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Foremard

This Action Plan is commissioned by the project “On the Footstep of Maupertuis”.
The Project has partly been funded by EU Regional Fund and by municipalities, Pello
and Ylitornio, and town of Tornio. The objective of the project is to produce
information and plans, how the cultural heritage based on the scientific expedition
led by Pierre Louis Moreau de Maupertuis in Tornio River Valley during 1736 — 1737
could be used in developing regional cultural tourism in Tornio River Valley. The
results of the expedition have been detailed documented, and therefore there is
extensive amount of facts which offer a solid basis for thematic cultural tourism
development in the Tornio River Valley.

The Action Plan has been co-created together with the project actors, international
tourism students from Multidimensional Tourism Institute, Lapland University of
Applied Sciences, and their teachers, José-Carlos Garcia-Rosell and Teija
Tekoniemi-Selkald. The foresight workshop in Tornio was facilitated by Sanna Kyyr&
fromm MTI, Lapland University. The Action Plan was part of the 3@ year advanced
studies related to Strategic Management in the English Degree Programme in
Tourism.

The Action Plan will support the future development programme which will be
finalized in October 2014.

Rovaniemi 31.3.2014

Anu Kumpuniemi José-Carlos Garcia-Rosell Teija Tekoniemi-Selkal&
Project Manager University Teacher, MTI Senior Lecturer, MTI
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According to the Finnish fourism board (FTB) cultural tourism can be defined as
follows:

"In cultural tourism, commodities and services are produced for local residents and
outsiders with appreciation of regional and local resources and on a business basis.
The aim is to provide experiences and opportunities for people to get to know these
cultural resources, learn from them or participate in them. This contributes to the
development of people's identities and to an understanding and appreciation of
both one's own culture and other cultures.

The cultural tourism resources include all that has been created by people: history,
cultural landscapes, built environment, archaeological sites, museums, performing
arts, visual arts, events, handcraft, language, tastes, traditions, habits, ideas,
lifestyles, religion, human characteristics, and scientific, artistic, technological and
industrial achievements."

Cultural tourism can also be defined as a 'passive, active and interactive
engagement with culture(s) and communities, whereby visitor gains new
experiences of an educational, creatfive and/or entertaining nature'. It s
acknowledged that due to the local climate and a lack of 'beach' or 'spa’ tourism
in the Nordic countries, the role of heritage and culture becomes more crucial,
especially considering the presence of the local indigenous peoples, such as the
Sami.

In 1736 the French mathematician, astronomer and physicist Pierre-Louis Moreau de
Maupertuis travelled with his expedition to the Arctic Circle in Lapland more exactly
to Tornio to prove Newton's theory that the earth was flattened at the poles. This
goes back to the orange orlemon theory — a metaphor used at that fime to describe
the shape of the Earth.

The expedition included mathematicians Clairaut and Camus, astronomers Le
Monnier and Celsius, the drawer De Herbelot and the secretary Sommereux as well
as the Abbé Outhier who was a scientist, too. Astronomer and multilingual Anders
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Hellant from Tornio River Valley served as the local guide for the expedition. In
addition the expedition had several servants and own chef.

/\ Kittisvaara

The expedition started with a two-
month-long exploration, mountain
climbing, construction of markers,
observation,checking, and calibrating
instruments and calculations. The most
important measurement points were
the steeple of the Lutheran church in
Tornio as well as the other
measurement points along the Tornio
River e.g. Kakama  Montagne
(Kaakamavaara),Cuitaperi Montagne
(Huitaperi), Awa Soxa Montagne,
(Aavasaksa), Horrilankero Montagne
(Horilankero), Niemi Montagne
(Niemivaara),  Pullingi  Montagne
(Pullinki, Svanstein), Kittis Montagne
(Kittisvaara).

Afterwards Maupertuis himself was also
proud of the scienfific performance of
his expedition. Still today the theories of
Maupertuis research are considered
remarkable.
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During the expedition the crew interacted with the local people and familiarized
themselves with the local lifestyle. These experiences were documented in a very
detailed form. As the result there is lots of information about the housing, customes,
lifestyles and everything related with Tornio Valley people of the 18th century.

After the expedition Central Europe became aware of Tornio River Valley as an
exotic territory of great interest. Northern Scandinavia was regarded as a destination
with the sense "doceur de vivre " which means the sweetness of live.

Vision and Values

The vision of Maupertuis Themed Cultural Tourism is:

Vision 2020

"Tornio Valley destination is as famous as in the 1700s"

Values
Arctic Hospitality

Arctic Hospitality is viewed here as the art of getting people feel welcome - to us as
persons, to our business and to our places. This was the way Maupertuis and his
expedition experienced the local hospitality while staying in the Tornio River Valley.

g ":";’t‘lg““*a.u\% - %N&n{: 1§ b '(

l[w BROIL

V|puv0|maa

a B LAPIN LITTO i
E U : I.ta. Euroopan unioni -~

2007-203  Euroopan aluekehitysrahasto




Authenticity

Authenticity is understood here as credibility. Authenticity is determined finally by
the customers. A service or product is authentic if customers perceive them to be
credible and genuine. Authenticity refers to the offerings, which recreate fraditions
or events that took place during Maupertuis expedition. Also authenticity draws
attention to the genuine encounters between Maupertuis expedition and locals
living in Tornio River Valley.

Creativeness

Creativeness is understood as the ability of having new ideas and innovating in
tourism. It also refers to imagination, innovativeness and exploration of Maupertuis
and his expedition to complete the task set for the frip in 1736.

These three values support and are supported by the five brand values of " Above
Ordinary Lapland". Arctic hospitality, authenticity and creativeness are based on
the “rich nature”, “creative madness”, “open and Arctic”, “Arctic magic” and
“consider it done” values of Above Ordinary Lapland.

The vision and values create the pre-requisites to preserve the cultural heritage of
the region to develop innovative themed cultural tourism and related services and
products as well as experiences in the future. The development of tourism on the
footsteps of Maupertuis in Tornio River Valley contributes local economies across the
national frontier of Finland and Sweden situated along the River Torniojoki.

SWOT-Analysis

STRENGTHS WEAKNESSES

Authenticity Lack of services

Locality Opening hours of cultural sites
Finnish nature is attractive to do not meet customers’ needs
cultural tourists Lack of flexibility

Diversity Cultural tourism related business
International background and international know-how is
(France, Sweden, Finland) low

Plenty of information available Lack of continuous financing
for development Short-term project financing
Scenery / some attractions have

been preserve
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POSSIBILITIES

Theme has not been widely
utilized

Versatile development ideas
Regional networking and
cooperation

Three airports

Internet, SOME

Lapland brand and utilization of
the attractions of Lapland
Development of new cultural
tourism products

Knowing local history better
improves the appreciation
towards one’s own
background/home

Villages stay alive

Evolving tourism industry

THREATS

Fierce competition between
destinations

Threats towards environment
and scenery

Cultural environment is
destroyed

Availability of excellent staff
diminishes

Lack of language skills

Lack of financial resources
Number of services decreases
Network actors are not
committed

Key Objectives of Action Plan

The specific actions for achieving the vision of Maupertuis themed cultural tourism
in Tornio River Valley are presented in the following objectives:

Objective 1: Organising Maupertuis Themed Cultural Tourism Management and
Development

Objective 2: Creating High Awareness of Maupertuis Story among Key
Stakeholders

Objective 3: Setting Target Markets for Maupertuis Themed Cultural Tourism

Objective 4: Developing and Marketing Sustainable Cultural Tourism Products

Objective 5: Developing Infrastructure and Accessibility
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Objective 1: Organising Maupertuis Themed Cultural Tourism
Management and Development

There is no public/semi-public/private organization in Tornio River Valley, which
coordinates and/or manages tourism in the region. Maupertuis Story as a common
theme for the region could serve as the source of regional (brand) identfity for
developing tourism along Tornio River Valley, both Finnish and Swedish side of the
border.

The following actions are suggested to undertake to achieve the objective 1.
Strengthening the Role of Maupertuis Foundation

Since year 2006 Maupertuis Foundation has confributed to the research- and
publishing- activities and exhibitions related to the cultural heritage of Maupertuis
expedition in 1736 — 1737 in Tornio River Valley. Foundation finances its activities
through different types of development projects and by collecting funding from co-
operative partners and different types of development funds.

The role of Maupertuis Foundation can be seen even more significant in the future
as it is now. Maupertuis Story is an excellent foundation for the regional and cross-
border cultural tourism development in Tornio River Valley. Developing Maupertuis
themed cultural tourism requires close cooperation within municipalities, various
communal organisations and tourism businesses regionally and across national
frontiers. When creating the pre-requisites for fruitful cooperation, Maupertuis
Foundation would naturally have the coordinating role.
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Promoting Networking, Cooperation and Co-opetition

Networking and cooperation are seen
as acts of working together for a
common purpose and/or benefit. Co-
opetition happens when competitive
companies also cooperate, which is
quite common in tourism, even though
it is in most cases unintentional.
Networking, co-operation and
(intentional) co-opetition are
important when involving local people
and companies for joint tourism
development e.g. long-term tourism
planning, in developing new and
innovative services, products and
experiences, in joint marketing, in
improving infrastructure and
accessibility.

The Maupertuis Story creates excellent opportunities to network and cooperate
locally, regionally, nationally and internationally along the Tornio River Valley. The
Maupertuis Story binds not only those who already cooperate but even those
(business related) stakeholders who have not cooperated together earlier and/or
are even competitors.

In order to combine versatile stakeholders and their needs and expectations
towards long-term regional tourism development, requires not only cooperation but
a public/semi-public organisation which coordinates and manages the
cooperation and other related operations. However, it may take years to establish
such a regional destination management organization (DMO), therefore it is
essential to create functional and cross-sectoral networks between municipalities,
communal organisations and businesses. Joint projects can act as practical
development tools for desired networks, but it is not sustainable to build long-term
tourism development solely on projects.

Suggestions for activities to promote networking, cooperation and co-opetition

e Joint development projects enhancing regional and cross-border Maupertuis
themed cultural tourism development and related networks supported
strongly by Maupertuis Foundation

e Planning common strategic plan for Maupertuis themed cultural fourism
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e Establishing Regional Tourism Destination Management and/or Marketing
Organisation (DMQO) in Tornio River Valley after pre-requisites have been
created through joint projects

e Arranging frequent both local, regional and cross-border meetings/discussion
forums/seminars by Maupertuis Foundation and/or regional cooperative
organisations (in the future also potential regional DMO) where different
stakeholders can discuss and share experiences, understand the importance
of networking, cooperation and shared vision and values related to
Maupertuis themed cultural tourism. It is important that stakeholders invited
represent different approaches to Maupertuis themed cultural tourism in
addition to local people, entrepreneurs, project actors, authorities e.g.
historians, environmentalists, educational institutes is recommended to
involve. (see objective 2)

e Organising cross-border Maupertuis themed cultural events along Tornio River
Valley

e Joint product development and marketing incl. cross-border activities in
Maupertuis themed cultural tourism

e Preserving and improving Maupertuis themed cultural tourism heritage sites

e Improving accessibility in Tornio River Valley locally, regionally and cross-
border

¢ Infensifying dialogue with various museums in France and in Central Europe
in order to organising e.g. joint exhibitions

Objective 2: Creating High Awareness of Maupertuis Story among Key
Stakeholders

Brand communication contributes to brand awareness, and consumers use brand
awareness on a great number of occasions as both a guarantee of quality and a
risk-reduction strategy. In case of Maupertuis themed cultural tourism, efforts should
be made to build a brand image, because it is very easy to recognise a destination
or a product if it already carries a specific brand image.

For example, in the case of Rovaniemi, the destination’s brand image is about
Christmas and Santa Claus. Customers recognise destination Rovaniemi by these
brand image characteristics. Similarly, Maupertuis Story could create the basis for
Tornio River Valley brand image. Firstly, awareness of the Maupertuis Story should be
created among key stakeholders. This can be done in many different ways.

The following actions are suggested to undertake to achieve the objective 2.
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Identifying the Key Stakeholders

It is very important to identify public and private key stakeholders in local, regional,
national and international levels in order to be able to disseminate the message of
Maupertuis Story efficiently. Examples of key stakeholders are Maupertuis
Foundation, local companies and personnel, DMCs, DMOs, local people (from
children to senior citizens), customers/tourists, municipalities, financiers, research-,
education and development organisations, village associations, destinations
related either directly or indirectly to tourism and the story of Maupertuis, Defining
the target markets (customer groups) is discussed more detailed in the objective 3.

Designing Communication Material for the Maupertuis Story

There is plenty of information available
in  versatile sources concerning
Maupertuis and his expedition to
Article Circle. Therefore it is important
to map information available and
write the Grand Story that is easy to
access and apply to different
purposes by different key stakeholders.
In addition it is important design a logo
and/or slogan for the Maupertuis Story,
as well as pictures/photos. In addition
it is recommended to design
templates for other relevant marketing
communication material for different
channels (traditional and online).

“Basic information package” of the Maupertuis Story could be designed for brief
“educational” and “marketing” purposes for tourists (customers), companies and
their staff and different schools — teachers and students. The package could include
basic information e.g. who Maupertuis was, why he was important, what did he do
and how he worked and where and how he interacted with the locals. The
information package is provided visually as well as in a short and easy
understandable way in several languages e.g. Finnish, Swedish, English, French,
Russian) as a booklet and an on-line version.

“Maupertuis Cultural Tourism Service Excellence Handbook” is designed to form a
framework and criteria for both commercial and non-commercial themed
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products, services and experiences. This handbook could also be the foundation for
(induction) training in companies and/or networks. The Handbook should be
available in three languages: Finnish, Swedish and English, in printed and on-line
versions. This handbook is available for purchase and can be combined with various
consultation services.

Whenever people see, hear and read Maupertuis Story related material, they can
easily recognise the core of the story. This creates the basis for building up the brand
image for the Maupertuis themed cultural tourism in Tornio River Valley.

Communicating and Educating the Maupertuis Story

Awareness is created among key stakeholders by communicating with them in
various ways and educating them. There can be organized public and/or network-
based workshops and seminars about Maupertuis Story, his meaning to tourism in
Tornio River Valley. Similar kind of educational programmes can also be offered to
schools in order to integrate Maupertuis Story into their studies in early stage.

Probably the most significant educational work will be done in companies, which
need skiled and trained staff for servicing Maupertuis themed cultural tourism
service, products and experiences. On the job training (e.g. apprentice-, induction
training- and supplementary training) helps maintain  standards by having
supervisors, trainers or fellow employees coach individuals in the most effective way
to do the work. The Maupertuis Cultural Tourism Service Excellence Handbook can
be used as the key learning material in these trainings. Language courses can
support these trainings. Employees can be motivated into the Maupertuis Story by
empowering them to develop Maupertuis themed cultural tourism and let them
become interactive with Maupertuis history and its role in the region.

Objective 3: Setting Target Markets for Maupertuis Themed Cultural
Tourism

The following actions are suggested to undertake to achieve the objective 3.
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Analysing Current Situation

Setting target markets for Maupertuis authenticity as well as easy and care-
themed cultural tourism requires free travelling.

careful analysis of the existing target
markets in Lapland and especially in
Tornio River Valley and Sea Lapland.
Lapland  tourism  strategy, local
destination-level tourism strategies and
stafistical analysis and some related
researches (e.g. various thesis in
Lapland University and Lapland UAS)
provide information of the main target
markets, different customer groups,
their travel motivations and desired
activities (e.q. nature and
environment, outdoor-activities)
during their visits.

However, the national tourism strategy
and various researches published by
Finnish Tourism Board (FTB) cannot be
ignored in this current situation analysis.
FTB focuses on attracting so called
“modern humanists” who appreciate
especially local culture and lifestyles
and pay attention to responsibility,

A holistic understanding of target markets, customer groups, product offerings in
competing regions and in destinations is essential to solve. In addition to the analysis
of target markets and customer groups, also a competitor analysis and a product
analysis are therefore important to execute. It is relevant to know what type of
product offerings there are in competing destinations and/or regions for particular
customer groups and target markets.

The unique location of Lapland around the Arctic Circle attracts visitors from all over
the world. Most important target markets in Lapland are Russia, followed by
Germany, Great Britain, France, Spain and Italy as well as Netherland and Norway.
The amount of international tourists as well as the importance of different
international target markets vary between different sub-regions in Lapland.
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Choosing the Target Markets and Customer Groups

Setting the target markets and profiling the customer groups for Maupertuis themed
cultural tourism in Tornio River Valley is necessary not only for the region but for the
companies. The regional networks and organisations (mainly through projects) and
in the future the regional DMO would have a significant role in this operation.

In recent years Russia, France and Italy have been the main international target
markets in Sea Lapland. It is relevant to note that Tornio River Valley as a region
differs e.g. Sea Lapland and even Tornio. Since IKEA was opened in Haparanda,
Sweden, shopping tourism in Tornio-Haparanda -area has grown in significant
numbers. It is interesting to see in the future how Tornio will position itself as a tfourism
destination — whether it will choose Sea Lapland, Tornio River Valley or other context.

In Tornio River Valley the amount of registered night spent of international visitors is
around 20 % and the most important target markets are at the moment Sweden
and Norway. The most important touristic season is summer and the Tornio River and
the border region create the specific foundation for product offerings in the region.

Maupertuis themed cultural tourism carries a high potential to attract IKEA shopping
tourists (from Finland, Sweden, Norway and Russia) and to prolong their length of
stay in Tornio River Valley. In addition France can be considered as a new potential
target market as it carries a very high potential due to the fact that Maupertius was
from France and there are special connections to France.

As Maupertuis themed cultural tourism is all about culture, history and nature, so,
“modern humanists” both international and domestic can be relevant leisure
customer groups. Due to the recession and e.g. new taxation practices in Finland,
leisure tourists should be the main focus instead of corporate customer groups even
though they are important to some businesses.

Objective 4: Developing and Marketing Sustainable Cultural Tourism
Products

Sustainability refers to “meeting the needs of the present without compromising the
ability of future generations to meet their own needs”.

Sustainable product development and marketing takes into careful consideration
local operating environment; locals, their way of life, cultures and heritage and
respect them all. Through sustainable product development and marketing it is
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possible to increase region’s economic development by using local resources
ecologically without damaging natural nor cultural environments.

Sustainable product development and marketing of Maupertuis themed cultural
tourism is integrated with the existing services, products and experiences and
marketing and sales practices in Tornio River Valley and in Sea Lapland (in Swedish
Lapland). Above Ordinary Lapland Brand values, material is recommended to be
used.

The following actions are suggested to undertake to achieve the objective 4.
Coordination of Product Development and Marketing

The regional networks and/or organisations (in the future regional DMO) in
cooperation with Maupertuis Foundation should take the responsibility to
coordinate activities and operations within Maupertuis themed cultural tourism
product development and marketing. In addition they will act as the guardians for
the overall promotion and protection of the heritage/memorial sites in cooperation
with municipality authorities.

Maupertuis Themed Cultural Tourism Service Excellence Handbook is designed to
be a practical tool and guideline in order to guarantee the quality in operational
level in companies and networks, public sites and routes etc.

The regional networks and/or organisations (in the future regional DMO) should build
close cooperation in product development and marketing with local and/or
regional DMQO’s e.g. in Sea Lapland and in Swedish Lapland.

Pro-active Product Development and Marketing

Customers” role is changing and therefore also services, products and experiences
developed as well as the marketing practices need be questioned in tourism.
Traditional services and products do not necessarily satisfy customers” needs and
expectations as much as earlier since customers expect to experience more often
something meaningful which may also improve their quality of life. As the result
marketing is changing from marketing to customers - practices towards marketing
with customers —practices.

Customers prefer taking an active role in service encounters and they are not
anymore only consumers but also producers and even co-creators together with
company actors. Customers” experiences are more and more technology
enhanced through e.g. social media and mobile applications. The above
mentioned changes in consumer behaviour need to be taken into account in
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tourism product development and in marketing. It is essential to hunt weak signals
and follow frends.

Suggestions for Maupertuis themed cultural tourism services and products

Printed and online material (maps, instructions/guidelines, stories) and rental
gear (e.g. cars, bikes, camping gear) for independent/self-guided tours,
hiking trips etc.

Virtual “On the Footstep of Maupertuis” -experiences e.g. mobile games. If
there is cooperation with high educational institutes and their students from
e.g. IT- and cultural and tourism studies, such mobile applications and games
can be created efficiently and with low cost.

Tours with Maupertuis measuring activity enhance authenticity of the
destination

All-year-round soft adventure products with versatile seasonal activities e.g.
hiking, biking, canoeing — deep-snow skiing, snowshoeing, reindeer riding.
Dining with Maupertuis — evening programmes with traditional music and play
(theatre —like) and fraditional meals

Each Maupertuis themed cultural product carries a part of the story — it is not
sustainable to fell the whole story at once, in one product. The Maupertuis cultural
tourism product family should consist of versatile offerings: self-guided products,
short 2 — 4 hour -long programmes for min. 2-4 persons with guaranteed departures
(week programmes), day tours for individual leisure travelers and groups, longer
(tailor-made 2-4 day-long-tours) for small leisure groups and / or corporate
customers.

Suggestions for Marketing Maupertuis themed cultural tourism services and
products

Internationalisation project for companies in On the Footsteps of Maupertuis -
network

Regional DMO and companies participate different tourism fairs and
workshops in Finland and abroad together with other DMOs or similar
organisations from Sea Lapland, Tornio-Haparanda and even Swedish
Lapland

FAM-trips to international tour operators and media in co-operation with
Finnish Tourist Board and Finpro

Customer Relationships marketing with international tour operators and
corporate customers

Tornio River Valley tourism web-pages with Maupertuis Story— One Place to
shop”

h}.

£ : i L ‘é’
leuvmmaa - o

E U - lta Euroopan unioni -~
2007-203  Euroopan aluekehitysrahasto X

E LAPIN LIITTO



17

e Marketing via Social Media, Twitter, Instagram, Youtube, Tripadvisor together
with customers

Objective 5: Developing Infrastructure and Accessibility

Infrastructure and accessibility are essential for developing Maupetuis themed
cultural tourism in Tornio River Valley. Infrastructure refers to "the physical
components of interrelated systems providing commodities and services essential to
enable, sustain, or enhance societal living conditions" e.g. public and private
services, facilities and venues, roads, routes, bridges, telecommunication. In turn,
accessibility describes “the degree to which a product, device, service, or
environment is available to as many people as possible.”

It is not only the physical quality of the infrastructure but also its accessibility of which
both physical and virtual are important. For example tourists may have problems in
finding information through web and/or fravelling to and within destination(s).

In Tornio River Valley there are challenges in both infrastructure and accessibility
related to Maupertuis themed cultural tourism and those need to be developed.

Suggestions of development activities related to infrastructure and accessibility of
Maupertuis themed cultural tourism

e Development of “Tourism for All” Maupertuis themed cultural tourism sites and
routes, hiking trails, resting areas, information boards, and signs.

o sites, routes and hiking trails accessible for everybody also those with
special need e.g. old people, handicapped, family with children

o sites, hiking tfrails with measurement tools

o signs in different colors and in several languages, information boards
along trails and routes

o on-line/virtual games could be created to have fun when moving from
different site to another or hiking on historical trails

e There are three airports quite near, so, the connections from the airports to
Tornio River Valley should be conveniently available

e Asitis difficult to travel within Tornio River Valley without a car, possibilities to
develop public transportation could be considered and / or cooperation with
regional car rental agencies for special deals. “Rent a car and get your own
guide” — could be one service product offered.

e Cooperation with bus companies and VR, for a special Maupertuis Ticket
when combining frain-bus — fransportation. Show the benefits for customers!
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e “One Place to Shop” -principle in on-line accessibility to information related
to companies, services, places of interest, sites, hiking trails etc.
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