
	Destination image of Denmark and its effects on the Russian outbound travel
Master thesis

Aalborg university, 2010

Natalia Saenko 

Supervisor Henrik Halkier


Table of contents
2Introduction


2Problem statement


3Research questions and objectives


4Research scope


5Abbreviations


6Theoretical framework


6Destination image concept


9Destination image promotion


13The elements of destination image


18Methodology


18Theoretical background


21The empirical research


28Data analysis


29Empirical analysis


30Image of Denmark


36Cognitive knowledge on common attributes


38Cognitive knowledge on unique attributes


41Affective images


42Conations


43Holistic images


44Summary


45Projected image of Denmark and its effects on Russian tourism


45Induced image of Denmark


51Means of marketing communication


56Rationale behind the marketing decisions


60Summary


62Conclusions and recommendations


65References




Introduction

Problem statement
Analyzing the impacts of the recent financial crisis, the European Travel Commission reported a decline in international arrivals in Europe in the first four months of 2009 by 10%. Denmark suffered the worst decline of all the Scandinavian countries (12, 5% in nights); Sweden lost 8, 2 % and Norway 9, 2% of international tourists-nights.
 The problem occurring  is even more critical in the view of the fact that during 2000-2007 Denmark had already experienced a decline of 2% in international arrivals, while international tourists’ arrivals in Europe and in the world have risen 23% and 32% respectively.
 

The financial crisis and low arrivals from traditionally strong outbound markets led to growing interest in the lucrative Russian market where a lot of potential is still hidden. The Russian Federation is now considered one of the world’s fastest growing outbound markets, and this growth seems set to continue. With a population of 142 million, Russia is the ninth biggest outbound travel market in the world in terms of expenditure, generating US$ 22.3 billion in spending abroad and 34.3 million outbound trips in 2007. 
  Russia is a heterogeneous travel market with a variety of types of demand represented. Moscow, which accounts for two thirds of all package tours, is only two hours by flight away from Copenhagen. Russian tourists are prepared to spend a considerable sum of money during their travels; in Denmark, a Russian tourist spends around 1700 DKK daily.
 Both historical and cultural roots connect the two countries. Alongside relations between the royal families, there are the cultural and business exchanges through the centuries, and a great love of Russian people for the Danish fairytales. 

In spite of this, it seems that Denmark does not attract many Russian tourists. Compared to its neighbors and the main competitors, Norway and Sweden, Denmark shows only a very slight increase in nights and arrivals from Russia.
  In 2008 53.000 Russians visited Norway with 46.000 guest nights, which indicate an increase of about 18%
, whereas Denmark issued only 1800 Russian tourist visas during the same period.

 Denmark may possess much potential but still may not attract Russian tourists. There have been some barriers to increasing Russian tourism in Denmark, such as strictness in the process of obtaining tourist visas. This, however, may not be the only reason for the low tourist flow to Denmark.  

Research questions and objectives
It is generally recognized that destination image plays a central role in the travel decision process; therefore I would like to investigate the following questions:

In which ways does the destination image of Denmark influence Russian outbound tourism? In which ways does the image of Denmark, promoted by VisitDenmark, affect Russian travel to Denmark?

This paper concentrates on the destination image of Denmark in the Russian market and assesses its strengths and weaknesses using theoretical perspectives. I confirm my research with the theories on meaning and measurement of destination image by Echtner and Ritchie
, Tasci
 and other researchers. I use their perspectives to assess image of Denmark as a tourist destination. I attempt to find out representative elements forming the image of Denmark among Russian tourists and draw on relationships between these elements and the development of Russian outbound tourism in Denmark. Finally, tendencies and strategies in Denmark’s promotion in Russia are discussed in order to examine links between the way destination image is introduced in Russia and the Russian outbound travel market. By the chosen method I focus on the link between destination image and travel behavior more specifically, rather than to seek to address all aspects of the research questions.
In additional to the main goal of the study, recommendations for the Danish tourism organizations and other actors who might be interested in increasing Russian tourism in Denmark are considered.

Research scope 


To assess the image of Denmark, its potentials and effects on the Russian outbound travel market in Denmark, qualitative research based on interviews with travel trade and tourism organizations in Russia has been conducted. This study did not perform research among potential and actual travelers; instead, the interviews illuminated current demand and trends in Russian tourism as seen by tour operators and agencies. My respondents were top managers and the most competent persons to speak about Denmark from the 10 Russian biggest companies located in Moscow and St. Petersburg. Often, the interviews took a path of a long and rich discussion, which showed the concern of the respondents with the topic. 


The interviewees from the Danish side included directors and top managers of the tourism organizations, and the most competent persons to speak about Russian tourism in Denmark. They reacted with great interest and support to my study. I would especially like to thank the Danish travel agency ViewPoint Travel Scandinavia for their enormous help in collecting empirical information. 


In addition to the interviews, the study incorporated desk research, which involved gathering data from secondary sources such as annual reports and internal sources of the organizations, free access data on the internet and professional magazines and newspapers. Reports and documents critical for the analysis were kindly provided by Thomas Kastrup from VisitDenmark.

 Abbreviations
ETC-the European Travel Commission

UNWTO-the World Tourism Organization

VDK- Visit Denmark

VPT- View Point Travel Scandinavia

NBI- National Brand Index by Simon Anholt

NTO-National Tourist Office

Theoretical framework

Destination image concept
Destination image is believed to be a key factor in the travel decision making process (Echtner and Ritchie 1991, Baloglu and McCleary 1999, Beerli and Martin 2004, Tasci and Cartner 2007); therefore destination image has been an important topic in tourism studies in the last decades. The multidimensional nature of destination image continues to receive much attention from researchers because destination marketers want a better understanding of how an image is formed and what determines the process, as this knowledge should lead to more efficient efforts in tourism destination promotion and aid to a stronger position in a market place.

Many philosophers and scientists have considered human behavior dependent upon image rather than objective reality. Image concept suggests that “the world is psychological or distorted representation residing and existing in the mind of the individual”.
 Despite of the variety in use of terminologies with regard to destination image, this image concept lies in the core of each. A commonly adopted definition of destination image is that it is a sum of beliefs, ideas and impressions that a person has of a destination.
 

Echtner and Ritchie
 have defined destination image as individual qualities and the total impression an entity makes on the minds of others. They argued that imaging places depends upon holistic or gestalt methods of representing information where mental picturing and the use of all human senses play a central role and lead to the formation of the total impressions or an overall image of the place. This is contrasted with the discursive processing of gathering information on individual features or attributes of an entity. The combination of discursive and imagery modes are used in evaluating destinations during the consumer’s decision making process. 
The tourist may start his/her holiday destination choice process by means of discursive processing; for example by analyzing information on a destination’s attributes, such as transportation and accommodation, and then comparing the remaining choices by means of holistic images which come to his/her mind when thinking of the destinations. However, the opposite process would seem equally likely. The tourist may begin with going through his/her feelings or holistic impressions about the destinations and then follow with certain destinations’ attributes evaluations. 
Following Echtner and Ritchie’s work, many studies in tourism have contributed to understanding of the concept of destination image formation. Many researchers (e.g. Baloglu and McCleary 1999, Beerli and Martin 2004, San Martin and del Bosque 2007) pronounced that destination image is formed upon two interrelated types of evaluations of a destination: perceptive/cognitive evaluations that refer to the individual’s own knowledge and perceptions of a destination’s attributes, and affective evaluations that relate to an individual’s feelings toward or attachment to the destination. The researchers are agreed on that the cognitive evaluation precede and influence the affective appraisal during the process of image formation.

Gartner
 suggested that after the evaluating destinations’ attributes, the remained choices are reduced by an affective evaluation closely related to the motives one has for image selection. He said that as more and more destinations are eliminated through the evaluation process only those destinations with a strong image for the types of activities deemed important to the decision making group or individual remain viable for selection. 
San Martin and del Bosque
 have argued that psychological factors such as an individual’s motivations and cultural values significantly affect the perception of destination. The destination will be favoured by a tourist if the image of it coincides with the motivations for travel or benefits sought. Image formation is also influenced by the perception of a cultural distance in a way that tourists have more confidence towards a destination with similar cultural values.  
Baloglu and McCleary
 have also emphasized the importance of motivation factors. The results of their study show that knowledge, prestige, and social motivations directly impact image. Lubbe
 argues that a potential tourist may be driven more by his/her needs than by the attractions of a destination. For example, if a tourist is concerned with a need for his social recognition, it is likely he will choose a destination simply because “everybody else” has been there. The potential tourist may have a need, for example, for historical knowledge that can only be met by a particular destination. And finally, the potential tourist may be equally determined by his/her needs and a destination’ attractions. 
For example, an ETC report
 states that the favourite European country for the tourists from Russia is France. France’s appeal to Russians centres in Paris, where the families of many “white Russians” have lived since the revolution. Besides this, there are many more deep historical roots between the two countries, and the political, economic and cultural relations have been successfully developed up to the present. France is perceived as a special country which has to be visited by every cultured Russian person.
 Similar cultural values, special needs, social prestige and historical knowledge are seeing as factors influencing travel decisions of Russians to visit France.

Researchers (e.g. Echtner and Ritchie 1991, Beerli and Martin 2004) suggest that changes occur in destination image before and after visitation and that it is desirable to separate the images of those individuals who have visited the destination and those who have not when measuring destination image. An example of how an image of destination can change after visiting a place is also taken from the ETC report. It describes the European image of Russians who have not yet visited Europe as “an idealised image based on stereotypes found in fiction and mass media”. From the other side, the ideas of tourists who have already visited Europe are much more personal; based on their experiences and connected to particular places.

Destination image promotion
Echtner and Ritchie
  viewed an image as a mental construct formed upon impressions chosen from an information flood. In case of destination image, information sources include promotional literature (travel brochures, posters), the opinions of others (family/friends, travel agents), the general media (newspapers, magazines, television, books, movies). After visiting the destination, image is affected by first hand information and tourist experiences.

The role of non-commercial sources, such as the general media and the opinions of others, in destination image formation has been emphasized. 
  Image developed with the use of non-commercial information is called an organic image. Organic image may be altered as a result of accessing commercial sources of information such as travel brochures and travel agents, and produce an induced image.
Gartner
 has explained that the key difference between organic and induced images is the control of a destination has over what is presented. Marketing efforts of destination promoters constitute the induced image. Induced images can be formed by the use of several agents, such as traditional forms of advertising (TV, brochures, radio, print, etc.). Credibility of this image change agent is low and cost is high, but market penetration is high too. Other induced image agents include information from tour operators, wholesalers, and organizations which have a vested interest in the travel process but are not directly associated with a particular destination area; use of celebrity spokesmen; second parties’ reports, news or stories about a particular place. 

Gartner
 argues that the images formed through tour operators, are not always realistic, because tour operators are interested in  increasing their business, therefore only selected images will be passed on to their clients. However, because of the high credibility tour operators have with their clients, this source of image exceeds the importance of other forms of induced image formation especially in the countries where foreign travel is heavily dependent on package tours.

The autonomous image change agents, news and popular culture, are powerful image formation sources; they have high credibility and high market penetration, but low control. It is argued that autonomous agents can change image quickly if the information received is considered credible and differs considerably from previously held images or gradually if the information is less overwhelming but received constantly over a period of time. Researchers claim that in case of a distant country, for which lack of knowledge exists, the autonomous agents, such as news reports, articles and movies are able to cause a more dramatic change in image than destination-originated information. 
 

Organic images, in contrast, are formed from sources not directly associated with a destination, such as the opinions of friends and relatives, information from individuals who have visited the destination, which constitutes “word-of-mouth”, and finally information acquired about destination based on previous travel experience to the area. The organic image agents have high credibility. 
Researchers argue that “mutual exclusivity of organic, induced, and autonomous image change agents are practically nonexistent”.
 These agents form complex images in which a change in one agent affects the others and modifies the overall image.  However, these agents affect formation of destination images differently; therefore they should be considered in some combination for an effective destination promotion.
Gartner
 states that due to an inability to pretest tourists’ products, destination images will often be based on perceptions rather than on reality. Consumers in modern society however have greater opportunities to construct and pretest their own realities by the use of modern technologies. They can form their own destination images which are shared via the internet and available to a large audience through search engines. Taking into consideration the nature of internet sources, where the commercial and non-commercial sources merge and influence an overall image of a destination
, a role of the information sources, such as internet and mobile telephony, in the image formation must not be overlooked. This has high relevance to the Russian market that represents the fastest growing online audience. According to eMarketer, Russia prognoses to be the second largest internet market in Europe by the end of 2008- second only to Germany. 
  

It has been illuminated that when forming an image, destination’s managers should consider not only the physical attributes of the place, but also the sum of emotions and feelings that this place is able to evoke in the minds of tourists. 
  From the other side, marketers should understand that to influence affective evaluations of destinations, both the destination’s attributes and tourist’s motivations should be taken into account. 
It is necessary to form an adequate destination image, where the actual perceptions of tourists meet the promoters’ strategy. Nevertheless, individuals with different motivations and cultural values will perceive destination differently. This is based on the argument that the consumer’s characteristics, such as cultural background, constitute another source of destination image.
 Research
 suggests that the motivational factors of the target markets should be carefully studied so that marketers can effectively create and maintain destination image by appealing to the specific motivations. It is important to segment the market and develop a specific communication to each group of tourists with different motivations. 

 At the same time, an additional effort is required to increase the confidence of those individuals who have a higher cultural distance (or more different cultural values) with the tourist destination. With this in mind, one of the most important purposes of destination communication should be to minimize the tourist's uncertainty before visiting the place. If this objective is achieved, the tourist destination will be perceived as more familiar and attractive in the marketplace. 
 

Research
 shows that unfamiliar market segments employ primarily cognitive evaluation of information to form a destination image and familiar market segments employ mainly affective evaluation.  In relation with Echtner and Ritchie dimensions, familiar individuals hold destination images closer to the holistic, psychological and unique ends.
  Mackay and Fesenmaier suggest that emotions associated with experiencing the destination could be incorporated into promotional and educational literature designed to inform unfamiliar market segments about the destination and persuade them to visit. This same information could be used to remind familiar target market segments of the positive feelings associated with visiting destination.

Cultural images are viewed as central parameter for promotional efforts by some researchers. Research
 shows that markets are culturally diverse and this affects tourism imagery the most. Although certain images of a destination are shared across cultures, tourists’ image formation seems to be culturally embedded. Many researches recognize a link between a country’s tourist image and its national image.
 Destination images merge with political, economic and cultural images of those places and form comprehensive images, which are closely related to the present and historical relations between the country of origin and a tourist destination. Therefore when facing a choice of standardized or differentiated approaches to tourism destination promotion, marketers may combine both approaches into a “glocal” strategy.

The elements of destination image

There are more than a few models (e.g. Echtner and Ritchie 1991, Baloglu 1997, Beerli and Martin 2004, Tasci and Cartner 2007) that attempt to represent a concept of destination image by distinguishing the image’s elements and influencing factors. In this section I will consider three models. Each of the models contributes to destination image understanding and may be employed in empirical analysis. 

Baloglu and McCleary’s model of destination image (Figure 1) is focused on its dynamic nature by investigating the influences on image structure and formation prior to actual visitation. 
 Destination image is formed mainly by two forces: stimulus factors (external stimulus, physical object and previous experience) and personal factors (social and psychological characteristics).
 These two types of factors influence cognitive and affective images of a destination. Both cognitive and affective components are formed by an overall image. 

[image: image1.emf]
Figure 1. Path Model of the Determinants of Tourism Destination Image before Actual Visitation. Source: Adapted from Baloglu and McCleary 1999

Baloglu and McCleary underline different roles played by the factors in the process of image formation. Variety, amount and type of informational sources used about destination and socio-demographic evaluations influence the perceptions and cognitions of destination attributes. These perceptions together with the tourist socio-psychological motivations form feelings toward destination. These then form the overall image. The authors propose that affective evaluation is more likely to serve as an intervening variable between cognitive evaluations and overall image.
 

The model emphasizes the dynamic structure of the image and multi-dimensional nature of its components. It does however lack a holistic approach as it shows somewhat linear relationships of some components of the image, leaving many other components unlearned. 

Echtner and Ritchie
 have used research concerned with the nature of human information processing from the field of psychology and consumer behavior to develop a multidimensional model that found a frequent application in the later studies. This model is not concerned with the tourist’s characteristics and motivations, and their roles in image formation, as to compare with the Baloglu and McCleary model, but rather helps to identify all image components by arranging them on the three scales.  Figure 2 represents a three dimensional model of destination image. In their work, Echtner and Ritchie refer to the large entities such as countries, regions and major cities as destinations, rather than individual attractions and resorts. 

Echtner and Ritchie suggest that either attributes or holistic images could be based on the functional or the psychological characteristics of the product. Functional characteristics (such as price level, transportation infrastructure, types of accommodation) are concerned with the more tangible aspects of the destination, while psychological characteristics (friendliness of staff, safety, fame, etc.) are concerned with the more intangible aspects. Furthermore, destination images can be arranged on a scale ranging from common to unique qualities. In other words, images of destinations can range from commonly rated and comparable qualities or impressions to unique features, events, feeling or auras. The important role of the unique functional aspect of destination has been suggested by researchers.
 In case of France, one may think of Eiffel Tower as an example of a destination’s functional uniqueness or must-see sights. 

[image: image2.emf]
Figure 2: The components of destination image. Source: Adapted from Echtner and Ritchie 1991

All components of destination image are interrelated in a way that they all influence each other. For example, holistic impressions may be based on combinations and interactions of attributes and the perceptions of individual attributes may be influenced by impressions and feelings.
 
Holistic impressions and unique components particularly affect the choice of travel destination. If a destination is found to be difficult to categorize or differentiate from other similar destinations it is not likely that it will be chosen in the travel decision process.
 

The limitations of the Echtner and Ritchie’s model are concerned mainly with its applicability. It is hard to identify, and thus place in to the right dimensional setting, some of the components of an image. For example, it is difficult to distinguish between functional characteristics of a destination and its attributes. 

These limitations of Echtner and Ritchie’s model were considered by Tasci et al. who have looked at tourism destination image studies building on the work of Echtner and Ritchie
. Tasci et al. 2007 have highlighted the importance of the proposed by Etchner and Ritchie holistic view on the destination image as this view has drawn attention of the researchers and marketers from a primarily cognitive to a combination of cognitive and affective sphere of influence. They found that since Echtner and Ritchie there have been numerous studies on destination image, and every study is actually focusing on a particular aspect of destination image.
 The authors have summarized all the aspects proposed by destination image researches and illustrated them in the model (Figure 3).  

There are three main components of destination image in addition to those proposed by Echtner and Ritchie: cognitive (what we know about an object), affective (how we feel about what we know), and conative (how we act on this information). Cognitive knowledge on common and unique attributes of destination and the affective response lie at the core of an image. Holistic or overall image is formed as a result of interaction between the knowledge on attributes and feelings toward them. The more core of the system close to the fact, the less stereotyped holistic image is. Holistic image is used by a tourist in the decision making process. Destination image thus is described as “dynamically interactive and reciprocal system in which every item could be both a cause and an effect of a change at any time, and factors can not be comprehended in isolation; therefore they should be studied in an integrated manner.”

[image: image3.emf]
Figure 3. Interactive System of Image Components. Source: Adapted from Tasci et al. 2007
The Tasci et al. model has been chosen for structuring and guiding the empirical analysis. I advocated for this model because it considered the limitations and incorporated the strengths of previous studies on destination image. The model represents all the elements of destination image which other researchers have been paying attention to. At the same time, its design supports a practical application of destination image. Nevertheless, other previously discussed models and theoretical perspectives have been employed in the empirical analysis. I have used Echtner and Ritchie image dimensions to help the analysis of the image elements. I have also applied the Baloglu and McCleary model and other previously discussed studies in order to examine the factors influencing an image formation, as well as the determinants used in destination image promotion.
Methodology

Theoretical background 

Qualitative and quantitative methodologies are both applied in tourism research. Qualitative studies aim to describe and explain patterns of relationships and interactions through the reality constructed by the individuals taking part in the research process.
 Compared with quantitative methods, qualitative methods permit to study the issues in depth and details and data collection is not constrained by predetermined categories of analysis. Qualitative methods produce data about smaller number of people and cases. In contrast, quantitative data measures the responses of many people and cases, and facilitates comparison and the numerical aggregation of data. Quantitative methods enable standardised, objective comparison to be made and the measurement of quantitative research permits analysis of a phenomenon in a systematic and comparable way. 
 

Echtner and Ritchie
 propose that in order to capture of all components of destination image, a combination of structures and unstructured methodologies should be used for image measurement. Structured methodology refers to quantitative data collection and analysis where destination image is categorized into a set of various common attributes and rated by the respondent on each of the attributes. Because this method uses standardized scales, it is easy to administrate, and the results can be analyzed using statistical techniques. 

Unstructured methodologies are the alternative form of measurement of destination image. Qualitative nature of unstructured methodologies allows measurement of the holistic components of destination image and also capturing unique features.
 Using this method, attributes of destination image are not specified. This provide for a free form of descriptions of the respondent’s impressions of destination image. 
For the past three decades qualitative research methods have become increasingly represented in tourism studies.
 The rationale for using qualitative forms of representation is derived by the nature of tourism as a qualitative phenomenon with the high degree of ambiguity and the need to negotiate the meaning of questions/responses in a holistic rather than multivariate mode.  

Echtner and Ritchie, however, suggest that data provided by unstructured methodologies depends upon the verbal and/or writing skills of the individuals used in the study, their willingness to provide responses and their knowledge base of the product. Furthermore, statistical analysis and comparison across several attributes is limited. These issues of qualitative data have to be addressed when discussing reliability and validity of data.
When we do research it is important to achieve as better correspondence between the theoretical ideas and the empirical variables as possible. This means validity. Validity stands for whether or not data actually measures what it is supposed to measure. In a valid research there must be a relationship between the variables. The definitions for a research phenomenon in empirical study must associate with the theoretical definitions of the phenomenon.  Lack of validity leads to the impossibility for generalization and this reduces the quality of a study. We are also interested in whether the data we have gathered is trustful or reliable. Reliability shows how certain and accurately we measure our data, and to what degree the results of the measurements are influenced by coincidences. Problems with reliability will occur if a researcher makes a mistake when gathering or analysing information, or when the interviewees have given false or mistaken information. 

It is a researcher’s responsibility to ensure the validity between the theoretically defined concepts and the operationally defined variables, as well as the reliability between the operationally defined variables and data possessed. Triangulation means employment of more than one type of method or data in studying a social phenomenon and is typically suggested for improving the validity and reliability of research. 
 

Andersen
 relates a process of the interpretation of the social phenomenon to the hermeneutic circle of self-understanding. The process is perceived as a progressive dialog, where the participants gradually change understanding of each other’s worlds by correcting their understanding and illuminating prejudices, motives and stereotypes.   Qualitative data is not only affected by the qualities of the individuals used in the study, but inevitably influenced by “the interests, selective perception, and specific talents of the concrete researcher”.
 The hermeneutic paradigm is used to guide qualitative research particularly because hermeneutics propose that the meaning of the phenomenon “is seen as much of quality of the perceiver as of the object”.
 Hermeneutic philosophy states that an interpretation of the findings depends on the observer’s past experience, professional background, culture and expectations.

The term hermeneutic is generally defined as “the science or art of interpretation”. In hermeneutic approaches, knowledge is viewed as interpretation of verbal and text information, an interpretation that is historically bounded, contextually verifiable and socially negotiated. In the social sciences several hermeneutic approaches developed by some philosophers and scientists are found, such as philosophical, positive, romantic and phenomenological hermeneutics. The common idea, however, is that reality in the social world is viewed as not a single, definite reality waiting to be discovered, but rather as multiple reality, actively constructed by humans. 
  

To summarise the discussion on research methods in general and methods on measuring destination image in particular, I propose that the best methodological platform for my study should include application of qualitative approach guided by hermeneutic paradigm. Data triangulation is desirable in order to ensure validity and reliability of the study.

The empirical research
Miles and Huberman
 said that “qualitative data are well suited for locating the meanings people place on the events, processes, and structures of their lives: their perceptions, assumptions, prejudgments, presuppositions …and to connect these meanings to the social world around them.” In my study I was looking for the meanings that respondents hold in relation to the destination image of Denmark. I explored the quality of relationships between Denmark’s image, its promotion and tourists’ flows. I was not looking for numbers to compare, but rather searching for outstanding features of the Danish image, which influence Russian tourists’ decisions to travel. Owing to the nature of exploratory inquiry and due to the focus on holistic and unique components, rather than on the common and attribute-based components of destination image, the qualitative approach is thought to be appropriate for this study. 

On the other hand, quantitative approach is considered to be less beneficial here because it must employ a considerable number of respondents in order to draw on statistical comparison. The results of the quantitative research will most likely provide for the measurement of the common attributes of destination image, instead of highlighting the unique features of Denmark as a tourist destination. This perspective is less desirable as it will lead away from the answering research questions. Particularly the second research question which relates to the destination promotion might not be answered by use of quantitative methods because it requires investigation of the relationships between tourists’ feelings, motivations and perceptions of the destination and the way these determinates are incorporated in the promotional strategy. 

The study had employed hermeneutics as the paradigm to guide the process of gathering and analysing qualitative data. I used hermeneutic approach because my goal was not to find out a definite, single meaning and universal reason for what is happening, but rather to follow the holistic view on reality and explore the phenomenon by means of my interpretation of the verbal and text information in the given context. 

The hermeneutic approach allowed me to incorporate theories on destination image into my study, which helped to refine and produce more valid empirical data. For example, I had to be certain that there was a relationship between destination image and outbound tourism in order to investigate its quality. To ensure that, I provided for theoretical perspectives concerned with destination image and cited authors who state that destination image is believed to be a key factor in travel decision-making processes.

The project’s limits have affected the choice of the sample for data collection. I sought for the sample which would represent all the aspects of information required about Danish destination image in Russia. Actual or potential tourists could not be approached as I was limited by time and costs given to the project. Instead, Russian tour operators who have direct contact with and knowledge of the tourists were selected as key informants. Research
 on destination image, which employed tour operators as a main source of empirical data, supports my position and states that “based on their knowledge and experience, as well as their role of the intermediary between the tourist and tourist product, travel agents can be regarded as reliable source of information”. 

Negative arguments toward use of tour operators as a main source of data may relate to the fact that information given by the respondents might be influenced by their competences and nature of business relations with Denmark. I assumed, however, that the tour operators were providing the most reliable information and their rationale for that was their main business goal concerned with sending more tourists to Denmark thus strengthening Denmark’s position in the Russian market.

Subjects for the qualitative data were 10 tour operators from the Russian major cities Moscow and St. Petersburg. Moscow is the main Russian outbound tourism-generating centre; therefore the tour operators that were located in Moscow constituted the majority of the respondents.  The respondents were identified in three ways. Five tour operators were selected by their business contacts with the Danish travel agency ViewPoint Travel Scandinavia. Three, rather large international operators were identified by the Russian Travel Union as the main operators in the market specialising in travel to Denmark. And two were identified among the first by the Russian online search machine when I searched for “tours to Denmark”. All respondents are registered in the Russian Federal register of tour operators and have accreditation at the Royal Danish Embassy in Moscow. I was able to gather more than a few views on Denmark’s image in Russia, which allowed for a variety of extensive images to be framed. The variety of the images is derived from the differences of e.g. business organisations, business competences, personalities and knowledge about Denmark of the respondents. 

“Qualitative research is usually focused on the words and actions of people that occur in specific context.”
 It is important to understand a person’s behaviour and words in context. Therefore, I provided not only for the list but also for brief descriptions of the respondents. Chart 1 displays the names of ten tour operators and travel agencies in Moscow and St. Petersburg; agencies’ brief descriptions based on the information derived from their web sites and interviews, such as size and focus of business, representation of Denmark by various tours and programmes; positions of the respondents within an organization; and brief descriptions of the respondents, derived from the interviews. Brief descriptions of the respondents provide the reader with important information, such as whether or not, and on what conditions the respondents were visiting Denmark.

Chart 1 is presented here to allow the reader to get some knowledge on the respondents and their organizations. This information will be important to refer later in the analysis, as the analysis is built on the Chart 1. 
Chart 1

List of the respondents

	Agencies, tour operators

	Brief description of the agency
	Position of the respondent
	Brief description of the respondent

	 1. Rostravel
	Founded in 1992 as an outgoing tour operator for sending tourists to Scandinavian countries;

Focus on Denmark since 2002;

Work actively with Danish tourism agencies and organizations, including VPT and VDK;

Denmark is represented by Copenhagen tours, family holidays, fly&drive, castles, summer cottages and beach holidays, MICE;

Company  focuses on quality of services, “word of mouth” promotion and survival regardless abrupt changes and economic crises 
	Director
	Concerned with short term business benefits;

Willing to try new things, but keeps it in a balance with the trends in the Russian market outgoing market;

Was invited as the only one participant from Russia to the three international tourism conferences in Norway, Denmark and Finland 2001-2007

Has been traveling around Denmark together with his family

	2. Prestige Tour
	Multiple interest tours to different destinations;

Denmark is represented by family and weekend tours to Copenhagen, individual tours;

Company’s website offers many attractive non-commercial photos under theme: “Copenhagen by eyes of children”
	Head of Scandinavian department
	Has been working in several different agencies in Moscow;

Visited Denmark for the first time in 2009 during the organized by VDK for the Russian agents promotional  “family tour” to Copenhagen

	 3. Iceland Club 
	On the market since 1998;

Small agency, specializes in travel to Iceland, Denmark and Greenland;

Denmark is represented mainly by Copenhagen alone or Copenhagen-Oslo-Stockholm tours, Legoland and Denmark as a land of fairytales
	Manager
	Has been to Denmark many times

	4. Xterra
	On the market since 2000;

Focus on the excursion tours, individual travel and corporate travel;

Denmark is represented as a niche tourism mainly for corporate travel 
	Manager, corporate travel and business tourism
	Has never been to Denmark

	5. Jazz Group
	Founded in 1998 as a tour operator to Finland and Scandinavia;

Denmark is represented by cruise tours to Copenhagen, fly&drive tours around the country; Legoland, weekend tours, “Andersen” theme tours
	Manager, Scandinavian department
	Has been in Copenhagen, Odense, Jutland, North Jutland

	6. Neva
	Founded in 1990 with the focus on tours to Finland and cruise tours;

The winner of the many prizes such as “Best tour operator of the year” in 2001;

Offices in 6 cities in Russia and representatives in almost every big city in Russia;

Covers many different destinations, but is viewed as Scandinavian expert
	Manager of Scandinavian department in the Moscow office
	Recently appointed to the position;

Has been to Denmark



	7. Nordic Star, St. Petersburg office
	Specializes in tours to Scandinavia and Baltic;

Offers include cruises, SPA tours, summer holidays, excursions, corporate and individual tours;

Denmark is represented by  Legoland and Copenhagen as a part of bus tours or Baltic-Scandinavia cruises
	Manager 
	Has been to Denmark

	8. Russian express
	In the market since 1996;

Big holding with offices in Russia and abroad;

Denmark is represented by tours to Copenhagen,  “Scandinavian capitals” tours, Legoland
	Head of  Denmark-Sweden tourism department
	Provides for analysis, ideas and contacts;

Has been traveling around Denmark with the purpose of getting to know destination

	9. Pac Group
	In the market since 1990;

Big tour operator with 7 offices and many representatives in Russia;

Denmark is represented by tours to Copenhagen
	Former head of Scandinavian department. Presently, the company’s marketing director
	Excellent knowledge on Scandinavian tourism development and trends:

Has been to Denmark

	10. Chamber of Commerce and Industry, Business Travel, St. Petersburg Center, 


	Business travel at all directions;

Services included conferences, delegation tourism, intensive holidays, VIP tourism, technical visits etc.
	Manager


	Specializes on Northern Europe;

Has visited Copenhagen;




The qualitative technique, in-depth interviews were used for reasons that it allows spontaneous, free and unpredictable responses that contain assumptions, feelings, perceptions and impressions coded in words. In order to control the interviews and ensure an adequate and consistent coverage of the topics the interview scheduler, which framed but did not direct responses, was developed. The typical questions included: “What tourist products in Denmark are most interesting for Russian tourists?” and “What do Russian tourists know about Denmark?”

A total of 15 interviews were collected, including interviews with 10 Russian tour operators, two Danish travel agencies, and other important actors in the Russian market: Visit Denmark, Russian Federal Tourism Agency, and Innovation Norway. Notes were taken during the telephone interviews with the Russian parties, and interviews with the Danish parties were recorded and transcribed. Notes and transcriptions amounted for about 40 pages.

Telephone interviews with the Russian agencies were selected as a mean of data collection for two reasons. First, due to the busy schedulers of the respondents, who hold top managerial or director positions, it was difficult to arrange face to face meetings. The second relates to the way of communication which I had acknowledged by interviewing important people in Russia in the past. People get more open to the conversation and willing to provide for more honest, personal and not only officially suitable answers if they do not witness a person who is taking notes or recording in front of them. These answers contribute to the reliability of the data. 

When interviewing tour operators, I had to take it on trust and accept that the respondents are providing me with comprehensive and truthful information. By choosing to interview the most competent persons to speak about Denmark in the companies specialising in travel to Scandinavia, I have increased the chances to obtain more reliable and therefore more useful data. My Russian origin and language capability strengthened my position as a researcher because tour operators associated me with them, and liberally discussed the issues as they would do in between them. 

In order to increase the validity, I used data triangulation, thus data derived from the interviews with Russian tour operators was supplemented with the data obtained from interviews with other actors active in the Russian tourism market. Secondary sources of information, such as reports and on line resources were also broadly used in the research.

Data analysis

As the first step, data was analyzed according to its reliability, importance and context.
 That means that I identified repeated and stressed comments. I also had to examine data for uncertain information when respondents were unable or unwilling to express their opinions but their phrases suggested positive or negative response.  For example, a respondent from the Moscow office of Neva
 was a manager responsible for travel to Denmark. She was newly appointed to this position, so she hesitated to provide comprehensible information with regard to many topics of the interview. She however, reflected her feelings and impressions by using some words, such as “only”, “unfortunately”; and by a tone of voice, which I interpreted according to my knowledge of communication with women holding managerial positions in Russia. 

Secondly, the data was scanned for common items according to the categorisation of the determinants of the attractiveness of the destination (Echtner and Ritchie 1991, Tasci et al. 2007), namely cognitive common and unique, conative, affective and holistic images. Relationships between these determinants, the way they are promoted in Russia and trends in the Russian outbound tourism in Denmark were analysed and described. Noting patterns and counting them were used as the main tactic for analysis.
 Although making a cross-role comparison was not a primary goal of the study, the diversity of the respondents and their different backgrounds have been taken into consideration in order to reflect differences in views. 

Empirical analysis

The recent Danish tourism markets’ rating
 places 33 interesting markets according to the eight criteria: 1. Country’s tourism in general; 2. Macro economic and political criteria; 3. Country’s tourism in Denmark; 4. Accessibility; 5. Demographic criteria; 6. Cultural and business relations to Denmark; 7. Denmark’s image; 8. Other. Each of the criterions has been divided into sub criteria, which then weighted from 1 to 5, where 5 stands for extreme importance and 1 stands for limited importance of a criterion for the attractiveness of the market. According to this rating, Russia is placed among the tourist markets only in 26th position. 

Russia does not score well on macro economic and political criteria; cultural and business relations to Denmark, and Denmark’s image. “Country’s tourism in general” is on the good position because it includes such sub criterions as country’s total travel spending and total international nights, where Russia is long ahead of many other countries. “Country’s tourism in Denmark” is built on five sub criterions including Denmark’s market share, where Russia scores a minimum score; and day spending, where Russia scores a maximum score. “Accessibility” criteria are sub divided into: accessibility to Denmark, which marks as low, although Russian tourism benefits from 23 weekly flights to Copenhagen with only 2.5 hours flying time. “Demographic criteria” have limited important impact on the tourism development. “Cultural and business relations to Denmark” criteria account for having some impact on the country’s tourism development in Denmark, and Russian cultural values marks as very different from Danish cultural values. 

Particularly relevant for this discussion, the criterion “Denmark’s image” has been subdivided into two criterions, namely “Nation Brand Index in general” weighted 5 and “Nation Brand Index in tourism” weighted 4. NBI places Denmark in Russia as number 17 in general, and number 21 in relation to tourism. The position of Russia in these criteria therefore is very low, according to VisitDenmark scale. 

It is clear that the image of Denmark in this case has been judged by the quantitative measures; therefore some qualitative meanings illuminated in this paper may represent a valuable input into understanding of image of Denmark in Russia. Moreover, the evaluation of Denmark as a tourist destination has covered only some areas. Therefore I would like to extend information related to the image of the destination, and provide for analysis of it. This will illuminate some new aspects of Denmark’s image in the context of the Russian outbound tourism.
The empirical analysis consists of two parts: the first part is related to Denmark’s image and its influence on the Russian outbound tourism, and the second is concerned with promotion of Denmark as a tourist destination in the Russian market.

Image of Denmark

I have organized the data I obtained from the interviews with the Russian tour operators in a matrix display. Each row of the data reflects a respondent’s view. Chart 1 in the previous chapter on page 24, has illuminated the each of the respondents’ roles within different organizations and other characteristics. Empirical data was able to indicate whether or not, and on what conditions the respondents have visited Denmark. This helped to examine the images on the degree of the influences of the personal travel experiences. The numbers in Chart 2 refer to the respondents in Chart 1. 

The columns in Chart 2 are designed to identify and categorize meanings given to the image of Denmark. The categories of image are based on the theoretical perspectives and consist of five elements, namely: cognitive knowledge on common attributes of the destination; cognitive knowledge on unique attributes; affective response toward this knowledge; conative element or action resulted on the evaluation of cognitive and affective factors; and holistic or composite image. This form of data display serves as a function of systematic and compressed presentation of information to the reader. The reader, however, may bear in mind that a destination image is a dynamically interactive and reciprocal system where the elements can not be comprehended in isolation.
 

When clarifying image components, researchers
 imply that affects include positive and negative feeling responses with varying intensity. There could be emotions such as love and anger, feelings of satisfaction and frustrations, states of mood such as boredom and relaxations, and attitudes such as liking and disliking. To clarify the affective images of the respondents I used the symbols ( and ( which indicate positive or negative affective responses.  Cognition, on the other hand, involves thinking of, remembering, paying attention, understanding, interpreting, evaluating (favorable/ unfavorable), and making decisions directed toward actions or conation. Holistic images represent overall compositions of all components and help tourists to decide on the destination of travel. 

All the elements of image are formed not only through the tour operators’ personal characteristics and travel experience, but are also influenced by their professional activities including regular reflection on the promotional materials from Denmark. The roles of the tour operators in the destination promotion will be discussed in the following part concerned with promotion of Denmark in Russia. However, the images’ constructs in Chart 2 are influenced, I suggest, by a combination of professional activities, personal tourist experiences and evaluations of ordinary Russian tourists’ images. 
Moreover, the way images are described and the words used, are affected by the tour operators’ professional terminology. This might be seen as a weakness of the study, because described images in some cases lose their unique and personal identity and transformed into standard phrases such as “bus tours” and “beach holidays”. It was very difficult to distinguish practically between unique and common attributes. I have characterized attributes as unique when the respondents meant that these attributes are unique. I suggest that this interpretation of data should have contributed to its validity. For example, if an agent sells “Copenhagen bus tours” frequently and for a long time, his reference to this tourist product will be different from a tourist who has recently been in Copenhagen and enjoyed or not enjoyed the bus excursion. In other words, “Copenhagen by bus” may be placed into cognitive unique attributes or affective elements of the image construction if an ordinary tourist had been interviewed. Instead I have placed this concept in common cognitive elements of the image, because it did not carry any sense of uniqueness from the tour operators’ point of view. 

Conatives in Chart 2 do not consist of the tour operators’ presented tours and programs in Denmark. The tours that are sold by the respondent might not match with the image of Denmark held by this respondent. Thus, I wanted to emphasize what the respondents want to do instead of what the respondents actually do at the moment. When indicated in the interview, the conative element includes personal travel preferences, such as in the case of the first respondent, who said that he went traveling around Denmark with his family. In conatives I have placed some of the respondents’ expressions, which might indicate their preferences for travel and things to do in relation to Denmark. For the majority of the respondents, however, the decision to travel to Denmark and the choice of attractions to visit is originated, I believe, from business objectives rather than personal impulses.
Seen from the other side, tour operators are sensitive indicators of the tourism markets as their direct goal is to create attractive destination images for the areas to which they arrange tours.
 They are guided by the tourism market trends. At the same time they must be proactive in order to compete. Therefore, their mental picturing of the destination’s well known and recently updated attributes offer more focused perspectives for the marketers. Tour operators’ holistic images include both their own images and images based on the perceptions of what can become an interesting tourist product. Therefore, images of tour operators could be used in assessing potentialities of the destination.

Chart 2

Denmark Image’s Elements by the Russian Tour Operators

	
	1.Cognitive/

common
	2.Cognitive/

unique
	3.Affective
	4.Conative
	5.Holistic

	1
	City breaks;

Group bus tours;

Sand beaches similar to Baltic countries
	Copenhagen;

Many children parks; 

Legoland;

Congress centre in Copenhagen 


	 “it was nice to travel around with the children, stay in small places, eat at kro..”(
“there is no information in media”( 

“even Andersen is often not associated with Denmark “(
	To go on family holidays
	Child-friendly;

No image


	2
	Professional personnel;

Become more easy to make tourist visas


	Legoland;

Breweries;

Copenhagen ZOO


	( in Carlsberg brewery)“I took a picture of a horse called Carl”(
(In Copenhagen ZOO) “I saw many baby animals”(
“I loved spa-hotel Kong Artur” (
(staying in different hotels) “nice to feel the difference”(
(two levels beds in the hotel) “children would love it” (
“I like to sell new, original products(, but you only send us the same old programs” (
“I have no time to search the internet for events and products in DK”( 
	To sell Copenhagen family tours;

To find something new and original
	Child-friendly;

Diverse Copenhagen 

Agricultural country, with conditions for farm holidays


	3
	
	Castles


	I believe, DK has something to offer” ( 

Denmark is not known( 

There is no promotion ( 
	To sell historical and cultural excursions ;

To represent something in Scandinavian context
	“DK has no image as tourist country”;

“is known as a country of beer, Copenhagen, 

Legoland and Andersen”

	4
	
	Pharmaceutical and cosmetics companies for corporate tourism
	Promoted enough ( 
	To focus on corporate tourism
	Denmark is a niche tourism

	5
	Expensive
	The oldest monarchy;
Castles;

Andersen;

Legoland;

Design
	Denmark is on demand ( 

Copenhagen is the most expensive European capital (
	To sell weekend tours to Copenhagen;

To drive around Denmark;

To not expect many tourists to Denmark
	Expensive;

Royal;

Part of Scandinavia;

Copenhagen and small towns such as Odense and Aarhus

	6
	High prices;

Group bus tours;

Not difficult to make visa


	Copenhagen;

Castles;

Legoland
	“I offer what I find my self in the internet”(;

“Sometimes I call hotel to make reservations, and I hear that all is occupied because of some events: this is a way for me to get to know about  events in Denmark” (
	To offer programs on demand
	Expensive;

Copenhagen;

Castles,

Legoland



	7
	High prices;

High level of life;

Little language support


	Copenhagen;

Legoland;

Holidays in summer cottages;

Fishery
	“Denmark is less active as a destination than all other Baltic and Scandinavian countries, because of the prices”( 
	To sell on demand
	Expensive, but unique ( can not be substituted for more cheap Baltic destinations)

Weak image

	8
	No language support for Russian tourists
	Legoland;

Castles


	DK is the only European country without tourist office in Moscow(
(concerning the results of the Denmark’s promotion)“There are the tourists?”(

	To stimulate Denmark’s promotion
	No image;

Promoted image is not adequate;

Part of Scandinavia with Copenhagen and Legoland as focus attractions

	9
	Lack of language and information support for Russian tourists
	Many children parks;

Monarchy;
Summer cottages
	“Because Russians do not know about Denmark, we have no interest as well”(
	Excursion tours;

Summer cottages holidays 
	No image;

Big potential which is not used;

Excursions

	10
	
	Fishery
	
	Find tours on demand
	Part of Scandinavia


Chart 2 shows that cognitive knowledge on common and unique attributes, as well as all other elements of the image differs from one respondent to another. Similar patterns could also be identified. 

Cognitive knowledge on common attributes

In relation to common attributes, three out of ten respondents indicated high prices, absence of significant difficulties to make tourist visas and little support for Russian tourists. The typical Russian tourist, when deciding to travel to Europe considers prices in the third place after sun-sea and climate factors.
 However, if high prices in Denmark can be viewed as a rather permanent and uncontrolled factor, then two other images linked to visa issue and support for tourists, are needed to be discussed.

Respondents indicated that obtaining a tourist visa to Denmark was a confusing, long and uneasy process, even two years ago. The report from 2006 states that barrier number one for increasing Russian tourism in Denmark was “too stringent visa rules for Denmark”. The difficulties in obtaining visas included following “requirements for granting visa too bureaucratic”, “not allowing a single person to travel”, “young females do not qualify for travel to Denmark”, “long application handling time in case of group travel”, “problems with accreditations of the agencies”, “when traveling around different countries including Denmark, there is a requirement that the entire travel should be booked through Danish travel agency” etc. 
 I suggest that these rules not only limited the number of Russian tourists in Denmark, but also created an unfavorable and unwelcome image. 

The respondents have shown a significant relief in relation to the visa process this year. It seems that a campaign for removing visa barriers initiated by Visit Denmark and supported by their partners in Denmark and Russia has been successful. 

There was another issue, which arose after the interviews with Russian tour operators had been conducted. The interview with the Danish travel agency
 indicated that other types of difficulties in obtaining visas emerged when the Royal Danish embassy in Moscow commissioned a service company to operate the Danish Visa Application Centre in Russia. The Danish Visa Centre now has extended opening hours, but it does not hold any responsibility for mistakes and other obstacles in obtaining visas as it only functions as an intermediary between tourists and the embassy. The visas have become more expensive (to make a comparison, a Norwegian tourist visa costs 1500 rubles
 while a Danish tourist visa costs 1650 rubles + 1250 services fee
), more papers are needed and if there are any questions and a person or a travel agency has to contact the embassy, it can only be done by phone during a one hour window a day, or by prior appointment with a waiting time of 4 weeks. 

There were a number of measures taken to solve the visa issues in a European-Russian context. For example, the Russian government has signed an agreement facilitating visa regulations for Russians traveling to EU countries. 
 Denmark and two other European counties are excluded from that agreement. It is clear that countries with visa-free access or relaxed visa regulations are much more likely to be popular tourism destinations. I suggest, that the visa issue will continue to negatively affect the image of Denmark in the near future although visa regulations have been notably relaxed.

Another, definitely negative image is a lack of language and information support for Russian tourists. This image is based on the evaluation of promotional and informational materials, distributed both in Russia and Denmark. Respondents complain about the little attention given to provide Russian tourists with practical advice, such as how to take a taxi, or where to exchange money. There are no maps in Russian, and even Copenhagen excursions do not offer guide services in Russian language. The respondents compare Denmark to other Scandinavian countries and indicate that the level of language and information support in Denmark is exceptionally low. For example, in Norway, according to the respondent, “one can find information in Russian in every small place; there are also tourist web sites in Russian, so people can find interesting things to do and places to visit”. 

A Danish report from 2006 
 has indicated the same problems. “No Russian language on excursions” has been named as the number one weak side of Denmark as a country for visiting. General comments include lack of country’s informational support for agencies and Russian tourists. Norway and Finland were mentioned as good examples. 

One respondent has pointed to the specifics of Russian tourists that can be named as a curiosity. Russian tourists are normally prepared for the trip, so that they learn in advance about the place they are going to visit. And this relates not only to obtaining practical information, but also acquiring knowledge about a country’s history and culture. It is identified that Europe is attractive for Russians because of its cultural and historic appeal and also because of the high degree of awareness of Russian tourists about the cultural heritage of European countries.
 This may stand for an extra demand for Russian-speaking professional guides and extended information support for Russian tourists.

Cognitive knowledge on unique attributes

Denmark’s best known attraction is Legoland. Lego is a well-known children’s toy and the children’s park built on the Lego concept is a popular European destination for Russian families with children. Two respondents mentioned that Denmark is outstanding because of its many parks for children. “There are even more children’s parks in Denmark than in Sweden”
. Copenhagen is a “must see” for the tourists decided on a tour to Denmark or Scandinavia. The oldest monarchy image was probably originated by the promotional efforts and it most likely relates to the castles, which are also many in Denmark. Holidays in the summer cottages and fishery tourism images are considered as unique potentialities for attracting Russian tourists by the Russian tour operators, who are aware of this type of holidays in Denmark. Although these elements are not unique in a Scandinavian context, they might be considered as distinctive within a European frame.

Echtner and Ritchie’s
 theoretical perspective arranges destination attributes on a continuum ranging from traits which can be commonly used to compare all destinations to those which are unique to very few destinations. Following this perspective, the attributes from column 2 can still be arranged based on a degree of uniqueness. Copenhagen, Legoland and the oldest monarchy concept can be placed at the unique end of the scale. 

The importance of distinctive attributes in the positive image formation has been illuminated in tourism research.
 It has also been underlying that destination image is formed upon secondary sources of information until actual visitation takes place and image is affected by first hand tourist experience. Therefore it is important to separate destination images before and after visitation. 
 

Copenhagen is likely known for its uniqueness for those tourists who have already been to the city, unless the image of unique Copenhagen has been endured by the promoters and/or formed by the “word of mouth”. ETC report
 states that 86% of Russian travelers to Denmark visit Copenhagen. It is interesting to note that according to City Brand Index
, people in Russia rank the services and accommodation in Copenhagen and the people in Copenhagen relatively high; 7th and 14th positions in the list of 50 world major cities. Attractiveness of Copenhagen is ranked as 19th and the overall importance as 30th out of 50. Therefore it can be argued that the quality of services and the positive people constitute the distinctive features of Copenhagen.
Legoland, on the other hand, is likely to have a clear, positive and distinctive image because customers have experienced the Lego concept, even before visiting the attraction. The oldest monarchy in Europe concept, in Echtner and Ritchie’s terms, is ranged as rather more psychological than functional, a very unique destination image element. Supported by rather functional and not very unique but easily anticipated with monarchy castles, this concept holds an important potential for a strong and positive image of Denmark. This assertion is supported by the theoretical perspectives, as well as the respondents’ views. 

Similar cultural values significantly influence perception of the destination.
 Denmark has a good potential with regard to cultural images that appeal to Russians.  Hans Christian Andersen is known and loved in Russia. Many people associate childhood and fairylands with Hans Christian Andersen. It is not clear, however, how well Russians associate Hans Christian Andersen with Denmark, because the opinions of the Russian respondents about this image are different.  The Danish travel agencies have been emphasizing the importance of the Hans Christian Andersen image element among Russians. The national tourism organizations, both in Russia and Denmark left this image unattended in the interviews.

Another cultural image has been brought in by the two respondents and is linked to the fact that the tsar dynasty in Russia has close relations to the Danish Royal Family. The mother of the last emperor, Nikolai the second, was the Danish princess Dagmar. There have been a lot of touching elements behind the story of her marriage and love to the Russian tsar, moving to Russia, confession in to the Russian church, giving birth, raising and then losing her children during the Russian revolution. Dagmar or Maria Fedorovna as she was called in Russia, survived the revolution because her sister, the Queen of England, had sent a ship to rescue her from Russia. Maria Fedorovna lived in Denmark some more years, always hoping that her children and grandchildren had survived and that she would see them again. She was first buried in Roskilde cathedral, and then in 2006 she was reburied together with her husband in St. Petersburg as her last wish. One can still visit the Russian church in Copenhagen, her gift to the homeland. This image may include both cognitive historical knowledge as well as affective elements, such as feelings of sympathy with the Danish princess, who shared her life and love with Russia during the most dramatic times in the Russian history.

Affective images

Cognitive evaluations are believed to influence affective evaluations. The path model of the determinants of destination image by Balogu and Makcleary
 suggests that affective evaluation is directly influenced by a number of personal characteristics including the age, education, socio-demographic characteristics and motivations of a tourist.  Assuming that all the respondents possess more or less the same cognitive knowledge on the destination’s attributes; because of their personal factors they will always feel differently about this knowledge. Data from column 3, Chart 2 provide for various affective responses, based on various characteristics of the respondents. 

Most positive affects relate to the actual travel experience. Experiences in experience economy theory are defined as “personal and memorable events in which companies engage customers”. 
 Tourist experiences can not be bought, rather tourist destinations can provide for resources that a tourist can turn into an experience. Eating at Kro together with your children is an experience, or taking a picture of the horse called Carl at the Carlsberg brewery and then sharing the picture though your homepage is another positive experience. These experiences are not only positive but also shared with loved ones, family and friends. An important note is that these experiences are strongly associated with Denmark. 
Positive emotions of the tour operators associated with actual tourist experiences in Denmark are contrasted with their feelings about how the image of Denmark is introduced in Russia. The image of Denmark is formed, along with others, by the feelings of frustration and confusion related to the lack of information and promotion. Perhaps, these feelings are stronger than of ordinary tourists, because the lack of destination promotion directly affects the tour operators’ businesses and their actions within the organizations. It is important to note, however, that respondents who do not express their negative emotions associated with Denmark’s image promotion are those who know less about Denmark, who have never been to Denmark, who did not refer to pleasant experiences in Denmark and those who perceive Denmark as niche tourism. Research
 suggests that image is found to be positively affected by variables such as time spent at a destination, enjoyment and positive evaluations of the destination, intention to visit and support for tourism development. In this context, concerns of the tour operators over the Danish destination image may actually be counted as a positive element of the image.

Conations 

Conative elements of images are associated with personal impulses to act on the cognitive information and affective responses, and include:  driving with the family around Denmark; visiting new and original attractions in Copenhagen; going for cultural and historical excursions; and summer cottage holidays. The respondents would also try to find something new and original, or something in a Scandinavian and historical context. Those respondents who were originally satisfied with the promoted image and/or emphasized on high prices would continue to offer Copenhagen bus tours, programs and tours on demand and not expect many tourists to Denmark. Some tour operators might be willing to offer some interesting products known to them but because of the prices and/or lack of information for tourists, they will not do it doubting the attractiveness of the products.

Holistic images

Theories
 assume that consumers are not capable of evaluating objects, attribute by attribute, each and every time. Rather, the consumer tries to simplify the evaluation process by using different criteria depending on the situation, thus having gestalt impression instead of item-by item evaluations. Holistic images are formed by gestalt information processing. 

 
No image is the most common holistic image of Denmark. This is supported by the argument that Denmark is not known among Russians.  The respondents report that Denmark’s image is weak and confused, and the induced image is not correct. The 2009 Report by ETC also states that Denmark is a long way behind the other Nordic countries because Denmark is little known among Russians.
 Theoretical perspective
 suggests that an image of destination must exist in the minds of the decision makers; otherwise the destination will be excluded in the perceived opportunity set. Therefore, Russians are very unlikely to place Denmark in the rank of their favorite travel destinations, thus Russian outbound tourism in Denmark will not be developed in the near future.

 
In contrast, Denmark can be identified as having an image of being a child friendly Scandinavian country; a land of the oldest monarchy, castles and cozy little towns. An image of an expensive, well developed country, associated with modern design and known brands, such as Lego and Carlsberg, is also recognized. These images are positive, adequate and advantageous. They are based on the knowledge of actually existing attributes, and are therefore less stereotyped.
 Moreover, these images relate to different tourists’ motivations and thus can appeal to different market segments. How these images are used in the destination’s promotion, will be discussed in the next chapter.

Summary


This chapter was concerned with the image of Denmark as seen by the Russian tour operators. Several components of this image, as well as holistic images, were represented in Chart 2 and analyzed using theoretical perspectives. All images differ from one respondent to another. Common elements, however, can be identified and their nature and relationships with the Russian outbound tourism market can be considered. 

With regard to the common attributes of destination, the respondents associate Denmark with high prices, little information and language support for the tourists and agencies, and recently relaxed visa regulations. Denmark is considered to be an expensive country, and that is a reason for the low tourist flow to Denmark. High prices, however, are not seen as a major reason for Denmark being a long behind many other European countries. In the near past, too strict tourist visa regulations have been viewed as the main obstacle for the increasing of a number of tourists from Russia. This year, the process of obtaining visa has notably eased. Nevertheless, Denmark still has to solve some visa issues in order to compete with other destinations. Another significant barrier to Russian tourism in Denmark is a lack of information and language support for the tourists and the agencies. This component lies in the core of the overall image and is connected to the lack of promotion of Denmark in Russia. Because of this component, an overall or holistic image of Denmark can be characterized as “no image”.

Besides this, some positive images, based on the perceptions of the actually existing attributes, can be identified among tour operators. These images portray Denmark as a country with rich historical and cultural heritage that can be experienced through functional and psychological attributes, as well as affective images. These include castles, cozy little towns, the concept of the oldest monarchy and land of fairy tales, and relations to the Russian royal family. Denmark is ideal for family holidays, because it possesses a well known attraction, Legoland, and other attractions and concepts, including many amusement parks, beaches, farms, and child friendly accommodation. All these can be beneficially exposed to the Russian tourists.  
Projected image of Denmark and its effects on Russian tourism

Destination marketers engage in promotional efforts to establish a positive image or to change an existing image through advertising and other forms of publicity. The induced image is not always the same as the received image. The source communicating the message, the perceiver’s characteristics and personal experiences, independent sources of information, or even the absence of any commercial information can modify the original message.
 Researchers imply, however, that the familiarity with a destination though tourist information or induced images plays an important role in tourists’ destination preferences. They argue that induced information generates awareness and interest, which thus stimulates desire and results in action.
 

Owing to the importance of the induced or projected images in the destination image formation, this chapter will concentrate on the issues related to the marketing efforts of the destination’s promoters. These issues include the respondents’ views on the Denmark’s induced images, means by which the images are formed and rationale behind the marketing decisions of the Denmark’s tourism authorities. The relationships between the marketing efforts of Denmark’s promoters and the Russian tourists’ flow to Denmark will be questioned. 
Induced image of Denmark

Chart 3 displays comments and suggestions of the respondents, which relate to the promotion of Denmark in Russia. The first column of the table represents general comments and proposals related to the destination’s promotion in Russia. The second column is concerned with the focus elements of the promoted images. The third column illuminates the promotional efforts of the tour operators.

Chart 3
Denmark’s promotion described by the Russian tour operators

	
	Denmark’s promotion in general
	Focus elements of the destination’s promotion
	Destination elements wanted to be promoted by the respondents

	1.
	· Denmark is not known, because there is no information in mass media
	· Legoland;

· City tours to Copenhagen;

· Bus tours in Scandinavia with Copenhagen included
	· Children’s parks ( not only one , but many);

· Family holidays around the country;

· Summer cottages holidays;

· Copenhagen - Scandinavian congress centre


	2.
	· Denmark has relaxed process of obtaining tourist visa;

· Destination supplies Russian agencies with the same old programs but it should present something new and original;

· There should be information on events and products from Denmark;

· Brochures should be mainly in Russian language

	· Copenhagen city tours;

· Legoland
	· New concepts;
· Copenhagen for children;
· Family holidays;

· Farm holidays

	3.
	· Denmark is not known, because there is no promotion;

· No TV and other form of public commercial; 

· Denmark should present something in Scandinavian context


	· Copenhagen city tours;

· Legoland;

· H.C. Andersen
	· Some new programs in Scandinavian concept;

· Castles



	4.
	· DK as a niche tourism is promoted enough
	· Pharmaceutical companies 


	· Corporate tourism

	5.
	· Travel to Denmark is expensive, therefore many tourists are not expected ( the link between Denmark’s promotion and tourists’ flow is not illuminated)

· Little advertising in mass media and internet

.
	· Copenhagen weekend tours;

· Scandinavian capitals;

· Legoland;

· Design;

· Andersen;

· The oldest monarchy;

· Castles
	· In addition to the mentioned in the left column: H.C. Andersen concept in Copenhagen, Odense;

· Aalborg, Aarhus and other towns;



	6.
	· Denmark has relaxed visa regulation;

· There is no information support for the agency
	· Legoland;

· Copenhagen city tours;

· Scandinavian bus tours
	· Some more interesting products and events

	7.
	· Little language support for Russian tourists;
· Weak tourist flow from Russia is mainly caused by high prices in Denmark 
	· Copenhagen;

· Legoland

	· Summer cottages holidays ;

· Fishery;

· Beach holidays

	8.
	· No language support for Russian tourists;

· DK is the only European country without tourist office in Moscow;

· Promotion is weak and image is confused;

· Big potential which is not used


	· City breaks;

· Legoland;

· Spa tourism

	· Excursions around the country;

· Castles


	9.
	· Lack of language and information support for Russian tourists;

· No mass media advertising;

· Very limited brochures’ information support;

· Because Russians do not know about Denmark, travel agencies have no interest as well;

· Big potential which is not used
	· Legoland

	· Summer cottages holiday;

· Family holidays;

· Beach holidays;

· Excursions;

· Something new and interesting from Denmark
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	· No data 
	· No data
	· We have to wait for the economic conditions of Russian tourists to get better in order to evaluate the demand  


When asked why demand for Danish tourist products is low, compared with other Nordic countries, the majority of the respondents indicated that no promotion and very little information about Denmark is the reason. Particularly, lack of advertising and information in mass media and the internet is seen as a major reason. One respondent emphasized the relationship between the general knowledge of Denmark among potential Russian tourists, and the efforts of the tour operators. The less Russian people know about Denmark, the less tour operators are interested in Denmark’s promotion as a tourist destination. One respondent stressed inadequate image promotion. She emphasized that Denmark would do better to develop the best Danish tourist products such as excursion tourism instead of trying some new concepts where Denmark has no chance to compete with other European destinations, for example, wellness tourism. 

One respondent expressed satisfaction with the level of promotion, pointing to the fact that Denmark is considered as a niche rather than a mass tourism destination. Two respondents identified high prices as the main reason for Russians’ low demand for holidays in Denmark. Although they also mentioned other reasons, namely little information and language support. Relaxation of the tourist visa regulations has been considered as a positive achievement of the Danish tourism authorities.

Looking at the second column, it appears that Denmark has been very successful in promoting Legoland and Copenhagen city tours. Denmark as a part of Scandinavia is also a popular image. Newly established images, such as the concept of Denmark as the oldest European monarchy, spa tourism and design seem to be known among the respondents. Although, the respondents agree to promote design and the monarchy concepts, image of Denmark as wellness destination does not look adequate enough for them. 

VisitDenmark commented: “the fact is that Denmark is a part of Scandinavia, and Copenhagen is often is a part of Scandinavian round trip. So it still makes sense to promote Scandinavia, and not only Denmark”. In fact, “round trip Scandinavia” tourism segment, where Denmark will be represented among other Scandinavian destinations by Copenhagen, is one of the strategic projects VisitDenmark is currently working on. Copenhagen- city break tourism is another promotional focus. Copenhagen is to be promoted for high income individual Russian tourists as a city of design, high level of life, exclusive shopping, spa etc. Another strategic focus is to promote Denmark as a family holiday destination.

The majority of the respondents suggested that Denmark has to be promoted as a family holidays’ destination. Gartner
 proposed that tour operators may project an unrealistic destination image because only selected images will be passed on to their clients. Russians often prefer to travel with their families. Around 65% of those on a holiday trip to European countries are traveling with their families. They are also prepared to spend more money than travelers, who prefer to travel with friends or alone.
  Following the demand patters, tour operators may influence the image of the destination and create possibly unjustified expectations for Denmark as a country for family travel. It could be that despite the many children’s amusement parks, child-friendly infrastructure, and good conditions for farm and summer cottages holidays, Denmark is still too expensive for Russian families. 

It has also been indicated that the respondents want to extend the knowledge of Denmark and offer some other travel locations besides Copenhagen and Legoland, for example towns such as Aarhus, Odense and Aalborg; and coastal lines with its beaches and summer cottages. These tourist products are associated more with individual travel compared to the Copenhagen tours segment. A shift towards individual travel in the Russian tourists’ travel preferences has been illuminated by the ETC report 2009. Therefore, it is possible that, following the trends, tour operators have been evaluating the destination attractiveness for the individual travel attributes and events. 

The respondents have also mentioned the need for information about events in Denmark. Event tourism means a trip with a definite purpose, such as visiting exhibitions, auctions, sales, fairs, flea markets or festivals, and is seen now as “increasingly important in attracting attention to Europe”.
 In this context, no references in the interviews to any Danish events, for example Viking festivals, may indicate a gap in the destination promotion.


Many respondents want to present some new, interesting and original products, which they think Denmark possesses. They argue that Russian tourists must be provided with some interesting tourist products from Denmark in order to stimulate demand. The ETC report states that today’s Russian tourists are very competent. Many of them have already traveled to European countries, have seen things, have heard things and they know what they wish to see. When giving information to these people, it is necessary to focus on new kinds of leisure trips and new kinds of developments of your own.
  

The director of the Russian travel agency, however, argued that the majority of Russian tourists are still far from being advanced travelers. “It can not be said that Russian people have been everywhere and know everything. Generally, people do not know about small countries as Denmark, Holland or Belgium.” He pointed out that the broad information about the country should be induced first. 
 Following the theoretical perspective
, information about a destination used in cognitive evaluations by unfamiliar segments, are supposed to minimize the tourist's uncertainty before visiting the place and therefore make the tourist destination more familiar and attractive. 
One of the respondents explained that during an economic crisis Russian tourists want the best value for their money. Thus they want to experience something new and interesting, instead of the well known tours. Deputy Director of the international department of the Russian Federal Tourism Agency has commented: “I think, it is a good time, while the economic conditions remain critical, to begin to promote yourself in Russia. If now Denmark will come to the market with some economic, interesting tours; this will be a good establishment”. It is not the main goal of this study to provide for marketing initiatives, therefore the sufficiency of this advice will not be considered. Nevertheless, a major function of tour operators is to create attractive destination images for the areas to which they arrange tours.
 Therefore, it can be argued that the respondents’ need for more efficient promotion of Denmark in Russia may be supported in order to generate tourist flow to Denmark. 

Means of marketing communication

The ETC report states “Denmark is little known among Russians- partly because VisitDenmark does not have an office in Russia, and the majority of the visits are just for the capital Copenhagen”. 
 The need for the national tourist office in Moscow has been emphasized by the respondents. They argue that the office is necessary for smooth and efficient tourist information exchange. Tour operators are needed to have “a place where one can always approach in case of any questions about the destination”. That is the way they are used to operating. 

NTOs abroad have six common objectives, namely: to increase the availability of the tourist products of the destination by increasing the number of new tour programs or to maintain at the targeted level the number and capacities of such programs (Package and tour development role); to secure maximum promotional exposure (Promotional role); to promote a favorable image of the country as a tourism destination (Image creation and enchantment role); to play a leadership role in the development of the marketing and promotional partnerships (Partnership development role); to familiarize travel-trade distributes channels with the destination services and products and stimulate them to increase sales (Travel trade marketing role); to increase and make more effective the supply of information on the tourism services and products of the destination (Literature distribution/fulfillment role). 
 

Considering the mentioned roles of foreign NTOs, it is easy to understand the respondents’ demand for the Danish national tourism office in Moscow.  NTO may significantly facilitate tour operator’s business.  Moreover, being accredited in Denmark, the tour operators are subjects to project specific destination images. In this context, the tour operators’ need for a competent body to maintain and direct their business activities is even more critical.

From the interview with the Innovation Norway representative office in Russia, it become clear that practically all the mentioned objectives of the foreign NTO can be achieved with sufficient funding and three Russian permanent employees with good knowledge of the destination of e.g. language, culture and business structures. The Innovation Norway budget is 10 million of Norwegian crowns, from which half is derived from the partnership’s projects.
 For comparison, the last year VisitDenmark budget for marketing activities in Russia constituted 600 thousand Danish crowns.
 

The Innovation Norway Russian office spends its resources mainly on press and acknowledgement tours, and advertising campaigns aimed to the end users. It has been emphasized that the longer the office operates the more importance it places on consumer marketing. The means of communicating messages chosen are dependent on the situation in Russia. During the economic crisis, the Norwegian NTO is advertising mainly through street posters, TV and internet. All the campaigns aimed to promote Norway as a tourist destination, have to be financed by the government at the same level as by other interested parties. Therefore, the Russian office searches for, develops and maintains business partnerships with tourism suppliers and intermediaries, including Norwegian regional municipals, ski resorts, fjords, and the Russian travel trade. The advantage of having NTO in Russia is being connected to the ability to sense the market and directly create partnerships, whereas the results of the activities of the third parties, such as consulting companies, are very difficult to test.

From the other side, the location of the foreign NTOs must be decided strategically as the costs of establishing of a foreign tourist office and financing its activities are high. Some small countries that cannot afford the costs of a full service of NTO employ other, less expensive, alternatives. These include using the office of the national airline as a contact point for tourist information on the country, using the services of a sales representative, or providing tourist information via the consular services in an embassy. 
 VisitDenmark has chosen to use the services of a consulting company, arguing that the practice of operating NTOs has shown that it is more efficient to employ a local consulting company to manage international affairs than to establish a foreign NTO. TMI consultancy provides VDK with recommendations with regard to public relations in Russia.
. In fact, VDK is not even included in the list of the major clients as it can be seeing in the company’s web site.
 It seems therefore only logical that the consultancy which has many different clients, including national tourism organizations and hotels chains from all over the world, does not represent Denmark in Russia. The Danish travel agency has commented that the consulting company has no sense of the Danish tourist products, therefore cannot be used efficiently. 
 
From the theoretical point of view the tourist office may function as a means to strengthen the control over the image projected through tour operators and design more realistic induced images.
 Considering all this, it can be argued that Danish tourism authorities place little importance on the quality of the induced images and do not facilitate Danish tourism in Russia.  

Due to the lack of the Danish NTO and financing of the marketing activities in Russia, the tour operators form the induced image of Denmark according to their capabilities and interests. Some respondents go on their own to Denmark to investigate the potentialities. Some search the internet for the products and places that can evoke emotions of the Russian tourists. Some agencies base their sales on the information they have received from Denmark. One respondent, who was invited by VDK to participate in the promotional tour to Copenhagen, has gathered many positive and informative travel experiences. She commented, however, that she was shown many interesting products, but these products are not reflected in the promotional materials, and she continued to receive the same old programs. 

Researchers (i.e. Echtner and Ritchie 1991, Mackay and Fesenmaier 1997) suggest that the destination unique attributes and emotions associated with experiences the destination could be incorporated into promotional materials designed to persuade people to visit a destination. It is clear, that in the absence of the NTO in Russia, the Russian tour operators will know better about the emotions of the Russian tourists, compared with the Danish headquarters. At the same time, knowledge about the destination is a subject of the destination marketers’ competences. It is therefore important to bring knowledge about the market and the tourist products together in order to develop effective advertising.

In this context, annual workshops in St. Petersburg and Moscow together with VisitSweden serve as a means of mutual communication between the Danish tourism authorities and suppliers and the Russian tourism trade. The majority of the respondents are visiting these workshops regularly. The number of the participants from the Danish side is increasing every year.
 This year workshops were successful from the point of view of the Danish travel trade and authorities. The tendency, however, is that the Russian participants from St. Petersburg seem to be more active than those in Moscow.
 Considering the fact that Moscow accounts for the main source of the Russian outbound tourism, this tendency has to be studied further. Besides this, one respondent also pointed out that providing for only these workshops cannot be enough to satisfy the need for information from Denmark. 

VDK is arguing that besides the workshops, other forms of information support take place, namely, the internet and brochures. The VisitDenmark official web site has been translated into Russian, so that Russian tourists and travel trade can obtain information about Denmark.
 The web site presents very detailed practical information about transport, money exchange, emergency etc., maps, information about events, accommodations, cultural and historical attractions etc. There is the possibility to view and download short movies and pictures about Denmark. One can also download Danmark’s Magasin for the year 2009-2010 for the tourists and agencies in Russian language. The magazine invites tourists to visit many beautiful places in Denmark, small towns such as Skagen and Ribe. It represents Danish design and architecture. It describes Danish people and culture, highlights the positive atmosphere and focuses on organic products and green energy. Royal Denmark and Viking Denmark are portrayed in the magazine as well.  
The two other informational materials in the Russian language, provided by VisitDenmark for the Russian travel trade, concentrate on the concrete tourist products and tours. The Danish partners, namely, DFDS Seaways, SAS Scandinavian airlines, Frederiksborg Castle, TaxFree-Global Refund, Wellness Denmark, DMC, ScanEast Tours, Viewpoint Travel Scandinavia, Wonderful Copenhagen and VisitDenmark, represent 2-5 day tours in Copenhagen and surroundings. They also provide some information about castles, wellness spots, family attractions and accommodations. Family attractions include Copenhagen attractions, Legoland and Lalandia. A separate brochure concentrates on wellness in Denmark. 

Analyzing the promotional materials of Visitdenmark, I noticed that the web site keeps focus on the elements illuminated by the Russian tour operators. This indicates that VisitDenmark are aware about the demand patterns in the Russian outbound tourism. Concrete tours and products offered to the Russian travel trade, however, are still based mainly on Copenhagen and Legoland. I can agree therefore with the respondent who said that VDK has shown many new and interesting products during the promotional trip to Denmark, but keeps sending the same old programs. 

Danish tourism actors recognize this problem. Viewpoint Travel Scandinavia, for example, before attending the Russian workshops, allocated all the resources into the translating their promotional materials into Russian language.  They wanted to present some new individual tours around Denmark to the Russian partners. Their tours focus not only Tivoli and Legoland, although this might be seen as an attractive point. The tours invite Russian families to investigate many other sights and places, including Safari park, Medieval Centre, Danfoss Universe, Ribe, Odense etc. Skagen, the North coast and Aarhus are represented in another individual tour. Accommodation may be chosen by the tourists from a variety of options. All the tours are supported by the extended information about the history and the value of the sights. Despite of the VPT efforts, it is difficult to tell about the success of the tours. VPT implies that without an efficient promotion of Denmark in the mass media and the physical presence of the Danish tourism authorities in Russia, it is quite impossible to achieve a significant increase in the number of Russian tourists traveling around Denmark.
In addition, another aspect of the problem could be discussed. Autonomous image change agents, such as news reports, articles and movies, are able sometimes to cause a more dramatic change in image than destination-originated information.
 Since the reburying of the empress Maria Fedorovna or Dagmar took place, Denmark has been broadly illuminated in Russian media. It seemed however that VisitDenmark failed to use this event in their international promotional campaign. This has also proved the low priority that VDK place on the Russian market. 
Rationale behind the marketing decisions


To conduct well-grounded destination marketing, i.e. planning, development, positioning, and promotion of a destination, marketers use the results of tourism image research. Because the results of image research might affect the destination, the researchers and the methodologies they use are crucial factors for the destination. Mistakes in the image evaluations may engage the destination in spending tourism resources in the wrong purposes.
 Therefore, it is important to identify the sources and results of the destination image evaluations used by Denmark’s marketers. 

The results of the recent market rating research conducted by VisitDenmark are shown on page 29 of this report. According to the rating, Russia is ranked in the 26th position out of 33 markets.
 Russia scored only 172 points compared with, for example, Germany that occupies first place with a score 294. The image of Denmark in Russia in this market rating research is identified by the National Brand Index, conducted by an independent policy adviser and researcher Simon Anholt.
 NBI states that Russian people rank holidays in Denmark (and so the image of Denmark) in the 21st position out of 50 tourist destinations worldwide. Notably, Germans also rank holidays in Denmark in the 21st position. 

Researchers
 imply that image formation is influenced by the perception of a cultural distance in a way that tourists have more confidence toward a destination with similar cultural values.  According to the VDK market rating, another reason Russia is placed in the interval of non-attractive markets is because it has very different cultural values to Denmark.
 It is interesting that according to NBI, Russians and Germans rank Danish culture almost the same: 21st and 19th position respectively.

Another piece of marketing research from 2006 was conducted for VisitDenmark by an international consulting company for the purpose of revealing the Denmark’s potential in the Russian outbound travel market.
  It provided for qualitative data based on interviews with 20 travel agencies in Moscow and St. Petersburg. In fact, the results of the present study resemble the results of the market research 2006 conducted for VisitDenmark, although three out of ten tour operators were also among those interviewed by the consulting company. This research stated that Denmark has good potential especially in holidays for families with children. It had also revealed potential for beach vacations, excursions/sightseeing city vacations and summer house vacations. The report summarized that “despite of limited knowledge about Denmark, all agencies stress that Denmark has great potential, that it has different attractions from other Scandinavian countries and could become a good destination for Russian tourists.” With regards to cultural values, the respondents indicated the growing interest of Russians in Denmark, in particular the interest of the Danish historical and cultural heritage, and good knowledge of Hans Christian Andersen. 

Weaknesses of the destination included visa issues, limited promotion, cost of travel and very limited information and language support with regards to both travel agencies and Russian tourists. It has been indicated by the respondents that “very limited promotion of Denmark leads to very limited knowledge of Denmark by the Russian population and therefore for very limited demand for travel to Denmark”.
  

To summarize the discussion on market research used by VDK in their marketing strategies, I would like to remark. Although VDK do consider the images and suggestions provided by the Russian tour operators, Russia is still viewed as a non-attractive tourism market. In fact, next year’s promotion of Denmark in Russia will be even weaker than before, because the funding for Russian market development will be reduced.
  

Why, despite the European recognition of the Russian tourism potential, the Danish marketers have decided to leave the Russian market unattended? The respondents gave quite different answers to this question. Some of the Russian tour operators could not answer this question; many suggested that Denmark has a very limited budget which it has to spend very carefully. Although no one has referred to the rather cold political discourse between the two countries in the past, many proposed that the marketing focus has to be decided on the state level. Some of the respondents have compared Denmark with Norway, and stated that despite of the similarity with regard to political, economic and cultural background, the two countries behave very differently with regard to the Russian tourism market.

The interviewed Danish travel agencies have also given different suggestions. VPT has explained that in “the Danish tourism trade it is very difficult to focus 100% on a new market like Russia, as it is still very far away mentally. All financing is based on private-public partnership contracts, and right now too few Danish suppliers are interested in Russia. So in Denmark it is a very strategic discussion, as whether we can get financing for activities in Russia”. Thomas Kastrup from VisitDenmark has agreed. He mentioned that the Danish suppliers are only recently begging to be more open to the new markets, and it is very important for VisitDenmark to send a message to the Danish companies and promote Russia as a source market. He implied that although Russia is only 2 hours away and it is easy to get there in practice, mentally, people think Russia is still far away. Moreover, only last year, tourism regulations have been changed in a way that now Danish tourism suppliers can promote and sell their products directly to the Russian market. 

The respondent from another Danish travel agency had suggested that Denmark is known for its position to wait and see how other Scandinavian countries develop new markets, and follow if they have succeeded. Yet, VisitDenmark commented that it is not sufficient to compare Denmark with Norway and Finland with regard to the Russian market potential, because all the countries have different attributes. Norway, in fact, is attractive for the 77% of the Russian tourists because of its nature and good conditions for active holidays.
 It can be argued thus that Danish tourism suppliers do not consider the Danish tourist products attractive for the Russian tourists, as they might think that there is a huge cultural difference in the mentalities of the Danes and Russians. And the Danish tourism authorities are not proactive in developing the Russian tourism market because they depend on the Danish tourism industry. Therefore all together they prefer to focus on domestic tourism and enduring markets, such as Germany and Sweden.  

Denmark’s common tourism strategy has been created by VisitDenmark with an active participation of many tourism organizations, ministries and research units.
 The tourism actors have been providing VisitDenmark with comments and suggestions. Only one of the tourism interest organizations operating at national level (which are as many as 16), the Union of the Danish travel agencies, has pointed out the importance of the development of new markets, including Russia.
 In contrast, some of the regional tourism organizations emphasized the priority of the maintenance of domestic and near markets. It becomes clear thus that the national and especially regional tourism actors have not yet begun to think of the potentialities of the Russian market.
Summary

Lack of advertising and general information about Denmark in the Russian media is seen as a major reason for low demand for Danish tourist products. Russian people know very little about Denmark; this also negatively affects the Russian tour operators’ efforts to sell the destination. Another significant reason for the low interest of the Russian tour operators’ is the non-existence of the Danish national tourism office in Moscow. The national office, which in practice usually performs many functions, including e.g. travel trade marketing, partnership development, literature distribution, may considerably facilitate tourism to Denmark by assisting and directing Russian tour operators and tourists. Presently, some tour operators spend their own resources and create their own images of Denmark, facing a risk of communicating inadequate images. Nevertheless, tour operators prefer to limit their selling efforts by offering well known products such as standard Copenhagen and Legoland tours, knowing, however, that Russian tourism trends require more interesting and original inputs into Danish projected images. 

Managers of VisitDenmark are aware of the potential and the demand patterns in the Russian tourism market. The Danish tourism actors, however, are not considering Russia as an interesting market and not willing to invest there yet. Mental distance is considered a major reason for that tendency. Some more specific reasons may lie in the nature of the Danish tourism policies and the structure of organizations. Due to the variety of the Danish tourism organizations, suppliers and research centers with different motivations, resources and responsibilities; it might be difficult to identify whom and on what basis decide on the development of new markets such as Russia. 
Conclusions and recommendations

Recognizing the images that individuals use to represent a tourist destination in their minds helps to understand and manage the decision making processes in tourism. Destination images as well as factors influencing image formation are of particular importance when destination marketers decide on their international strategies. Denmark’s tourism industry, perhaps, faces an urgent need for change in the destination international marketing, because Denmark experiences a fall in international arrivals while it’s competitors benefit from international tourists. The trends in European tourism show a growing interest to the potentialities of new markets such as Russia. With these in mind, this paper has attempted to contribute to the knowledge about Denmark’s destination image by exploring the components of the destination image held by the Russian tour operators, and by evaluating Danish promotional strategy in Russia with regards to the destination image formation. 

The theoretical perspective suggests that image should be considered as a multi-dimensional phenomenon integrated by several dimensions, i.e. cognitive, affective, conative and holistic. The results of the qualitative research among the Russian tour operators were analyzed using this perspective. The results demonstrate that Denmark may be considered as an attractive destination appealing to the different tourist segments. Particularly, the destination attributes and affective elements form images of the families with children holiday destination, destination for excursion tourism, and summer cottages vacations destination.  

At the moment, however, the Russian population knows very little about Denmark and the destination image does not exist in the minds of Russians. The images promoted by the destination constitute standard ideas about Denmark based on Copenhagen as a part of Scandinavian bus tours and cruises, and Legoland. These images lack somewhat original identity and need to be developed further in order to stimulate demand. The tour operators suggest that family holidays’ destination and destination for individual travel that invites to visit many different historical, cultural and natural sights around the country are advantageous images that may beneficially be promoted in Russia. 
Denmark has to grab the opportunities to obtain share in the international tourism business, suggest Copenhagen Economics.
  Denmark should not only compete on prices, therefore a constant tourist product development that maintains and built the destination’s attractiveness, must take place. It can be argued thus that Danish tourist products must be developed and enhanced in order to be successfully represented to international markets including Russia. The recommendations of what can be done already now may be derived from the Russian travel trade suggestions and images of Denmark as a tourist destination.
At the moment, however, lack of efforts to represent new and original Denmark and absence of general information about the country negatively affects demand for travel to Denmark. I suggest that there is an urgent need for mass media promotion in order to create an image of Denmark in the population. Moreover, very limited language and information support both for tour operators and tourists results in Danish images having limited implications. Another critical need concerns the physical representation of Denmark as a tourist destination in Russia. I suggest that the use of consultancy instead of establishing a national tourism office will not work sufficiently in the huge and multidimensional Russian market.
Danish tourism authorities are aware about the potential and the demand patterns in the Russian tourism market. The quality of their marketing initiatives, including brochures and web pages, demonstrates that. The Russian market, however, is considered as non-strategic and non-attractive; therefore promotion of Denmark in Russia has very limited financial support and fails to facilitate tourism to Denmark. 
Danish tourism authorities’ budget and marketing strategies depend upon the support of the many regional and national tourism organizations and suppliers, which are “mentally” closed for Russia. From the other side, on my opinion, an advanced investigation of the Russian market has not been conducted in order to provide the Danish tourism actors with insights into the new market’s potentialities. This argument is based on the analysis of the results of this study which reveals good potential of Denmark in Russia as a travel destination, while the VDK market rating denies this potential. 
I, therefore, advocate for further, well-grounded Russian market research. Other directions for further research may be concerned with the Danish tourism policies and ways they influence the development of new tourism markets.
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