Saimaa University of Applied Sciences
Tourism and Hospitality, Imatra
Degree program in Tourism
Hospitality Management

Victoria Veselova

Bringing a Finnish Company to the Russian E-
Market

Bachelor’'s Thesis 2012



Abstract

Victoria Veselova

Bringing a Finnish Company to the Russian E-Market, 48 pages, 4 appendices
Saimaa University of Applied Sciences, Imatra

Tourism and Hospitality

Hospitality Management

Bachelor’s Thesis, 2012

Instructor: Ms. Petra Yli-Kovero, Senior Lecturer, Saimaa University of Applied
Sciences

The main objective of the project was to enable a small business case company
that is operating in the town of Lappeenranta, Finland, to reach successfully its
target segment (Russian consumers) with the help of digital technology in order to
increase sales both in its physical shop and in online store.

In order to reach the aim of the project and bring Russian consumers and the case
company together by the means of electronic marketing, a marketing plan for the
promotional campaigns of the case company in Runet was created.

The data for this project was collected through a review of secondary data.
Information was gathered from the most current paper-based (research and mar-
ket reports, annual reports, internal records of organizations) and electronic
sources (online databases).

Theoretical and empirical parts were interwoven throughout the whole thesis work.
Hence, the project was not divided into theoretical and empirical part.

The framework of the project was created: the partner of the project was intro-
duced, the web infrastructure and types of the advertising used by the case com-
pany were analyzed, the data of Internet users worldwide and particularly in Rus-
sia were examined, the significance of Internet advertising was discussed, the pro-
file of Russian online consumers was determined, Runet and its leading platforms
were looked at in details and the advantages of Internet marketing over traditional
marketing were specified. Data, gathered on the above mentioned topics, was an-
alyzed and on the basis of the results a marketing plan for the promotional cam-
paigns for the case company in Runet was developed.

As a result of this project the case company is enabled to penetrate Russian E-
Market, being present in the leading search engines of Runet, Russia’s biggest
and leading social media website and being advertised on one of Internet plat-
forms reaching Russian-speaking target audience that is living in Finland.

This work also gives the recommendations on how to increase the visibility of the
case company in Runet using other tools than advertising, such as Search Engine
Optimization that can be done by the Webmaster.

Keywords: Russian E-Market, Online Marketing, Internet Advertising, Internet
Marketing vs. Traditional Marketing, Runet, Russian Internet users, Russian
Online Consumers, Search Engine Marketing, Search Engine Optimization, Pay
Per Click, Social Media.
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1 Introduction

According to Finnish Tourist Board in 2010 Finland received approximately 2.6 mil-
lion Russian visitors and that is the largest group out of all international travellers.
Among other travellers, Russian tourists spent the highest amount of money (653.1
million euro) during their visit to Finland in 2010, the major share of total expendi-
ture accounted for shopping. (Finnish Tourist Board/Statistics Finland 2010.) In
2011 spending by Russian tourists in Finland increased by 22% (Invest in Finland
2012).

Nowadays the role of Russian tourists in Finnish economy is significant. The num-
ber of Russian shoppers in South Karelia region is increasing every year. (South
Karelia 2012) Finnish frontier towns that are located close to the border have bene-
fited considerably from cross-border shopping. The phenomenon that many Rus-
sian people cross the border to shop in Finland has increased the interest of local

enterprises.

One of the most popular destinations among Russians is Lappeenranta. It is visited
by a third of all Russians crossing the border in South-Eastern Finland. (Lap-
peenranta 2011.) Vicinity of the Russian border to Lappeenranta is a significant

factor to local business life (South Karelia 2012).

According to Imatran Kehitysyhtio in 2011 the volume of tax-free sales in Lap-
peenranta is overtaking the volume in the capital of Finland, Helsinki. The statistics
for December 2011 shows that the amount of tax-free sales in Helsinki for the year
2011 accounted over 80 million euro that is 29% more than in the year 2010. In
Lappeenranta for the same period tax-free sales accounted over 76 million euro,
this number is less than tax-free sales in Helsinki, however the growth in compari-
son with the year 2010 is bigger, 46%. (KEHY 2012.)

Due to the fact that the number of Russian tourists in Lappeenranta is growing eve-
ry year, local companies feel they need information on how to approach this big

segment by the means of advertising and the case company of this thesis work



Kauneusstudio Serenius & Tujula Oy that is located in Lappeenranta is not an ex-

ception.

Kauneusstudio Serenius & Tujula Oy is running a beauty studio and provides ver-
satile beauty services: treatments and therapies. The company also acts as a re-
tailer of high-quality cosmetic products. As for many other companies that are op-
erating in Lappeenranta, one of the target markets of the case company is Russian
consumers who travel to Lappeenranta and who are making purchases in online

stores being present in Russia.

Target market is a specific group of consumers at which a company aims its prod-
ucts and services (Churchill & lacobucci 2010, p.142).

For Kauneusstudio Serenius & Tujula Oy this is the right target market, due to the
fact that the main purpose for Russians visiting Finland is shopping and the last
several years have been characterized by a rapidly growing demand among Rus-
sian consumers for high-quality and individualized cosmetics. Russian women
spend a significantly higher portion of their disposable incomes on cosmetics com-
pared to their counterparts in other countries (Podsushnaya 2010).

In the year 2000 in Russia the phenomenon of the metro sexuality took place and it
raised the demand for cosmetic products among Russian males. Metrosexual
tendencies are penetrating urban culture and the number of Russian males using

cosmetics keeps growing. (Intercharm Professional 2012.)

During the last decade the Russian beauty products market has been experiencing
steady growth and has been one of the fastest growing industry sectors in Russia
(Podsushnaya 2010). That proves that the case company is targeted on the right
segment that will most likely purchase the company’s products. The question is

how to attract this crucial target audience by the means of advertising.
1.1 Aims and delimitations of the project

The main objective of the project was to enable a small business case company to

reach successfully their target segment (Russian consumers) with the help of digi-

5



tal technology in order to increase sales in its physical shop, which is located in

Lappeenranta, and in online store.

In order to bring Russian consumers and the case company together by the means
of electronic advertising, a marketing plan for the promotional campaigns in Runet
was developed. In the developing process of the marketing plan the industry,
where the case company operates, target audience, timelines of the promotional
campaigns and the budget of the company were taken into consideration. Taking
into the account all above mentioned aspects allowed choosing the most efficient
platforms for the advertising in Runet of the case company.

Due to the fact that the main aim of the thesis was to enable the case company to
attract potential Russian consumers via efficient electronic communication chan-
nels in Runet, the project was emphasized on creation of the marketing plan for the

promotion of the company.

To obtain the best results and highest return on the marketing investment, the case
company should take several crucial steps before the implementation of the mar-
keting plan.

To get successful results from the marketing campaigns it is important to take into
consideration customers’ preferences, for that it is needed to conduct a research
on cosmetic product lines that are more popular among Russian consumers. It will
help to understand how it is better to display the products in online store and phys-
ical point of sales. Moreover, it is vital to develop the website of the online store to
which online adverts will lead by creation of the convenient conditions for the prod-
uct overview and easy shopping online. For choosing the right content for the web-
site that will be attractive for the consumers and for finding out what are the most
convenient payment systems for Russian online shoppers and the ways of deliver-
ing the products to Russia, other

researches should be made. In order not to disaffiliate with the framework of the

thesis mentioned previously, researches should be delimited from the project.



The major research question in this project is what the most efficient platforms
(search engines/portals, social media websites) are for the promotion of the case

company in Runet.
1.2 Research method

Quantitative research uses numbers and statistical methods. It tends to be based
on numerical measurements of specific aspects of phenomena. (King et al. 1994,
p.3.) Quantitative research method can be used in forecasting customers’ attitudes,
behavior, performance and it is useful for advertising studies (Warwick equest
2012).

Due to the fact that the main research question of the project concentrated on
seeking the most efficient platforms in Runet for the advertising of the case com-
pany and versatile numeric data was needed to be collected, the quantitative re-
search method was chosen for this thesis work.

Research effort turns to data collection when research problem is defined and
clearly specified (Churchill & lacobucci 2010, p.142).

Due to the fact that the case company is targeted on Russian consumers, there
was need to prove that the town of Lappeenranta, where Kauneusstudio Serenius
& Tujula Oy operates, is a popular destination among Russian travellers, and their
major goal of visiting Finland is shopping. That is why statistical information on the
amount of Russian visitors in South-Eastern Finland and particularly in Lap-
peenranta was gathered, as well as statistics on tax-free sales to Russian con-

sumers in Finland.

The idea of this project is based on the hypothesis that nowadays Internet is a
leading marketing space and consumers are more and more seeking for infor-
mation about products and services online. This hypothesis is the reason why the
case company should increase its online visibility by the means of advertising. In
order to prove the relevance of this hypothesis and project itself, data concerning

annually growing number of Internet users and online shoppers was collected.
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Moreover, statistical information on particular profile of Russian online shoppers
was gathered in order to prove that Russians are tend to shop online and whether
the cosmetic products sold online are in demand among Russian consumers or
not. Information on Russian Internet users’ preferences in choosing platforms in
Runet for seeking the information about products and services was also gathered

in order to answer the research question.

Statistical information for this project has been gathered through a review of sec-

ondary data.

Secondary data is data that was collected for some other purpose other than the
current project (Saunders et al. 2009, p.256).

Secondary data analysis can be used in order to examine trends over time (Finn et
al. 2000, p.41).

Due to the fact that the Internet is growing and changing very fast it is crucial to
define correctly the tendency in electronic marketing. The trends can be easily ob-
served with the help of the secondary data that is provided over periods of several

months or years.

Data that was used in this thesis work was collected from the most current paper-
based (research and market reports, annual reports, internal records of organiza-
tions) and electronic sources (online databases). For this project secondary data

provided enough insight so there was no need to collect primary data.



2 Presentation of the partner: Kauneusstudio Serenius & Tuju-
la Oy

Kauneusstudio Serenius & Tujula Oy was registered as a limited company and
started to operate in the year 1994. It is a small business company that is managed
by two owners. The company is running beauty salon business and a retail shop of

high-quality cosmetic products.

The mission of the case company is to attract Russian consumers to purchase the
products that the company sells, by increasing the visibility of the company on

Runet’s platforms, and to become a leading beauty studio in South Karelia region.

The personnel of the beauty studio provides high quality personalized service for
both men and women, using superior products and the most advanced techniques
in the beauty industry. The beauty studio offers a wide range of facial and body
treatments and therapies. The company owns two websites, one of them is

www.kauneusstudio.net, on which the basic information about the company is pre-

sented (contact information, working hours) and the information on the treatments

and therapies that are offered for the customers in the beauty studio.

Acting as a retailer, Kauneusstudio Serenius & Tujula Oy sells its products in the

beauty salon, as well as in online store www.netkosmetiikka.fi. The company of-

fers its customers a large range of high-quality cosmetic products for both men and
women (skin care and sun protection products, make-up, perfume), representing
such brands as: Gatineau, Darphin, Mariderm, 4711, Arbutin, Tosca, Eyefect,
Tabac, Gant, JLO, Sally Hansen, Juvena, David Beckham, Celine Dion, Kate
Moss, Kylie Minogue, Calvin Klein, Lovely, Lagerfeld, Vivisante, Esprit, Davidoff,
Joe Blasco, Britney Spears beauty and others.

All the information presented above was obtained from the interview with the owner
of Kauneusstudio Serenius & Tujula Oy Jarmo Tujula and from the pages of the

websites of the case company www.kauneusstudio.net and www.netkosmetiikka.fi.

The list of the questions asked on the interview with the owner of Kauneusstudio

Serenius & Tujula is presented in Appendix 1.


http://www.kauneusstudio.net/
http://www.netkosmetiikka.fi/
http://www.kauneusstudio.net/
http://www.netkosmetiikka.fi/

3 Analysis of the web infrastructure of Kauneusstudio Sereni-
us & Tujula Oy and types of advertising used by the company

The structure of the website of online store is very well developed, it is easy to nav-
igate on it and search for the products. For instance, to find an appropriate product
for individual customer is that simple and fast as just filling in the short form that
allows reflecting in search result tailored products for each customer. To see the
search results with tailored products it is needed to choose a product category, to
specify the age, skin type and customer’'s problem. By filling in time reservation
form online it is also possible to reserve time for free consultation with the person-
nel of the beauty studio online by Skype (*Internet service that allows to make free
calls and send messages free of charge) or by phone. Free customer service
online or via phone includes practical guideline on product choice or usage, various
practical tips for different purposes (for instance, how to apply make-up correctly).
Moreover, on the website of the online store videos with practical guidelines are
available. In addition to all this, there is a blog on the website, which presents cos-

metic industry news and gives beauty tips.

Currently the online store www.netkosmetiikka.fi is available only in Finnish, it op-

erates only domestically and the products are delivered only in Finland. The pay-
ment methods that are available on the online store for now are the following: by
credit card (Verified by Visa, Visa Electron, Visa, MasterCard), via net banking
(Nordea bank, Sampopankki, Sdastopankki and Osuuspankki) and via Klarna bill-

ing system.

However, business environment is changing and today not only Finnish, but also
Russian consumers are the big target audience for Kauneusstudio Serenius &
Tujula Oy. The precise target group of Russian consumers of the case company is
the following: females (approximately 85% of the group) and males (approximately
15 % of the group), age 30-60 years old, from Saint-Petersburg, Leningrad region
and Moscow with middle or high level of income. (Tujula 2011.)

In order to cover the target market and start selling to Russian consumers, some

ways of doing business by the case company should be changed and improved.
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That is why the future plans of the company include translating the website into
Russian language; hiring Russian-speaking personnel in order to manage the cus-
tomer service more efficiently; establishing the delivery to Russia and installing of
other payment methods that are widely used by Russian online shoppers.

All the information presented above was obtained from the interview with the owner
of Kauneusstudio Serenius & Tujula Oy Jarmo Tujula and from the pages of the

websites of the case company www.kauneusstudio.net and www.netkosmetiikka.fi.

Targeting business to Russian market, the company should take into consideration
the differences in payment methods that are used in Europe and in Russia. For
instance, such online payment method as PayPal does not even operate in Russia.
Moneybookers is available, but not very common. In order not to fail online busi-
ness on Russian market, it is crucial to enable the consumer to pay for the prod-

ucts or services. (Russian Search Tips 2011.)

According to the report of RuMeTtpuka (2011), only 40% of Russian people own a
credit card.

Out of those 40% only 29% are using credit cards frequently. Mainly, credit card
owners in Russia are using them for receiving salaries. Moreover, only 5% of credit
card owners confirm that they have used their cards to purchase products or ser-

vices online at least once. (RuMeTpuka 2011.)

It can be conducted, that the company that is doing online business on Russian
market should not include in the payment methods only credit cards, but also install

other online payment systems.

Webmoney is a PayPal clone, it is a payment system targeted primarily at the Rus-
sian market (Russian Search Tips 2011). This is the most popular and widely used
online payment system in Russia. Other online payment systems used in Russia
are the following: Yandex.Money, RBK Money, MoneyMail, Moneta.ru and others.
(Aero Translate 2012.)
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Mobile payment is another alternative method of payment. Mobile payment can be
conducted by sending SMS, with usage of a bankcard. It is an easy, fast and con-

venient method.

In Russia SMS-billing is one of the most popular means of payment (Docstoc
2011).

On August 2011 East-West Digital News announced that most major Russian mo-
bile operators have launched their own payment systems (East-West Digital News
2011b).

Doing business online on the foreign market (in this case on Russian market) it is
important to investigate how e-commerce system is built there and how it functions,

in order to avoid failing the business on the targeted market.

In the interview with the owner of the case company Kauneusstudio Serenius &
Tujula Oy it was mentioned that despite the annual growth of Russian visitors in
South Karelia region, the number of Russian customers in the physical shop, which

is located in Lappeenranta, has not increased considerably.

The case company is a small business that has quite tight budget for marketing
purposes. The company has tested one of the tools of traditional marketing target-
ed at Russian segment — leaflets that were handed out in Lappeenranta. Two
thousand samples of leaflets with basic information about the company were
handed out to the potential consumers, however the response rate was very low.
The company is also using as its main media another tool of traditional marketing -
outdoor advertising: billboard, that is allocated near the entrance to the beauty stu-
dio and posters on the windows of the studio together with the digital badge that is

scrolling advertising text.

In the year 2010 Ekaterina Makeeva has conducted the research on the profile of
Russian consumers who are travelling to Finland. According to Makeeva, Russian
female travellers are more shopping-oriented type of tourists, than male, and they

are planning everything in advance and are not spontaneous in decision-making.
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Hence, it can be concluded that such tool of traditional marketing as leaflets that
are handed to the potential consumers who have already arrived in Finland is not
an efficient promotional method. It can be assumed that potential customers had
not enough time to make the decision; they might not had enough available financ-
es on that particular trip at the time when they received the leaflets, as the visiting
of the shop of the case company was not planned in advance. In addition, it can be
mentioned that due to the fact that leaflets included only basic information about
the company and customers had no possibility to see the description of the product
lines available in the shop and their prices, the information included in the leaflets
was not attractive enough and acquired information about the shop could be quick-

ly forgotten.

Traditional marketing is a common marketing method. TV and radio, magazines,
newspaper, posters, billboards, leaflets or flyers are media for traditional market-
ing. However, traditional marketing requires substantial time and budget to get the
desired result. On the contrary, when examining the ratio of cost to the reach of the

target segment, Internet marketing is inexpensive. (Haritham Technologies 2011.)

The information on the topic of Internet as a leading media space, how powerful
the Internet advertising is nowadays and information on the topic of the advantages
of Internet advertising over traditional advertising will be discussed in the following
chapters, however some benefits of online advertising should be mentioned in this
paper. As it was mentioned before, the case company runs an online store, to
which the online adverts could lead. For potential customers it brings extra value.
Consumers who are looking for the information about the products in the Internet
will get an opportunity to study in detail the product lines and the prices and to
choose whether to purchase them online or to make a shopping plan precisely be-
fore coming to Finland and then to purchase the products in physical point of sale
in the beauty studio of the case company. That is why the case company should
use these undeniable advantages of online advertising and start promoting its

business in the Internet.
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4 Internet worldwide and Russian Internet users

In 1969 The Internet began as a university research project. This project was fund-
ed by ARPA—a U.S. military research organization. Internet existed mostly in ob-
scurity for the next 20 years. Internet used to act as a network for governmental
and academic researchers during this period of time. The breaking point event for
the Internet occurred in 1989, when Tim Berners-Lee proposed the World Wide
Web. However, the web became reality only a year after the event had happened,
when the first primitive browser was implemented. In 1993 there was a release of
the free Mosaic browser and in the year 1994 Netscape browser of PCs was al-
ready in use to get on the Internet quickly and inexpensively. Since that time the
worldwide number of Internet users is constantly growing at a stronger rate. (eT-
Forecasts 2012.)

According to Internet World Stats, Russia takes the seventh place out of the top
twenty countries with the highest number of Internet users. The latest data of the
number of Internet users shown in Table 1 below was provided on 30 June 2011.
According to the statistical information, in the year 2011 the population in Russia
accounted 138,739,892 inhabitants, out of which 59.7 million are Internet users
which represent 43% of population. The information provided in Figure 1 also
shows the tendency of the growth in the number of Internet users. In the year
2000, only 3.1 million people were using the Internet in Russia. (Internet World
Stats 2012.)
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TOP 20 COUNTRIES WITH HIGHEST NUMBER OF INTERNET USERS

c Population, Internet Internet Penetration World
4 ount.ry or Users Users
Region 2011 Est Year2000 LatestData (7 Pgs)u lati- o/ ysers
1 China 1,336,718,015 22,500,000 513,100,000 38.4 % 225 %
2 United States 313,232,044 95,354,000 245,203,319 78.3 % 10.8 %
3 India 1,189,172,906 5,000,000 121,000,000 10.2 % 5.3%
4 Japan 126,475,664 47,080,000 101,228,736 80.0 % 44 %
5 Brazil 194,037,075 5,000,000 81,798,000 422 % 3.6 %
6 Germany 81,471,834 24,000,000 67,364,898 82.7 % 3.0%
7 Russia 138,739,892 3,100,000 61,472,011 443 % 2.7 %
8 Indonesia 245,613,043 2,000,000 55,000,000 22.4 % 24 %
9 United Kingdom 62,698,362 15,400,000 52,731,209 84.1 % 23%
10 France 65,102,719 8,500,000 50,290,226 772 % 22%
1 Nigeria 170,123,740 200 45,039,711 26.5 % 20%
12 Mexico 115,017,631 2,712,400 42,000,000 36.5 % 1.8 %
13 Korea 48,754,657 19,040,000 40,329,660 82.7 % 1.8 %
14 Iran 77,891,220 250 36,500,000 46.9 % 1.6 %
15 Turkey 78,785,548 2,000,000 36,455,000 46.3 % 1.6 %
16 Italy 61,016,804 13,200,000 35,800,000 58.7 % 1.6 %
17 Philippines 101,833,938 2,000,000 33,600,000 33.0% 1.5%
18 Vietham 90,549,390 200 30,858,742 341 % 1.4 %
19 Spain 46,754,784 5,387,800 30,654,678 65.6 % 1.3%
20 Pakistan 187,342,721 133,9 29,128,970 155 % 1.3 %
TOP 20 Countries 4,731,331,987 273,058,100 1,709,555,160 36.1 % 75.0 %
Rest of the World 2,235,794,808 87,927,392 570,154,469 255% 25.0%
Total World - Users 6,967,126,795 360,985,492 2,279,709,629 32.7% 100.0 %

Table 1 Top 20 countries with the highest number of Internet users. (Internet World

Stats 2012)

Below the statistics on 31 March 2011, provided by Internet World Stats (Figure 1)

shows the top 10 Internet Countries in Europe with highest number of Internet us-

ers and in this list, Russia takes the second place.
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Top 10 Internet Countries in Europe
March 31, 2011
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Figure 1. Top 10 Internet countries in Europe, March 31, 2011. (Internet World
Stats 2012)

According to e-Marketer (2009) (Figure 2 on the following page), 61.9 million peo-

ple will use the Internet in Russia by the year 2013.
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Top 10 Countries, Ranked by Internet Users*,

2008-2013 (millions)

2008 2009 2010 2011 2012 2013
1. China 2565.0 3130 359.0 406.0 447.0 4760
2.Us 192.8 199.2 205.3 210.9 216.0 £21.1
3. Japan 90.7 923 534 94.2 3.0 95.7
4. Germany 46.0 43.0 49.7 51.0 52.1 53.1
5. Russia 41.0 45.8 a0.6 4.9 28.7 61.%9
6. India an.r 49.7 29.6 F0.3 81.3 968
7. Brazil 388 442 50.0 55.0 60,1 64 6
8. UK 381 %4 40.6 41.7 428 43.7
9. South Korea 354 361 36.7 37.3 378 38.1
10, France 352 37.0 38.2 391 40.0 40.8

Figure 2. Top 10 countries ranked by Internet users, 2008-2012 (millions). (e-

Marketer 2009)

E-Marketer defined Internet user as a person of any age, who uses the Internet

from any location at least once per month (lbid.).

On March 2011 faberNovel reported more precise statistics on the number of
monthly users in Russia, whose age is over eighteen years old (Figure 3 on the
following page). The forecast in this statistics shows that in the year 2013 the num-
ber of Internet users in Russia, who are older than eighteen years old will account

63 million and in the year 2014 the number of users will increase up to 70 million.

(East-West Digital News 2011a.)
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Number of monthly users 18+ in Russia
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Figure 3. Number of monthly Internet users 18+ in Russia. (East-West Digital News
2011a)

All the statistics presented above allows making the conclusion that the number of

Internet users in Russia is constantly growing every year.
4.1 The power of Internet advertising

According to Rossiiskaya Gazeta, Internet advertising continues to take an ever
larger share of the overall advertising in Russia (Wilsdon 2010).

Nowadays advertising is not what it used to be, thanks to the Internet that has
changed its purpose and its strength. While the traditional media is making adver-

tising weaker, the Internet has made it stronger. (Levinson 2011.)

Recently, the main goal of the advertising was to make the sales. However, when
more and more companies started to establish the websites dedicated to their
businesses all over the Internet, advertising goals have changed dramatically. The
new goals did not diminish the power of advertising, but instead, increase it. (Ibid.)

The new function of the advertising is to motivate people to visit enterprise’s web-
site, where they can find detailed information about the products and services of-

fered by the company. On the contrary, standard media advertising can not deliver
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that much of precise information about the products or services provided by the

company in its message to the potential customer. (lbid.)

Internet advertising allows interactivity with prospects and customers by directing
people to websites, by generating action that leads to permission on receiving
marketing messages. The company attempts to close the sale once customer
grants that permission to receive marketing message, which they do at a website.
Motivation to do an easy-to-take action is the prime obligation of Internet advertis-
ing. That places less of responsibility on advertising than ever before. It is a whole
easier to motivate people to click the link which will lead to the company’s website,
rather than to motivate a customer to part with his or her money, risking spending

them in the wrong way. (lbid.)

The number of Internet users is growing constantly each year all around the world
and in many countries, including Russia being online is endemic nowadays. Due to
this fact, to motivate people to do an easy-to take action is even a lot simpler.
(Ibid.)

Quite often for customer it is more enjoyable to click over to a website and take a
gander what is offered and what kind of benefits the customer can gain, than to
visit company’s store. For customers there is no risk in checking the company’s
website. (Ibid.)

Prospects have enough time to study offered products and services, their prices
and to prepare for the purchase.

Moreover, it takes far less time to learn about the company online, than to go to the
location further away than the customer’s computer or to cruise around a mall. That
means that there is no more need to create advertisements with long texts, de-
tailed explanations, including graphics. Advertising can be just short and concise.
Hence, Internet allows saving on advertising cost. One of the main goals of market-
ing is the creation of relationships with customer. To accomplish it with an ad is

quite tough. However, it is easy to do it with the help of the website, which initiates
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dialogue with the customer, by making it as simple as clicking a mouse. (Levinson
2011.)

Advertising has always been a method designed to change human behavior by
attracting people to purchase products or services of the company. However, the
Internet has changed it. Internet advertising diverts curiosity from an ad or com-
mercial to a website. There is no more necessity for the advertisers to get the read-
iness of the customers to purchase. Now all that Internet advertisers have to do is
to move a person to mild curiosity towards website. From that point, moving the
prospect to purchase readiness is the goal of the website. (Ibid.)

Hence, the website should be well developed, easy to navigate, attractive for the

customer and perform the information on the products/ services clearly and tempt-

ingly.

For both big and small business players online it is crucial to learn how to increase
the visibility of their websites. Nowadays Internet advertising is as important as ev-
er, as necessary as ever and more mandatory for a proper marketing mix than at

any time in history. (Levinson 2011.)

The role of the advertising becomes more important and its power becomes great-

er along with the growth of number of Internet users (Ibid).

That is why all size companies must be aware of the new power of advertising and
use it in order to achieve their main business goals: attraction of new clients, in-

crease of profit.
4.2 Profile of Russian online consumers

According to the studies conducted by the innovation agency faberNovel, the pro-
file of Russian online consumers for the year 2010 can be seen in Figure 4 (East-
West Digital News 2011a). Slightly more than half (52%) of Russian Internet users
are male. However, among online shoppers the majority are female (54%). About
45% of online shoppers choose and purchase products online.
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Among

Internet
users

Males 52% 55%
Under 34 years 62% 64% 63%

Higher education 39%

Revenues higher than average 38%
Cities of 1 million + inhabitants 27% 35%

Figure 4. Profile of Russian online shoppers. (East-West Digital News 2011a)

According the report of faberNovel for March 2011, the majority of Russian Internet
users have purchased something online at least once in their life (including virtual
good, using any methods of payment). Though, those who buy items through In-
ternet sites on a regular basis, represent a more modest proportion - 15% (7 million
people). (East-West Digital News 2011a.) More precise information is shown on

the Figure 5.
Ever made an online purchase 80% 36 million people
(PWC, Apr. 2009) / 45 m users end 2010
At least 1 purchase for the last 3 months 74% 33 million people
(PWC, Apr. 2009) / 45 m users end 2010
At least 1 purchase for the last month 15% 7 million people
(FOM, Aug. 2010) / 45 m users end 201)

Figure 5. The frequency of purchases made by Russian online shoppers. (East-
West Digital News 2011a)

In the Figure 6 on the following page the information concerning significant regional

contrast in terms of Russian online consumers is presented.
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In the cities with the population over 1 million inhabitants consumers make pur-
chases monthly in average for 3750 rubles. In smaller towns, Russian online shop-

pers purchase almost half less in average per month than in bigger cities.

Monthly online spending

Average monthly

w 3.000rubles _ From 3,000 to More than spending
or less 10,000 rubles 10,000 rubles
Cities 1m + 3750 py6ned
Other cities
or areas 2071 pybnedt

Figure 6. Monthly online spending. (East-West Digital News 2011a)

On the Figure 7 are shown most popular goods that are purchased by Russian
online consumers. Cosmetics and perfumes, the products that the case company
of this thesis work sells, ranked second among the most demanded goods by Rus-

sian online shoppers.

Most demanded goods by Russian online shoppers

Books 25
Cosmetics and perfumes 17
Home appliances and electronic goods 16

Mobile phones and accessories
Children's goods

CDs and DVDs

Software and games

Air and train tickets

Car parts

Medicines and medical items
Computers and office machines
Food

Sport items

Tickets for cultural and other events
Jewelry and watches

Construction materials and instruments
Furniture and interior items

Small office supplies

Percentage of Internet users defining
themseves as actual enline buyers

LAS I S N

Figure 7. Most demanded goods by Russian online shoppers. (East-West Digital
News 2011a)
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Types of purchases in percentage are presented on the Figure 8. Cosmetics and
perfumes are sold well in the cities with more than 1 million inhabitants. However,

these products are almost twice as demanded in smaller cities.

Types of purchases in %

Books

30 '[
Electronics and household 24 25 Tickals b avants
appliances "33 Va ;
/s
i
/
//
Phones and related
accessornes A PCs and related equipment
. T
14
p U
21, .
g - k ™, Medicine

Cosmetics and perfumes '

Groceries ” Transport tickets Cities 1Im + —¢

Other cities or areas

Figure 8. Types of purchases in percentage. (East-West Digital News 2011a)

It can be concluded, that the case company Kauneusstudio Serenius & Tujula Oy
should target its online sales to Russian consumers, due to the fact that the prod-
ucts that the case company offers are in great demand among Russian online
shoppers. The case company should be targeted at both male and female and set
the geographical targets in promotional campaigns for both cities with over 1 mil-
lion inhabitants and smaller towns or areas. Due to the fact that more than half
(55%) of online shoppers choose the products online, but do not purchase them in
the Internet, the case company should include on its online store's webpages the
information about the physical point of sale, Kauneusstudio Hoitola & Shop, which
is located in Lappeenranta. It will help to increase sales to Russian consumers not
only online and it will also give the opportunity to make the purchase to those cus-

tomers who cannot use methods of payment provided in the online store.
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5 Runet

Runet is Russian Internet sector. Runet can also be defined as Russian-speaking
Internet and/or Russian oriented sites. Sites of Runet may be located at any do-
main or do not have one, as some web hosts, mainly free web hosts, allow to cre-
ate a website without a domain name. Physically site’s servers can be located an-
ywhere in the world. Not only www-sites, but also Russian-speaking e-mail mailing
lists, IRC-conferences, FTP-servers, local networks of all sizes could be included in
Runet. By Russian Cyrillic encoding, Runet can be technically identified. (Russian
SEO & SEM 2011.)

Nowadays, one of the fastest growing segments of the world Internet is Runet. The
early years of XXI century are showing the steady growth of the number of Russian

Internet users. (Ibid.)

Russian Internet market tends to be very much domestically oriented and language
plays a crucial role. During past several years Russian web companies have been
squeezing out foreign competitors away from Runet. However, with the right strat-
egy foreign online businesses might become very successful, due to the fact that
e-commerce in Russia is growing and Russia's online market is fairly large and
profitable with constantly growing number of users who are increasingly willing to
spend money while browsing the web. (Bessonova 2010.)

Internet represents a powerful promotional platform for business operators that
tend to do business in Russia.

In order to increase the visibility of the website that a business operator runs, vari-
ous online marketing techniques can be used. Search engine marketing (SEM) is a
vital technique that is conducted on search engines and generates quality visitors
to a website. Other techniques of online marketing can be conducted on social
media websites, portals and other platforms.
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In Figure 9 the statistics for March 2011 is shown, reflecting Top-20 Internet re-
sources in Russia with the audience from 12 to 54 years old (in thousands) and the

average time spent on the website per day.

Yandex.ru, which includes 37 projects, is the leading Internet platform with an au-
dience of 16.6 million people. Mail.ru, which leads 33 projects, ranked second
place with an audience of 14.6 million. Vkontakte.ru took the third place, with the
audience of 13.2 million. Also, in Top-10 Internet resources were included Od-
noklassniki.ru, Google.ru and Google.com, Rambler, which leads 30 projects, Wik-
ipedia.org, Youtube.com, LiveJournal.com and Gismetio.ru.

Ton-20 pecypcoB UHTepHeTa B Poccuu

MapT 2011, Poccua 100 000+ 12-54, ayowTopua (B ThicMen.] ¥ cpefHee Bp eMAa
npedbIBEAHNA (B MUH.) Ha callTe 3a CV'TEH

38.3% | Aupese (37 apoexr os) _ 16570 mueaan.| g

30.6% Vionmktern [ 13 719 Teie am, 43
Ty Odnokasmikiva W § B mmeaen, 6
IH-.E%HP Google [ru+ com] 6 124 TrIe a8, [
ggw, | Rambler (30 npoewxr oE) | 4HEHTH!!EJI [ 7
~ | T YT ERLETTT —
5.5% l Youtubecom | 250LlTeraen [ g
- 4.8%, | Liv:a'fﬁ'iunal.cum """ uﬂﬂ 89 TeIca . 6
.75, Gizmeteorn [ 1606 Teie gem. | 2
3 6% ' Facebook.com 157 1 TEIZA &L s
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Taaw Kinopoiskrn | 1015 Tetcten. 3
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2.0% Marketgid.com 880 T 78 3
—m Rutr'acker.uré ............ T . — T -
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1,994 Vestiru | 806Texaam 3
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Figure 9. Top 20 Internet resources in Russia. (TNS 2011)

Statistics, which is presented in Figure 9, makes it clear for business operators,
who are willing to promote their companies in Runet, on which platforms it is crucial

to be present and to advertise the company’s products or services.

25



5.1 Search Engine Marketing

Search engine is a database that provides Internet resources - links to the web-
sites, documents, text snippets, images, videos, etc. in response to queries to of
Internet users (Sammut & Webb 2011, p.882).

Search Engine Marketing (SEM) is crucial for any digital strategy. Its main aim is to
increase the visibility of the website on a search engine result pages, so that the

website is listed on the first page of the results. (Spindler 2010.)

There are two main search engine marketing approaches to achieve the visibility of
the company and its products on search engines: Search Engine Optimization
(SEQO) and Pay Per Click (PPC) (Ibid.).

Search Engine Optimization is the use of search engines to generate the traffic to
the website, by positioning a certain website for certain keywords and achieving
highest position with the search engine’s result pages without paying a fee to the
search engine operator. In optimization process it is crucial to optimize the sites of
a website of the search engine’s ranking algorithms. It is a search engine method
that defines the relevance of certain pages for a query after evaluating all web
pages. These algorithms use many factors to evaluate a website. The web master
can influence some of the factors directly, which will help to achieve higher posi-

tions on the search engine’s results. (Ibid.)

Pay Per Click is a technique that is used for getting traffic to the website. Website
operator pays certain predefined fee for every visitor of the website. In order to use
this technique, it is necessary to create a relevant advertising text, which will be
attached to the link to a company’s website and the list of the keywords/specific
phrases that the potential users of the search engine will type seeking for certain
products or services. Advertiser does not pay for the display of the advert, but only
when the advert is clicked on by the user, who is afterwards directed to the com-

pany’s website. (Ibid.)
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Using Pay Per Click technique it is possible to set any budget, big enough or a little
one. The business operator can be sure that the audience is already looking for the
products or services of the company, as this technique allows targeting the audi-
ence effectively and can track conversions. With Pay Per Click marketing it is pos-
sible to obtain regularly very accurate ROI (Return on Investment) reports. (Raines
2009.)

Search Engine Optimization and Pay Per Click techniques mainly differ in that way,
that SEO covers many metrics that can be influenced by a webmaster directly, in
order to improve the ranking results of the company’s website free of charge. On
the contrary PPC does cost money and for that it is more similar to conventional
advertising. (Spindler 2010)

Doing search engine optimization it is possible to increase the general flow of the
visitors to the website of the company. While using pay per click technique, it is
possible to get more specific targeted traffic to the company’s website, once adver-
tising campaign is active. (Teta 2011.)

Search Engine Marketing is very important for any type of Internet business.

If company’s website is not listed within the result pages of search engines, it is

more likely that the company will loose its business sooner or later (Teta 2011).
5.2 Leading search engines of Runet

According to statistics of Livelnternet for December 2011, search market in Russia
is divided between Yandex.ru and Google.ru and other smaller search engines as
shown in Figure 10. Yandex.ru is currently the main search engine in Russia with
well over half of the market share (60.6%). Google.ru owns 25.5% of the market

share.
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Russian Search Engines Market Share In December 2011
0.80% 0.20%

0.50%
1.50% 1Azc>»\ | 0.10%
1.90% —_\ I e
W yandex
\ w Google
Search.Mail.ru

“ Google (pictures)

7.50%

“ Rambler
Yandex (pictures)
Bing
QipP.ru
Nigma

Conduit.com

Figure 10. Russian search engines market share in December 2011. (Livelnternet
2011)

Google search, owned by Google Inc., is the most used search engine on the
World Wide Web. Russia is one of the very few countries in the world, where
Google is less successful than the national leader. Yandex.ru is owned by the lead-
ing Internet company in Russia, Yandex. Yandex.ru is not only the most used Rus-
sian search engine, but it is also the most widely used website in the country.
(RuNet Translation 2012.)

5.2.1 Yandex.Direct online advertising program

Yandex.ru offers versatile services and one of them is Yandex.Direct. Yan-
dex.Direct service is the largest automated, auction-based system for the place-
ment of contextual advertising in Russia. Advertisers can easily bid for desired
keywords and to obtain the best price for the adverts. Advertisers are enabled to
deliver targeted, cost-effective advertising that are relevant to search engine users’
needs, interests and locations. (Yandex company 2012.) Moreover, advertisers can
observe the detailed statistics and make changes in the advertising strategy as

often as it is needed.
5.2.2 Google.AdWords online advertising program

As Yandex.ru, Google.ru is also offering wide range of services, one of them is

online advertising program Google.AdWords, which is an automated and auction-
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based system. Using Google.AdWords program the company can reach new cus-

tomers and grow its business no matter of the size of the budget.

In Google.AdWords it is possible to choose where the adverts will appear (the ad-
vertising can appear on Google and its partner websites), set suitable budget,
monitor the statistics, measure the impact of the advertising and change the strat-
egy. Moreover, on Google.AdWords there is a possibility to set geographical tar-
geting (to choose particular areas — states, towns or even neighborhoods, where

potential customers of the company might be). (AdWords Help 2012.)

With cost per click bidding, the advertiser pays only when someone clicks the ad-
vert and is simultaneously transferred with the link attached to the ad to the com-
pany’s website. The advert is shown to people who are searching for the kinds of
products or services the company offers. Hence, these people are potential cus-

tomers that are more likely to take action. (Ibid.)
5.2.3 Russian language in connection with Search Engine Optimization

When foreign business operator goes to the Russian market, it is crucial for the
company’s owner to take into consideration Russian language in connection with
the Search Engine Optimization. It is important to create the version of the website
on Russian language in order to attract more local customers. Building SEO strat-
egy in Runet it is important to know basic facts about Russian language, that could

influence SEO strategies.

Russian is fifth most spoken language in the world and it is used by 275 million
people worldwide. Russian is a quite complex language with various grammatical
phenomena. Hence, it is wise to have a Russian-speaking expert in company’s
SEO team or outsource this service. (Gabdulkhakova 2011.)

5.3 Social media in Russia

Social media is a set of online tools that supports social interaction between users.

These are online sociotechnical systems that include services like email, discus-
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sion forums, blogs, micro blogs, texting, chat, social networking sites, wikis, photo
and video sharing sites, review sites and multiplayer gaming communities. Social
media systems come in a variety of forms and support numerous genres of interac-

tion, however they all connect individuals. (Hansen et al. 2011, p. 12.)

Due to the globalization, the world has become extremely connected and social
experience as well as collective intelligence have increased dramatically. With the
help of social media tools one can create and find the information, share it and
evaluate. Moreover, the users are able to make sense of the mass of information
available online. The most crucial fact is that social media tools allow people to
connect, inform, inspire and track other users. New ways of collaborating are pos-
sible due to the mix of social action and technological infrastructure. Based on the
purchasing habits of many other users, people can receive tailored recommenda-
tions. (lbid.)

In modern Russia social media is gaining a cult status. When targeting a Russian
market it is crucial for each foreign business operator to remember that Russia has
the most engaged social networking audience in the world. According to ComScore
(2010) in August 2010, 34.5 million Russian Internet users, which is 74.5 percent of
the online population, visited at least one social networking site. Table 2 shows that
Russia was ranked number 1 among all countries in social networking engage-
ment, due to the fact that Russians spent more than double the worldwide average

of 4.5 hours per visitors on social networks during the month.
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Top 10 Countries for Social Networking Ranked by Time Spent per Visitor
August 2010Total Worldwide Audience, Age 15+ - Home and Work Locations*
Source: comScore Media Metrix
Social Networking

Average Hours per Visitor | Total Unique Visitors (000)
Worldwide 4,5 964,305
Russian Federation 9,8 34,545
Israel 9,2 4,032
Turkey 7,6 20,911
United Kingdom 7,3 35,792
Philippines 6,2 5,176
Canada 5,8 22,087
Indonesia 53 7,183
Finland 5 2,983
Spain 5 18,569
Puerto Rico 4,9 1,078

*Excludes traffic from public computers such as Internet cafes or access from mobile
phones or PDAs

Table 2. Top 10 Countries for Social Networking Ranked by Time Spent per Visitor.
(ComScore 2010)

At the end of the second quarter of 2011 the active audience of social networks in
Russia accounted 43.6 million users (TNS 2011).

Nowadays the tendency shows that all businesses go to social media, establish

their presence there and build social media assets (Marketing for Success 2012).

In order to be competitive and more successful the operator of any size company

should move its business to social network websites.

Being present in social media and not to be squeezed out by the competitors, it is
crucial for the company to be active using simple tactics: to interact constantly with
the followers, upload regularly new attractive content, handle interesting contests

etc.

Being active and providing good content, the company will not only be squeezed
out of the market, but it can also turn free account into an unstoppable fountain of

new sales and leads.
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Before starting to buy company’s products or services, customers need to get ac-
quainted with the company, to trust it and understand the value that company pro-
vides. Social media is the fastest way to present the company to the big number of
qualified prospects, to generate the trust and make the followers like the products

or services. (Marketing for Success 2012.)

In order to promote the company’s group in social media and attract a big amount

of followers to the group, several techniques can be used.

Viral marketing is the technique of wrangling word-of-mouth to create a buzz
around the company’s group in social media and attract more followers. It is a
powerful tool that can be used free of charge, however it is time consuming. (Silver
2009.)

Based on the author’s experience, another technique — paid advertising on social
network websites is more efficient in terms of time consumption, though the ratio of
costs of advertising and number of attracted followers might be unsatisfactory. No
matter which technique is used by the company, a lot depends on the value of the
content that the company provides on its group pages. The more attractive the
content is, the easier it is to attract new followers that might become the company’s

loyal customers.
5.4 Leading social media websites of Runet

There are several leading social media websites in Runet, where the majority of
the audience is concentrated. According to TNS Web Index, J'son and Partners
Consulting statistics for the year 2011, the leading social networking website is
Vkontakte.ru, with average monthly audience of 23.5 million users.
MoyMir@Mail.ru is Russia’s second largest social media website with average

monthly audience of 19.1 million users. Odnoklassniki.ru ranked the third place

with monthly audience of 18.3 million users. (CNews 2011)

According to statistics of TNS for April 2011, the time the majority of the users

spend on the social media website Vkontakte.ru is on average 43 minutes per day.
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However, the second place belongs not to the social network MoyMir@Mail.ru, but

to Odnoklassniki.ru with average of 26 minutes per day.

In TNS report the average time spent by users per day was analyzed not particu-
larly for the social network MoyMir@Mail.ru, but for all projects of Mail.ru and it ac-
counted for 16 minutes per day (TNS 2011).

Mail.Ru Group is the leading Internet company in Russian speaking segment of the
Internet and the leading player of Runet according to the number of unique visitors
per month. The company operates two Russian leading social networking web-

sites: MoyMir@Mail.ru and Odnoklassniki.ru, also the company owns a big share

of social media website Vkontakte.ru. (Mail.ru Group 2012.)

Vkontakte.ru is the most visited resource of Russian-speaking segment of the In-
ternet, which has operated since the year 2006. Vkontakte.ru accounts over 120
million registered users. About 70 % of users are living in Russia. 25% of users are
from Moscow and 12% of users are from Saint-Petersburg. Over 60% of users are
older than 25 years old. (VK 2012.)

Odnoklassniki.ru, one of the largest and fastest growing social networking websites
of Runet, has operated since the year 2006. Odnoklassniki.ru accounts over 100
million registered users. The main audience of Odnoklassniki.ru are people aged
24 to 34 years. It is economically active population with a stable income and the

ability to use paid services on the Internet. (OgHoknaccHuku 2012)

MoyMir@Mail.ru is a social network, which connects on the user’s page the main

portals of Mail.ru. This social network is among the top three social projects of
Runet. The project MoyMir@Mail.ru was launched in 2007. (Gazeta.kz 2010.) On
MoyMir@Mail.ru there are over 40 million registered profiles (Wikipedia 2012).
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6 The advantages of Internet marketing over traditional mar-
keting

Nowadays for small businesses it is crucial to have a low budget marketing plan.
Expensive advertising will not necessarily increase the sales. Internet marketing in

many cases is less expensive and works better than traditional marketing.

According to the statement of marketing expert at Washington University in St.
Louis, traditional expensive advertising is no longer effective and in the year 2012
online marketing will be increasingly dominant over traditional marketing (News-
wise 2011).

Internet marketing is becoming dominant due to its various crucial advantages over
traditional marketing. As it was mentioned before on this paper, Internet marketing
is less expensive. It requires significantly lower investment than traditional market-
ing. Internet marketing allows not only to create the content and to deliver it to the
followers quite fast, but also it gives an opportunity to react quickly to changing
market conditions. Time and cost efficiency are only a small part of the ad-
vantages, compared to the huge response rates that Internet marketing offers.
Moreover, Internet marketing enables companies to reach more customers in a

single pass, what traditional marketing cannot offer. (Hot Planet Marketing 2011)

Targeting the right customer segment is critical for any marketing strategy. Internet
marketing allows to target not mass market, as it does in traditional marketing, but
to reach particular audiences, that might become potential clients for the company.
(Zahorsky 2012.)

By purchasing advertising campaigns on social media websites and using pay per
click program on search engines it is possible to set geographical targeting, that
means choosing states, regions, cities and even neighborhoods, where targeted
audience is. Moreover, social media websites that collect databases about their
users can offer other types of targeting, such as targeting by age, sex, marital sta-

tus, education, political views, work place etc. (VK 2012; AdWords Help 2012.)
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Another advantage of Internet marketing, particularly in social media is the possibil-
ity to interact with the customers. Companies can get the feedbacks about its
products or services from the followers. Qualitative communication with the follow-
ers can enable the companies to understand better the needs of their customers,
to develop their products or services and tailor them. With constant interaction it is
easier to gain the trust of the consumers and, as a result, to convince them to pur-

chase products or services of the company. (Peter 2011.)

The last but not the least advantage of Internet marketing over the traditional is that
the return on investment (ROI) from online marketing is significantly greater that
the return on investment that the company can gain from traditional marketing (Hot
Planet Marketing 2011).
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7 Marketing plan

Being an employee (marketing secretary) of Mediatalo Toimelias Oy, from the side
of the company, the author of this thesis provides a free of charge service (the cre-
ation of a marketing plan for the promotional campaigns in Runet) for the company

Kauneusstudio Serenius & Tujula Oy in the form of the thesis work.

Hence Kauneusstudio Serenius & Tujula Oy obtains a marketing plan for the pro-
motional campaign that is done professionally. If the case company’s owners de-
cide to implement the marketing plan, they can get further professional support

from the side of Mediatalo Toimelias Oy, as its new client.
7.1 Promotional campaigns in Runet for the case company

During the interview with the owner of the case company such issues, as the
budget for the marketing campaign, the timelines and the target audience of the
company were discussed. The set budget is € 2000 for the 2 months campaign.
Platforms for the Internet campaign were chosen by the author of this thesis, in
accordance with work experience as marketing secretary at Mediatalo Toimelias
Oy. The estimation of the amount of clicks, setting of timelines and the division of
the budget for the campaigns were also made in compliance with the author’s work

experience.

Yandex.Direct and Google.AdWords online advertising programs were included in
the marketing plan, as well as the leading Russian social network Vkontakte.ru and
Russian.fi, which is the most popular Russian speaking website of Finland with
9000 daily unique visitors. The audience of Russian.fi is 70% Russian-speaking

people living in Finland. (Russian.fi 2012)

The marketing table for the promotional campaigns in Runet for the case company
is presented in Appendix 2.

The goal is to reach with the set budget maximum amount of the potential clients
that can be found on the different platforms. More precise aims of the marketing

plan are the following: to bring the case company to the leading Russian search
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engines, the most popular social media website and to reach Russian speaking

audience that is living in Finland.

The budget for the promotional campaign does not include the design and produc-
tion of banners for the campaigns, design and launch of the group in Vkontakte.ru
and the commission of Mediatalo Toimelias Oy, which will be charged in case the
owners of Kauneusstudio Serenius and Tujula Oy will decide to implement the

marketing plan.

The budget was divided between the promotional campaigns so that it is possible
to get good results (sufficient amount of clicks) on each advertising campaign and
have enough data for the further analysis of the campaigns, in order to be able to

make them even more efficient in the future.

The budget for the promotional campaigns in online advertising programmes Yan-
dex.Direct and Google.AdWords was set the same in order to make further com-
parison of the results on both platforms. Moreover, it will help to make the conclu-
sions on which search engine Yandex.ru or Google.ru the target audience of the
case company and searches for cosmetic products are mainly concentrated.

The advertising campaigns on Yandex.Direct and Google.AdWords are planned to
be held for two months. This period is long enough for collecting sufficient data for

further analysis and attracting a big number of new potential clients.

The particular budget for the advertising campaign on the platform Russian.fi was
set for a one-week campaign, due to the knowledge of the author of the thesis
about the price list for the media advertising on this platform. A banner allocated on
a particular position on the website was chosen in accordance with the author’s
experience. This particular banner has 100 percent guarantee of shows and it is
allocated in the most attractive place for the users. Good allocation of the banner
on the advertising website is highly important. When the banner is allocated on the
right place and is well visible for the users it may accumulate many hits on the ad-

vertising. Moreover, according to the author’s experience the allocation of the ban-
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ner on the platform Russian.fi for one week is enough to get a sufficient amount of

clicks and attract new clients for the case company.

There is a possibility to set any budget for the promotional campaign on the social
media website Vkontakte.ru. Hence, the budget planned for the promotional cam-
paigns on Yandex.Direct and Google.AdWords together with the set budget for the
advertising campaign on Russian.fi was subtracted from the general budget of
2000 euro and the left amount of money was planned to be spent on the campaign

on Vkontakte.ru.

A certain period for holding the campaign on Vkontakte.ru was not set, due to the
fact that there is no option on this platform to set the limitations for the expendi-
tures (setting daily or weekly budget). However, it is estimated that the budget set
for the promotional campaign on Vkontakte.ru might be enough for two or three

weeks.

When selecting platforms for the advertising campaigns, budget and target seg-

ment of the case company were taken into consideration.

Target audiences of the case company are both male and female aged 30-60 from
Saint-Petersburg, Leningrad region (Vyborg) and Moscow. Target audience is cho-
sen both in accordance with the study’s results and with other crucial factors that
influenced the selection of this particular target group. The results of the study
showed that cosmetic products are well sold to Russian consumers who are living
in the big cities (the population over 1 million) and these products are almost twice
more demanded in smaller towns. However, Russian consumers from the big cities
make purchase in amounts almost twice as much as in smaller towns. The results
of the research also showed that the majority of Russian tourists travelling to South
Karelia region are coming from the cities and towns that are located close to the
border. Hence, as mentioned previously in this paper geographical targeting was

set for the promotional campaigns of the case company.

When setting age targeting, the prices for the products offered by the case compa-

ny were taken into consideration. The case company sells cosmetic products of the
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leading brands, the products are of high quality and accordingly the prices for
those products are relatively high. Hence, the target group should be solvent; the
potential consumers should have middle or high level of income. For this reason
the age targeting was set from 30 to 60 years old, as at this age people tend to be

more financially stable and fit to the group of active Internet users.

If the owners of Kauneusstudio Serenius and Tujula Oy make a decision to imple-
ment the marketing plan, all the statistics on the campaigns will be carefully and
regularly monitored by the employees of Mediatalo Toimelias Oy in order to make
the advertising more efficient and attract a bigger amount of potential clients for the

case company.
7.2  Material for the creation of the advertising campaigns

The list of keywords and texts for the adverts for the contextual advertising cam-
paigns of the case company Kauneusstudio Serenius & Tujula Oy in online adver-
tising programs Yandex.Direct and Google. AdWords were created. The list of
keywords is presented in Appendix 3. The texts for the adverts are presented in

Appendix 4.

When choosing the keywords, special programs that are provided by Yan-

dex.Direct and Google.AdWords for selecting the keywords were used.

The Key words are written mainly in Russian language. The names of the brands
of the products which the case company sells are listed as they are written in origi-
nal form in Latin letters. The keywords are connected to the thematic of the cos-
metic industry, products and brands that the case company offers, professional
cosmetics online stores, as well as physical professional cosmetics and other
shops in Finland generally and in the town of Lappeenranta town particularly.

Texts for the adverts are written in Russian language, the translation into English
language is included in brackets after each phrase.

During the campaigns the texts of the advert can be changed as many times as it

is needed. Trying out different texts for the advert helps to study the behavior of the
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online users and find out their preferences, what kind of texts are more or less at-

tractive.

8 Conclusions and recommendations

As a result of this project it was proved that nowadays the Internet is the leading
media space and it crucially dominates over traditional advertising, due to its nu-
merous advantages. Advertising in the Internet is inexpensive, highly efficient and
affordable for the businesses of all sizes and the case company of this project is
not an exception. The studies showed that the number of Internet users and online
shoppers is growing all around the world and particularly in Russia every year. The
results of the study showed that the target segment chosen by the case company
is the right one and the case company should promote itself in the Internet for at-
tracting new clients that will make purchases not only in online store, but also in the
physical point of sale, which is located in the town of Lappeenranta. It was proved
that the number of Russian tourists coming to South Karelia region, particularly to
Lappeenranta, is growing every year along with the growth of Tax-Free sales in
this region. Moreover, it was investigated that the products (professional cosmetics
and perfume) sold by the case company are highly popular among Russian con-
sumers. In addition to that, it was found out that cosmetic products ranked second
place among most demanded products purchased in online stores. Furthermore, it
was found out that cosmetic industry is one of the fastest growing on Russian mar-
ket and Russians spend big share of their incomes on cosmetic products. In this
project the profile of Russian online shoppers was identified, so that the case com-
pany is able to target the right group, out of the whole segment of Russian con-
sumers, who will most likely purchase the case company’s offered products. As a
result of the project the most efficient electronic communication channels for the
promotional campaigns in Runet were determined and the marketing plan was de-

veloped.

The case company is enabled to penetrate Russian E-Market, being present on the

leading search engines of Runet, Russia’s biggest and leading social media web-
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site and being advertised on the platform reaching Russian-speaking target audi-

ence that is living in Finland.

Marketing plan included the plan of the promotional campaigns together with the
budgeting table and necessary material (texts for the adverts and the list of the
keywords) for the creation of the advertising campaigns. The implementation of the
created marketing plan will lead to achieving the main aims of the case company —
increase the company’s visibility in Runet and as the result the growth of the num-

ber of new customers and profits.

In order to increase the visibility in Runet, the case company should also use other
tools than paid advertising, such as Search Engine Optimization that can be com-
mitted by the Webmaster. However, it is crucial to take into consideration Russian
language in connection with the SEO. When building SEO strategy in Runet it is
important to know basic facts about Russian language that could influence SEO
strategies. It is worthwhile to have a Russian-speaking expert in the company’s
SEQO team or outsource this service.

Before implementation of the marketing plan, the webpages of the case company,
to which online adverts will lead, should be translated into Russian language, in
order to enable Russian customers to read the information about products and
make easy shopping online or select the products for purchasing them further in
the physical point of sale. In order to increase sales not only in the online store, the
case company should include necessary contact information about the physical
point of sale on the webpages of the online store. The case company should also
investigate what the most popular brands are among Russian consumers from
those offered by the company and allocate them on the webpages of the online

store so that they will be well visible.

Moreover, due to the different system of the e-commerce in Russia, the case com-
pany should include methods of online payment that are widely used in Russia in
order to enable the consumers to pay for the products. The establishment of deliv-

ery to Russia could be also another way for the case company to bring extra value
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to the consumers and attract them to purchase more with the convenient shopping
environment. In order to have more efficient customer service not only in online
store, but also in the brick and mortar business, Russian-speaking personnel could

be hired by the case company.

In conclusion, it can be said that the main objective of the project was achieved.
Following the recommendations and implementing the marketing plan correctly, the
case company will be brought to the Russian E-market successfully and will in-

crease its visibility in Runet along with the number of new clients and profits.
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Appendix 1

The list of the questions asked in the interview with the owner of Kauneusstudio

Serenius & Tujula:

1.What is the official name of the company?

2. How many owners run the company?

3. In which year did the company start to operate?

4. What kind of traditional marketing for the promotion of the company had been

done previously? What were the results?

5. Has the company ever been advertised in Internet? If «Yes», on which plat-

forms? What were the results?

6. Has the company ever been advertised in Runet?

7. Is it planned to translate the webpages of online store into Russian language?
8. Is it planned to hire Russian-speaking personnel to the physical point of sale?
9. What are the timelines for the promotional campaigns?

10. What is the budget for the promotional campaigns?



Appendix 2. Marketing plan for the promotional campaign in Runet.

Estima-
tion of

Estima-

Text of tion of

the advert

Banner’s

Timeline format

Platform Allocation

Targeting

Budget

PPC

clicks

Saint-Petersburg, Headline: max.
Yandex. Yandex.ru and its | Leningrad region 33 characters.
Direct partners websites (Vyborg), 2 months ) Text: max. 75 0.25€ | 2,000 | 500¢€
Moscow characters
. Headline: max.
, Saint-Petersburg,
Google. Google.ru and_ its Leningrad region |2 months - 25 characters. 0.25€ | 2,000 | 500¢€
AdWords partners websites Text: max. 70
(Vyborg),Moscow
characters
Saint-Petersburg,
All pages of the Leningrad region ) .
VORIt website, on the left | (Vyborg), Moscow; | 2> | aox120 px | Feadline:max. 1 5 g3 ¢ | 460 | 385¢
: weeks 25 characters
hand side male and female
aged 30-60
Russian.fi N . - 1 week GIF/ - 0.61€ | 1,000 615 €
sian.fi, Afisha.fi, FLASH
Novosti.fi, E18.ru
Total budget 2,000 € U] esilelce 5,460
amount of clicks




Appendix 3

List of the key words for the advertising on Yandex.Direct and Google.AdWords:

npodeccmnmoHanbHaa KocMeTuKa
MarasuH npodeccmoHarnbHOM Kocme-
TUKN

MarasuH npodeccmoHarnbHON Kocme-
TUKN

npodgeccnoHanbHas KocMeTunka gng
niua

WHTEPHET npodeccrnoHanbHoOM Koc-
METUKMN

WHTEPHET MarasuH npodeccmoHarnb-
HOW KOCMETUKMN

Kynsito npoeccroHarnbHy0 KOCMEeTU-
Ky

KynnTb NPOheCCMOoHanbHy KOCMeTU-
Ky

npodgeccnoHanbHas KocMeTuka ong
BU3aXXNCTOB

npodeccnoHanbHasa gekopaTmeHas
KOCMeTuKa

npodgeccnoHanbHas KocMeTuka gng
MakusKa

npodeccnoHanbHas KocmeTuka
onToMm

KoCcMeTurKa npodeccmnoHanbHas
MarasnHbl NpodeccruoHanbHON Koc-
METUKMN

npodeccnoHanbHas KocMeTuka oT-
3bIBbl

npodeccnoHanbHas KocMeTuka ag-
peca

npogaxa npodeccmoHanbHon Kocme-
TUKN

roe KynuTb NPogeCcCcrMoHanbHy Koc-
METUKY

npodeccnoHanbHasi KocMeTuka ans
canoHoB

agpeca mara3nHoB npodyeccuoHanb-
HOM KOCMETUKMN

MarasnHbl NpodeccruoHanbHON Koc-
METUKM ANnsa nuua

nydwasa npogeccnoHarnbHas Kocme-
TVKa

npodeccuoHanbHast KOCMETMKA LIEHbI
npodeccnoHanbHas KocMeTuka ans
Tena

MarasuH npodgeccnoHaribHon Kocme-
TUKM ONS BU3AXXMUCTOB

Habop npodeccrnoHanbHOM KOCMeTH-
Kn

npodeccnoHanbHas KocMeTuka ans
KOCMeTOsI0roB

MarasuH npogeccnoHasnibHoON OeKo-
paTUBHOWM KOCMETUKN
npodeccnoHanbHas KoCMeTuKa TeHU
npodeccunoHanbHas gekopaTnBHas
KOCMeTuKa Onsi BU3aXXMCTOB

KynuTb NpodeCcCnoHanbHy0 KOCMeTH-
Ky 4nsa nuua

dopaHuy3ckas npodeccmoHanbHas
KocMeTuka

npodeccuoHanbHasi KocMeTuKa KMeB
PUpPMbI KOCMETUKM NpoheccnoHarb-
HOM

KynnTb NPOEeCCUOHANbHYH KOCMETU-
Ky 4N BU3AXUCTOB
npodeccnoHanbHas KocMeTuka ans
BU3axa

npodeccnoHanbHas gekopaTmBHas
KOCMeTUKa KynuTb
npodeccuoHanbHbIe MMHUN KOCMETH-
Kn

Mapkun npoceccrnoHanbHON KOCMETH-
Kn

canT npoeccrnoHanbHOM KOCMETUKMN
Hefoporas npodeccmnoHanbHasa Koc-
MeTuKa

pPenTUHr NnpodeccnoHarbHON KoCcMe-
TUKMN

KaTarnor npogeccmnmoHarnbHOM KocMe-
TUKMN

3akasaTb NpogeccuoHanbHy KocMme-
TUKY

ANCTpUObIOTOPBLI NPOodeCcCMoHanbLHOM
KOCMETUKMN



npodgeccnoHanbHas KocMeTuka ang

CaJl1OHOB KpacCoTbl

npodeccnoHanbHas KocMeTuka na-

nUTPBbI

MHTEPHET MarasvH NpodeccroHarb-

HOM JEKOpPaTUBHOW KOCMETUKN

npodeccnoHanbHas KocMeTuka npe-

MUYM

npodgeccnoHanbHas KocMeTuka gng

KOXK

KynuTb NPpOodheCcCMoHanbHy KOCMeTu-

Ky A4 MaKudxXxa

NocTaBLUK NPOdeCcCUoHanbHOM KOC-

MEeTUKHN

dbpaHLly3CcKMe KOCMETUYECKME MapPKM

yXo[ 3a KOXeu

yxo[ 3a KOXen nvua

yX0[, 3a KOXeln NeTom
MaKUSXX N YXO[ 38 KOXeW
yX0[ 3a KOXeu nuua netom
yxo[ 3a KoXew rnas

yXo[ 3a KOXeu nocne neta
yxo[ 3a KOXeW BOKpYr rrnas
cpecTBa Mo yxo4y 3a Koxen
yX0o[ 3a CyXOWN KOXen

yX0[, 3a KOXeu XUpHOMn
cpefctBa yxoaa 3a Koxeun nuua
yxop 3a NpobrieMHON KoXeWn
yxo[ 3a KOXen pyk
KOCMETMKA yX0[ 3a KOXen
yxo[ 3a Koxen Tena

yxop 3a koxeu nocne 30
yxop 3a koxen 30 net

yxoq 3a koxen nuua 30
yxo[ 3a Cyxon Koxen nuua
yxo[ 3a koxen 25 nert

yXo[ 3a XUPHOMN KOXen nuua
yxopn 3a NpobrieMHON KOXen nuua
NpaBUNbHbIN yX0 3a KOXen
yXxopn 3a KOMOMHMPOBAHHOW KOXeEN
npeseHTaums yxon 3a KOXen
yXo[ 3a KoXeu nocne 25
yXxo[ 3a KOXeWn rurneHa
npasuna yxoaa 3a Koxeu
KpeMbl Ans yxoaa 3a KoxXen
yxoq 3a koxeu nocne 40

yXo[ 3a YyBCTBUTEITbHOMN KOXEN
KOCMETUYECKUI yXO[, 3a KOXeNn
yxo[ 3a Koxen nocrie 45

yXoA4 3a KOMOMHNPOBAHHOW KOXeEWN
nmua

NpaBUIbHbIN YXO[ 3a KOXeWn nuua
yxop 3a Koxewn nocrie 50

yxo[, 3a KOXen nuua KocMeTurka
COBETbI M0 YX04y 3a KOXeu

yxo[ 3a koxen nuua 50

yxo[ 3a KOXen Hor

yXo[ 3a KOXeun Bnaeo

yxo[, 3a 3perion Koxewn

yxo[, 3a KOoXen nmua oT3bIBbl

50 neT yxop 3a Koxen

yX0[ 32 MOSIOZI0WN KOXEN
eXe[IHEBHbIVN yXO[, 38 KOXeMu
KOMMSEKCHBbIN YXO[ 3a KOXeW
yxop 3a Koxen nocrie 35

yX0[ 3a KOXeu Len

Habop no yxoady 3a Koxeu

yxo[ 3a koxen 35 net
npodeccuoHarnbHbIN YXOA4 3a KOXeu
yxo[, +3a Koxeln nocne nunuvHra
yxo[ 3a KOXen Ons My>X4uH
yxo[, 3a KOXen nuua My>X4uH
yX0[ 3a KOXeWn Bek

yX0[, 3a YyBCTBUTESIbHOM KOXEN Nuua

yxop 3a koxen B 30
nporpamMma yxoaa 3a Koxem
yX0o[ 3a KOXen Macku
KOMMSIEKCHBbIN YXOA 3a KOXeun nuua
yXo[ 3a HOpMasnbHOW KOXeWn
yXo[ 3a yBaatoLen Koxen
Kpem

TOHanNbHLIN KpeM

KpeM ona nuua

KynJsito Kpem

Kpem KynuTb

KyNUTb KynJito Kpem

Kpem NS KOXu

Ny4yLnm Kpem

Kakue kpema

Kpem ans pyk

Kpem yBNaKHSAOLWMN

Kpem ans rnas



TOHanbHbIA KPEM OT3bIBbl
Kpem BOKpYr rnas

Kpem ansa tena

COCTaB KpeMOB

Kpem OT MOPLUUH

rae Kpem

Kpem ansa conapus

rae Kynutb Kpem
OHEBHOW Kpem

OT3bIBbl O Kpeme

Kpem ans Hor

Kpem Ons BeK
CONHLE3aLUNTHBIN Kpem
HOYHble Kpema

HOYHOW Kpem

MacrsiHbI KpeM

KpeM poTo

Kakme xopoLune Kpema
Kakom Kpem nyuiue
KOCMeTUuKa Kpema

Kpem ans 3arapa

KaK HaHOCUTb KpeMm

KPEeM 1151 CYXON KOXM
KpPeM XXUPHbIN

kpem 30

NyYLINA TOHANbHbIN Kpem
Kpem Ana npobrieMHON KOXK
kpem 50

KpeM Ans XXUPHOW KOXN
Kpem 4515 KOXu nvua
Kpem nurtaTtenbHbIN

Kpem macka

TOHanbHbIN KpeM LieHa
Kpem Onsa nuua anga neta
Kpem NN TUHr

NyYwnn Kpem ang niua
Kpem nof rnasa

Kak NpaBWiibHO HAHOCUTb KpeM
CaMblI NyYLLNN KpeM
cream Kpem

Kpem Ans KOXU BOKPYr rnas
Kpem 25

3alMTHBIA KpeM
MaTUPYOLWUA Kpem
do1pMbI KpemMoB

MarasuH KpemoB

KpeM OHManH

adpeKTMBHbIE KpEMA
YBNAXHAKOLMIA KpeM Ang nuua
KpeMm Kpacka +4ns Bofnoc
Kpem Ans My>XYuH

Kpem Aans rnas oT3biBbl

kpem 40
BOCCTaHaBMBAKOLLNN KPEM
Kpem NpoTMB MOPLLNH

Kpem BOKPYr rrnas oT3bIBbl
CTOMMOCTb Kpema

Kpem KOMBUHMPOBaHHbIN
YBNAXHAKOLLMIA KPEM OT3bIBb
Kpem 45151 YyBCTBUTENBHOW KOXMW
KynuTb Kpem ans nvua
nencTemne Kkpema

KakKnMu KpemMamu rnosnb30BaTbCs
napdgrom

MY>XCKOM naprom

Kynmno napgrom

KynuTb napdgom

OT3bIBbl NapdoM

MarasunH napgom

YKEHCKMIN napdom

WHTEPHET napgiom

napdgrom nuaep

napdoM NHTEPHET MarasviH
napdgrom cant
odomumanbHbI cCanuT napgom
napgrom onTom

ANUTHBLIN Napgom

napdom 2012

roe napdgom

nyywunm napdgrom

KaTanor napcom

LleHbl Ha napgom

roe Kynutb napgrom
napgom 451 MY>XYUH
napgomM gyxu

napdgtrom Boga

peknamMa napdgroma

napgrom KOCMETUK
napgromMepusa n KocMeTuka
napdgromepusi onTom
napdgromepus

TyaneTHasi BoAa A5l XXEHLUNH



TyaneTHas Boda Ons MyX4uH
TyaneTHasi Boga

3NUTHast KOCMEeTuKKa

annTHaga napdromepust
napgromMepna ans My>x4YmH

KynuTb OyXu

WHTEepHET MarasuH napgromMmepun
KynuTb napgromepus

WHTEePHET Mara3uH KOCMeTUKN 1 nap-
dromepun

WHTEPHET MarasuH KOCMEeTUKN
XeHcKkas TyaneTHas Boga
KOCMeTuKa

KocMeTunyeckme dompmbl

apomat

MarasuvH KOCMETUKMN

MarasvH napgromepun

MY>XCKasi KOCMeTuKa

MYXCKasi napgromepus
AeKopaTuBHas KocMeTuka

KynnuTb KOCMETUKY

KOCMeTuKa 13 puHIsHanm
MarasvHbl KOCMETUKN B PUHNSHANN
KOCMeTuKa pUHNAHAMS

MarasviHbl (OUHNAHOUN

MHTEPHET MarasuHbl PUHNAHOUN
MarasviH ToBapbl U3 (PUHNAHOUK
TOBapbl U3 (PUHNAHOUN UHTEPHET Ma-
raswH

paboTa mara3vmHoB B (PUHNAHOWUN
PUHNSHANA nanneeHpaHTa MarasuvHbl
agpeca marasvHoB B (PUHNAHOMMK
MarasviHbl B (OUHAAHOUN pexXum pa-
6oThbl

LUeHbl B MarasnHax ouHAsHanM
paboTa mara3nmHoB B (PUHNAHOWUN
2012

TEXHUKN +B OUHNASHANK

rpacmk paboTbl MarasuHoOB B OUH-
naHanm

CKMOKWN B MarasmHax puHIsHanm
CcanTbl MarasanHoB B OUHISIHOMN
nanneeHpaHTa MarasuHbl

KapTa nanneeHpaHTbl C MarasaHamm
UHNSHANA nanneeHpaHTa MarasuvHbl
paboTa mara3vHOB B nanneeHpaHTe
agpeca mMarasuHoB B NnanneeHpaHTe
pexum paboTbl Mara3uHoOB B nannee-
HpaHTe

Yyacbl paboTbl MarasvMHOB B nannee-
HpaHTe

nanneeHpaHTa MarasuHbl BOCKpece-
Hbe

Kakne marasuHbl B nanneeHpaHTe
OT3bIBbl SlanneeHpaHTa MarasuHbl
Kak paboTaloT MarasuHbl B nannee-
HpaHTe

BpemMsi paboTbl MarasmMHOB B nannee-
HpaHTe

rpadouk paboTbl Mara3nHOB B nanne-
eHpaHTe

Gatineau

Darphin

Mariderm

4711

Arbutin

Tosca

Eyefect

Tabac

Gant

JLO

Sally Hansen

Juvena

David Beckham

Celine Dion

Kate Moss

Kylie Minogue

Calvin Klein

Lovely

Lagerfeld

Vivisante

Esprit

Davidoff

Joe Blasco

Britney Spears beauty



Appendix 4

Text for the advertising onYandex.Direct:
Headline: lNpodeccuonanbHas kocmeTuka (Professional cosmetics)

Text: Bblcokoka4yeCTBEHHAA KOCMETUKa AN MyXYnH 1 xeHwuH. (High-quality cos-
metics for men and women) Begywme muposble 6peHabl. (The world’s leading
brands)

Text for the advertising on Google.AdWords:
Headline: KocmeTtuka n napdromepms (Cosmetics and perfume)

Text: MNMpoaykumsa BegyLmx MMPOBbIX BP3HAOB ANst MYXYMH U XeHWwmH. (Products

of the world’s leading brands for men and women)
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