal, and Product Development Coatdr. One of them was
male, three female. The age of the respondentedafigm 51 to 60 years,
with an average of 56 years. The respondents hexd Wwerking for the Finnish

Tourist Board between six and 30 years (18 yeadsthree months in aver-
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age). All of the participants were Finnish, andethiof four respondents an-

swered in Finnish.

3.3 DATA ANALYSIS

3.3.1 Content Analysis of the Pictures

Generally, picture analysis is a form of contenalgsis or textual analysis.
Text is understood a wide concept, which does nbtioclude written text but
also photos, paintings, movies, spoken words, musicnds, etc. Content
analysis is used to “identify, enumerate, and a®algccurrences of specific
messages and message characteristics embeddextsh (ferey, Botan, &
Kreps, 2000: 236). Content analysis allows makirgplicable and valid infer-
ences from texts (...) to the contexts of their uGgppendorff, 2004: 18). Tex-
tual analysis is a method used to describe andpretiethe characteristics of a
recorded or visual message, to describe the cqordntture, and functions of
the messages in texts (Frey, Botan, & Kreps, 2008).

Qualitative content analysis involves categoraratand classifica-
tion of the communication content. It consists wélgzing texts (and pictures)
for similarities and differences in order to finttktmes and to develop catego-
ries (Krippendorff, 1980). According to Krippendob004: 40-42) content
analysis has four significant advantages over othethods of research: Con-
tent analysis is an unobtrusive technique, can déhl unstructured material,
studies data in their context, and is capable ofdag massive amounts of
data.

The biggest challenge of textual analysis is thats and pictures
do not possess a single meaning. Krippendorff (204 writes that there are
essentially three different kinds of definitions antent analysis, which take
content to be inherent in a text, to be a propefts text, or to emerge in the
process of a researcher analyzing a text. In todys the third perspective is
most relevant because | analyze the pictures asearcher “relative to a par-
ticular context” (Krippendorff, 2004: 19) which loénces the outcome in a
certain way. Also Lindkvist (1981: 23) points otiat the “meaning of a text

can be identified with the producer, the consuraethe interpreter of a text”.
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In this study, | will take an interpreters point wew by analyzing pictures
which are originally presented to the consumer. fblewing survey will then

shed some light on the producer’s perspective.

According to Krippendorff a problem-driven conteartalysis starts with the
formulation of research questions. Furthermoreréisearcher has to make sure
that a direct relation exists between researchtimunssand the chosen material,
and that content analysis is a suitable method n&war these questions.
(Krippendorff, 2004: 343-347.)

In this study, marketing and media effects staidigpport the rela-
tionship between research questions and the mebwsaduse they assure that
marketing and media texts have an influence omabipients and contribute to
image formation. Further steps of content analysitude locating relevant
material for analysis, defining units of analysed sampling the material
(Krippendorff, 2004: 347-355). These steps wereaaly described above in
the date collection part.

The two final steps of content analysis are dgyeh categories,
and analyzing the data (Krippendorff, 2004: 347)38%ippendorff (1980: 76)
writes: “How categories are defined (...) is an airttle is written about it.”
For the development of categories in this studig iimportant to understand
some aspects of visual literacy. Gillespie and bayn (2006) identify three
main purposes of media text analysis: 1. to undedshow power is encoded
and how texts exert power over society, 2. to ustded how texts represent
and construct knowledge, values and believes, 8xpiore patterns of change
and continuity in media systems of representafidns study looks mostly at
the second aspect, because it analyses the photios webpage and looks at
the image they create. However it is importantdbae that this constructed or
represented image can be used to exert certainrpmee the recipients.

Messaris (1994: 10) states that when examiniflgirsiages, e.qg.
photos, one should ask oneself the following goestiAssuming we could
find someone who had never seen pictures before (s.there any a priori
reason that the person should not be able to megopicture?” According to
Messaris, representational conventions particaahis medium, such as pre-

senting a three-dimensional space on a two-dimeak&urface, are one bar-
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rier for interpretation. However, in this study ilwot discuss this fundamen-
tal problem any further and assume the receivamilfarity with the represen-
tational conventions of photos or other still imagelessaris states further that
lack of familiarity with the cultural content ofetpictures poses another obsta-
cle for interpretation, which is also relevant fws study. If someone has
never seen or heard of sauna before, he or she hagk problems to interpret
a picture which shows a Finnish sauna.

In this study, | concentrated on identifying whMéssaris (1994:
46) called “concrete representation” as opposethbstract representation”,
although both concepts cannot be separated totAbgtract representation
concerns for example the feeling of balance andnsgtry, whereas concrete
representation refers to concrete portrayed thingd as people or places. De-
notation and connotation are other terms usedfér te the immediate, direct,
literal meaning and the second, indirect meanirth amn added value (Bertrand
& Hughes, 2005: 204; Gripsrud, 2006: 16). Givenshame denotation, conno-
tations might change according to the cultural ertittime and place. For ex-
ample a star can refer to Christmas when it is tisel¢corate a Christmas tree,
or to symbolize Israel when used on a flag.

Messaris (1994: 46-47) remarks that althoughctup might give a
real-world representation, it is still differentdaeise of differences in bright-
ness levels, colours, lack of three-dimensionaitg movement. In my study, |
do not aim at interpreting the abstract represemtatif images because they
can differ considerably from person to person,altih they are omnipresent. |
want to identify the concrete representation of pim@tos, a process which
Messaris (1994: 56) calls “object recognition” (ileow we know what it is we
are looking at). Messaris argues that object reitognis extremely unlikely
because often the represented object has littenmmon with the real-life ob-
ject (e.g. a stick figure and a person) and thartetlis no satisfying theory how
it works.

The categories for coding the pictures were dgpead inductively,
that means in repetitive process of identifyingiles in the pictures and trying
to create clear and mutually exclusive categorigse codebook in table 8
gives an overview on the codes, categories, desorgp and examples. All

together, eleven coding categories were identifledwinter activity, 2. sum-
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mer activity, 3. other activity, 4. sauna, 5. nafdandscape, animals, 6. Santa
Claus, Christmas, 7. Helsinki, 8. food, 9. Finng&sign, art, symbols, 10. win-

ter site, and 11. other.

Table 8. Code book

Code name

Description

Examples

winter activity

pictures of or references to
outdoor winter sports and
activities

skiing, snowboarding, ice hole swim-

sledge ride, snowman

summer activity

pictures of or references t
outdoor summer sports and
activities

b rowing, sailing, hotel with pool

other activity

pictures of or references td
other activities, which are
not specifically winter or
summer activities

massage, wedding, mobile phone throw
ing, wife carrying, swimming with specig
suits

sauna pictures of or references to people in sauna, sauna whisks
sauna
nature, land- pictures of landscapes witht northern lights, berries, husky, reindeer

scape, animals

out human trace, pictures
animals and plants without
people

f

ming, snow mobile, snowshoeing, husky

Al

\S

Df

Santa Claus, pictures of Santa Claus and Santa Claus, Christmas lights, Christmg

Christmas references to Christmas tree

Helsinki pictures of or references to| Helsinki cathedral, Helsinki Card, Best
Helsinki Helsinki Awards

food pictures of or references to| Café, set table, sweets, bakery

food

Finnish design,

pictures of design and art

ice sculpture, Alvar Aalto chair, Aarikka

W

art, symbols items made in Finland, e.g.| sheep, littala glassware, Kalevala jewelt
paintings, jewellery, glass | lery, wooden Scandinavian houses, Fin}
ware, furniture, music, Fin-| nish flag, Lapland traditional costume
nish symbols, costumes

winter site pictures of winter sites snow/ice hotel, lit house entrance/windg
without activity but human | in snow, glass igloo in snow
influence, e.g. buildings

other pictures which could not | portal of Visit Finland, key, Finland

clearly be assigned to any
other category

Roadshow 2008, finnfacts, book(s)now,
Nordic Oddity, ad in Swedish, laughing
girl, Finland winter guide with comic

figures, airplane wing

For instance, pictures were coded as winter iagtwhen they de-

picted outdoor winter sports and activities suckkasg, snowboarding, snow-
shoeing, husky sledge rides and so on. Also restilignter activities such as
a snowman were counted as winter activity becawsgrefer to the action.
Furthermore, | identified whether the pictureswbd people and if
they show a summer or a winter setting. Of coungedategorization somehow

overlaps with the categories, for example the &etvity categories tend to
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include people while the nature category expliotiggs coded when it did not
show people, or the categories of winter activitg avinter site were showing
a winter setting. Nonetheless, adding these twators was believed to give

some further insights.

3.3.2 Analysing the Email Survey

The answers to the email-survey were first trapdldtom Finnish to English.
In this translation, | paid attention to connotaand tried to translate them as
exact as possible with the support of a native iBimspeaker. In a second step,
the results of the six open-ended questions wexe tleough several times and
analyzed in a qualitative content analysis.

The basic principles of this qualitative contanalysis are the same
as for the picture analysis described above. Qaiiaig content analysis con-
sists of analyzing texts for similarities and diéfieces in order to find themes
and to develop categories (Krippendorff, 1980).

The survey answers were analyzed in two largem#s according
to the structure of the questionnaire: the imagEinfand and the Country Por-
tal website, which consisted of three questionfieBae to the low number of
respondents and the rather short answers, no sétiegories were developed
and no frequencies were counted. The answers ofotireparticipants were

analyzed descriptively and comparatively.
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4. RESULTS

4.1 IMAGES OF FINLAND IN THE WEBSITE PICTURES

In order to answer the first two research questicesected pictures of the
website visitfinland.com were analyzed. The analyscused on three aspects:
country specific layout specialties, the themeghef pictures, as well as the
identification of a season and people in the pegur

4.1.1 Country Specific Layout Specialties

The layout of the websites was rather similar focauntry versions. However
there are two country specific specialties in layavhich are worth mention-
ing.

Usually when clicking on the flag icon on the maiage, one gets
right away to the page of the country. When vigitihe Italian page however,
one first sees an intro page with a picture. Wittliek on this picture, one is
able to enter the page and the picture appeatseasetading picture. Further-
more on the Italian page the pictures were notsagluin the middle of the
page, but on the right side, while in the middleréhwere different logos of
travel agencies. Moreover, the page had animatewfiakes moving from the
top to the bottom of the page like falling snow.

The website of South Korea differed from otheesduse the pic-
tures did not have names but only numbers. Usuafhen clicking with the
right mouse button on website pictures and chootfiag'save as” option, the
pictures were saved with a name that somehow destthe picture content
(e.g. a picture of Santa Claus has the name “selatzs_face”). This was pos-
sible on all websites except for the one for Horan¢( where the pictures only
had numbers. This could mean that the pictureshenHong Kong website
come from another source than the pictures onfttier avebsites.

It is important to note here that if names otynies were mentioned
this did not influence the picture analysis, so dnalysis of the South Korean
website was not different due to the lack of pietaames. Only the pictures

were analyzed and not their names. For examplpitheare of the Cathedral in
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Helsinki on the French website had the name “hkisairistmas” but one
only recognizes the Christmas tree clearly if thena is known. That is why

Christmas or winter season were not assigned tpitheare.

Although the other country pages showed a lot wiilarities in layout, there
were big differences in the number of pictures.thal®’s website included 20
pictures, while the website for France only shovi@ar pictures. The differ-
ences in numbers of pictures were not balanceddipematical operations, so
the overall results are biased towards those wesbsgihich include more pic-
tures. It was decided not to balance the resultause the number of pictures
might just show that in certain countries visuahgas are more important than

in others, which justifies their bigger influence tne overall results.

4.1.2 Themes Identified

Taken all 162 analyzed pictures together, elevem#s were identified in the
following order from most frequent to least frequeelsinki, winter activity,

other, nature/landscape/animal, Finnish desigsiamtols, other activity, win-
ter site, sauna, Santa Claus/Christmas, food, surasiwities. The absolute

number and percentages are summarized in the foliptable.

Table 9. Identified themes overall

Theme Absolute Percent
Number (rounded)

1. Helsinki 27 17 %

2. Winter activity 25 15%

3. Other 23 14 %

4. Nature, landscape, animals 21 13 %

5. Finnish design, art, symbols 18 11 %

6. Other activity 12 7%

7. Winter site 10 6 %

8. Sauna 8 5%

9. Santa Claus, Christmas 7 4 %

9. Food 7 4%

10. Summer activity 4 2%
Total 162 100 %

In more detail, themes were also identified forhreatthe 16 individual web-
sites. The following table 10 shows the occurrersicthe themes per website.
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Table 10. Themes identified by website (main paged others in alphabetical order)

Theme Absolute Number | Percent (rounded
Main page 1. Helsinki 4 29 %
n=14 2. Other 3 22 %
3. Nature, landscape, animals 2 14 %
4. Finnish design, art, symbols 1 7%
4. Food 1 7%
4. Other activity 1 7%
4. Sauna 1 7%
4. Winter activity 1 7%
Australia 1. Other 4 18 %
n=22 2. Finnish design, art, symbols 3 14 %
2. Helsinki 3 14 %
2. Nature, landscape, animals 3 14 %
2. Other activity 3 14 %
3. Food 2 9%
3. Santa Claus, Christmas 2 9%
4. Winter activity 1 5%
4. Winter site 1 5%
China 1. Winter activity 3 38 %
n=28 2. Finnish design, art, symbols 1 13 %
2. Food 1 13 %
2. Other 1 13 %
2. Other activity 1 13 %
2. Santa Claus, Christmas 1 13 %
France 1. Helsinki 2 50 %
n=4 1. Winter activity 2 50 %
Germany and| 1. Helsinki 2 40 %
Switzerland | 2. Finnish design, art, symbols 1 20 %
n=>5 2. Other 1 20 %
2. Winter site 1 20 %
Hong Kong | 1. Other 4 31 %
n=13 2. Finnish design, art, symbols 2 15%
2. Winter site 2 15 %
3. Food 1 8 %
3. Helsinki 1 8 %
3. Other activity 1 8 %
3. Santa Claus, Christmas 1 8 %
3. Winter activity 1 8 %
India 1. Helsinki 3 33 %
n=9 2. Nature, landscape, animals 2 22 %
3. Winter activity 1 11 %
3. Winter site 1 11 %
3.0ther activity 1 11 %
3. Other 1 11 %
Italy 1. Winter activity 5 56 %
n=9 2. Nature, landscape, animals 2 22 %
3. Santa Claus, Christmas 1 11 %
3. Winter site 1 11 %
Japan 1. Winter activity 3 30 %
n=10 2. Nature, landscape, animals 2 20 %
3. Finnish design, art, symbols 1 10 %
3. Other 1 10 %
3. Other activity 1 10 %
3. Sauna 1 10 %
3. Winter site 1 10 %
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Netherlands | 1. Winter activity 1 14 %
and Belgium | 1. Helsinki 1 14 %
n=7 1. Nature, landscape, animals 1 14 %
1. Finnish design, art, symbols 1 14 %
1. Other 1 14 %
1. Winter site 1 14 %
1. Sauna 1 14 %
Russia 1. Helsinki 2 20 %
n=10 1. Nature, landscape, animals 2 20 %
1. Winter activity 2 20 %
2. Finnish design, art, symbols 1 10 %
2. Santa Claus, Christmas 1 10 %
2. Sauna 1 10 %
2. Winter site 1 10 %
South Korea | 1. Finnish design, art, symbols 2 20 %
n=10 1. Nature, landscape, animal$ 2 20 %
1. Sauna 2 20 %
1. Summer activity 2 20 %
2. Helsinki 1 10 %
2. Santa Claus, Christmas 1 10 %
Spain 1. Finnish design, art, symbols 33 %
n=9 2. Winter activity 2 22%
3. Helsinki 1 11 %
3. Nature, landscape, animals 1 11 %
3. Other 1 11 %
3. Winter site 1 11 %
Sweden and | 1. Summer activity 2 29 %
Norway 2. Finnish design, art, symbols 1 14 %
n=7 2. Helsinki 1 14 %
2. Other 1 14 %
2. Sauna 1 14 %
2. Winter activity 1 14 %
United King- | 1. Other 3 25 %
dom and 2. Helsinki 2 17 %
Ireland 2. Nature, landscape, animals 2 17 %
n=12 2. Other activity 2 17 %
3. Winter activity 1 8 %
3. Food 1 8 %
3. Sauna 1 8 %
United States| 1. Helsinki 4 31%
and Canada | 2. Nature, landscape, animals 2 15 %
n=13 2. Other activity 2 15 %
2. Other 2 15 %
3. Finnish design, art, symbols 1 8 %
3. Food 1 8 %
3. Winter activity 1 8 %

4.1.3 Seasons and People

In addition to identifying the themes, it was atswlyzed whether the pictures
included clear indicators of summer or winter seasmd whether people were

in the pictures. These two indicators help to explahether Finland is pro-
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moted more as a winter or summer destination, ahdtiver activities are
stressed or not.

Snow, ice and people in warm clothes were indrsabf winter,
while green trees, blooming flowers and peopledhtlclothes were pointing
towards summer season. If none of these indicatere visible, the picture
was coded with no seasonal code. People were figenti they were in the
focus of the pictures, but not if they were harddgognizable small figures
only.

All together 53 of the 162 pictures were codedwaster, 18 as
summer, and 91 without a clearly recognizable seaSbthe 162 pictures, 58
showed people, 104 did not include people. Tablgyités an overview of

these absolute numbers and their percentage.

Table 11. Seasons and people identified in all pigtes

Absolute Percentage Absolute| Percentage
number number
Winter 51 31 % People 55 34 %
Summer 18 11 % No people 107 66 %
No season 93 57 %
Total 162 100 % Total 162 100 %

There is some overlapping between the themes gthsoas and people catego-
ries, which at the same time serve as a contrahi®icoding. The relationships

between season, people codes and the eleven tlbkamés found in table 12.

Table 12. Relationships between season, people, ahdme codes

Winter Summer No season People No people

Winter activity 25 0 0 22 3
Summer activity 0 4 0 2 2
Other activity 0 6 6 12 0
Sauna 0 0 8 6 2
Helsinki 0 6 21 1 26
Nature, landscapse, 10 1 10 0 21
animals
Finnish design, art, 3 1 14 2 16
symbols
Winter site 10 0 0 0 10
Santa Claus, 2 0 5 7 0
Christmas
Food 0 0 7 1 6
Other 1 0 22 2 21

51 18 93 55 107
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Table 12 shows that all winter activities and wirgges have been coded with
“winter”, and all summer activities have been coaeath “summer”. All pic-
tures in the category “sauna” and most of the pastun the category “other”
are coded without recognizable season.

Furthermore of the 41 pictures in the three @gtivategories (win-
ter, summer, other activity) 36 show people, winikepeople are found in the
categories “landscape/nature/animal” and “wint&”siln the category “Santa

Claus/Christmas”, all pictures show people.

4.2 SURVEY RESULTS

The reply to the e-mail inquiry about the creatudrthe Country Portal website
came rather late but was due to the busy implermmentghase of the new web-
site. The answers were rather short but informative

The response rate of the larger email-survey Bagpercent and
satisfying, especially considering that the mogtontant decision makers (Di-
rector General, Marketing Director, and Project kiger Country Portal) re-
plied. Although the Finnish Tourist Board is anemmational organization in
which English is probably used widely, three of fber participants preferred
answering in Finnish. This proofs once more tha& tbsearcher has to be
aware of the language preferences of the partitspand offer them different
language choices, especially their mother tongbe. fdur respondents gener-
ally gave rather short but information-rich answem@metimes short sentences,

often also a list of key words.

4.2.1 Creation of the Country Portal Website

A web editor of the Finnish Tourist Board was samtemail inquiry about the
creation of the country portal website. It was askbout the creation process
of the website, i.e. who is involved in strategiecdions, decides about
themes/slogans, writes texts, and chooses pictetes,

The answer to this question was that the margdgam makes de-
cisions which are connected to marketing: slogeaspaigns and is participat-

ing in other ways also, as the portal is the mmgtortant marketing channel of
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the Finnish Tourist Board. While marketing decidbsut marketing strategies,
the country portal leader decides about the gemstratiegy of the country por-
tal. Pictures and common texts are also chosdmeicduntry portal team.

Furthermore it was investigated, how the difféereamguage ver-
sions of the website are created: Are they mereskations of the main page or
are they customized for the different target caest

The respondent informed that the basic textsfiese written in
English as default language, which is then traadlat nine other languages. If
there is clearly something in the text that is me¢ded for the marketing area,
then it not translated. Especially for the closeinity, it can be that certain
information is not translated. After translatiore ttexts are still edited accord-
ing to the marketing area, for example informatamout “How to get to

Finland”.

4.2.2 Evaluations of Finland’s Image

The email survey included three questions dealiitly the image of Finland.
Question 1: How would you evaluate the image ofdfid as a tourist destina-
tion?

All'in all, the four respondents evaluated Findanmage as a tour-
ist destination rather critically. They saw it ascaallenger brand”, “weak”,
“uninteresting”, and “unknown”. One respondent disxl Finland as niche
market, only “attracting a certain type of peom@proximately 15 percent of
all travellers, visionaries and balance seekerl witommon mindset but dif-
fering demographics)”. Another stated that Finlathot the first option when
choosing a holiday destination” and rather knowtwaster destination” (Lap-
land, snow). According to one respondent, Finlantho culture-destination”,
“nature is highlighted” while special products ar advertised.

It was stated also, that the people who knowaid|“view it posi-
tively”. One respondent also saw the image of Fdlgslightly positive” and
referred to the Nation Brand Index in which Finlaedched “rank 27 in com-

parison of 50 countries”.
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Question 2: In your opinion, what aspects makedfidlunique? Which Fin-
nish specialities, icons or symbols would you ensjpe?

Three of the four respondents stated that Finldoels not have
unique aspects or icons, or that they are at iffstult to appoint. (“We do
not have unique aspects.”, “Unique factors aredaitiff to appoint - everyone
has much the same, there is lots of copying, etéve lack a touristic icon
such as the Eiffel tower.”) All respondents howeagreed that nature and wa-
ter are essential characteristics of Finland's ieagkes, rivers, seashore,
plenty of water, archipelago. Also freshness, frashfresh food and purity are
mentioned, and one respondent states that thergdanand logo of the Finnish
Tourist Board “symbolizes shapes of Finnish natur@/or design”.

Three respondents mention Lapland in their answehile “trendy
Helsinki” and the “border with Russia” are onlypsinted out once. Two re-
spondents state that Finland is a country of cdmdtians which contribute to
its image: “Lakeland and Lapland”, “east and we$tities and pure country
side”, “summer and winter” (“seasons”), “ice/snomdahot saunas/hot events”,
“high tech/modern and traditions”).

Two respondents stress that Finland is a “funatig’ country with
“uncomplicated and careless travelling due to d&nelinfrastructure and un-
complicated way of life”. One respondent evaludt@dand as a “different
holiday destinations for individualists, people wdre very active in sports and
who are seeking for new kind of spiritualism”. Ahet also counts “peace,
space, silence”. According to two respondents, #isohonest Finnish people
(“people are not cheating, they do what they say, what they mean”) con-
tribute the image of Finland. Another respondentest that the Finnish lan-
guage is “100 percent unique”; one stresses biahgyn.

Two respondents mention that Santa Claus isgédftnland’s im-
age. One of them also mentions Christmas, whilecther states that Santa
Claus “could be developed further as icon, althoiigexists in many coun-
tries”.

Finally, the ice-breaker “Sampo”, snow- and glggsos, and rein-

deer are also associated by one respondent asu@mquely Finnish.
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Question 3: In your opinion, what Finnish aspects @omoted and stressed
most by the Finnish Tourist Board?

The respondents had quite different answersdajttestion, which
Finnish aspects are most promoted and stresselaeblyitinish Tourist Board.
One stated that the FTB promotes a “contrastingatore, cool and credible
Finland”. In the opinion of two other respondentmter, snow, winter/snow
activities, Christmas and Santa Claus were stressé#uk last years, but also
“very recently it was invested in the developmehswmmer product offers”
such as summer activities, cottages, lakes, eta dgvee that “nature activi-
ties” and Finland’s “beautiful nature” are stresbgdhe FTB. One also points

out that the FTB promotes Finland as “modern cqtintr

4.2.3 Evaluations of the Country Portal Website

In a second part of the email survey, three questiminted at the country por-
tal website of the Finnish Tourist Board.

Question 4. How do you contribute to the content tbe website
www.visitfinland.com? (e. g. strategic decisionsgbwediting, writing texts,
translating texts, selecting pictures...)

The fourth question was first of all a controkgtion to ensure that
the respondents actually were involved in the workthe Country Portal, but
at the same time gave insights in the respondentgtibutions to the website
content.

The respondents contributed in different wayh® ¢ontents of the
country portal website, e.g. “general managemenhefportal development”,
“theme contents, pictures, etc”. It was mentiorteat tall marketing communi-
cation decisions and actions conform to the dioestiof the branding hand-
book”, which means that also the website has loviothese guidelines.

Furthermore it was pointed out by one respondleat the current
version of the country portal does not meet thedses the customers and
“will be replaced by a completely renewed and repad?2.0 styled portal” in
July/August 2009. Through this new portal the useisbe able to search for

information, profile themselves as traveller, getammendations based on
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their profile, compare products, plan their travabhke bookings, share opin-
ions, experiences, images and videos with otherellexs, rate products and
destinations etc. “The travellers will be even et during their trip through

Finland by mobile services.”

Question 5: How would you evaluate the internet'partance for communi-
cating the image of Finland compared to other méelig. brochures, print ad-
vertisements, TV spots...)?

All respondents agreed that the internet is drtbemost important
channels for communicating the image of Finlande Gtates that “print sup-
ports” online marketing, while another recognizest the “significance of bro-
chures is decreasing” and that “the effect of tradal media is quite small”.
Another respondent stated that the target groupeoFTB are “heavy internet
users” and therefore all marketing activities ol focused on promoting the
new Country Portal. One respondent also remarkghbaolder people still use
traditional media, but expects this generation gape closed soon. This re-
spondent also believes that television spots “kaegestination in peoples’

minds”.

Question 6: How would you evaluate the importanfceictures on the website
for creating a unique image of Finland?

Two respondents agreed that “high-quality, stgkiand interesting
pictures very important” or “extremely importantrfcreating a unique image
of Finland because “many do not bother readingwhéen texts”. One re-
spondent argues that the current website anddtarps are “not representing
Finland in a way we will do soon”, which means ttfa new country portal
and its picture might reflect and shape the imdd@rdand more.

The answer of the fourth respondent does nottlgxearrespond to
the questions about the importance of picturesifeating Finland’s image but
discusses the meaning of a unique Finland-imagthdmespondent’s opinion,
a unigue image is “a very personal/subjective poinvview” and moreover
“there are specific images of each country and éa&ind of unique, because
there is only one of each country”. However, thepondent confirms the

“paramount importance of the country portal in @reaan image of [Finland
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as] a travel destination” and that the influenceonir catalogues has been de-
creasing. According to the respondent “a uniformtesi-Finland has long been

emphasized” in marketing products.
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5. DISCUSSION

In this chapter the results of both, picture analgsd survey, will be discussed
followed by a critical evaluation of the method dsad implications for fur-

ther research.

5.1 OVERALL THEMES OF THE PICTURE ANALYSIS

The content analysis of selected pictures from theebsite
www.visitfinland.com has shown that overall pictiref Helsinki and winter
activities appear most frequently. Overall, thes® tmost frequent picture
themes show two faces of Finland: on the one hhadsouthern Helsinki re-
gion with a denser population and city feeling,tba other hand the northern
Lapland region with vast nature, snow and ice.

After the pictures which could not clearly beigssd to any theme
(coded as “other”), the theme “nature/landscapeials” was on rank four
followed by “Finnish design/art/symbols”. “Other taity”, “winter site”,
“sauna”’, “Santa Claus, Christmas”, “food”, and “suer activity” did not ap-
pear very frequently: all together only 48 of 162tygres (i.e. 28 %) were as-
signed to these themes.

Overall, 31 percent of the pictures were ideadifas winter, 18 per-
cent as summer, and 57 percent did not show a sézmon. The stress on the
winter season is probably connected to the timindp@ data collection, which
was done in March, when Finland is usually stillnimter conditions. It is also
interesting that more than half of the pictureseveather neutral concerning
seasonal cues. That might be useful because thetseep do not have to be
changed on the websites all the time.

Of the 162 pictures, 34 percent included peopgleentral motif.
The fact that 66 percent did not show people cauitlat Finland’s low popu-
lation density, its cultural appreciation of sotituand space, or its emphasis on
nature. Also it might be that there are fewer piesuof people because people
in the pictures have to approve the publicatiothef photos and models have
to be paid.

In the following, | will describe in more detaile motifs of the pic-

tures in each category. Some of the explanatiorisegond the first impression
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of the pictures and require some background knaydeavhich the average
visitor of the website might not have, and thereforight not be able to assign
a certain meaning to the picture. Anyhow, it is dfemal to have a closer look
at the pictures and the depicted motifs in ordeartdderstand more about the

aspects contributing to the image of Finland.

5.1.1 Helsinki and the Cathedral

Overall 27 pictures of 162 were connected to He&lsithe capital of Finland.
The 27 pictures of Helsinki include 14 picturestiué Cathedral, eleven logos
of “Best of Helsinki Awards” and two pictures ofetliHelsinki Card. “Best of
Helsinki Awards” is a competition launched by thelsinki City Tourist &
Convention Bureau, which offers the possibilityeealuate nominees in six
different categories: Best Winter Experience, Bemhily Resort & Fun, Best
CityBreak Attraction, Best CityBreak Service, Béstrdic Oddity, andBest
Meeting Experience ("Best of Helsinki Awards", 2D08ielsinki Card is a
tourist ticket that gives free entry to main sigmsiseums, and public transport
("Helsinki Card", 2009).

More than half of the pictures depict the Cathedrf Helsinki,
which show its importance as an iconic symbol. éltgh the Cathedral might
not be as well known as the Eiffel tower or Big Beens nonetheless an impor-
tant icon in marketing Finland. The focus on theh@dral as an icon also be-
comes obvious in the fact that only one picturehef Cathedral includes peo-
ple in the foreground.

Six of the pictures show the Cathedral in a sumcoatext, while
in the other eight pictures no season could berlglédentified. This implies
that Helsinki, which is associated with the Catlhé&dtends to be marketed
more as summer location in contrast to snowy lamokse and winter activities
which are more connected with Lapland in Finlardégth. The Border Inter-
view Survey by the Finnish Tourist Board (FTB, 20@8) states that about
one third of the visitors interviewed during theay007 travelled to Helsinki

as their main destination and only 4 percent tdaragh
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5.1.2 Winter Activities

Of all 162 pictures analyzed, 25 showed wintervaadis. All winter activities
clearly showed the winter season mostly identifigdsnow, and 22 of them
included people performing the activity.

Five pictures show children climbing on a heagmdw, five other
pictures include people with sledge huskies, faatupes illustrate people on
snow mobiles, and three pictures show people withwshoes. A snowman
can be found in two pictures, and two other pictuliestrate people on a rein-
deer sledge. The last four pictures show a snowleoaa downhill skier, ice-
hole swimming and a woman sitting in snow with \@intloths.

In sum, besides playing in the snow, winter ai#is include more
traditional winter activities such as snowshoeiieg;hole swimming, reindeer
and husky sledge rides, as well as more modemitasi such as snow mobile
rides, snowboarding, and downhill skiing. While tlre modern activities
nowadays are offered in most winter sports locatiaround the world, ice-
hole swimming, reindeer and husky sledge ridesr aifenore unique experi-
ence. Furthermore, these special experiences eémimght bear connotations
of coldness, snow, Lapland, and northern locatnich were identified as
essential parts of Finland’s image in earlier stadiSaraniemi & Komppula,
2003; Saukkonen, 2007; Varamaki, 2005). In addjtitve stress on winter
activities also has to be seen in connection totithéng of data collection
which was done in March, so one expects that wiatévities are still adver-

tised more than summer activities.

5.1.3 Nature and Northern Lights

The pictures analyzed showed that untouched natndelandscapes are an
essential image for marketing Finland. All togetB&rof 162 pictures analyzed
depicted nature without human trace, which alsonadhat these pictures did
not include people.

Twelve nature pictures showed Northern lightge & husky’s face,
two snow landscapes, one berries, and one a reindlea nature pictures
clearly related to winter and only one to summdmjclv is probably also con-
nected to the timing of the data collection in MarAs the website is currently
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updated, one expects that the nature pictures tefére current or upcoming
season.

The Northern lights were mentioned already bytigigants in ear-
lier studies as a part of their Finland image (Viaki, 2005). According to the
online dictionary Wikipedia (2009), Northern lightslso called aurora bore-
alis) are natural light displays, which can bestobserved at night from Sep-
tember to October and from March to April in thdgsaegion. Northern lights
also appear in other Nordic countries, but aré atduite unique experience,
which makes them an important part of Finland’'sgma

In other studies, forests and lakes were idewdtifis a central part of
the Finland image related to nature (Saraniemi &pula, 2003; Varamaki,
2005). Most of the pictures of Northern lights, atsb some pictures of winter
activities, included some trees but they were hetfbcus. Lakes were only
found in three pictures: winter landscape (natargl$cape/animal), rowing
(summer activity), and ice-hole swimming (wintetiaty). The lack of lake
and forest pictures could again be connected totitheng of the analysis,
which was done in March when the lakes and forastsusually still covered
with ice and snow, and are therefore not as aiadbr tourism marketing as
in summer, when people go for hikes through thedtsr and swimming in the
lakes. Saraniemi and Komppula (2003) already ntttatithe marketing slogan
of the “country of thousand lakes” did not showatlenfluences on people’s
image of Finland, and was also not representeldeipictures of this study.

5.1.4 Finnish Design, Art, and Symbols

All together 18 pictures fell into the theme “Fishidesign/art/symbols”. Most
of them showed no clear seasonal characteristigsafdd did not include peo-
ple (16).

The most frequent pictures in this category shiba ice-sculpture
in the form of a horse’s head (4), Kalevala jewsllgt), and different design
objects such as a chair by Aalto (1), a woodenshgeAarikka (1), or a can-
dle holder by littala (1). Furthermore, there wpretures of pieces of modern
art (2) and architecture (2), the band “Lordi” (&),Finnish flag (1) and a

woman in a traditional costume of Lapland (1).
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The ice sculpture in the form of a horse’s heathe only picture
that stresses coldness or winter conditions. Tmmigh flag could be inter-
preted as sign of national pride, while the tradiéil costume refers to Lapland
and traditions. As there was only one picture afheaational and traditional
symbols do not seem to be stressed a lot by thkeatess.

The hard rock band “Lordi” won the Eurovision §o@ontest in
2006 and gained attention mostly through their rresdgke outfits. Finnish
classical music by the composer Sibelius was meetidoy the Japanese re-
spondents in Varaméaki’'s (2005) study. Today, Fimbands like HIM, The
Rasmus, Apocalyptica, Nightwish, or Sunrise Aveate also popular outside
of Finland. Finland offers also various music fest$ during summer ranging
from heavy metal over jazz to classical music, Wwrace interesting events for
country marketing purposes. On the website vis&fid.com one can find a
variety of music and dance events in the sectidnrigs To Do”.

All'in all, Finnish design objects and artisteseto play an impor-
tant role in this category: The work of the Finnesichitect and designer Alvar
Aalto (1898-1976) includes architecture, furnitutextiles and glassware and
enjoys celebrity in Finland and abroad (Brady, 200he jewellery company
Kalevala Koru (“Kalevala Jewellery”) founded in 8ot its name from the
Finnish national epos and is today’s largest jesvglmanufacturer in Finland
("Kalevala Koru", 2009). Aarikka founded in 1954sdgs and manufactures
design products, jewellery and decorative itemsjciwhare handmade in
Finland using Finnish materials. Aarikka’s produate sold in Europe, USA,
and Japan. littala is an international design brestdblished in 1881 that of-
fers glassware, homeware and interior design abjéittala”, 2009). Kalevala
Koru, Aarikka, and littala have in common that th@gmote their products as
uniquely Finnish quality products, which might haae influence on tourists
who seek for souvenirs and presents with truly iBimrorigin. Another com-
pany, which would fit into this list is Marimekka, leading Finnish textile and
clothing design company established in 1951 thatgths, manufactures and
markets clothing, interior decoration textiles, ®amd other accessories both in
Finland and abroad ("Marimekko", 2009).

The Finns themselves seem to be very conscicus &he origin of

products and prefer products produced in Finlaneikkinen, Barlow, &
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Parry, 2009), which could also explain the poptyaoif Finnish design prod-
ucts among Finns. This popularity in turn also nigftfiect the tourists in their
buying decisions because they see that Finns theesseuy and identify with

those design products.

5.1.5 Other Pictures

The theme “Other” included 23 pictures, which coodd be clearly assigned to
any other category. One picture in this theme wastified as winter season
and two had people as their main motif. Elevenhef pictures in the theme
“Other” were the logo of the website visitfinlandrg, four others were logos
or texts (finnfacts, book(s)now, Nordic Oddity, advertisement in Swedish),
and eight were other pictures (a key, Finland Rioa@s2008, a laughing girl, a
Finland winter guide with comic figures, an viewrit an airplane window, a

ship, and a reindeer as Easy Jet advertisement).

The category “Other activity” included twelve piods of activity which were

not typical winter or summer activities. Anyhow sikthe pictures were coded
as summer season because they included cueshtha&véent took place in
summer although it does not qualify as a typicahsier activity. For example

rowing on a lake was coded as summer activity seauis impossible on a
frozen winter lake; but a wedding in summer wasecbds other activity, be-
cause weddings do not necessarily have to be hetdimmer. The other six
pictures were coded as no season and all twelvwerpg had people as the
main motif.

Pictures in the category “Other activity” inclula comic of a man
carrying a woman (5), a woman being massaged (gix] ghrowing a mobile
phone, a wedding couple, and a man swimming inmnweitl a special suit.

Wife carrying and mobile phone throwing are speEinnish com-
petitions, besides the sauna bathing, air guitatests, and swamp soccer.
Also foreign media report about these eccentrimesyavhich lead to the im-
pression of a somewhat crazy nation. In Germanyaameread often in this
context that Finns are crazy (e.g. Heise Onlinaariti/-Weitwurf: Die spin-
nen, die Finnen, 23.07.2003").
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The picture of the massage most likely symboliges treatments
and wellbeing holidays, which are also offered inld&hd but might not be a

central or unique part of the country’s image.

The last five categories included pictures of wirgikes (10), sauna (8), Santa
Claus and Christmas (7), food (7), and summer iiesv(4).

The ten pictures of winter sites differed frone tbhategory “na-
ture/landscape” because they included traces ofahumetivity such as build-
ings. All pictures in the category “winter site’eelrly showed winter conditions
and did not focus on people. Examples of pictundhis category were: a hotel
built from snow and ice, a lit house entrance ondew in snowy surround-
ings, or a glass igloo in the snow. These pictagen bear the connotation of
Finland being a cold place (Saraniemi & Komppulz)2 Varamaki, 2005).

In the category “sauna” four pictures showed pea@p the sauna
and two pictures showed sauna whisks, made froah lbhranches. All pictures
in the category “sauna” were coded without seasmalse they did not show
seasonal cues and sauna is used all year in Finkdha is claimed to be a
Finnish invention and therefore a unique charastieriof the country which
therefore is a good tool for marketing the counkgr foreigners sauna might
be a totally new and memorable experience connégtbir visit in Finland.

Santa Claus is associated with Finland by moptdese people
(Varamaki, 2005) and also found in six of the amaty pictures. One other
picture shows Christmas lights in a street. Santa<is shown as a smiling
old man with a long white beard, with a reindeesarounded by children. In
1989, the Finnish Tourist Board and Finnair, theéiomal Finnish airline,
launched the campaign of “Finland’s official Safaus” (Wallin, 1995) and
promoted the Finnish Rovaniemi at the Arctic Cirake Santa’s home. Espe-
cially in the USA however, Santa’s residence isdveld to be at the North
Pole. On the website visitfinland.com one can rdat “the Finnish Santa
Claus lives in peace and harmony with his manyigoreelatives and col-
leagues. Among these are the German WeihnachtsititenRussian Grandfa-
ther Frost (Ded Moroz), the Swedish Tomten, thewdgian Julenissen, the
Greenlandic Santa Claus, and many others. The realySanta Claus lives,
however, in Finland” ("The ABC on Santa Claus", 2D0For Finland, Santa
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Claus definitely is an important role for marketitige country. According to
the magazine “Travel Rovaniemi” (Polarlehdet, 208@pta Village opened in
1985 and 400.000 people visit it every year. Toteeye are also Santa Claus
Office, Santa Claus Main Post Office, SantaParkivenir shops, restaurants
and activity services, which are offered almostladl-year ("Visit Rovaniemi -
Sights", 2009). However, the Santa Claus theme BarktaPark struggled fi-
nancially since it was opened in 1998 and in M&@09 it was announced that
the Finnish government would sell its 32 perceakstto local investors, also
due to influences of the current economical cngsch influences the whole
tourism sector (24.03.2009, Reuters).

There were seven pictures in the category “fowtiich did not
show clear seasonal characteristics and only onleeofi showed people. Four
pictures showed a set table with a square platés lamd fork, which are ar-
ranged in a quite unusual way: the fork lies ahbitneeplate and the knife across
the corner of the plate. Another picture shows & e@ndow from inside,
which only can be identified as such because omwiinelow one reads the
word café mirror-inverted. Both, the set table #mel café scene, do not show
actual food but refer to it. The two other pictureshe category “food” show a
woman in a bakery with a tray of rolls, and someadtates and dried fruit,
which could not be clearly identified. Overall gesns that the Finnish cuisine
IS not an outstanding characteristics of the cguifidr others as neither
Saraniemi and Komppula’s (2003) nor Varamaki’'s &0fnage survey identi-
fied food in the responses.

Four pictures showed summer activities, whichwadre coded as
summer season. The pictures depict a sailing boatlake with the sun setting
in the background, two people in a canoe on a lalsenall ferry on a lake with
a car in the foreground, and a hotel with a podle Tow number of summer
activity pictures is probably due to the timingtlbé data collection in March. It
is interesting that all pictures except the ondhef hotel pool were showing
lake settings, which supports the assumption thdaid will be more adver-
tised as country of the thousand lakes during themer season. Not only tour-
ists but also Finns themselves enjoy the countigkes during the summer
months. According to Statistics Finland (2007) réherere more then 475.000
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summer cottages in the year 2006 which is quitat @dnsidering the popula-
tion of about 5.3 Million.

5.1.6 Themes ldentified as Components of Finland’s Image

Echtner and Richie’s (1991) model of country imaghkjch was described
earlier, consists of three dimensions ranging fitinbutes to holistic, from
functional to psychological, and from common toqua. Also Saraniemi and
Komppula (2003) used this model for categorizingirtiidentified themes as
functional or psychological aspects. Although thedei was mostly used in
the context of survey research | will try to apjplglso to the picture analysis.

Single pictures definitely cannot present a liclisnage of a coun-
try, because they can only depict a certain matdertain attribute of a coun-
try. Sauna for instance is a part of Finland’s imagt do not represent a holis-
tic impression such a statement like “Finland i&e'saThe nature and land-
scape pictures are the only ones which would stand holistic image such as
“Finland is beautiful” or “Finland is pure”.

Pictures can show both common and unique aspéetscountry’s
image. The categories “Helsinki” and “Finnish desigrt, symbols” definitely
belong to the unique aspects, while also “saund’“&anta Claus and Christ-
mas” could be claimed to be uniquely Finnish. Adsone pictures in the cate-
gory “nature, landscapes, animals” might show somque Finnish traits but
they might not be identified as such, e.g. certake landscapes which are
typical of Finland. It would have been expected tha pictures in the category
“food” would show more unique Finnish products asheés such as Karelian
pastry, mammi or leipajuusto, but that was notciwse.

The most ambiguous dimension distinguishes faneti and psy-
chological. Pictures contain both aspects becawseusually show a physical
motif but can also express for instance an atmaspdich can be interpreted
in different ways. A picture of a snowy landscape ihstance may cause dif-
ferent reactions in the observer, both positive aadative. It can stand for
untouched nature and purity, as well as for coldrasl loneliness. In this pic-
ture analysis, | have tried to identify the funo@b aspects of the pictures be-

cause the psychological ones tend to be less fengiid tend to vary more
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from person to person, which would require a suimstead of a picture analy-

Sis.

Saraniemi and Komppula (2003) have divided the ltesaf their survey in
functional and psychological components as summanz table 13. As func-
tional aspects they have categorized 1) environr(eegt nature, flora, fauna,
landscape, weather, natural phenomena), 2) buddargl sights (e.g. muse-
ums, churches), 3) events and activities (e.g.tspoature activities, festivals),
4) services, prices, and infrastructure, 5) pe¢plg. celebrities, characteristics
of people, friends), and 6) fictitious figures (eSanta Claus, Moomins).
Psychological aspects include 1) culture antbtys(e.g. national
culture, architecture, music, language, histori@tkground, people/figures of
cultural value, politics, economy, social and Healre system), 2) region (e.g.
Scandinavia, Lapland, Helsinki), 3) location (éNgrth, northern, next to Rus-
sia), 4) business life, companies (e.g. Nokia, Makko), 5) atmosphere, way
of life, habits (e.g. relaxing, exciting, drinkingauna), 6) holidays and things
referring to them (e.g. Christmas, Christmas tréefood and drinks (e.qg.
vodka), 8) own memories/experiences from the cquositive/negative ad-

jectives.

Table 13. Functional and psychological aspects agding to Saraniemi and Komppula
(Saraniemi & Komppula, 2003: 80, own translation)

Functional aspects Psychological aspects

(physical, measurable) (abstract)

- Environment - Culture and history

- Buildings and sights - Region

- Events and activities - Location

- Services, prices, infrastructure | -  Business life, companies

- People - Atmosphere, way of life, habits

- Fictitious figures - Holidays and things referring to them
- Food and drinks
- Own memories/experiences from the

country, positive/negative adjectives

In their study about the functional-psychologicahttnuum in the cognitive
image of a destination Alcafiza, Garcia, and Bk¥9) have also categorized
certain aspects based on Echtner and Ritchie (18@3added a middle cate-

gory on the continuum. Their categorization caséen in the following table.
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In comparison to Saraniemi and Komppula (2083afiza et al.
(2009) have similar aspects in the functional catggenvironment (natural
attractions, climate), buildings and sights (instirey places to visit, historic
sites/museums), events and activities (open aivites, fairs, festivals and
exhibitions, night life and entertainment), as vaalservices, prices, and infra-
structure (local transport, shopping facilitiespidp facilities). Alcafiiza et al.
add the availability of accommodation while Sarariand Komppula (2003)
count people and ficious figures as functional aspeApart from the accor-
dance in the functional category, both studies Highe in common in the psy-
chological one in which only atmosphere, way oé,lihabits could be com-

pared to friendliness/hospitality and tranquillity.

Table 14. Components of the cognitive image of ttdestination (Alcafiiza, Garcia, & Blas,
2009: 718)

Functional Mixed Psychological

- Availability of accommodation | - Cleannessand | - Quality accommodation
- Interesting places to visit hygiene - Quality restaurants

- Natural attractions/scenery - Urbanisation - Friendliness/hospitality
- Climate - Crowdedness - Tranquillity

- Open air activities - Gastronomy - High quality beaches

- Local transport - Access - Value for money

- Shopping facilities - Quality services

- Sports facilities

- Historic sites/museums

- Fairs, festivals and exhibitions
- Night life/entertainment

- Different activities

Based on the categorizations of Saraniemi and Kaoaplcahiza, Garcia,
and Blas, | have tried to categorize the pictuentes of my content analysis.
The problem was however, that the picture analyses not allow to measure
personal evaluations as in a survey research. fidieresome pictures might
evoke psychological evaluations which were not iified in this study. As an
orientation one could say that winter activity, snem activity, other activity,
nature/landscape/animals, and winter site tencettubctional, while the other
categories, Helsinki, sauna, Finnish design/artfgyls) Santa Claus and food

can be interpreted as both functional and psychchhg
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5.2 THEMES ON THE DIFFERENT WEBSITES

After having discussed the general themes idedtifiethe picture analysis in
detail, | will now turn to the differences in thiefure selection by website.

When comparing the themes of the pictures orctlumtry-specific
websites, it becomes clear that there are diff@gnthese differences could be
seen as pure coincidence but according to the $hnhourist Board (see sur-
vey) website contents are adapted to target marketsording to the FTB-
website, there are three market regions with assigegional managers: 1)
Continental Europe (including Eastern Europe) amel Baltic countries, 2)
Scandinavian countries (including main incomingragdocated in Denmark),
Russia, CIS (Commonwealth of Independent Stated)arerseas Markets, 3)
UK, USA and countries which are not specificallgigaed to regional manag-
ers.

It is not quite clear what is meant by overseekets, but if count-
ing Asia and Australia as overseas markets thisldvtead to the following
division: 1) France, Germany and Switzerland, |tAlgtherlands and Belgium,
Spain, 2) Australia, China, Hong Kong, India, JapRBuassia, South Korea,
Sweden and Norway, 3) United Kingdom and Irelan8AlAnd Canada. How-
ever, this division does not become obvious ingticture selection. The pages
of Italy and Germany fall in the same market areadefinitely show different
focuses in the pictures: While Italy’s website ligtdocuses on winter activi-
ties the German website mostly delivers impressudrise capital Helsinki.

Larger geographical areas offer another possitmlitgrouping. The data
was summarized in three regions: Europe (Belgiumnée, Germany, Ireland,
Italy, Netherlands, Norway, Russia, Spain, Swe&avifzerland, United King-
dom), North America and Australia (United Statesn&da, Australia), and
Asia (Japan, China, Hong Kong, India, South Kor&ap main page included
14 pictures, pages for Europe 63 pictures, for Afigictures, and for North
America and Australia 35 pictures. The followingpleashows themes, which

were identified by region.
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Table 15. Themes by geographical region: Europe, A& North America and Canada

Theme Category Absolute Percent
Number (rounded)
Europe 1. Winter activity 14 22 %
n=63 2. Helsinki 11 17 %
3. Nature, landscape, animals 8 13 %
4. Finnish design, art, symbols 7 11 %
4. Other 7 11 %
5. Winter site 5 8 %
6. Sauna 4 6 %
7. Summer activity 2 3%
7. Santa Claus, Christmas 2 3%
7. Other activity 2 3%
8. Food 1 2%
Total 63 100 %
Asia 1. Winter activity 8 16 %
n =50 2. Other 7 14 %
3. Nature, landscape, animals 6 12 %
3. Finnish design, art, symbols 6 12 %
4. Helsinki 5 10 %
5. Winter site 4 8 %
5. Other activity 4 8 %
6. Sauna 3 6 %
6. Santa Claus, Christmas 3 6 %
7. Summer activity 2 4 %
7. Food 2 4%
Total 50 100 %
North America| 1. Helsinki 7 20 %
and Australia | 2. Other 6 17 %
n=35 3. Nature, landscape, animals 5 14 %
3. Other activity 5 14 %
4. Finnish design, art, symbols 4 11 %
5. Food 3 9%
6. Winter activity 2 6 %
6. Santa Claus, Christmas 2 6 %
7. Winter site 1 3%
Total 35 100 %
TOTAL 162

As becomes obvious in the table, the grouping ategrto larger regions does
not show a clear structure in the picture selectivimer. All that can be said is
that each of the three regions shows great vametigemes. In Europe winter
activities (22 %) and Helsinki (17 %) are stressmubst, while in Asia winter
activities (16 %) and in North America Helsinki (20) are the most prominent
themes in the pictures. Due to the lack of a lafgmework for analysis, it is
justifiable to analyse the 15 country pages plugimpage individually without
further attempts to find larger units. The findirfgs the main page and the 15

country websites in alphabetical order will be dissed in the following.
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5.2.1 Main Webpage

The main webpage visitfinland.com included 14 piesuand the links to the
other 15 language versions. Four pictures were cede‘Helsinki” of which
two showed the Cathedral, one the Helsinki Card@rmelthe logo of the Best
of Helsinki Awards. Other pictures on this webpagguded Northern lights
and a Husky (nature, landscape, animal), childienbing on a snow heap
(winter activity), a woman getting a massage (o#wivity), a woman in sauna
(sauna), and Kalevala jewellery (Finnish desigh, symbols). Only three of
the 14 pictures showed people, two clear signs iafew season and one of
summer season.

All in all, the main page stressed Helsinki aratune most. Also
unique Finnish aspects like sauna, food and desigects were presented,
along with winter and other activities. Most piasarneither showed activity

nor obvious seasonal signs.

5.2.2 Australia

Australia’s website had 22 pictures which were ithast in comparison with
the other websites and showed a great variety ehdéls with no real focus.
Besides four pictures in the category “Other” (phriNordic Oddity logo,
book(s)now logo, airplane wing), three picturesheaere identified as “Fin-
nish design, art, symbols” (Kalevala jewellery, meulpture, Lapp woman),
“Helsinki” (twice the Cathedral, Best of Helsinkwards), “nature, landscape,
animals” (Northern lights, Husky, winter landscapapd “Other activity”
(twice wife carrying, massage). Two pictures edobwsed food (café window,
set table), and Santa Claus. Five of the pictucesrdy appear on the Austra-
lian website: Nordic Oddity logo, book(s)now logairplane wing and the
Lapp woman. Winter and summer season were shovainmost equal num-
bers, while two thirds of all pictures did not shawlear season.

The Australian website was found to stress Hklsaand nature, as
well as unique Finnish aspects such as art angmeass well as wife carrying

and Santa Claus.
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5.2.3 China

China’s main website included eight pictures, ofchithree fall into the cate-
gory winter activity: snow mobile ride, sledge hiesk and ice-hole swimming.
The other five pictures show a woman in a kitcherbaking factory taking
rolls from a tray (food), Santa Claus with a reied¢éanta Claus, Christmas), a
sheep made from wood by Aarikka (Finnish desigh,symbols), a comic of
wife carrying (other activity), and the country fr(other). Three of the eight
pictures showed unique motifs which did not appaarthe other websites:
woman in bakery, ice-hole swimming, and the woodarnkka-sheep. In per-
cent of all pictures on each website, China’s petuwere among the ones
which show most people (62 %) and most winter ¢68s% while only 13 %
summer).

All'in all, China’s page stressed especially ermactivities, as well
as Finnish specialities such as food, design, Salaas and wife carrying. In
general, the pictures were rather activity-orierded focused on Finland as a

winter destination.

5.2.4 France

France had only four pictures on its main pagectvifall into two categories:
winter activity (reindeer sledge ride, snow mobilge), and Helsinki (Cathe-
dral, Best of Helsinki Awards). Because there wanly four pictures, the per-
centages of winter and people were comparably mgh 50 percent each
while summer was not identified at all.

The picture selection of France lacked varietyl docused on
Finland’s two main marketing centres, which aredapital city area as well as
winter destinations in Northern regions. Overdilk pictures showed an orien-

tation towards winter and activity.

5.2.5 Germany and Switzerland

The starting page of Germany and Switzerland fedtonly five pictures. Two
of them referred to Helsinki (Helsinki CathedraledB of Helsinki Awards),

while the others showed an ice sculpture in thenfof a horse’s head (Finnish
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design, art, symbols), an entrance gate made fcenblocks (winter site), and
the VisitFinland-portal (other). Moreover, wintexason is prominent in two of
the five pictures, while none showed summer or fgeop

Due to the low numbers of pictures, the varietyh@mes on the
main website of Germany and Switzerland was rdtheted and focused on
Helsinki. Finland was presented more as winterinasdn but lacking activity

offers.

5.2.6 Hong Kong

It is remarkable that Hong Kong, a Special Admnaitte Region of the Peo-
ple’s Republic of China, has its own website whigldifferent from the Chi-
nese one. The pictures of the website of Hong Ksegmed to come from a
different source than the pictures on the othersiteb because they did not
show a photo name when being copied from the welagitt none of the pic-
tures on the Hong Kong website appeared on any othlesite.

The starting page of Hong Kong included 13 piesumwhich cover
a variety of themes and did not show a clear foEosir pictures fall into the
category “other” (portal, logo of finnfacts, peogeFinland Roadshow 2008,
big ship), two into the category “Finnish desigrn, aymbols” (litalla candle
holder, Scandinavian houses), and two into thegoaye“winter site” (lit win-
dow covered in snow, hotel in snowy landscape Wtithern lights in the
background). The other pictures presented wintévigc(snowboarding), Hel-
sinki (Helsinki Cathedral), a city street with G3tmas light decorations (Santa
Claus, Christmas), dried fruit and chocolates (joadd a man in a diving suit
floating in the water (other activity). Except fibre Helsinki Cathedral and the
lit window, all other motifs were unique and didtrappear on the other web-
sites. Winter conditions were found more in thetyries than summer, but for
the most part the pictures do not show any season.

The website of Hong Kong was rather differentrirall other web-
sites in the selection of pictures and motifs.iAlall, Finnish design and win-
ter site and activities were stressed; also Chastnilelsinki and food were
identified.
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5.2.7 India

The main page of India was in English and includet pictures. Three pic-
tures referred to Helsinki (twice Helsinki Cathddiest of Helsinki Awards),
two pictures showed nature or animals (Northerhtdighusky face), while the
rest showed winter activity (children climbing aosn heap), a winter site
(glass igloo in snow), wife carrying (other actWitand the country portal
(other). The site showed a little more winter tkammer conditions.

All in all, the page stressed Helsinki and natamed also included
winter activities and sites, while wife carryingpileted the more “crazy” side

of Finland.

5.2.8 Italy

Italy’s page had an introductory page with a pietand animated snowflakes.
Also the general website structure after the iniobdry page was different.
Pictures were located on the right side columnJeviuigos of different travel
agencies replaced the pictures usually found imtldelle column. Five of the
nine pictures showed winter activities (twice hustgdge ride, snowmobile
ride, skiing, woman sitting in snow). Two pictunesre categorized as nature
or animal (Northern lights, reindeer), one as wisite (lighted house entrance
in snow), and one shows Santa Claus with kids.

In comparison with all other websites, Italy sted winter most,
while no pictures included obvious cues of sumrmdrpictures except for two
showed clear winter signs and also the snowflakedributed to this focus.
The picture of Santa Claus gave a hint at one @fRd’s unique aspects. Two
thirds of all pictures had people as their mainimuathich is the most in rela-
tion to the number of pictures and in comparisontteer websites. The stress

of winter activities contributes to the high numbépeople depicted.

5.2.9 Japan

The starting website of Japan included five picdurea slide show on top of
the page and five pictures at the usual locatiothenmiddle column. Winter

activity was stressed and appeared in three pgtsitewing people in a rein-
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deer sledge, on a snow mobile, and with sledgeiésiskwo pictures depicted
landscapes and nature (Northen lights, winter leayols), while the motifs of
the other pictures were a girl throwing a mobil®pé (other activity), men in
sauna (sauna), a wooden design chair of Alvar A#&tonish design, art, sym-
bols), and the cover of winter guide (other). Thotehese motifs were only
found on Japan’s website: the Finland Winter guite,girl throwing the mo-
bile phone, and the chair designed by Alvar Aaktfter Italy, Japan’s website
included relatively the most pictures referringatimter and also the number of
people in the pictures was rather high.

All in all Japan’s website stressed Finland asister and nature
destination, and points out some Finnish spe@alisuch as sauna, design, and

mobile phone throwing.

5.2.10 Netherlands and Belgium

The website of the Netherlands and Belgium wasutch and included seven
pictures. No focus on a certain theme could begeized as all pictures were
assigned to different categories: Finnish desigfisianbols (Kalevala jewel-
lery), Helsinki (Best of Helsinki Awards), naturiidscape/animals (lingon-
berries), other (portal), sauna (sauna whisks)tewriactivity (snow shoeing),
and winter site (building made from snow). The gietof the lingonberries
was a unigue motif not found on any of the othebsites. After Germany and
Switzerland, the website showed the least peopie maost pictures did not
show obvious seasonal signs although winter pisturere more frequent than
summer.

All in all, Helsinki, nature, and winter pictureas well as Finnish

design and sauna are shown on the website of ttleeNeEnds and Belgium.

5.2.11 Russia

The Russian website included ten pictures of whatheach depicted Helsinki
(Cathedral, Best of Helsinki Awards), winter adiyvisnow shoeing, snow-
man), and nature/landscape/animal (twice Northéghtd). Other pictures

showed a horse ice sculpture (Finnish art), Satdas; sauna whisks, and an
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entrance to a building made from snow and ice @visite). Four pictures re-
ferred to winter, none to summer.

All in all, Russia’s webpage depicts Finland astahation for win-
ter and nature travel, as well as for trips todapital Helsinki, with sauna and

Santa Claus as special features.

5.2.12 South Korea

Besides the Japanese website, also South Korda'sesitured a slide show
with four pictures on top of the page. Moreovee tiebsite included six other
pictures, which adds up to a total number of tetupes analyzed.

No real focus on a special theme could be founthé@se ten pictures.
Two pictures each showed Finnish design/art/sym@mmturful house front,
modern art sculptures), nature/landscape/animalsgtNorthern lights), sauna
(twice women in sauna), and summer activities (earp sailing). Other pic-
tures depicted Helsinki (Cathedral) and Santa Claus

South Korea’s website was the only one in whichremactures referred
to summer than to winter. Two of the four identfisummer activities were
found on the website of South Korea, while the wels Sweden and Norway
included the other two. Four of the ten picturegeswed uniquely on the web-
site of South Korea: canoeing, sailing, colourfouke front, and modern art
sculptures.

All in all, South Korea’s webpage promoted Fimlamore as a

summer destination already in March. Summer aaw®/jitnature, sauna, and

Finnish design were stressed, while also Helsinki $anta Claus were shown.

5.2.13 Spain

The website of Spain featured nine pictures of Wwhtwee fell into the cate-
gory Finnish design/art/symbols: the band Lordpiece of modern art show-
ing buildings with black roots, and a ice sculptunethe form of a horse’s
head. Moreover, two pictures showed winter acasit(snow shoeing, snow-
man), while others referred to Helsinki (Best ofIdtteki Awards), na-

ture/landscape/animals (Northern lights), wintde gentrance to a building
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made from snow and ice), and other (laughing gidinost half of the pictures

included obvious winter cues, while summer cuesewet found at all.
Overall, the Spanish website clearly focused amtexr conditions

and stressed Finnish arts and winter activitiesrddeer, nature and Helsinki

were other themes.

5.2.14 Sweden and Norway

The webpage of Sweden and Norway was in SwedisHeatdred seven pic-
tures. Two of these show summer activities (sneahyfon a lake, hotel pool).
The other pictures depicted a woman with a huski van ad for winter-
weekend-trips to Finland (winter activity), a womiansauna, the Finnish flag
(Finnish design/art/symbols), Helsinki (Best of sieki Awards), and an ad-
vertisement in Swedish for winter-weekend-tripsHaland (other).Further-
more, five of the seven pictures appeared onlyhenviebsite of Sweden and
Norway: two advertisements for winter-weekend-tripmall ferry on a lake,
hotel with pool, and the Finnish fladfter South Korea, Sweden and Nor-
way's webpage has the most pictures referring tanser; in fact these two
websites included the only pictures of summer #ads/

All in all, Sweden and Norway’s webpage had &eatexclusive
selection of pictures which did not appear on othebsites. They stressed
summer activities, and also depicted Helsinki, sadesign, and winter activi-

ties.

5.2.15 United Kingdom and Ireland

There were twelve pictures on the website of Unkadgdom and Ireland,

which do not stress particular themes strongly.e&hof the pictures fell into
the category “other”, of which two pictures showhbd VisitFinland-portal and

one a reindeer used in an advertisement for theeaiEasyJet. After the cate-
gory “other”, three categories included two picsueach: Helsinki (Best of
Helsinki Awards, Cathedral), nature/landscape/atgr(idorthern lights, husky
face), and other activity (wedding couple, massagbg other three pictures

showed children climbing on a heap of snow (wirdetivity), a set table
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(food), and a woman in sauna. Of all pictures, appeared exclusively on the
starting page of UK and Ireland: the EasyJet athesrtent with the reindeer
and the wedding couple. Two of the twelve pictumese coded as winter sea-
son, while the other ten did not show clear sighany season, which makes
winter still prominent on the website.

All in all, the website of UK and Ireland stredsdelsinki on the
one hand and nature on the other hand. Relaxati@auna or during a mas-
sage was also a focus. No other webpage referregddings in Finland and
also the British found airline EasyJet was onlynfdwn the website of UK and

Ireland.

5.2.16 United States and Canada

The websites of the United States and Canada &htl8 pictures showing a
focus on Helsinki. Four of the 13 pictures refethie Finnish capital: twice the
Cathedral, Best of Helsinki Awards, and HelsinkirdCaOther pictures were
identified as nature/landscape/animal (Husky fédarthern lights), other ac-
tivity (massage, wife carrying), and other (portady on a wooden wall). The
rest of the pictures show a set table (food), Kalkeyewellery (Finnish de-
sign/art/symbols) and children climbing a heapradvg (winter activity). There
IS no stress of a certain season, as two pictim@s signs of winter, two signs
of summer.

All in all, the webpage of USA and Canada strdddelsinki most,
while also showing nature and different activiti@gnter activity, massage,

wife carrying) without stressing a certain season.
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5.3 FINNISH TOURIST BOARD: FINLAND'S IMAGE AND
COUNTRY PORTAL

The results of the email-inquiry and survey arecussed in this chapter in
three parts. First, | will discuss the creationgass of the Country Portal web-
site. Then | will turn to the results of the largamail-survey, analyzing the
respondents’ evaluations of Finland’s image, andllfy, of the Country Portal

website.

5.3.1 Creation of the Country Portal Website

The responses showed that the Country Portal veelssitreated in cooperation
between the marketing department which decides tabeneral marketing
strategies and the Country Portal leader who decidb®ut the strategy of the
website. The Country Portal team of editors choggesific pictures and texts.
The basic texts are first written in English asadéif language, which is then
translated in nine other languages and edited dirgpto the marketing area.

The respondent pointed out that the Country Porédsite is “the
most important marketing channel of the Finnish ristuBoard” which is
therefore strongly intertwined with the main mankgtstrategies. The fact that
English is used as default language instead ofistinshows the international
orientation. Furthermore the website content is oy translated but also
adapted to the marketing area. However, it stayedear whether this cus-
tomization only concerns factual information (hgw to get to Finland from
different countries) or also takes in considerai@nltural factors and other
special needs of the marketing regions or countfesthermore the respon-
dent stated that the texts were translated in laimguages but | found ten other
languages on the website: Chinese, Dutch, Freaehnan, Italian, Japanese,
Korean, Russian, Spanish, and Swedish.

5.3.2 Evaluations of Finland’s Image

The four respondents evaluated Finland’s imageoasst destination rather

critically: “challenger brand”, “weak”, “unknown”ral “uninteresting”. Also
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Saraniemi and Komppula (2003: 3) have found inrteeidy that “Finland is
still a fairly unknown country” and this is als@s#d in the latest Nation Brand
Index report for Finland (GfK, 2008).

The respondents’ opinions about Finland’s positio the global
tourism market comes closest to what Kotler et(#93: 35) categorizes as
“weak image”. According to Kotler et al. a weak meabasically has three rea-
sons: The countries are small, lack attractiongjoonot advertise. In the case
of Finland the lack of attractions definitely weakehe image, which has been
stated by the respondents when asked about ungppeeta or icons of Finland.
One respondent remarks that Finland does not hat@utistic icon such as the
Eiffel tower”, which is also criticized in the refgioof the Nation Brand Index
(NBI) for Finland of last year (GfK, 2008). The NB#port states that there is
“plenty of room for improvement” of Finland’s imaged that it “could have a
stronger image, should have a stronger image, anddwdecidedly benefit
from a stronger image” (GfK, 2008: 9-10). One raspent even refers to the
NBI mentioning that Finland reached “rank 27 in gamson of 50 countries”.
Actually, the overall ranking of Finland was ran&, ivhile it was weakest in
the category “culture” in which it only reached kai/.

All respondents agreed that nature and water aengal characteristics of
Finland’s image. Also Saraniemi and Komppula's @0@&s well as Va-
ramaki's (2005) findings showed that generally matwater and lakes were
associated with Finland. The aspect of nature Wss @early represented in
the pictures of the Country Portal website, asliesen explained earlier in the
discussion of the picture analysis results.

Three respondents mentioned Lapland, two alserrexf to Santa
Claus while Helsinki only appeared once in the oasps. Lapland represents
Finland somehow as a winter destination and alsmimected to the myth of
Santa Claus living at the Arctic Circle. Finlandisrthern location and its win-
ter conditions were also stressed by the respoasddrbaraniemi and Komp-
pula (2003), while the Japanese respondents innvkiss (2005) study also
associated Santa Claus with Finland. One of thporegents of the Finnish
Tourist Board (FTB) saw branding possibilities urther developing Santa

Claus as a Finnish icon, which seems to suit at i@ Japanese market. Santa
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Claus was also found in pictures on the main websif Australia, China, It-
aly, Russia, and South Korea which shows thatithed is currently used for
marketing purposes by the FTB.

Two survey respondents referred to Finland asuatcy of contra-
dictions or contrasts, which neither Saraniemi &wnppula nor Varamaki
have found in their surveys. It seems that mostplge@re not aware of
Finland’s contrasts for example the influences othbEast and West as
Finland was under Swedish as well as under Russalan Contrasts were not
really pointed directly in the pictures of the FTi&bsite but in the total re-
sults, in which Helsinki as well as nature were agthe most frequent picture
motifs showing the contrast between city and cosinde.

Two respondents also pointed out the honestyrofi$h people and
the Finnish language and bilingualism as uniqu&ufea of Finland. The Japa-
nese also perceive the Finns as being honest aakiagg many languages
(Varamaki, 2005: 104). These aspects were not septed in the pictures of

the Country portal.

The respondents had different points of views, vasgects are promoted and
stressed most by the Finnish Tourist Board. Ongoregent mentioned the four
C’s, contrasting, creative, cool and credible, whigere defined as Finland’s
main branding dimensions of the FTB in 2008 (prestéon by FTB Director
General Lehtonen, 2008: 19). At least, cool andtore aspects are found in
the pictures on the website which depict winteivétets, Finnish design and
art. Credibility seems to be connected to the apatien of honesty in Finnish
culture which amazes foreigners (Sillitoe, 2009) atso shown in the statistics
of Transparency International which ranks Finlaaasae of the least corrupted
countries in the world.

Two other survey respondents stated that windrwainter activi-
ties, Christmas and Santa Claus were stressedbywdbe FTB during the last
years. The focus on winter activities becomes alwim the selection of pic-
tures for the Country Portal, in which winter attes were the second most

frequent motifs after Helsinki.
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Two respondents agree that Finland’s nature andrenatctivities
are stressed by the FTB, while one points outttit@FTB promotes Finland as

modern country.

5.3.3 Evaluations of the Country Portal Website

All respondents agreed that the internet is on®@imost important and effec-
tive channels for communicating the image of Fidlamhile the importance of
print and television is decreasing. It was alstestahat the target group of the
FTB are “heavy internet users” and therefore altka@ng activities will be
focused on this channel.

One respondent criticized the current versiothef Country Portal
website, pointing out that it will be completelynesved in August 2009 to
serve the costumer needs better by offering ergopalized user profiles and
more interactivity.

Two respondents agreed that high-quality andresteng pictures
on the Country Portal website were extremely imgoatrfor creating a unique
image of Finland because many people do not resgltiexts. The importance
of headlines and pictures in print products wagylpnoven by eyetracking
studies; however, the latest study of the Poymistitute ("EyeTrack07", 2007)
points out that online readers read deeper that praders and that navigation
bars are more important than photos or headlinesmionline environment. It
was also found that in print as well as in onlinedm large documentary col-
our photos gained more attention than small blaakwahite staged photos.
The photos which were analyzed in this study froe €ountry Portal website
were rather large on top of the page (514x 234lpiand quite small in the
middle column (104 x 104 pixels). It was found Ime tEyetrack Ill (Outing,
2004) that images that are at least 210 x 230 pikekize were viewed by
more than half of the testers. The new CountrydPornight pay attention to

this finding and increase the picture size acc@igin
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5.4 LIMITATIONS OF THE STUDY AND IMPLICATIONS
FOR FURTHER RESEARCH

There are some limitations regarding the findingsny study. First of all,
qualitative research does not allow generalizirggfthdings, and secondly the
results might be biased by the procedures of dataction, analysis and sam-
pling, by the survey participants and the researche

In the content analysis, there might be biasessdngpling because
the starting pages of the different country versiarere chosen purposefully
and non-randomly. The pictures might have beenrpréed and categorized
differently by another researcher who might havaxihed somewhat different
results. Keeping in mind these limitations, | trisolwever to be as objective as
possible, conducted the content analysis in a lglesructured manner and
developed the categories inductively from the maltehrough repeated re-
coding. The categories were clearly explained enabde book, complete and
mutually exclusive, which makes the coding relicdohel reproducible.

Also a questionnaire has certain limitations aiasés (Bertrand &
Hughes, 2005: 68-73). Again the sampling of thdigpants was purposive
and non-random, which does not allow for generibma Furthermore, al-
though the questions were formulated in a clearesm®y language and contact
details of the researcher given for possible qaestithere might have been
misunderstandings. The translation of the respopesgd another possible
threat due to misunderstandings although it waslacted with the support of
a native Finnish speaker. Finally, although th@oeslents were informed that
the data will be treated confidentially and anonysip some answers might
not be honest or incomplete.

Another limitation lies in the fact, that thisudy could not explore
the concept of country image in its full extenthier and Richie (1991) pro-
posed a combination of quantitative and qualitatigproaches in order to best
grasp the image of a destination in all its facAthough this study acknowl-
edges the rightfulness of this claim, it only apgliqualitative methods due to
the limited scale and resources of this researahgdr studies could be done

on a similar topic.
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The new Country Portal website of shall be onlmé&ugust 2009
and it would be a great opportunity to research Hog/ new website incorpo-
rates more personalized and interactive featureshamv it differs from the
older version. One could explore if and how these fieatures influence the
image of Finland presented on the website. Furtberrsimilar studies could
be done for other countries in order to see howntgunarketing and image
strategies differ.
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6. CONCLUSION

In this study, | showed and explained theoreticalnections between stereo-
types and image proposing the combined term oéstgoed image. This term
was already used by Varamaki (2005) but lacked clefinition.

Many scholars agree that country brands comgigihages, which
are often powerful stereotypes. This means alsb @aheonnection exists be-
tween two fields of study: intercultural communioatand destination brand-
ing. On the one hand, in destination branding, \maraness of the close rela-
tion between stereotypes and image might inspirekebers to counteract
negative effects of stereotyping in country bragday showing a more multi-
faceted image of the country. They might recogtize marketing a country is
more than product marketing and acknowledge thespansibility as image
shapers in intercultural matters.

On the other hand, in intercultural communicatstereotypes have
been studied in the contexts of identity constarcnd uncertainty reduction,
but mostly were regarded as obstacles of successfuimunication. With the
rise of global media and country branding actigitiene should pay more at-
tention to their implications in the field of intedtural communication: How
do country images which are created or stressedrényding activities show
nations? And how do these images influence intemnal relationships and
intercultural communication?

Knowing, that country images have developed owveetare trans-
ferred over generations, and are constantly infltedrby different sources of
information, might help to better understand themfation of stereotypes as
well. So far, mostly individual cognitive-psychologl (e.g. complexity reduc-
tion) as well as sociocultural theories (e.g. do@a#ion) have been applied in
intercultural communication to explain the origih stereotypes. Although
mass media are included in the social-learningrtegpocountry branding ac-
tivities have not been considered in particulan gtance, one could try to
find connections between the main themes in th&etiag of Finland’s coun-
try image and the stereotypes towards its inhatstddoes the country brand-
ing’s stress of Finland as winter destination dbote to the stereotypical

evaluation of Finns as emotionally rather coldtatisand quiet?
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In my own empirical research | explored what imagéd=inland were pre-
sented on the website visitfinland.com, and howeetspof the Finnish Tourist
Board evaluated the image of Finland and the websit

| found that most of the pictures on the webseinto the follow-
ing categories (excluding the category “Other”)idtt&i (17 %), winter activ-
ity (15 %), nature/landscape/animals (13 %), anthiSh design/art/symbols
(11 %). This shows that all together Finland isspreed as a winter destina-
tion, a country of contrast between urban and yanadl a centre of design and
arts. Besides other activity (7 %), winter sit€4h and summer activity (2 %),
some rather unique Finnish specialties were predergauna (5 %), Santa
Claus/Christmas (4 %), food (4%). Although Finlaisdalso known for its
high-tech and innovations such as Nokia mobile psand Linux software, as
well as for its sportsmen such as Mika Hakkinemn@aAhonen or legendary
runner Paavo Nurmi, these themes did not appeéaeipictures at all.

| also showed that the picture selection variedfcountry-website
to country-website and sets other thematic presitiBased on the email-
inquiry and regional marketing segments of the BimnTourist Board it
seemed that the selection of the pictures was neestegree purposeful and
customised for each market although the selectiteria did not become to-
tally clear. Survey results about the Country Rontabsite creation showed
that the contents depend on general marketing padfg strategies for the
website. The team of web-editors finally choosesupes and texts. Texts are
written in English, translated in different langeagand adapted to the market
region. Details about the extent of the adaptadioth selection criteria were not
made explicit.

The larger survey showed that the image of Fohlisnevaluated

as weak by the respondents. This means that theatefinitely space for im-
provement which could be promoted by marketing larashding activities. The
strategy of the FTB for 2009-2014 clearly stressdwlistic approach to de-
velop Finland’s image as a tourist destination vihk new Country Portal
website as main channel (FTB, 2009b). Although rib&pondents criticised
Finland’s lack of unique attractions, most of thetimressed the country’s natural
beauty, with lakes, purity, Lapland, and contrastsspecialties. According to

the respondents, the FTB mostly promotes Finlandiater and nature desti-
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nation following the 4C-core values of the FTB:dide, creative, contrasting

and cool.

Getting back to the quote by Norman Douglas (191 The very beginning of

this study, the final question is: Which idealsFafland can you tell by the

advertisements and strategies of the FTB? The angwthis question also

refers back to identity issues of Finns and thein anage of their home coun-
try, because all survey participants were Finns @aabrding to the names on
the website most of the FTB-employees are Finns.

Looking at the results of the picture analysid #me survey, four
themes appear frequently: nature and winter, asagaireativity and contrasts.
The Finns themselves seem to appreciate theiraatunich becomes obvious
for example in the more than 475.000 summer catg@tatisticsFinland,
2007) owned by the Finns and the preference of doomeavel especially dur-
ing the summer holidays (June-August) and skiingdhgs (February/March).
Winter sports such as cross-country skiing andhmekey are part of the
school curriculum and popular sports.

Also in the book “Suomalaisten Symbolit” (Halon&nAro, 2005:
8), best translated as “The symbols of the Fintells that certain symbols
strengthen the Finnish culture and identity, andneat the Finns. It is stated
that the countryside, lakes, water, and forestg pléuge role in the Finnish
identity, while cities became part of the identiégher late due to late industri-
alization and urbanization of the country (31-380rthermore, important de-
signers and artists are presented as shapersrogfrisymbols (60-78): painter
Axel Gallén (1865-1931), composer Jean Sibeliu$%1B957), cross-country
skier Anton Collin (1891-1973), runner Paavo Nurh897-1973), architect
and designer Alvar Aalto (1898-1976), writer Toamgson (1941-2001), glass
ware by littala (since 1881), and fabrics by Markk® (since 1951). The book
also describes Finnish symbols in everyday life anhdolidays (116-142):
Santa Claus (joulupukki), rye bread (ruisleipa) skenkorva vodka, salty lig-
uorice (salmiakki), coffee, buns (pulla), sauna,(tarva), and mobile phones
(kannykka).

Although these descriptions do not allow geneadions, it seems

that the FTB promotes Finland in a way which cqoggls at least partially
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with the images the Finns have of themselves aed thwn country. One
should keep in mind that, this image has grownohisally and is confronted
with changes due to globalization and a more ancemaulticultural society.
According to Statistics Finland (2009), the numbemmigrants per year has
been rising from 9,142 in 1987 up to 29,114 immggain 2008. Umayya
Abu-Hanna, writer and Cultural Diversity Coordinatd the Finnish National
Gallery's Research Department, criticized in arerinew with SixDegrees
(Koskinen, 2009), that the discourse on multicallism in Finland is “infan-
tile” and “vacuous”. In the future, Finland too Ilave to face the challenges
of multiculturalism, but at the same time has tharce to profit from it.

Be curiousnot judgemental
Walt Whitman
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APPENDICES

Appendix 1: Analyzed Websites in Alphabetical Order
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Appendix 2: Questionnaire in English and Finnish

May 5, 2009
Survey about Finland’s Image in Tourism Marketing

In today’s competitive global tourism market, ague and distinguishable image is
essential for success. | am a student of IntenallfDommunication at the University
of Jyvaskyla. In my Master’s thesis | study the gmaf Finland in tourism marketing.
| have been in contact with Executive AssistansK8alminen and got the possibility
to conduct this survey.

| appreciate your support as participant in thiveu
The questionnaire consists of six open-ended aquestconcerning the image of

Finland, and the Country Portal Website “Visitfimthcom”. Please also sign the letter
of consent below, so the data can be used for agigh

Please send your answers back tmsawint@jyu.fi by Friday, May 15" 2009.

The survey data will only be used in the contextho$ Master’s thesis and treated
confidentially and anonymously. Your answers carb@tonnected to your name or
your position. It is voluntary to participate indtsurvey, and you have the possibility
to withdraw from the project without having to stat reason for doing so.

Feel free to contact me in case you have any fugbestions concerning this survey.

A digital copy of my thesis will be sent to the Exéve Assistant of the Finnish Tour-
ist Board, Kirsi Salminen, after it has been apprbisy the University of Jyvaskyla.

Thank you for participating!

Carolin Winter

Student of the Master's Programme in Intercult@ammunication
University of Jyvaskyla

Email: casawint@jyu.fi
Phone: 050 345 7494

Letter of Consent

| have received information about this researchjgerband accept to participate.
| accept that the survey data will be publishethie Master’s thesis in print and dig
tal version.

Date, Place Name

| can be reached at the following phone numbepfssible further questions:
(optional)




SURVEY

|. Personal information

- Age:

- Gender:

- Nationality:

- | have been working for the FTB since arye
- My position in the Finnish Tourist Board:

- My main tasks include:

[I. Image of Finland
1. How would you evaluate the image of Finland asuaisb destination?

2. In your opinion, what aspects make Finland uniqe#fch Finnish
specialities, icons or symbols would you emphasize?

3. In your opinion, what Finnish aspects are promated stressed most
by the Finnish Tourist Board?

[ll. Country Portal Website “VisitFinland.com”
4. How do you contribute to the content of the website

www.visitfinland.con? (e.g. strategic decisions, web editing, writing
texts, translating texts, selecting pictures...)

5. How would you evaluate the internet’s importanaec@mmunicating
the image of Finland compared to other media @arhures, print ad-
vertisements, TV spots...)?

6. How would you evaluate the importance of pictureshe website for
creating a unique image of Finland?



5 toukokuuta 2009
Kysely: Mielikuva Suomesta Turismimarkkinoinnissa

Globaaleilla turismimarkkinoilla ainutlaatuinen tikeiva on tarked osa menestymista.
Opiskelen kulttuurienvalista viestintdd Jyvaskyldiopistossa.
Maisteritutkimuksessani tutkin Suomi-kuvaa turisramkinoinnissa. Olin yhteydessa
Executive Assistant Kirsi Salmiseen kanssa ja saihdollisuuden tehda taman
tutkimuksen.

Kiitos, ettd osallistut tdihan kyselyyn.
Kyselylomake sisaltaa kuusi avointa kysymysta Sdkuwasta ja “Visitfinland.com”
web-sivustosta. Muistathan myds allekirjoittaa sumsiskirjeen, jotta voin kayttaa

tietoja gradussani.

Lahetathan vastaukset perjantaihin 15. huhtikuuta 209 mennessa osoitteeseen
casawint@jyu.fi.

Tutkimuksen tietoja kaytetddn ainoastaan tass@rdussa ja kasitelladn
luottamuksellisesti ja nimettdmana. Vastauksiaogi@ yhdistda nimiin tai asemiin.
Osallistuminen on vapaaehtoista, ja tutkimuksestmahdollistaa vetaytya antamatta

syyta.

Voit ottaa minuun yhteytta kaikissa tutkimukseditylWissa kysymyksissa.
Lahetan digitaalisen kopion gradustani Kirsi Saéties kun se on hyvaksytty.
Kiitos osallistumisesta!

Carolin Winter

Opiskelija, kulttuurienvalisen viestinnan maistéjeima

Jyvaskylan Yliopisto

Sahképosticasawint@jyu.fi
Puhelin: 050 345 7494

Suostumuskirje

Olen saanut tietoa tutkimuksesta ja suostun osathaan.

Hyvaksyn, etta tutkimuksen tiedot julkaistaan Piadgun painettuina seka
digitaalisena versiona.

Paivamaara, paikka Nimi

Mahdollisia lisdkysymyksia varten minut tavoitt@saavasta puhelinnumerosta:

(vapaaehtoinen)




KYSELY

I. Henkilokohtaiset tiedot
- Ik&:
- Sukupuoli:
- Kansalaisuus:
- Olen ollut toissa& Matkailun edistamiskeskuksessadesta
- Asemani Matkailun edistamiskeskuksessa:

- Paaasiallisiin tehtaviini kuuluu:
Il. Suomi-kuva
1. Miten arvioisit mielikuvaa Suomesta matkailukedria?

2. Mitk& nakokohdat tekevat mielestasi Suomestatiaatuisen? Mita
suomalaisia erikoisuuksia, ikoneita tai symbolegmpttaisit?

3. Mita suomalaisiadktkohtiaMatkailun edistamiskeskus on mielestasi eniten
edistanyt ja painottanut?

[ll. Country Portal Web-sivusto "VisitFinland.com"

4. Miten vaikutat tyollasi web-sivustamww.visitfinland.comsisaltéon? (esim.
strategiset paatokset, web-editointi, tekstierokigaminen, tekstien
kaantaminen, kuvien valitseminen, ym...)

5. Miten arvioisit Internetin merkitysta Suomi-kuwveiestittamisessa
verrattuna muihin medioihin (esim. esitteet, mainlusteet, TV-spotit, ym...)?

6. Miten arvioisit web-sivusto-kuvien tarkeyttd ailaatuisen Suomi-kuvan
luomisessa?



Appendix 3: Survey Responses

3.1 Single E-mail Inquiry

| am interested, how the different language vessiointhe website are created.

Are they only translated of customized for diffeareauntries?

[Olen kiinnostunut siita, miten eri kieliversiot nk&osivustosta luodaan.

Ovatko sivut vain kdannetty vai onko ne valmistetiumaiden mukaisiksi?]
The basic texts are first done in English (defamt)ich is then translated
in other languages (nine other languages). If tieectearly something in
the text that is not needed in a marketing regiben it is of course not
translated. Especially in the close vicinity, inhdae that certain informa-
tion is not translated. After that the texts aik aetlited to suit the market-
ing region, e.g. How to get to Finland.
[Perustekstit tehdaan ensin englanniksi (defaujosta ne sitten
kdannetaan muille kielille (9 kpl). Jos teksteiss@ selke&sti jotain
selllaista, jota ei ko markkina-alueella tarvitad i tietenkaan kaanneta.
Etenkin lahialueilla voi olla etta tiettyja tietojai kdanneta. Taméan
jalkeen tekstit viela editoidaan markkina-alueslbpiviksi, esim. How to
get to Finland.]

Liséksi olisi hyvaa tietdd, ketka tekevéat sivudtoakevia strategisia paatoksia,
paattavat aiheista/iskulauseista, kirjoittavat tejgs valitsevat valokuvia
sivustolle, ja niin edelleen.
The marketing team makes decisions connected taetnag, slogans,
campaigns, and is participating in other ways alsgs the portal is the
most important marketing channel of the Finnish risiuBoard. Photos
and common texts are also chosen by the portal. t8trketing decides
about marketing strategies, and the portal leagerdécides about the
general portal strategy.
[Markkinointitimi tekee markkinoitiin liittyvid péatoksia, iskulauseita,
kampanjoita ja ovat mukana muutenkin - onhan pbrMEKin tarkein
markkinointikanava. Valokuvat ja yleiset tekstit litean myos
portaalitimissa. Markkinintistrategioista paattaanarkkinointi, ja

portaalin yleisesta strategiasta paattaa portaaiio. |



3.2 E-mail Survey with Four Respondents

1. How would you evaluate the image of Finland &suaist destination?

a.

Challenger brand, attracting a certain type of peoysionaries and bal-
ance seekers with common mind set globally butdraographics can dif-
fer country by country. Approximately 15 percentatiftravellers.

Weak, slightly positive, uninteresting, rank 27comparison of 50 coun-
tries. [Heikko, varovaisen positiivinen, mielenkioton, 50 maan ver-
tailussa sija 27.]

Unknown, but the ones who know it view/regard isitigely. In peoples'
minds/opinions, Finland is not the first option whehoosing a holiday
destination. Finland is more known as a winteridatbn, Lapland is con-
sidered as Finland, the element of snow is impofieumtematon, mutta ne
ketka tuntevat suhtautuvat positiivisesti. Suomioks ihmisten mielissa
ensimmaisenad valittaessa lomakohdetta. Suomi taanetenemman
talvikohteena, Lappi mielletddn Suomeen, lumieleth&irked]

No culture-destination, nature is highlighted. @feof product are not
found, Finland’s markets its resources (= tells Hmautiful it is, what it
has). [Ei kulttuurikohde, luonto korostuu. Tuot@iataa ei 16ydy, Suomi

markkinoi resurssejaan (=kertoo miten kaunistaaikkea on).]

2. In your opinion, what aspects make Finland uajWhich Finnish speci-

alities, icons or symbols would you emphasize?

a.

Different holiday destination, for individualisigseople who are very active
in sports and who are seeking for new kind of gmtism. Pure nature,
fresh air and fresh food, uncomplicated travellmgere everything func-
tions and people are not cheating, they do what #ag, say what they
mean. Where you can travel careless, due to ertahléastructure and
uncomplicated way of life. Lakes, rivers, sea shptenty of water, inter-
esting contrasts like Lakeland and Lapland, eadtvaest, cities and pure
country side, ice and snow, hot saunas, hot evbigls,tech etc. Icons and
symbols: as you are asking Finnish Tourist Bodrd,gymbol is our coun-
try brand logo which symbolizes shapes of Finnigture and/or design.

We do not have unique aspects. Characteristicama@ng others nature,

freshness, honesty, border with Russia, 188 008sl|a&rchipelago, Lap-



land, seasons, trendy Helsinki, bilingualism. Wekla touristic icon such
as the Eiffel tower. Santa Claus could be develdpether as icon, al-
though it exists in many countries. [Ainutlaatuisea meilla ole.
Erityispiirteitd ovat mm luonto, raikkaus, rehelys, raja Vengjan kanssa,
188 000 jarved, saaristo, Lappi, vuodenajat, tikersdi Helsinki,
kaksikielisyys. Meilta puutuu matkailullinen ikonkuten Eiffel-torni.
Joulupukista voisi kehittyd, vaikka niitékin on nitamailla.]

c. Christmas, Santa Claus, ice-breaker Sampo, snow- glass-igloos,
Lakeland, Lapland, sauna, reindeer, Finnish peoméyre, peace, space,
ja lasi-iglut, Lakeland, Lapland, Sauna, Poro, salaset ihmiset, luonto,
rauha, tila, hiljaisuus, moderni, toimiva]

d. Unique factors are difficult to appointeveryone has much the same, there
is lots of copying, etc. Finland’'s main selling pisi are contradictions
(east-west, winter-summer, traditions-modern, elarge lakes and lake
areas (which the Finns however do not put forwaed wisible at large).
Language is 100 percent a unique thing. [Ainutiséuekijoita on vaikea
nimeta — kaikilla on paljon samaa, kopiointia orljgra jne. Suomessa
padmyyntipointteja ovat vastakohtaisuudet (itéilaadvi-kesa, perinteet —
moderni jne), suuret jarvet ja jarvialueet (joiteomalaiset eivat kuitenkaan
tuo esille kovin nakyvasti kokonaisuutena). Kieh 400 %sesti ainut-

laatuinen asia.]

3. In your opinion, what Finnish aspects are proatoand stressed most by the

Finnish Tourist Board?

a. Contrasting, creative, cool and credible Finland

b. In the last years, winter, winter activities, asllves Christmas. Very re-
cently it was invested in the development of sumpmeduct offers. [Viime
vuodet talvea, talviaktiviteetteja sekad joulua.nhaime aikoina panostettu
kesan tuotetarjonnan kehittamiseen.]

c. Christmas, Santa Claus, cabin/cottage, lake, suragctfities, snow, snow
activities, beautiful nature [Joulu, joulupukki, ki@, jarvi, keséaktiviteetit,
lumi, lumiaktiviteetit, kaunis luonto]

d. Nature activities, modern country [Luontoaktiviiggnoderni maa]



4. How do you contribute to the content of the websww.visitfinland.com?

(e. g. strategic decisions, web editing, writingt$e translating texts, selecting

pictures...)

a.

5

Your survey comes two months too early as the atirrersion will be re-
placed by a completely renewed and rewamped 2l€dspprtal where you
can search for information, profile yourself asvéiéer, get recommenda-
tions based on that, compare products and makergsln addition also
use tools like Travel planner, share opinions, gepees, images and vid-
eos with other travellers, rate products and dastins etc. The travellers
will be even escorted during their trip on Finlamg mobile services. Cur-
rent version is not serving our customers well.

General management of the portal development. gBlint kehitystyon
yleisjohto.]

All marketing communication decisions and actionaform to the direc-
tions of the branding handbook and -manual [Kaikkarkkinointivies-
tintdpaatokset ja teot noudattavat brandikasikifparmanuaalin ohjeistuk-
sia]

To the theme contents, pictures, etc. [Teemasikiittkuvat jne]

. How would you evaluate the internet’'s importaf@e communicating the

image of Finland compared to other media (e.g. buwes, print advertise-

ments, TV spots...)?

a.

Internet is the most important channel and mediamarketing activities,

online and offline, of Finnish Tourist Board wilklxreated in a way that
they bring visitors to the new portal, global aities locally adapted (virals
etc.) will be set up. Our customers, our targetugrof 15 percent, are
heavy internet users, who are not watching TV weuogh, so all activities
will be designed to reach this group the best,\eaydifferent communities
where our target group is active and in many otliiéerent means depend-
ing on the target market and the demographics. WVieodl try to reach eve-

ryone. We are concentrating on our main target starland the target

group.



b. The significance of brochures is decreasing; the ob internet and social
media is growing. The effect of traditional medsaquite small after all.
[Esitteiden merkitys alenee, internetin ja siellén&in sosiaalisen median
rooli kasvaa. Traditionaalisen median vaikutus dkea gieni, loppujen
lopuksi.]

c. Important, print supports [Tarkeda, printti tukee]

d. Nowadays, people get information from the interAehong the older trav-
ellers it is probably not like that yet, but it Wthange too. Guide books are
then taken along and things like that. TV-spotspkee destination in
peoples’ minds. [Nykyisin tieto haetaan netista. rtWmeemman
matkailijavaen kesken nain ei varmasti viela oleyttan sekin tulee
muuttumaan. Mukana pidetéaan sitten opaskirjoja timé-spotit pitavat

kohdetta mieless]

6. How would you evaluate the importance of picduoe the website for creat-

ing a unique image of Finland?

a. See above. It is not representing Finland in a weayvill do soon.

b. High-quality, striking, and interesting picture® arery important. Many do
not bother reading the written texts, at least adot. [Korkealaatuiset,
iskevat ja kinnostavat kuvat ovat hyvin tarkeitdirjddtettua tekstia
monikaan ei viitsi lukea ainakaan paljon.]

c. Extremely important [Erittain tarked]

d. I am not talking about a unique Finland-image. Tlisa very per-
sonal/subjective point of view — in addition: whatmeant by that — there
are specific images of each country and each id kinunique, because
there is only one of each country. The other Fielamage is another thing.
The portal is of paramount importance in creatingnaage of a travel des-
tination. Above all have been so far tour catalegumsed on which trips
have been purchased. In these (the products) aromiinter-Finland has
long been emphasized, so the summer-image is deglifEn puhu
ainutlaatuisesta Suomi-kuvasta. Se on hyvin omailéén nakokanta —
lisdksi : mitd silla tarkoitetaan — jokaisesta ntaasn omanlaisiaan
mielikuvia ja jokainen on tavallaan ainutlaatuinkoska kutakin maata on

vain yksi. Suomi-kuva muuten on toinen asia. Pdirtaa ensiarvoisen



tarked matkailumaakuvan luomisessa. Sita ovat tolidein saakka myos
ennen kaikkea matkanjarjestajien katalogit, joidankaan matkoja on
ostettu. Niissa (siis tuotteissa) on jo kauan kionost yhtendinen talvi-

Suomi, joten kesan imago on hiipunut.]



