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Currently, in Finland, with the development of healthy eating, being a vegan or vegetarian
trend, people are more and more preferring vegetables containing much vitamin and protein
to other meat food. In all kinds of vegetables, it can be said that mushrooms are a kind of
vegetables containing much protein and vitamins. Mushrooms are popular in Finland but there
are not many manufacturers in the country. From that observation, the idea of opening a

local mushroom farm in Helsinki was created.

The objective of this thesis is to establish a practical business plan for a future start-up pro-
ducing and supplying mushrooms to retailers in Uusimaa region. The plan is intended to pro-
vide a framework for running the concept smoothly in reality, as well as offering material to

help when attracting investment.

The thesis examines theories about a business plan, Business Model Canvas(BMC), marketing
plan and then applying them to the empirical plan, which shows BMC analysis, the key strate-
gies in marketing and SWOT analysis. Moreover, information and statistics are collected and
gathered via internet sources like websites, published writing and published books. Also, the
primary data is collected by interviewing the agent of K-city and S market and survey B2C

questions with 95 responses used in this study.
The result of this idea is given positive and profitable in the 2" year through the basic finan-

cial plan. The priorities of the business plan are a premium quality mushroom product and

superior customer services.

Keywords: business plan, marketing plan, mushroom, Business Model Canvas
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1 Introduction

Nowadays, with the development of healthy eating, being a vegan or vegetarian trend, people
are more and more preferring vegetables containing much vitamin and protein to other meat
food. This is happening in all the world, Finland is also not an exception (in 2015, 6% of the
population, or 329,000 people, did not eat meat). (Vegetarianism by the country - Wikipedia)
In all kinds of vegetables, it can be said that mushrooms are a kind of vegetables containing
much protein and vitamins. However, in Finland, an analysis of Statistic Finland has shown
94% amount of mushroom food is imported, only 06% is a domestic product.(Appendix 3) De-
spite the importing products are much cheaper than Finnish mushrooms, Finns are still willing
to support and buy the local ones. (According to the result of the question 7 and 8 in the sur-
vey B2C) This is the reason that this thesis’s topic is “Business plan for a start-up mushroom

supplying company in Finland”.
1.1 Purpose of thesis and research questions

The purpose of the thesis is to develop the functional strategic business plan for company X
that is a mushroom supplier in Uusimaa area in Finland, based on the theory related to Busi-
ness Management and Marketing that it will be presented in the theory part. In addition, the
plan is a foundation to run the concept smoothly in reality as well as a good material to con-
vince the investors. Besides that, the plan aims to research the target customers in a target
market to have a stable customer amount using products regularly. Last but not least, it helps
the author to acknowledge basic requirements when starting a business including initial

procedures, market research, marketing plan, and financial plan.

In order to achieve the goals through the business plan, main ideas are examined in this fol-
lowing research question:

e How to develop a good business plan for a mushroom product?
1.2 Delimitations

The goal of this thesis is to illustrate the idea into a form of a practical business plan includ-
ing the important aspects such as BMC analysis, competitor analysis including Porter's four
corner analysis, operation, marketing, risks, and finance. More importantly, this project fo-
cuses on BMC analysis, marketing plan, and the estimated expense cost for the 1%t year. A
broader and more detailed information about the proposition of product production, product
development, risk management, branding, and personnel is not mentioned specifically in the

scope of this project.



1.3 Research approach

In this thesis, the business plan uses both research methods including qualitative and quanti-
tative methods. Clearly, the author uses structured interview and survey method. Because
the targeted customers are retailers (K-city market and S market). However, major customers
of retailers are individual users. So, the final users of the company’s products are individual
users. The interview is to identify retailers’ opinions. The B2C questionnaire is to identify fi-
nal users’ opinions. If the firm wants to sell mushroom products to retailers, they must under-

stand final consumers.

The advantage of researching a case study is its capability to solve a complicated economic
problem by simplifying it then demonstrate in a realistic term. Moreover, the diversification
of data collection based on different techniques (interview, survey and documentary analysis)

will create limitless sources for the researcher to investigate.
1.4 Theoretical approach

The theoretical background of this thesis supports the important knowledge about the
business plan, SWOT analysis, outbound marketing as well as financial plan. Specifically, the
business plan offers information about how the business is conducted and operated and how
to get the goal successfully. Besides that, regarding the product, there is knowledge about
price, distribution, SWOT analysis, sale and promotion strategy discussed in this paper. In ad-
dition, in the empirical part, the business plan is developed by Business Model Canvas (BMC).
So BMC is an essential matter in this study to determine the business's strengths and weak-
nesses, opportunities, and threats, as well as make a clear point the core value it offers. The
theory is information and knowledge recorded by experts and experienced people, it defi-
nitely supports the author in developing a logical business plan. Hence, the theoretical
approach concentrates on factors that support the need and components of an adequate

business plan.
1.5 Thesis framework

The thesis is indicated and presented in three main sectors: the theoretical background, the

research approaches, and the empirical background.

The theoretical background provides the vital literature about the business plan, Business
Model Canvas (BMC), SWOT analysis, and marketing with its opponents. Furthermore, BMC and
SWOT analysis are to analyze and understand the strength and weakness of a firm. It also

helps to evaluate opportunities and threats influencing enterprise when it enters the market.



The research approaches category gives a definition of kinds of the research methods. From

that, the author made the decision for the interview and survey methods used in this study. In

addition, data collection is conducted and shows the result got from research methods.

Besides that, ethical issues are also discussed and considered as well as ensure the reliability

and validity for the thesis.

The empirical part is the most important sector in this paper, which examines the project

plan and its performance in details. Clearly, the plan introduces the company, vision and

goals, and key services. BMC is a visual and practical way to describe a new business through

nine basic building blocks that indicate how a company plans to earn money logically. Moreo-

ver, the marketing plan is very vital and is analyzed and presented carefully in this study

through target market, product strategy, price strategy, competitor analysis, and advertising

strategy. The next one is risk management part for analyzing strengths, weaknesses as well as

risks happening just in case. The final part is financial plan showing the estimates cost for es-

tablishing and operating a -start-up mushroom producing company.
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Table 1: Structure of thesis

A business plan generally is a written document showing all the business idea, product and

service will be processed and applied in order to become a practical commerce (Finch 2013).



Because of different aims of each business plan, it is very vital to understand well the charac-

ters of the readers of it.

As stated by Finch (Finch 2013, 2), there are essentially 6 points that can be asked to know
the appropriate audiences:

e The reader wants to be investor of the business idea

e The reader wants to purchase the business

e The reader wants to be co-venture

e The reader (authority) wants to approve the business idea

e The reader wants to improve his(her) own business

For example, if someone wants to invest in a new business concept, he or she would focus on
strategic or financial aspects to get high profit whilst considering the business plan (Finch
2013, 2).

According to Kotler theory, the business plan has different types of plans including annual

plan, long-range plan, and strategic plan. (Kotler et al. 2008, 128-129)

e The annual plan is a momentary term plan that describes the ongoing circumstance,
company's aims and tactics for the near future, acting program, financial plan for the

incoming year and mastery. (Kotler et al. 2008, 128-129)

e Long range planning: strongly emphasize on the direction progress of operating sys-
tem in the future following "linear model”, mention all the substantial elements influ-

ence on the organizations along with long-term goals. (Kotler et al. 2008, 128-129)

e Strategic planning is an organization's process of characterizing its strategy, or
direction, and making decisions on allocating its resources to pursue this strategy. It
may also extend to control mechanisms for guiding the implementation of the
strategy. (Kotler et al. 2008, 128-129)

2.1.2  Purpose of business plan

A business plan has many intentions, some of them are to support and orient the firm to head
the right way in future. Foremost, business plan plays a supportive role in order to guard or-
ganization's shape of financing. Clearly, financial aspects can easily be understood as start-up
costs, business enlargement, R&D, new product development and operational costs (Friend,

2004). Thanks to that, it can clarify itself the potentials and risks of the business.


https://en.wikipedia.org/wiki/Organization
https://en.wikipedia.org/wiki/Business_process
https://en.wikipedia.org/wiki/Strategy
https://en.wikipedia.org/wiki/Decision_making
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In addition, the business plan should also demonstrate the basic business evolution, opera-
tional administration, allocating. Particularly, this one can be used as a comparison to audit
and assess the performance of the business. Besides, a business plan will likewise ensure the
working system and guarantee the decisions are right. With the intensive discussions, a

business plan is a guiding line to collate and ease with the stakeholders.
2.1.3 Business plan components

These aspects are the main contents of a business plan: Business idea, summary, introduc-
tion, business background, the product and service, the market, operation, management,
proposal, financial background, risks, and conclusions. Besides that, people have to collect
data from plenty of sources from books or the internet such as government statistics, market
research, website, etc. to head to the implementation plan. However, based on what and
how the project is, there can be more or fewer sections. The figure 1 below illustrates the

basic steps in a business plan. (Finch 2013)

Summar Proposal Financial
y P background

Introduction Management

Business _ ‘
background Conclusion

Figure 1: The business plan structure.
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2.2 Business Model Canvas

The Business Model Canvas " pestgnedty:

Key Partners Key Activities

A

L. 30! . , . . v
Value Propositions (-7 Customer Relationshipg z Customer Segments Eé

Key Resources Channels

Cost Structure

T

=] | Revenue Streams

www.businessmodelgeneration.com

Figure 2: Business Model Canvas, source: Pinterest

Osterwalder’s Business Model Canvas (BMC) is defined as “a visual representation of current
or new business models, generally strategic managers”. Specifically, it is a common business
language that illustrates the process on “how the company creates, delivers and captures
value” (Entrepreneurial Insights 2014). In another meaning, BMC can be seen as a summary of
the business plan. It is a visual and practical way to describe a new business through nine
basic building blocks that indicate how a company plans to earn money logically. The nine
blocks are divided into four major blocks includes customers, offer, infrastructure, and finan-
cial viability. (Osterwalder, 2008)

2.2.1  Customers

Customer segments: The purpose of this is to determine who is the target customer or organ-
ization that the firm intends to serve and approach. In this block, the company needs to find
out customer needs, behavior, preferred channels, willingness to pay and profitability. (Os-
terwalder, 2008)

Customer relationships: This block examines what kind of relationships an enterprise plans to

set up and maintain with the distinguishing customer segments. According to Business Model
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Generation book, in order to have a right decision on a good customer relationship, the com-
pany can refer some categories of customer relationship such as personal assistance, dedi-
cated personal assistance, self-service, automated services, and communities. (Osterwalder,
2008)

Channels: This is a way the company will connect with and access the customer segment to
deliver a Value position. Here, people will have a look which one works best and cost-effi-
cient. Channel gives many functions, including: (Osterwalder, 2008)

e Raising customer’s awareness about products and services

e Create a condition for customer to evaluate the value proposition

e Acknowledge to buy the products and services

e Delivering value

e After sale supports

2.2.2 Offering

Value propositions: This block plays a vital role in customer experience, it is values, benefits
that the firm wants to deliver to each customer segment. Besides that, it is the way to solve
the problems reasonably and fulfill customer’s needs to make them always turn to one com-
pany over another. Furthermore, there are some alternative ways to create values such as
newness, uniqueness, performance, customization, design, brand, status, price, cost savings,

risk reduction, accessibility, convenience, and usability. (Osterwalder, 2008)
2.2.3 Infrastructure

Key resources: Key resources are the most valuable assets can help the enterprise offer val-
ues and keep a good relationship with customers to make money. There are different main
resources but depends on the type of business model, a company will have a right decision on
this. In addition, key resources can be physical (manufacturing, buildings, vehicles, systems,
and distribution network), intellectual (knowledge, brands, patents, copyrights, and

partnerships), human (people) and financial (cash, credit). (Osterwalder, 2008)

Key activities: It is the same as key resources, which is to create values, maintain customer
relationship, and get high revenue. Generally, these are important actions related to produc-
tion, problem solving and platform to make the company runs business successfully. (Oster-
walder, 2008)

Key Partnerships: the network of suppliers and partners who support and enhance the com-

pany’s value production. Based on Business Model Generation book, there are four dissimilar
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kinds of partnerships mentioned as following: strategic alliances, competition, joint venture,

and buyer-supplier relationships. (Osterwalder, 2008)
2.2.4 Financial Viability

Revenue streams: this block shows money flow that the firm will produce from each cus-
tomer segment, which means that the company has to know what value the customer is will-
ing to pay. Furthermore, there are the various different type of revenue streams included
Asser sale, Usage fee, Subscription fee, Lending/Renting/Leasing, Licensing, Brokerage fee,
Advertising. In addition to this, each revenue streams can have different pricing mechanisms

(fixed and dynamic pricing). (Osterwalder, 2008)

Cost structure: This means almost important costs happened inherently to run a business.
Cost can be calculated logically after determining key resources, key activities, and key part-
nerships. Moreover, cost structure has two types that a company should know to minimize
cost for a business model. Firstly, it is a cost-driven and value-driven business. Secondly, it is
cost structure included fixed and variable costs, economies of scale and scope. (Osterwalder,
2008)

2.3 SWOT analysis

SWOT, this is a popular model which has been used widely in business companies to analyze
and understand the strength and weakness of a firm. It also helps to evaluate opportunities
and threats influencing enterprise when it enters the market. Its approach analysis is by
achieving the data from a circumstantial study and dividing its internal (strengths and
weaknesses) and external (opportunities and threats) issues. (Kokemuller 2013), (Renault
2013).

Another objective of SWOT is to indicate the contemporary circumstance of an association.
Besides, the company should have strategic visions and full awareness of all the factors to
have a better performance. It also can be understood as an analytical structure that helps the
business realize its obstacles and discovers its most auspicious new markets.

The primary intention of a SWOT is to give an overall view of position where the firm is
staying based on four important strategic extents to decide wisely the movements
appropriate with current situations. SWOT analysis aims attention absolutely at four essential

features: Strengths, Weaknesses, Opportunities, and Threats as the acronym show out.

Strengths
» In-depth industry experience and insight

» Creative, yet practical product designers
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» The use of a highly efficient, flexible business model utilizing direct customer sales

and distribution

Weaknesses
» The reliance on outside capital necessary to grow the business
» A lack of retailers who can work face-to-face with the customer to generate brand
and product awareness
» The difficulty of developing brand awareness as a start-up company

Opportunities
» Participation within a growing industry
» Decreased product costs through economy of scale
» The ability to leverage other industry participants’ marketing efforts to help grow the

general market

Threats
» Future/potential competition from an already established market participant
» A slump in the economy that could have a negative effect on people’s spending of
discretionary income on fitness/ recreational products
» The release of a study that calls into question the safety of skating or the inability to

prevent major statin-induced traumas.
2.4  Marketing plan
This information is about what the typical areas are covered in a business plan.
2.4.1 Target market

The target market is understood as a specific group of customers willing to buy products and
use services that a company offers. In order to make a right decision on the target market,
the firm usually divides the retail market into different segments based on demographic,

psychographic, and behavioral differences among buyers.

In addition to that, market targeting is a way to understand the customers’ needs and know
where the enterprise is standing in current marketing market. From that, the company will
have strategies to develop products and services satisfy consumers over other competitors.
The better a firm is at identifying their potential consumers; the more successful they will be

in delivering products and services that are in demand. (Kotler & Armstrong 2008).



15

2.4.2 Competitor analysis

In order to have a persuasive marketing strategy, understanding the customers’ needs is not
enough, a company needs to research about competitors. Moreover, the firm has a detailed
profile of competitors; it helps them having a wise business strategy to satisfy their customers
and building profitable customer relationships more than other opponents do. As Kotler &
Armstrong (2008) discusses that it is vital for today businesses to “evaluate competitors and
continuously develop competitive marketing strategies that position effectively against
competitors and having the strongest possible competitive advantage” (Kotler & Armstrong
2008).

According to Kotler & Armstrong (2008), competitor analysis includes many steps to make it
effective. Clearly, the first step is “identifying the company’s major competitors”. Secondly,
it is “gathering information on competitors’ objectives, strategies, strengths and weaknesses,

and reaction patterns”. Lastly, it is “selecting which competitors to avoid or attack”.

Gathering information
on competitors’
Identifying the objectives, strategies,

Selecting which
competitors to avoid or

company’s competitors strengths and attack

weaknesses, and
reaction patterns

Figure 3: Steps in analyzing competitors (modified from Kotler & Armstrong 2008,461)

In another source from Michael Porter, he explains about competitor analysis in another
framework. This framework works based on the following for key factors of a competitor in

figure 3.
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Assumptions Strategy

Resources
Objectives and
Competitor capabilities
response
profile

Figure 4: Porter's four corner analysis (Modified from Business Knowledge Center, n.d.)

Objectives and assumptions are what drive the competitor, and strategy and capabilities are
what the competitor is doing or is able to do. In more details, objectives and assumptions
show competitors’ moves and changes and then the firm can predict their future action re-
lated to financial goals, corporate culture, philosophy, competitive position, organizational

value and regional factors.

Information about competitor’s objectives and assumptions create an evaluation of competi-
tor’s strategy, resources, and capabilities. Importantly, an assessment of competitor’s
resources and capabilities help firms to guess the competitors’ capability to begin to solve ex-

ternal problems and strategy will help the enterprise know how it performs in the market.

Four primary elements draw up a response profile in which marketers have a clear view of
potential offensive and defensive moves. This process helps managers to adapt and react to

any possible changes based on firm’s competitive advantage.

2.4.3 The product and service strategy

According to Kotler (2008), goods and services are combined into products that the firm wants
to serve to the target market and target customer segment to please the customers’ needs. In
order to do that efficiently, the company has to have the right product to offer to the right

customer based on three levels of product (Figure 4).
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Augmented product

Actual product

Core
benefit
Quality

el Design

Packaging
Installation

Figure 5: Three levels of product, source: studyblue.com

The first basic level is core benefit product, which means the enterprise should find out the
customers’ need, value and then identify the advantage, solved needed problems and service
to offer to the customer. From core benefit, product partners can create the actual product
related to features, design, a quality level, a brand name, and packaging. Finally, they must
develop an augmented product form on the core product and the actual product to satisfy

customers’ experience. (Kotler & Armstrong 2008, 226)

Furthermore, to be a successful business, the firm has to provide products and services that
show up premium benefits when the customer compares them to the benefit offered by the
competitors’ products and services. This means their products and services must be
differentiated and positioned for each selected segment. According to Kotler, developing a
product or service contains benefits about product attributes (product quality, product fea-
tures, and product style and design), branding, packaging, labeling, and product support and

services (product line decisions, product mix decisions).

Besides that, the company should pay attention to service marketing through key characteris-
tics (intangibility, inseparability, variability, and perishability) because these indicate prob-
lems and marketing requirements that marketers need to know to satisfy customers’ de-

mands. Moreover, the enterprise takes care both external marketing and internal marketing
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to motivate employees working hard and loyal. From that, developing interactive marketing
creates service delivery skills among service providers. To succeed, service marketers must
create competitive differentiation, offer high service quality, and find ways to increase
service productivity. (Kotler, 2008, chapter 8, 253)

2.4.4 Branding strategy

There are some specialists consider trademarks as the crucial permanent property of a firm.
The brand is so far beyond than just a label or badge; it expresses entirety of all connotations
that the goods or the services bring to customers. Brand equity is the certain exclusive
distinction made from the consumers' feedbacks to that product or service. A company has a

stable brand equity is an absolutely beneficial advantage. (Kotler & Armstrong 2008)

In branding construction, organizations or corporations demand to make determinations about
brand positioning, brand name selection, brand sponsorship and brand development. The best
brand positioning forms from steady customers' faiths and worth. Brand name selection
concerns finding the most appropriate title depending on a prudent analysis of product
benefits aimed market and expected marketing approaches. Brand sponsorship has some
options such as national brand. The private brand created and owned by a reseller of a
product service. authorized brands or corporate with another company to co-brand the same
product. (Kotler & Armstrong 2008)

The brand is one of the most important factors in business success. To make that easily, the
firm must keep communicating with customers and make a good customers’ brand experi-
ence. Customers aware the brand through an expansive connection and interaction. Besides
that, the company also manages its ads and periodically check brands’ strengths and weak-
ness. (Kotler & Armstrong 2008)

2.4.5 Pricing strategy

Pricing is defined as an amount of money or value that the customers are willing to pay to get
the benefit and possessing of products or services. Furthermore, pricing is an important ele-
ment of product mix in producing revenue and create profit for a company. That is why the

firm mush has a good pricing strategy. (Kotler & Armstrong 2008)

There are two strategies for pricing innovative new products. Firstly, it is market-skimming
pricing, which means the enterprise will set the started price highly to “skim” the biggest
amount of profits from many market segments. Secondly, it can use market-penetrating pric-

ing by setting a low price at the beginning to enter market widely and deeply and then obtain
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the large market share. And it is certainly having plenty of other factors and conditions af-
fecting the price. (Kotler 2008, 314-315)

Moreover, there are three methods to maximize the profits as following

- Product line pricing means the firm will set up the price step for the whole line prod-
uct.

- Optional-product pricing, this is the price for optional and accessory go along with the
main product that the customer can have a selection for that.

- Captive product pricing, it is for products compulsory with the main product.

- By-product pricing means waste or residual products produced when making the main
product.

- Product bundle pricing is the reduced price for the whole promotion package with

many product combinations. (Kotler 2008, 315-319)

According to Kotler (2008), setting the base price for a product is not enough. The firm must

adjust the price to realize the customers’ difference and changes. This is showed in table 2.

Strategy Description

Discount and allowance pricing Reducing prices to reward customer
responses such as paying early or
promoting the product

Segmented pricing Adjusting prices to allow for differences
in customers, products, or locations

Psychological pricing Adjusting prices for psychological effect

Promotional pricing Temporarily reducing prices to increase
short-run sales

Geographical pricing Adjusting prices to account for the
geographic location of customers

Dynamic pricing Adjusting prices continually to meet the
characteristics and needs of individual
customers and situations

International pricing Adjusting prices for international
markets

Table 2: Price Adjustments ( Kotler 2008, 319)

Lastly, the company should be careful in changing the price. They have to monitor customers
and competitors’ reactions. In addition to that, the firm also knows clearly about competi-

tors’ future pricing plan as well as challenge and impact of the pricing change. From that,
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they can find the best solutions for this. As Kotler discuss, when the enterprise faces
competitor’s price change, they might sit tight, reduce its own price, raise perceived quality,

improve quality and raise the price, or launch a fighting brand.

2.4.6 Distribution strategy

Distribution strategy is vital in delivering the product to target customers. To make it
effective, the company should build up a long-term profitable relationship with partners,
suppliers, and intermediaries. Nowadays, almost firms use marketing channels to improve dis-
tribution strategy. Kotler (2008) defines it as a set of interdependent organizations take part

in the process of making a product or service available to the final customer.

Marketing channels support the business a lot through various key tasks such as completing
the transaction, developing communications with both internal and external parties, shaping
and fitting the offer to the buyer’s needs, entering into negotiations to have an agreement
about price or something related to benefits for both sides, and financial consultancy. Besides
that, future changes are inevitable, so marketing channels should be adapted to new continu-
ous changes based on three important trends that are the growth of vertical, horizontal, and
multichannel marketing systems. These trends affect channel cooperation, conflict, and com-
petition. (Kotler 2008)

In another study about channel selections, Histrich et al. (2010) identified major

considerations illustrated in Table 3, when selecting the distribution channel.

Degree of directness of channel

o Market conditions - Concerned whether end users are concentrated (direct) or dispersed
(indirect) in market

¢ Product attributes - concerned with whether product is large or small, bulky, perishable,
hazardous or expensive

e Cost benefits - Considers the cost benefits in selection of channel member; many benefits
minimal or no benefits

e Venture attributes - Considers financial strength, size, channel experience, and

marketing strategy of venture

Number of channel members

e Intensive - selection of as many retailers and/or wholesalers as possible

e Selective - choose only small number of channel members based on some set of criteria
or requirements

e Exclusive - select only one wholesaler and/or retailer
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Criteria for selection of channel members
e Reputation

e Services provided

Number of channels
¢ One channel for one target market or multiple target markets

¢ Multiple channels for one target market or multiple target markets

Table 3: Major considerations in channel selection (Histrich, Peters & Shepherd 2010)

Inbound logistics Outbound logistics

RENAIES Customers

Suppliers Company

Figure 6: Physical distribution structure (Kotler,2008).

Marketing logistics (or physical distribution) is an area of potentially high-cost savings and
improved customer satisfaction. Marketing logistics addresses not only outbound distribution
but also inbound distribution and reverse distribution. That is, it involves the entire supply
chain management—managing value-added flows between suppliers, the company, resellers,

and final users.

Today, some companies are outsourcing their logistics functions to third-party logistics (3PL)
providers to save costs, increase efficiency, and gain faster and more effective access to
global markets. (Kotler, 2008)

2.4.7 Sales promotion strategy

Sales promotion includes a wide assortment of tools—coupons, contests, cents-off deals,
premiums, and others—all of which have many unique qualities. They attract consumer
attention, offer strong incentives to purchase, and can be used to dramatize product offers
and boost sagging sales. Sales promotions invite and reward quick response. Whereas
advertising says, “Buy our product,” sales promotion says, “Buy it now.” Sales promotion
effects are often short-lived, however, and often are not as effective as advertising or
personal selling in building long-run brand preference and customer relationships. (Kotler &
Armstrong 2008)
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Sales promotion campaigns call for setting sales promotions objectives (in general, sales
promotions should be consumer relationship building); selecting tools; and developing and
implementing the sales promotion program by using consumer promotion tools (from coupons,
refunds, premiums, and point-of-purchase promotions to contests, sweepstakes, and events),
trade promotion tools (from discounts and allowances to free goods and push money), and
business promotion tools (conventions, trade shows, and sales contests), as well as
determining such things as the size of the incentive, the conditions for participation, how to
promote and distribute the promotion package, and the length of the promotion. After this
process is completed, the company must evaluate its sales promotion results. (Kotler &
Armstrong 2008)

2.4.8 Advertising and public relations

Advertising is a good way to inform, persuade and remind consumers about its products or its
organization. In another saying, it is a tool to deliver and communicate product benefits the

advertising maker want to create to target customers.

According to Kotler (2008), marketing management must make four important decisions

when developing an advertising program (see Figure 6).

Objectives setting Budget decisions Advertising Advertising

development evaluation

eCommunication eAffordable *Message eCommunication
objectives approach decisions impact
eSales objectives ePercent of sales (Message eSales and profit
eCompetitive strategy and impact
parity exceution) eReturn on
«Objective and *Media decisions advertising
task (Reach,
frequency,
impact; Mao
media types:
specific media
vehicles; Media
timing)
N J - J - J N J

Figure 7: Major advertising decisions (Kotler 2008, 437)

In the process, advertising strategy includes two key factors: creating advertising messages

and selecting advertising media. The advertising message is very valuable in advertising envi-
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ronment nowadays because good content will gain attention and communicate well with cus-
tomers. From advertising message, planners will make the right decision on choosing media to

deliver content to target audiences.

Public Relations (PR) is used to promote products, people, places, ideas, activities, organiza-
tions, and even nations. Companies use PR to build good relationships with consumers, inves-
tors, the media, and their communities as well as create consumer awareness. Although PR
does not cost much, it plays a vital role in building a brand for a business. PR professionals
usually tool such as news, speeches, and special events to get the good result for PR plans
and goals. Besides that, other ways including Web sites, blogs, and social networks are very

valuable for PR channel to approach more people. (Kotler 2008, 454-457)
2.4.9 Budgeting

To improve revenues and make the plan realistic, the budget is one of the most important
parts contribute to success. In reality, there are many companies overspend for marketing
channels but not get profits and limit communication with buyers. According to Lavinsky
(Forbes 2013), companies should refer three main following steps before conduct marketing

plan.

e Organize financial information: the company has to know the current financial
information and situation to collect and systematize logically. From that, it will
develop the solid marketing budget with reliable revenue and monthly expense.
Reliable money is the minimum amount of money that the firm estimated to earn
every month. Then, it is easy to know where the money flow is going on and achieve
the goal.

e Manage marketing funds: the company needed know how to spend marketing funds
effectively through three key factors including the budget size, past experiences, and
where you can reach the right audience. If the business has the limited budget, it can
burn low-cost for marketing channels such as small print ads, online ads, social media
and email advertising to bring in right clients. In the opposite side, with a strong
finance, the firm can use radio and television ads to reach a wider range of
audiences. However, it is important to test new marketing channels first to avoid
troubles and eliminate the inapt marketing channel.

e Assess data and appropriate adjustments: the plan should be evaluated by comparing
past performance to the performance after marketing the product or services to

check whether the strategy runs well or not.
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According to Kotler (2008), return on marketing investment (marketing ROIl) measures the
profits generated by investments in marketing activities and help companies achieving better

data controls.

2.5 Summary

From the theory, the author can learn plenty of knowledge to develop a good business plan.
In details, the Business Model Canvas is a visual and practical framework to drive the business
plan into the right way. Besides that, SWOT model is analyzed to help the managers realize
the strength, the weakness, the opportunity and the threat. In addition, main factors of mar-
keting plan indicated in pricing, sales promotion, product and service development, as well as
distribution strategy and budget, which is aimed to support and make the concept clearly.
Moreover, information in internal and external factors combined by target market and com-
petitor analysis is emphasized in detail because it is one of important elements influence on

the business.

3 Research approach

Research can be understood as a process of collecting, explaining, understanding and analyz-
ing data to enhance information (Saunders et al., 2009). The research methods and ap-

proaches are illustrated in Figure 7.

e Deductive approach

is=i e |nductive approach

approach

e Qualitative research
el e Quantitative research

method

e Primary data collection
=i e Secondary data collection

collection

Figure 8: The chosen research methods (Saunders et al., 2009)
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3.1 Research methods

There are two types of research methods: quantitative research and qualitative research. The
difference between two methods based on the aims and the way to collect data is examined

through definition.

“Qualitative research focuses on the gathering of mainly verbal data and then analyzed in an
informative manner, subjective or even diagnostic” (Explorable 2009). In another study, to
approach the data deeper and detail, people use qualitative research method by answering
“why” and “how” questions (Etuaro, 2014, p. 386). In fact, qualitative research is simply
describing the material and the analyses in a non-numerical way of description. Furthermore,
there are three main methods using popularly in qualitative data, including:

e Individual interviews: Unstructured (in-depth interviews), semi-structured (called fo-
cus interview), and structured (asks the respondent the same questions in the same
way)

e Focus groups: is sometimes used when it is better to obtain information from a group

rather than individuals.

Observations: is used in natural settings and involve the researcher taking lengthy and

descriptive notes of what is happening.

In contrast, quantitative research method is different from the qualitative one. This method
is a logical approach, which emphasizes a measure of social phenomena from statistical,
mathematical, or numerical analysis of data. Furthermore, data can be collected through

polls, questionnaires, simulation, and surveys or experiments and statistical analysis.

In this thesis, the business plan uses both research methods. Clearly, the author uses struc-
tured interview and survey method. Because the targeted customers are retailers (K-city mar-
ket and S market). However, major customers of retailers are individual users. So, the final
users of X’s products are individual users. The interview is to identify retailers’ opinions. The
B2C questionnaire is to identify final users’ opinions. If the firm wants to sell mushroom prod-

ucts to retailers, they must understand final consumers.

3.2 Data collection

Data collection can be understood as a process of compiling information then forming them
methodically in order to serve an objective and assess the outcoming results. Data will be
taken from various channels such as interviews, documents or simply as observations. This
process is to collect people’s opinions and mindsets with respect to particular issues, observe

their performance on that field and revise the existing understanding from the previous



26

people. The whole process happens every day as a normal action, which is quite hard to
realize. Hence, the analyst needs to be very careful while collecting information and tackle
them as research data. Overall, out of these three channels, the interview is the most
popular approaching way to collect data. (Patton 2002, 35-40.)

As mentioned above, the author conducted a structured interview and survey to discover the
retailers’ demand as well as final consumers’ opinions and purchasing habit towards Agaricus

Bisporus mushroom. So this part will examine the data collected from the research methods.
3.2.1 Data collected from survey B2C.

The author used eight questions in this survey to find out about the final users’ mushroom
shopping habit. All these questions had been discussed and researched carefully in order to
obtain their favorite shopping markets, how often they eat mushroom, acceptable price range
they want to be offered and how people prefer consuming domestic mushroom to others.
From that, it would reveal how potential the idea was and what target customer should be as

well as easier for determining the price and the quality of mushroom needs to reach.

This survey has been conducted within one month by approaching strangers in festival, going
to K or S markets to ask the customers directly and asking through out some personal social
sources like friends and colleauges. Eventually, the result was 95 responses and has been

analysed from Google Analytics, the final data is shown as below:

Gender

40 responses

® Male
@ Female

Figure 9: Response to the question 1 (Survey B2C).

- 69.5% of the respondants are female.
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Age

95 responses

® =16
@ 1625
@ 26-35
@ 3650
@ 50=

Figure 10: Response to the question 2 (Survey B2C).

- The 