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1 INTRODUCTION 

The aim of this study is to provide a marketing information package, based on a 

service design process and for the use of starting companies in the area of Turku. 

The recommendations are based on eight in-depth interviews and a workshop, 

of entrepreneurs and experts, covering entrepreneurship and marketing literature 

of marketing professional. The development of services is based on low cost high 

reward mentality which is well accepted of starting companies with limited re-

sources. For new entrepreneurs, service design processes require a new way of 

thinking of how to develop services, making it continuous and supporting busi-

ness- and marketing strategies. As one of the central perspective of the develop-

ment of marketing services has been increased user -oriented services. 

1.1 Service design 

Service design can be used to find a new approach to the development and it can 

also be used to involve users in the design and production of services. In the 

business world, service design has been used successfully for many years to 

understand the customer’s needs. The connection between marketing and ser-

vice design is still a relatively new phenomenon in Finland.  

The foundation of service design is the use of the service design toolkit. Service 

design is a method for improving the quality of the service. Those improvements 

are directed at both the users and staff of the organization. In service design, a 

wide range of disciplines come together, such as ethnography, consumer re-

search, interaction design, product design, industrial design, service marketing 

and corporate strategy. (Service design toolkit, 2016) 

Service design is a service experience based on user-driven design. Service in-

novation, development and creative design methods are based on visual aspects, 

experimentation and an iteration work philosophy, for the development of the ser-

vice. Service design provide means of understanding customer behavior. This is 



10 
 

done together with users and other service design stakeholders, minimizing ser-

vice launch risks, and maximizing process efficiency. Service design process 

does not progress linearly, but is based on learning through experimentation. Ex-

perimenting with the outcome is not known in advance, so the next step cannot 

be predicted with certainty. The process is open and it is edited constantly, accu-

mulating knowledge. Service design is an ongoing service development. Services 

will be made available, after which activities are monitored and will be further 

developed utilizing the same toolbox. (Erkkilä, 2013) 

Service design is also the activity of planning and organizing people, infrastruc-

ture, communication and material components of a service in general, in order to 

improve its quality and the interaction between the service provider and its cus-

tomers. Service design function as a way to inform changes to an existing service 

or create a new service entirely. The purpose of service design methodologies is 

to establish best practices for designing services according to both the needs of 

customers and the competencies and capabilities of service providers. If a suc-

cessful method of service design is employed, the service will be user-friendly 

and relevant to the customers, while being sustainable, efficient, and competitive 

for the service provider. Service design uses methods and tools from different 

disciplines, ranging from ethnography to information and management science to 

interaction design. Service design concepts and ideas are portrayed visually, us-

ing different illustration techniques according to requirement, skill and level of un-

derstanding of the stakeholders involved in the service processes. (Morelli and 

Tollestrup, 2007).  
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2 MARKETING STRATEGY 

The starting point of a marketing strategy and a marketing plan is the company’s 

service- and/or product promise, this depends on the activities. It is based on the 

value chain which is a set of activities that a firm operating in a specific industry 

performs to deliver a valuable product or service for the market. The concept 

comes from business management and was first described and popularized 

by Michael Porter. The idea of the value chain is based on the process view of 

organizations, the idea of seeing a manufacturing (or service) organization as a 

system, made up of subsystems each with inputs, transformation processes and 

outputs. Inputs, transformation processes, and outputs involve the acquisition 

and consumption of resources, money, labor, materials, equipment, buildings, 

land, administration, and management. How value chain activities are carried out 

determines costs and affects profits. (Porter, 1985) 

SWOT-analysis is a good starting point for marketing analysis. Strengths are in-

ternal capabilities that help the company reach its objectives. Weaknesses are 

internal elements that interfere with the company’s ability to achieve the objec-

tives. Opportunities are areas of buyer need or potential interest in which the 

company might perform profitably. Threats are challenges posed by an unfavor-

able trend or development that could lead to lower sales and profits. (Kotler et al., 

2017) 

A value driven marketing strategy must be customer centered. You must win cus-

tomers from competitors and then engage and grow them by delivering greater 

value. Companies know that they cannot profitably serve all consumers in a given 

market – at least not all consumers in the same way. Most companies are in a 

position to serve some segments better than others. Thus, each company must 

divide up the total market, choose the best segments, and design strategies for 

profitably serving chosen segments. This process involves market segmentation, 

market targeting, differentiation, and positioning. (Armstrong et al., 2016)  
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2.1 Marketing mix 

After determining the marketing strategy, the following step is to plan the details 

of the marketing mix, one of the major concepts in modern marketing. The mar-

keting mix consists of the 4 Ps. 

 Products means the goods and services combination the company of-

fers to the target market. 

 Price is the amount of money customers pay to obtain the product. 

 Place includes company activities that make the product available to tar-

get consumers. 

 Promotion is the activities that communicates the merits of the product 

and encourage target customers to buy it. (Armstrong et al., 2016) 

 

Figure 1. The Four Ps of the Marketing Mix (Armstrong et al., 2016) 

2.2 Marketing environment 

The marketing environment consists of the task environment and the broad envi-

ronment. The task environment includes the actors involved in producing, distrib-

uting, and promoting the offering. These are the company suppliers, distributors, 

dealers, and target customers. In the supplier group are material suppliers and 
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service suppliers, such as marketing research agencies, advertising agencies, 

banking and insurance companies, transportation companies and telecommuni-

cation companies. Distributors and dealers include agents, brokers, manufacturer 

representatives, and others who enable finding and selling to customers.  

The broad environment consists of six components: demographic, environment, 

economic environment, social-cultural environment, natural environment, techno-

logical environment, and political-legal environment. Marketers must pay close 

attention to the trends and developments in these and adjust their marketing strat-

egies accordingly. New opportunities for product- and service marketing are con-

stantly emerging, consider e.g. Pinterest, which is one of the fastest growing so-

cial media at the moment (2016). (Kotler, Keller, 2016) 

 

 

Figure 2. The 7 Ps of Services Marketing (Armstrong et al., 2016) 
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2.3 New marketing realities 

The market place is dramatically different from even 10 years ago, with new mar-

keting behaviors, opportunities and challenges emerging. There are at least three 

transforming forces:  

Technology 

The pace of change and the scale of technological achievement is staggering. 

The number of mobile phones and the rapid rise of E- and M-commerce, mobile 

internet and Web penetration has grown exponentially. Massive amounts of in-

formation and data about almost everything is now available to consumers and 

marketers. 

Globalization 

The world has become a smaller place. New transportation, shipping, and com-

munication technologies have made it easier for us to know the rest of the world, 

to travel, to buy and sell anywhere. By 2025, annual consumption in emerging 

markets will total $30 trillion and contribute more than 70 % of global GDP growth. 

Globalization has made countries increasingly multicultural. 

Social responsibility  

Poverty, pollution, water shortages, climate change, wars, and wealth concentra-

tion demand attention. Because marketing’s effects extend to society as a whole, 

marketers must consider the ethical, environmental, legal, and social context of 

their activities. Determine the needs, wants, and interests of target markets and 

satisfy them more effectively and efficiently than competitors while preserving or 

enhancing consumers and society’s long-term well-being. (Kotler, Keller, p. 36, 

2016)   
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3 MARKETING SERVICE DESIGN 

This marketing service design package provides valuable and timely market in-

telligence, analysis, and opportunities to support starting entrepreneurs in the 

area of Turku. The Information provided helps starting companies and other 

stakeholders to make informed decisions about current and future marketing ac-

tions. Information includes: 

 Up-to-date market intelligence in the area of Turku. 

 Quality marketing opportunities, including partnerships and commercial 

opportunities. 

 Marketing data and statistics. 

 Technology and marketing visualization opportunities that allows you to 

create new material and increase the interaction with your customers. 

 Service design as a process and method. 

This marketing service design package is built as a service for starting companies 

and it is based on general service design processes including customer journey, 

service blueprint, business model canvas, consumer marketing journey, mood-

board, persona and stakeholder map.  

3.1 Customer journey 

The customer journey map is an oriented graph that describes the journey of a 

user by representing the different touchpoints that characterize his interaction 

with the service. In this kind of visualization, the interaction is described step by 

step, but there is a stronger emphasis on some aspects as there are physical 

devices involved. There is a higher level of synthesis than in the service blueprint, 

the representation is simplified trough the loss of the redundant information and 

of the deepest details. (ServiceDesignTools, 2017) 
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In the customer journey figure below, the customer interaction goes through the 

lifecycle stages of awareness, interest & consideration, purchase, and retention 

of customers. The customer experience is evaluated through touch points and 

the customer value they create. The recommendations for the development of 

the customer journey is presented in the form of an improved digital customer 

journey and improved content marketing efforts. The path from awareness to loy-

alty, starts from PR, Radio, TV, and Newspaper marketing efforts but this can 

nowadays be narrowed down to local newspaper advertisement for starting com-

panies. A common feature of the efforts to create awareness is digitalization in 

all forms. The goal, with the marketing information package, is to get potential 

customers in your area aware and familiar with your products and services to 

increase sales and create long lasting customer relations.  

 

 

Figure 3: Customer Journey MIP (Blomqvist, 2017) 
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You have the possibility to hook up with customers using online- and social media 

ads, pay per click ads, blogs, and e-mail lists. When the customer starts to con-

sider an eventual purchase, the expressed interest should be registered using 

cookies and connecting the customer to the company website. At the company 

website, there is an opportunity for interaction and deepening of the customer 

communication and relation, it is also an arena to gather general information of 

the company which is not possible in the social media where emphasis is on new 

information and fast customer service response. Another major website issue is 

the utilizing of the company web shop, E- and M-commerce. There the customer 

can conveniently go through offerings and compare prices but it is essential to 

make sure that the process of buying is managed easily, reliably, and effectively 

and that it creates customer value. The website also creates an interaction op-

portunity, CRM is a way of thinking and a key process/application, it is the way to 

manage the interaction with current and future customers. The data about cus-

tomer’s history is analyzed with the aim to improve business relationships, focus 

is on customer retention and growth of sales. CRM is also excellent for providing 

sales support and customer service.  

When this regular customer arena has been created, the efforts should be set on 

deepening the customer interest, this can be done e.g. through community fo-

rums and FAQ. The different communication channels goal is to increase addi-

tional sales and tightening customer loyalty to the company. After successful mar-

keting- and sales activities there should be additional customer retention func-

tions like promotions, blogs, newsletters and events, these are efforts that should 

be provided in-house creating reminding actions for additional value and sales. 

Social networks should be used for direct communication and reactive infor-

mation, different platforms can be used for different purpose. (Howard, 2014)  
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3.2 Marketing customer journey 

Companies that optimize the consumer marketing journey by compressing or 

eliminating the consideration and evaluation phases will proclaim competitive ad-

vantage. The consumer marketing journey builds on awareness, consideration, 

reassurance, purchase, and loyalty. The basic foundation is built on the digital 

presence but in-store functions are also dealt with, see figure below. 

Automation streamlines journey steps. While automation of processes is highly 

technical, the focus is on enabling simple, useful, and increasingly engaging ex-

periences. Proactive personalization uses information about a customer—either 

based on past interactions or collected from external sources—to instantaneously 

customize the experience. Remembering customer preferences is a basic exam-

ple of this capability, but it extends to personalizing and optimizing the next steps 

in a customer’s journey, such as immediately putting a valued traveler on an up-

grade list. 

 

Figure 6. The power of Loyalty & Advocacy (Clark, 2015) 
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Contextual interaction uses knowledge about where a customer is in a journey to 

deliver them to the next set of interactions, such as a retail site showing a cus-

tomer the status of a recent order on the home page. Some hotels are experi-

menting with using their app to operate like a key when a customer gets to his or 

her room. Journey innovation extends the interaction to new sources of value, 

such as new services, for both the customer and the brand. Companies mine 

their data and insights about a customer to figure out what additional service her 

or she might appreciate. The best companies design journeys that enable open-

ended testing to allow for constant prototyping of new services or features. This 

may include e.g. an airline’s app that can integrate with a taxi service so that 

travelers can book cars to pick them up when they arrive at their destination. 

3.3 Service blueprint 

The blueprint is an operational tool that describes the nature and the character-

istics of the service interaction in enough detail to verify, implement and maintain 

it. It is based on a graphical technique that displays the process functions above 

and below the line of visibility to the customer, all the touchpoints and the back-

stage processes are documented and aligned to the user experience. (Ser-

viceDesignTools, 2017) 

The service blueprint below, functions according to the evaluation of touch points 

during the path starting from the raising of interest and lasting in a regular cus-

tomer relationship. The physical evidence can vary according to requirements but 

customer opportunity/actions can all be utilized. Additional customer value is cre-

ated from left to right during the pre-purchase process, basic- and online market-

ing is followed by customer interest and activity. The purchase process creates 

the opportunity for customer value and interaction. The after-purchase process 

begins with trying to create interest again, good customer service, opportunity for 

additional sales and awareness, ending in direct communication e.g. through so-

cial media. The on-stage and back-stage functions support the main goals as well 

as the support processes.  
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The example hairdresser journey through the service blueprint starts with a print 

advertisement in a local newspaper. The newspaper campaign is part of a mar-

keting strategy which includes an online ad on the newspaper website and a so-

cial media ad for a selected target group. The purpose of the marketing campaign 

is to get potential customer directed to the hairdresser’s website where there is 

additional information and cookies registering the visits. At the website, there is 

a time scheduling calendar for making hairdressing appointments including pay-

ment opportunity. There is also additional information of the company like contact 

and positioning information but also a blog and an opportunity to enter an e-mail 

list for deepening the customer relationship and creating a contact channel to 

repetitive customers. The website provides a web shop for the customer to buy 

gift cards, shampoos and additional beauty articles. There is also a community 

forum and FAQ section for interested customers to utilize. Promotions-, newslet-

ter- and event information together with social networks provide continuous ser-

vice- and product advertisement. All activity is evaluated and documented in the 

customer relationship management proposal. 

 

Figure 4: Service blueprint MIP (Blomqvist, 2017) 
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3.4 Moodboard 

A mood board is a type of collage consisting of images, text, and samples of 

objects in a composition. It can be based upon a set topic or can be any material 

chosen at random. A mood board can be used to give a general idea of a topic 

that you were given, or can be used to show how different something is from the 

modern day. They may be physical or digital, and can be extremely effective 

presentation tools. When trying to convey a design idea, moods, feelings and 

stuff that can be difficult to communicate. Designers often use mood boards: a 

collection of textures, images and text related to a design theme as a reference 

point. Mood boards can be a great way to convey your design idea, win pitches 

and get an early sign-off. Telepathy would save a lot of time but sadly, for most 

of us, it's not an option. What I'm thinking and feeling about a creative idea, my 

intended vision for a piece of work, is limited to how good my verbal communica-

tion skills are at expressing this to project stakeholders. Mood boards help others 

to get inside our heads to convey a thematic setting for a design or to explain 

function in piece of work. Mood boards can take hours to create, searching image 

galleries, websites, books and magazines looking for that perfect image to sum 

up intended feel for the work at hand. (Wyatt, 2017) 

The mood board below is built for hairdressers. Graphic designers, interior de-

signers, industrial designers, photographers and other creative artists use mood 

boards to visually illustrate the style they wish to pursue. They can also be used 

by design professionals to visually explain a certain style of writing, or an imagi-

nary setting for a storyline. Mood boards are not limited to visual subjects, but 

serve as a visual tool to quickly inform others of the overall feel or flow of an idea. 

In creative processes, mood boards can balance coordination and creative free-

dom. (Endrissat et al., 2015) 
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Figure 7: Moodboard MIP (Blomqvist, 2017) 

3.5 Personas 

A persona, in user-centered design and marketing is a fictional character created 

to represent a user type that might use a site, brand, or product in a similar way. 

Marketers use personas together with market segmentation, where the qualita-

tive personas are constructed to be representative of specific segments. The term 

persona is used widely in online and technology applications as well as in adver-

tising and service design. Personas are useful in considering the goals, desires, 

and limitations of brand buyers and users to help guide decisions about a service, 

product, or interaction such as features, interactions, and visual design of a web-

site. Personas may also be used as part of a user-centered design process for 

designing software and are also considered a part of interaction design, having 

been used in industrial design and more recently for online marketing purposes 

and service design. 
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A user persona is a representation of the goals and behavior of a hypothesized 

group of users. In most cases, personas are synthesized from data collected from 

interviews with users. They are captured in 1–2-page descriptions that include 

behavior patterns, goals, skills, attitudes, and the environment, with a few fictional 

personal details to make the persona a realistic character. For each product or 

service, more than one persona can be created, but one persona should always 

be the primary focus for the design. (Lidwell et al., 2010) 

The persona below, is built on a hairdresser profile and her personal character-

istics like personality, skills, interests and dreams. The connection to the market-

ing information package is done through the evaluation of MIP, purchase patterns 

and technology discussions.  

 

Figure 8. Persona MIP (Blomqvist, 2017) 

3.6 Stakeholders map 

Stakeholder is a person or an organization that have an interest, effect and can 

be affected by what the organization does. Organizations need to be able to iden-

tify their stakeholders and also judge the level of power they hold to affect the 

decisions and outcomes of the organization. A first step for a marketer is to create 
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a basic stakeholder map. This map includes all the stakeholders for the organi-

zation with the organization at the center of the image. After the stakeholder map 

is done, the marketer should have a better understanding of who the stakeholders 

are for the organization. This can highlight the impact of certain stakeholders that 

could have been overlooked in the past. There are internal, connected and exter-

nal stakeholders. In the figure below you can find the stakeholders map for the 

MIP categorized according to start-up, business, marketing & IT, and others. 

(Professional academy, 2017) 

 

Figure 9. Stakeholders map MIP (Blomqvist, 2017) 

3.7 Business model canvas 

The Business Model Canvas is a strategic management and lean startup tem-

plate for developing new or documenting existing business models. It is a visual 

chart with elements describing a firm's or product's value proposition, infrastruc-

ture, customers, and finances. It assists firms in aligning their activities by illus-

trating potential trade-offs. A formal description of the business is the building 

block for the business model canvas. With his business model design template, 

an enterprise can easily describe their business model.  
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The business model canvas below is general and it is based on standard + addi-

tional company supporting activities. Additional elements are the partners and 

suppliers, key activities, key resources, and marketing channels.  

  

 

Figure 5: Business model canvas MIP (Blomqvist, 2017) 

3.7.1 Infrastructure 

Key activities are the most important activities in executing a company's value 

proposition. Key resources are the resources necessary to create value for the 

customer. They are considered an asset to a company, which are needed to sus-

tain and support the business. These resources could be human, financial, phys-

ical, and intellectual. Partner network is important in order to optimize operations 
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and reduce risks of a business model, organization usually cultivate buyer-sup-

plier relationships so they can focus on their core activity. Complementary busi-

ness alliances also can be considered through joint ventures, strategic alliances 

between competitors or non-competitors. 

3.7.2 Offering 

Value propositions, the collection of products and services a business offers to 

meet the needs of its customers. A company's value proposition is what distin-

guishes itself from its competitors. The value proposition provides value through 

various elements such as newness, performance, customization, "getting the job 

done", design, brand/status, price, cost reduction, risk reduction, accessibility, 

and convenience/usability. The value propositions are: 

Quantitative – price and efficiency 

Qualitative – overall customer experience and outcome 

3.7.3 Customers 

Customer segments: To build an effective business model, a company must 

identify which customers it tries to serve. Various sets of customers can be seg-

mented based on the different needs and attributes to ensure appropriate imple-

mentation of corporate strategy meets the characteristics of selected group of 

clients. The different types of customer segments include: 

Mass Market: There is no specific segmentation for a company that follows the 

Mass Market element as the organization displays a wide view of potential clients. 

Niche Market: Customer segmentation based on specialized needs and charac-

teristics of its clients, hairdressers could segment their customers according to 

region, gender, style and socioeconomic status.  
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Segmented: A company applies additional segmentation within existing customer 

segment. In the segmented situation, the business may further distinguish its cli-

ents based on gender, age, and/or income. 

Diversify: A business serves multiple customer segments with different needs and 

characteristics. 

Multi-Sided Platform / Market: For a smooth day-to-day business operation, some 

companies will serve mutually dependent customer segment. For example, a 

credit card company will provide services to credit card holders while simultane-

ously assisting merchants who accept those credit cards. 

Channels: A company can deliver its value proposition to its targeted customers 

through different channels. Effective channels will distribute a company’s value 

proposition in ways that are fast, efficient and cost effective. An organization can 

reach its clients either through its own channels, store front, partner channels, 

major distributors, or a combination of both. 

Customer Relationships: To ensure the survival and success of any businesses, 

companies must identify the type of relationship they want to create with their 

customer segments. Various forms of customer relationships include: 

Personal Assistance: Assistance in a form of employee-customer interaction. 

Such assistance is performed either during sales, after sales, and/or both. 

Dedicated Personal Assistance: The most intimate and hands on personal assis-

tance where a sales representative is assigned to handle all the needs and ques-

tions of a special set of clients. 

Self Service: The type of relationship that translates from the indirect interaction 

between the company and the clients. Here, an organization provides the tools 

needed for the customers to serve themselves easily and effectively. 
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Automated Services: A system similar to self-service but more personalized as it 

has the ability to identify individual customers and his/her preferences. An exam-

ple of this would be Amazon.com making book suggestion based on the charac-

teristics of the previous book purchased. 

Communities: Creating a community allows for a direct interaction among differ-

ent clients and the company. The community platform produces a scenario where 

knowledge can be shared and problems are solved between different clients. 

Co-creation: A personal relationship is created through the customer's direct input 

in the final outcome of the company's products/services. 

3.7.4 Finances 

Cost Structure: This describes the most important monetary consequences 

while operating under different business models. 

Characteristics of Cost Structures: 

Fixed Costs – Costs are unchanged across different applications. For example, 

salary and rent. 

Variable Costs – These costs vary depending on the amount of production of 

goods or services. For example, music festivals. 

Economies of Scale – Costs go down as the amount of good are ordered or pro-

duced. 

Economies of Scope – Costs go down due to incorporating other businesses 

which have a direct relation to the original product. 

Revenue Streams: The way a company makes income from each customer seg-

ment. Several ways to generate a revenue stream: 

Asset Sale – Selling ownership rights to a physical good. For example, retail cor-

porations. 
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Usage Fee – Money generated from the use of a particular service. For example, 

UPS logistics. 

Subscription Fees – Revenue generated by selling a continuous service. For ex-

ample, Netflix Internet TV. 

Lending/Leasing/Renting – Giving exclusive right to an asset for a particular pe-

riod of time. For example, leasing a car. 

Licensing – Revenue generated from charging for the use of a protected intellec-

tual property. 

Brokerage Fees – Revenue generated from an intermediate service between two 

parties. For example, broker selling a house for commission. 

Advertising – Revenue generated from charging fees for product advertising. 

Resources the main inputs that your company uses to create its value proposi-

tion, service its customer segment, and deliver the product to the customer.  

Classes of Business Structures: 

Cost-Driven – This business model focuses on minimizing all costs and having 

no add-ons. For example, low cost airlines. 

Value-Driven – Less concerned with cost, this business model focuses on creat-

ing value for their products and services. For example, Louis Vuitton and Rolex. 

(Osterwalder, 2004) 
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4 VALUE PROPOSITION FORMULA 

The value proposition formula holds a wealth of information about what you are 

selling to customers, what motivates them to buy and the reason they will buy 

from your business instead of your competition. It consists of five variables: prod-

uct, customer segment, job to be done, pain and gain. The formula looks like this. 

Our [product] helps [customer segment] complete a [job to be done] relieving 

[pain] creating [gain]. In the value proposition formula:  

● (product) is the channel through which you deliver value to your customers.  

● (customer segments) are groups of consumers or businesses which expect 

your product to provide value in similar ways and can be sold with the same sales 

process.  

● (jobs to be done) are the things your customers are trying to get done in their 

work or personal life that motivates them to buy your product repeatedly.  

● (pains) are the annoyances or barriers a customer segment experiences trying 

to get a job done.  

● (gains) are the desired outcomes a customer segment wants to experience 

when they use your product over the competition. (Thompson, 2016) 

4.1 Customer segmentation 

Regardless of your approach, a useful segmentation should include these six 

characteristics: 

1) Identifiable. You should be able to identify customers in each segment and 

measure their characteristics, like demographics or usage behavior. 

2) Substantial. It is usually not cost-effective to target too small segments; there-

fore, segments must be large enough to be potentially profitable. 
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3) Accessible. It sounds obvious, but your company should be able to reach its 

segments via communication and distribution channels. When it comes to young 

people, your company should have access to Instagram and Snapchat and know 

how to use them authentically, or try to get some local celebrity to do marketing 

for you. 

4) Stable. For a marketing effort to be successful, a segment should be stable 

enough for a long enough period of time to be marketed strategically. For exam-

ple, lifestyle is often used to segment. But research has found that, lifestyle is 

dynamic and constantly evolving.  

5) Differentiable. The people in a segment should have similar needs that are 

clearly different from the needs of other people in other segments. 

6) Actionable. You must be able to continuously provide new products and/or ser-

vices to your segments. (Gavett, 2014) 

What are the groups of customers that you are interested in? Customers can be 

grouped together based on how they will expect your business to provide value. 

You can also group customers based on your ability to sell to them in the same 

way. (Thompson, 2016) 

4.2 User information for marketing 

 Target customers by defining their demographic profile (e.g., age, gen-

der, digital footprint), interests, and their precise wants and needs re-

lated to the products and/or services at offer, this can be done through 

gathering of metadata, questionnaires, and observation techniques. 

 Being able to identify target customers more clearly, e.g. through mar-

keting and market research, helps to categorize advertising, and get a 

higher return on investment, and better speak the language of potential 

customers.  

 Having a strong Unique Selling Proposition (USP), which means 

providing a product and/or service that stands out as a unique selling 

proposition on the market, is important for differentiating your company 

from competitors. 
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 Pricing and positioning strategy must be synchronized, if you want your 

company to be known as the premier brand in your industry, having too 

low price might put off customers from purchasing. Detail the position-

ing you desire through differentiation and decide how your pricing will 

support it in your marketing plan. Exclusivity drive higher prices than 

bulk. 

 Your distribution plan details how customers will buy from you. Will cus-

tomers purchase directly from you on your website? Will they buy from 

distributors or other retailers? Other channels? Pay attention to costs 

related to different channels, distribution level can be categorized as 

intensive, selective, and exclusive, based on intermediary involvement. 

 Offers are special deals you put together to secure more new custom-

ers and drive past customers back to you. Offers may include free tri-

als, money-back guarantees, packages of products and/or services 

and discount offers. Using offers will usually cause your customer base 

to grow more rapidly. 

 Marketing materials is the basic foundation for promoting your busi-

ness to current and prospective customers. This can include your web-

site, print brochures, business cards, and catalogs.  

 Promotion strategy section is one of the most important sections of 

your marketing plan and details how you will reach new customers. 

There are numerous promotional tactics, such as television ads, trade 

show marketing, press releases, online advertising, and event market-

ing. (Lavinsky, 2013) 

4.3 Joint Ventures & Partnerships 

Joint ventures and partnerships are agreements with other organizations to help 

reach new customers or better serve existing customers. What do customers buy 

before, during and/or after they buy from your company. Many of the companies 

who sell these products and/or services could be good partners. Document such 

companies on marketing plan and reach out to them. 

Too many organizations spend too much time and energy trying to secure new 

customers versus investing in getting existing customers to buy more often. Using 

retention strategies such as a monthly newsletter or customer loyalty program 

can increase revenues and profits by getting customers to purchase more fre-

quently over time. (Lavinsky, 2013) 
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5 MARKETING POSSIBLITIES FOR SMALL 
BUSINESSES 

There are several categories of measures to conduct for the development of mar-

keting possibilities for small businesses. The basic foundation is that you have 

well thought out material to present to your customer. Attend events, this is done 

in order to maximize your exposure to your customer. Pay also attention to your 

personal appearance, first impression cannot be corrected later. Be pro-active, it 

is important to keep your ears and eyes open to be able to have the cutting edge 

ahead of competition. Put your customers first, think through all matters that could 

ease up the customer experience. Respond to web based opportunities, keep 

your technology up-to-date.  

5.1 Content 

Create relevant content on your website, blog categories or an on-site article di-

rectory are excellent for this.  Fresh and helpful content helps engage readers, 

build valuable links, attract leads and convert them to new sales. Publish articles 

in trade or local magazines, most people think published work is more valuable 

than a simple blog post, and articles cost less than advertising in the same mag-

azine. If you have great content but no one is consuming it, repurpose it. Blog 

posts can be collated into an eBook, a webinar recording could become a sub-

scriber-only video, a magazine article could be reprinted and distributed as a 

booklet. Article marketing, publishing articles online creates good backlinks to 

your website, shows expertise and builds credibility. It is also relatively affordable 

and easy to outsource. You can also write a book or ebook, books have more 

value than most other types of content and establish your expertise. You can sell 

them or offer them for free in exchange for email addresses. 

5.2 Events 

Speak at seminars and teach workshops, you will get publicity from marketing the 

event and from the event itself. You will also look more professional in your cus-

tomer’s eyes. Enter business award competitions. If you win, you get a badge on 
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your website and a lot more sales. Even if you do not win, you can still get lots of 

publicity if you place high enough and broadcast your participation. Host free 

events, reporters always look for a good story. Give them what they want and get 

some free publicity by hosting a free event. You will get more response if there is 

e.g. food or giveaways involved. Network at your local Chamber of Commerce, 

this is a classic marketing idea for small businesses because it can yield big div-

idends. Association with the Chamber will make your events more credible, and 

you can find new partners or clients, or discover opportunities to teach or speak. 

Join associations, use the provided resources including local networking events, 

online forums, and job boards. The more people you know, the more customers 

you will have. Build a referral network, referrals and word of mouth are the most 

powerful advertising, so build relationships with professionals and other busi-

nesses you would happily refer your customers to, and who can send referrals 

your way. Make partnerships for co-promotion, several related but non-competing 

businesses working together on a promotion can afford bigger ad space, better 

prizes, and other advertising expenses. Through co-promotion, a collaborative 

strategy, the consumer attraction is increased. It is also a way of co-exploiting 

products. 

5.3 Entrepreneur 

Be a people person, never stop networking, follow all leads, and participate in 

conversations wherever you find them. Do not be afraid of the phone, internet, 

email, or face-to-face meetings. Without other people's feedback, it is easy to 

become limited in your own mental mindset of information or constrained by your 

thoughts. Open as many communication channels as appropriate, including but 

not limited to LinkedIn, Facebook, Twitter, a toll-free phone number, live chat up-

dating on your website, email, and related forums and blog comments. Survey 

your customers for great ideas, listen to customer’s opinion on Twitter and Face-

book for honest market research. Customer satisfaction surveys are a great tool 

to drive regular communication between you and your customers. Be every-

where, having a blog, YouTube channel, and podcast on iTunes in addition to 
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social media makes you more well-known and credible. If you are in many chan-

nels, remember to update your material and reserve time to do it. Expand beyond 

your website to get more traffic and leads. 

5.4 Pro-activity 

Setup an affiliate program, you get more sales and brand ambassadors for less. 

Create a customer loyalty program, encourage future purchases and referrals. 

Ask for testimonials and reviews, this includes online reviews on websites, rec-

ommendations on LinkedIn, and comments in general through any channel. Cre-

ate a testimonials page on your website and use the best reviews in as many 

promotions as appropriate. Answer questions on forums and answer sites, help 

out people with free advice on topics related to your products and services. You 

will gain their trust and will look more professional. Create customer case studies, 

ask your regular customers to share their experience of using your product or 

service. These stories add credibility to your company and help to get more cus-

tomers. Ask your customers for referrals, people rather do business with people 

they know, or know of, than with strangers. When you are introduced to a pro-

spect through a personal recommendation, that prospect has a vastly higher com-

fort level than a buyer you find through cold calling. It is reassuring to have a 

positive endorsement from someone you know and trust. Offer free consultations, 

free consultations are a great way to highlight your expertise and get more clients. 

5.5 Customer interaction 

Optimize your website for responsive mobile use, mobile optimization means site 

design, site structure and page speed, making sure you are not unintentionally 

turning mobile visitors away from your website. List your business in local busi-

ness directories. Google My Business from Google and Bing Places from Bing 

are free for businesses. Exceed your customer expectations, reputation is every-

thing. Exceed your customer expectations, drive more business. Translate your 

website to multiple languages, the Western world is a multi-national community. 

Having a website in more than the customer’s local language will help to build 

better relations with clients. Educate customers about your products, print out 
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brochures, set up a blog to get your message across. Use voice mail and autore-

sponder to let your customers know about your special offers, it is a great way to 

get your message across during closed hours. Survey your customers for great 

ideas, talking to your customers is the easiest way to understand what they need 

and what they value the most. Share product samples with as many people as 

you can, you will attract the right customers who are right for your business. Col-

lect customer emails, emails campaigns are a great way to stay in touch with your 

customers. Update your website regularly, Google and customers love web-

sites with quality and recent articles, you will be getting more traffic from search. 

Respond to customers within minutes, you can gain more business by respond-

ing fast to questions your customers have. Go local, local search engine optimi-

zation works perfectly for location specific business. Offer great customer service, 

delight your customers and they will delight you with more business. 

5.6 Opportunities 

Add Schema.org markup to your website key data, schema is a type of microdata 

that makes it easier for search engines to analyze and interpret the information 

on your web pages more effectively so they can serve relevant results to users 

based on search queries. Google can show much more than your website URL 

in search results. Reviews, ratings, exact address, all of it can show up in search 

engine results if your website HTML is marked properly. More data in search re-

sults = more clicks and traffic. Set up a PPC campaign, Pay per click is an internet 

advertising model used to direct traffic to websites, in which an advertiser pays a 

publisher when the ad is clicked. A PPC web banner campaign can soon drive 

more sales, if the competition is not fierce. Create infographics for your website, 

infographics are graphic visual representations of information, data or knowledge 

intended to present information quickly and clearly. Infographics are commonly 

used to show the weather, as well as maps, site plans, and graphs for summaries 

of data. Infographics are very powerful for building external links to your website 

and driving traffic. Join groups on LinkedIn. Press releases still work, send the 

press release to local media outlets, or any niche media outlets that may be in-

terested in what you do. (O’Rourke, 2016) 

https://moz.com/learn/seo/page-speed
https://moz.com/learn/seo/page-speed
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6 DIGITAL MARKETING 

There are more channels for digital marketing than ever before. This does not 
mean that businesses should use every marketing channel. Some marketing 
channels are simply ineffective for the consumer market and industry that the 
business is in. 

 

Figure 9. Digital marketing services (Alvomedia, 2015) 

 

Search Engine Optimization (SEO), email marketing and social media market-

ing were found to be the most cost effective, with display advertising lagging far 

behind. When it comes to measurable success, choosing the best and most cost-

effective channel for digital marketing is key. Look at other industries for market-

ing inspiration. What happens when you restrict your ideas to one particular in-

dustry? You get tunnel vision, or even worse, an inability to think creatively for a 

solution. The very essence of digital marketing is creative thinking to reach busi-

ness goals. Observing practices in other industries is a great way to get fresh 

new ideas. 
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6.1 Online marketing strategy 

 

Having the right online marketing strategy can help to secure new customers and 

gain competitive advantage. The four key components to the online marketing 

strategy are: 

 

 Keyword Strategy: identify keywords for website optimization, rely 

on highly relevant keywords, which are keywords that relate closely to 

your business or are associated with your industry. 

 Search Engine Optimization Strategy: document top keywords for web-

site updates. SEO is the process of affecting the visibility of a website 

or a web page in a web search engine's unpaid results. 

 Paid Online Advertising Strategy: document online advertising pro-

grams for reaching target customers. The aim is to boost your search 

engine ranking and maximize your visibility to your target audience. 

 Social Media Strategy: document how to use social media websites to 

attract customers. What are you trying to achieve, who is your cus-

tomers and what are your competitors doing on the social media. 

(Lavinsky, 2013) 

6.2 Content marketing 

Great, evergreen content has the advantage over other content because the in-

formation is almost timeless. You can use the snippets of wisdom for future posts 

or to inspire content creation. I challenge you to find any great content that has 

not been recycled from other great content. Content recycling is not laziness. 

Great content deserves to be read by your target audience and it is your mission 

as a content marketer to serve it up. Your audience may not have read your con-

tent the first-time round; make it easier for them to find it again in future posts. 

Ask for feedback for your content marketing, feedbacks serve the purpose of im-

proving your marketing efforts. How do you know you have a great landing page 

unless your users tell you so? Find out how user friendly your website is, or con-

duct a survey as to why people are displeased. You are not being a nuisance by 

asking for feedback; feedback will make your users happier in the future. Define 

metrics for your content marketing, you can only measure your content marketing 

success after defining your content marketing metrics. There are many different 

metrics and KPIs, but most importantly, you need to be able to track them. Decide 
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what tools you will use to track traffic and conversion rates and set the schedule 

for your content marketing efforts. A content marketing trends survey, conducted 

by Content Marketing Institute, found that website traffic, higher conversion 

rates and high quality sales leads were considered most important content mar-

keting metrics: 

 

Figure 10. Digital marketing services (Alvomedia, 2015) 

Try offers to retain website visitors, good offers will increase the conversion rate 

of leads into buying customers and retention rate of visitors to your website. You 

want lower bounce rates and higher conversions. Offers that catch your visitor’s 

attention and increase their intention for signing up/purchasing are effective mar-

keting methods. Pod-cast content marketing, did you think about creating pod-

casts for your audience? People like to listen in whilst driving or exercising; help 

your audience by increasing pod-cast content. Google ranks pod-casts well and 

you will build a better relationship with your customers. Pod-casts have been 

shown to increase conversion rates as well. The subject of pod-casts does not 

have to be about your specific product/service, it can be about the industry that 

you are in. Independent publishing can be done with Amazon Kindle now so there 

is no excuse not to branch out. The purpose of publishing in a fast-paced digital 

marketing space is to establish your authority in your industry. There are many 
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people who regard long form content such as eBooks to be highly authoritative. 

If you win accolades for your published books, that is even better. Optimize your 

landing page, clean up your landing page so that it looks streamlined, attractive 

and relevant. Get rid of cluttered ads and remove banners if they distract from the 

main content. You will increase retention rate of visitors to your site and improve 

chances of conversion. 

6.3 Customize material 

Emails are great ways to stay in touch with your existing customers and convert 

potential ones. Customizing your email content is the most effective tip. An email 

for your customer’s birthday, thoughtful suggestions for purchases on national 

holidays/festivals, and a simple personalized email are all effective ways to build 

your business relationship and boost your brand. Many companies assume that 

email marketing will get them nowhere with customers in the age of social media. 

If written in an engaging and personal style, emails can be the most personal and 

direct way of reaching your customers. You can write about offers, tips, helpful 

insights, and anything that you think would interest your customer based on their 

purchase choices. Whatever you do with email marketing, never automate the 

content or addressee details. Personalization and email integration with other 

digital marketing channels is the future of effective email marketing: 
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Figure 11. Digital marketing services (Alvomedia, 2015) 

Step into your customer’s shoes, go to purchase some of the goods and services 

to assess how well they perform. Join customer forums or talk to customers about 

feedback. The purpose of marketing is to deliver a better customer service so it 

makes sense to find out what customers like or dislike about your product/service. 

6.4 Digital customer 

Customer data is valuable, customer data is the new oil. It is valuable and can 

deliver insights into customer behavior that you never thought was possible. Now-

adays, customers have cross device behaviors that should inform serious mar-

keters about where to place call to action buttons and how to attract buyer’s at-

tention. Consumers behave differently on mobile, laptop, social media platforms 

and the smartphone. Such data about behavior will help to inform your digital 

marketing efforts. Express gratitude to customers, customers love it when they 
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receive personalized offers or product suggestions based on their purchasing be-

havior. They also liked being thanked on social media and in emails. Showing 

gratitude in small yet persistent ways will make your customers feel valued. 

Watch your digital marketing spend, audit your Search Engine Marketing efforts 

so any unnecessary costs for customer acquisition and cost of lead acquisitions 

are minimized. If the cost of customer acquisition is too high, i.e. there is a poor 

conversion rate from visitors to your website to leads, and from leads to custom-

ers, you need to address why there is a poor conversion rate from visitor to cus-

tomer. Do not increase your marketing spend to counteract the poor conversion 

rates. Simplicity is best, digital marketing is becoming more complicated via frag-

mented channels and technically challenging methods/data metrics. Simplify the 

purpose of your marketing, and then further simplify the methods. Eliminate ana-

lytic software that is not working great and get rid of marketing channels that do 

not have impact for your target audience. he principle behind efficient digital mar-

keting is simplicity. 

6.5 Social Media 

Tailor content for different social media platforms, every platform is different in 

target audience and media used. Do not post the same content everywhere. Ef-

fective digital marketing leverage the difference between channels of marketing 

for maximum impact. If you are wondering what social media marketing platform 

to use, the 2015 Social Media Marketing Industry Report collected data from a 

survey of 3,720 marketers. It was found that Facebook, Google+, LinkedIn, Twit-

ter and Instagram were the most effective social media channels for marketing. 

Here is their chart created from the findings: 
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Figure 12. Digital marketing services (Alvomedia, 2015) 

 

Consistency in branded content is important for digital marketing. Email content, 

social media marketing, video, mobile, website and blogs should all have a con-

sistent message. In larger companies, breaking down the silos in digital market-

ing is a good way to maintain consistency. (Alvomedia, 2015) 

6.5.1 SoMe trends 2017 

Digital First – The Norm, Chief Marketing Officers (CMO) will have to start thinking 

about the digital manifestations of their marketing activities by adopting a ‘Digital 

First’ strategy. Collaborative Ecosystem, collaboration with competitors is an ab-

solute No-No in the mainline advertising industry and hence the same extended 

itself to digital when it all started. But digital is changing. 2016 saw minor glimpses 

of it, but 2017 will put an end to closed competitive economies. Stealth Marketing 

vs Direct Promotion, brands will move from ‘generate immediate sales’ strategy 

and focus on generating interest and excitement first amongst the target audi-
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ences. This will help them make their consumers more receptive to direct adver-

tising in the later stages. 2017 is going to be all about ‘non-obvious’ ways of mar-

keting. Influencer Marketing with Attached ROI, “True influence drives action, not 

just awareness.” 2017 will stand true to this statement and it will turn out to be 

the year of influencers. Word of mouth marketing will move on from recommen-

dations from friends and family and join the influencer marketing journey. (Gupta, 

2017) 

6.6 Technology Recommendations 

Claim, verify, and update your Google Local Business listing. Find a niche social 

media site that relates to your exact business and participate. Be helpful, provide 

relevant and useful information, and your word of mouth advertising will grow from 

that engagement. Build a Google+ page for your business and follow businesses 

that are related to your product or service niche. Share informative and relative 

content and link to your profile from your website. Setting up joint benefit with 

local businesses or others in your niche can help you reach eyes you never did 

before. Be sure to answer the question “Will my user find this information benefi-

cial as they shop and purchase?” every time you link to a resource, or request a 

link or listing on another site. Comment and offer original, well thought out, sen-

sible information, opinion and help on blogs that are relevant to your websites 

topic and be sure to leave your URL. Even if a no follow tag is attached, you could 

gain a bit of traffic and some credibility as an authority on the subject matter. This 

is not blog comment spamming, this is engaging in a conversation relevant to 

your websites topic. 

 

 Set up and verify a Webmaster central account at Google. 

 Set up a Bing Webmaster tools account and verify it. 

 Update or create your XML sitemap and upload it to Google Webmaster 

tools and Bing Webmaster tools. 

 Write unique HTML page titles for all your pages. 

http://www.xml-sitemaps.com/
http://searchenginewatch.com/article/2154469/How-to-Write-Title-Tags-For-Search-Engine-Optimization
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 Share your photos at Flickr – get a profile, write descriptions, and link to 

your website. Do not share photos you do not own or have permission to 

use. 

 Start a blog. There is nothing wrong with getting the basics of blogging 

down by using a free service from Blogger or WordPress. 

 Make sure your Bing, Apple and Google Local listings are up to date. 

Build a Facebook page and work to engage those that are interested in your 

product or service. Create groups, events, and photo albums. Link to your Face-

book profile from your site and allow visitors to your site to like and share your 

content. 

Install the free Google Analytics if you do not have any tracking software. 

Start Twitter, Instagram and Snapchat or start doing it much better than you are 

now – it is a great way to network with like-minded individuals. Create a new list 

in Twitter and follow profiles of industry experts you know and trust. 

 Pinterest. If you have visually stimulating content that is relevant to the 

sites demographic. 

 Build a map at Google Maps and add descriptions for your storefront, lo-

cations, and nearby useful points of interest. Make your map public and 

embed it on your own website. Add links back to relevant content on your 

site if possible to each point of interest. 

 
Write a “how-to” article that addresses your niche, looking at your product or ser-

vice in a step-by-step manner is often enlightening in several ways. It can help 

you better explain your products and services on your own website. Make a 

slideshow of your products or record an original how-to video and upload to 

YouTube. Be sure to optimize your title and descriptions. Once it is uploaded, 

write a new page and embed the video on your own Web site. Add a transcription 

of the video if possible. (Hill, 2012) 
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7 SUMMARY 

This section summarizes marketing opportunities, strategy and objective for small 

startup companies with the goal of creating a viable marketing plan. The situation 

analysis describes the market, the company’s capability to serve target seg-

ments, and the competition. Market summary includes size, needs, growth, and 

trends. Describing the targeted segments in detail provides context for marketing 

strategies and programs in the marketing plan.  

Competition means identifying key competitors, describes their market positions, 

and provides an overview of their strategies. Product offering summarizes the 

main features of the company’s various products and services. Distribution ex-

plains each channel for the company’s products and mentions new developments 

and trends. Marketing strategy objectives should be defined in specific terms so 

management can measure progress and take corrective action to stay on track. 

All marketing strategies start with segmentation, targeting, and positioning. Posi-

tioning identifies the brand, benefits, points-of-difference, and points-of-parity for 

the product or service.  

Product- and service design strategy includes decisions about product- and ser-

vice mix, brands, packaging and labeling, and warranties. Pricing strategy covers 

decisions about setting initial prices and adapting prices in response to opportu-

nities and competitive challenges. Distribution strategy includes selection and 

management of channel relationships to deliver value to customers. Marketing 

communications strategy covers all efforts to communicate to target audiences 

and channel members. The marketing mix includes tactics and programs that 

support product, pricing, distribution, and marketing communications strategy. 

Marketing research support the development, implementation, and evaluation of 

marketing strategies and programs.  

From marketing plan to marketing action, after the marketing plan is imple-

mented, marketer monitor ongoing results and investigates deviations from pro-

jected outcomes and takes corrective steps as needed. For effective implemen-

tation and control, the marketing plan should define how progress toward objec-
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tives will be measured. You typically use budgets, schedules, and marketing met-

rics for monitoring and evaluating results. With budgets, you can compare 

planned expenditure with actual expenditure for a given period. Schedules allow 

you to see when tasks were supposed to be completed and when they were ac-

tually completed. Marketing metrics track the actual outcomes of marketing pro-

grams to see whether your company is moving forward toward your objectives. 

(Kotler et al., 2017) 

The summary of eight in-depth interviews and one workshop, of chosen experts, 

conclude that starting entrepreneurs in Turku area have a lot of opportunities for 

assistance in the beginning of the startup procedure, Turku Science Park, Spark 

up Turku and Potkuri are all available for various supporting functions. Entrepre-

neurs from Salo can utilize YritysSalo:s experience. A majority of the results of 

the questionnaires and workshop confirm that an online presence is necessary, 

and the utilizing of an online marketing strategy is essential for creating aware-

ness with low costs. Most customers go online these days to find and review new 

products and/or services to purchase, the interviews also confirmed this. Empha-

sis is on the value proposition and customer segmentation. 

For small starting companies the web page plays a big role, on that platform you 

can have your basic data available but pay attention to the quality of the pictures 

and make sure you are found on the search engine and on your businesses rel-

evant web search terminology. On social media, the focus is on new feeds and 

general data might get lost. Facebook marketing is cheap and your region is eas-

ily reached. Instagram is more professional and a specialty but should have more 

visual material than with Facebook. With blogs, you can retain a keep up the 

interest with loyal and interested customers and customer cases are good for 

getting a third-party view on your efforts.  The entrepreneurs in the interviews 

were highly motivated by their mission and that has also influenced their passion 

to improve their marketing efforts. The development of the marketing information 

should also be supported by service design procedures to create a more clear 

and concise customer viewpoint. 
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