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The thesis discusses building a business plan for a new Vietnamese restaurant 
in Rovaniemi. The main target group that the restaurant aims at is diabetic          
people, and people preferring low-carb diets. However, local citizens and          
tourists are more than welcomed at the restaurant. After the Covid pandemic, 
there are more and more tourists visiting Rovaniemi again, combining with the 
raise of interests in Southeast Asian cuisine in Finland, the decision to establish 
a new Vietnamese restaurant is made. 

The qualitative research of the thesis was conducted as an individual in-depth 
interview, which was made with one of the owners of another Asian restaurant in 
Rovaniemi. The purpose of the interview was to use secondary research methods 
to learn more about market situation in the area, and the struggle in finance at 
the beginning of one’s business. 

General analysis like market study, financial analysis, mission and vision        
statement, and marketing strategy will be discussed. Moreover, through using     
business tools such as SWOT analysis, Customer Journey Mapping, and The 
Business Model Canvas, a complete picture of the business is formulated.  

The results of the study show that despite being not familiar with Vietnamese 
food, many Finnish people are willing to step out of their comfort zone and try 
new dishes. Choosing Rovaniemi as the location for opening a restaurant is a 
good option despite other disadvantageous elements. Despite facing some    
challenges and threats, there is a positive future for a new Vietnamese restaurant 
in town. The results of this paper could be used as a future reference for other 
people who intend to do business in Rovaniemi.  
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1 INTRODUCTION 

It is undeniable that Rovaniemi is one of the top tourist destinations in Finland. 

According to Touropia (2021), Rovaniemi is among the top two cities that people 

should visit when coming to Finland. While the pandemic is slowly fading away, 

the number of tourists visiting this city is expected to increase significantly,          

especially the number of foreign tourists. Compared to the figure from January to  

August 2021, the number of tourists coming to Rovaniemi from January to August 

2022 almost doubled, which was 197 000 and 390 000 respectively (Victory 

2022). Especially, considering the summer of 2022, the number of Asian tourists 

accounted for more than 20 percent of foreign visitors in Rovaniemi (Teivainen 

2022).  Even though tourists come to Rovaniemi with the expectation to try local 

cuisine, Asian food is also a popular alternative option for travellers (Sandholdt 

2021.) Therefore, the author believes that the demand for the variety of cuisines 

will increase in the future. 

 

In the city centre of Rovaniemi by November 2022, there are totally almost twenty 

restaurants, half of them Asian. Among those Asian restaurants, one Vietnamese 

restaurant was opened about two years ago. However, not all of these                  

restaurants are fine-dining restaurants, and not all of them have the same           

customer target group, especially, not people with diabetes. Being a person who 

follows a strict diet, the author understands the fear of others in the same situation 

when socialising with their friends. Having lived and studied in Rovaniemi, the 

author has fallen in love in love with the city and has become interested in             

establishing a restaurant in this full-of-potential city. 

Creating a business plan is an essential first step for any entrepreneur in today’s 

world. To climb up towards success, companies need to prepare a well-presented 

business plan to paint their goals clearly. (Abrams 2003.) The objective of the 

thesis is to develop a fundamental business plan. The paper will cover mainly the 

opening process of a Vietnamese restaurant in Rovaniemi, with diabetic people 

and people with a low-carb diet as the main target group. For the details of the 

thesis, SWOT analysis, Business Model Canvas, and Marketing Strategy are 

used for the contents of the business plan. In addition, some issues like the        

current market situation in Rovaniemi; struggling with the financial situation at the 
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beginning of business; and the reason why the author wants to implement this 

business plan rather than in her home country are also discussed.   
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2 TARGET CUSTOMER GROUP AND PRODUCTS 

Apart from the existing Asian restaurants in Rovaniemi, “A Little Bit of Vietnam '' 

is intended to be mainly aimed at a customer group with diabetes. Since 1980, 

the number of people who are diagnosed with diabetes has quadrupled, and it 

has become one of the international burdens. The World Health Organization 

(WHO) even refers to it as a “serious threat to the global population”. Diabetes is 

a chronic disease that occurs either when the pancreas does not produce enough 

insulin or when the body cannot effectively use the insulin it produces. Insulin is 

a hormone that regulates blood glucose. More importantly, if it is not well treated 

and the increased blood sugar level remains for a long time, it could lead to some 

damage to the body systems. (WHO 2016, 6 & 31.) When having diabetes 1 or 

2, people could increase their chance to be diagnosed with heart disease, high 

blood pressure, and some other dangerous complications much higher than a 

healthy person. Therefore, balancing blood sugar levels in the patient's body, but 

at the same time boosting the insulin release is really important. (Lachtrupp 

2022.) 

The most ideal menu for this group of people is to gain enough calories for one 

day without eating too many carbohydrates. Depending on the calorie needs of 

each person, they will need to intake different amounts of calories. However, 

commonly, one person needs to consume approximately 1500 calories per day, 

with normal exercise, if they want to lose weight and keep fit. (Lachtrupp 2022.) 

Among low-carb diets, the author wants to choose to stick with the keto diet when 

building up the restaurant’s menu. Ketosis is a metabolic state in which the body 

uses fat to release energy rather than carbs, which happens when the                    

consumption of carbohydrates in one body significantly reduces. This action limits 

the body’s supply of sugar, which is the main source of energy for the cells. For 

that reason, the way to enter ketosis is to follow the keto diet. (Mawer 2020.)  

When following the keto diet, there are certain types of food that people need to 

avoid or reduce taking in, and other specified kinds of food that they need to base 

on. Since the working logic of this special diet of increasing fat and lower ing          

carbohydrates, any food with high in carbs is needed to be limited. First of all, all 

the food has added sugar namely soda, fruit juice, smoothies, cake, ice cream, 
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and candy are off the limit. Grains or starches like wheat-based products, rice, 

pasta and cereal; or beans and legumes like peas, kidney beans, lentils, and 

chickpeas need to be reduced. Some root vegetables and tubers for example 

potatoes, sweet potatoes, carrots and parsnips are encouraged but within the 

allowed range. Last but not least, low-fat products or some sauces with added 

sugar like barbecue sauce, honey mustard, mayonnaise, and ketchup are also 

not really recommended. (Mawer 2020.) 

Meanwhile, the majority of daily menus should base on these ingredients. Red 

meat, steak, chicken, or fatty fish like salmon, tuna, and mackerel are highly            

recommended. Dairy products namely eggs, butter, cream or unprocessed 

cheese are allowed. The next options that are also highly recommended because 

of their high-nutrition-but-low-carb elements are nuts and seeds like almonds, 

walnuts, flaxseeds, and pumpkin seeds. Avocados and low-carb veggies, for     

example, green vegetables, tomatoes, onions, and pepper are also good to         

include in every meal. Moreover, instead of using unhealthy fats like processed 

vegetable oils, or grease while cooking, people should use extra virgin olive oil, 

avocado oil, sunflower oil and sesame oil. Just as importantly, normal condiments 

like salt, pepper, herbs and spices could also be used in cooking and seasoning. 

(Mawer 2020.)  

However, besides the main target group, the restaurant will also welcome           

different groups of people. To be candid, low-carb could be a healthy option for 

everyone. Losing weight and managing chronic conditions are a few of the health 

advantages of a low-carb diet. The result of high carbohydrate intake significantly 

reduces the protective layer of the blood vessel. Therefore, to avoid heart            

disease, decreasing the amount of intake will help it. Since Keto is one kind of 

low-carb diet and the ingredients are quite strict, and the restaurant’s customer 

groups are larger than diabetic people, when building up the menu, it might be 

adjusted accordingly without too much food restriction. (Willner 2022.) 
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3  BUSINESS MODEL CANVAS 

Building up the Business Model Canvas (BMC) is a really important step to         

understand more deeply the function of one’s business. It is like a shared            

language for describing, visualizing, assessing, and changing the business model 

to create a new strategy. According to Osterwalder & Pigneur, “a business model 

describes the rationale of how an organization creates, delivers, and captures 

values.” A business model could be best described through nine blocks namely 

customer segments, value propositions, channels, customer relationships,        

revenue streams, key resources, key activities, key partnerships, and cost      

structure. These nine blocks have the purpose of covering four main elements of 

business which are customers, offer, infrastructure, and financial viability.                 

(Osterwalder & Pigneur 2010, 12 – 17.) In this thesis, the author will break the 

business model canvas down, apply them to her future business and analyse 

each section separately.  

3.1 Customer Segments 

Without customers, a business cannot function properly and last for long. In order 

to bring better experiences to all customers, entrepreneurs usually group people 

with common interests, behaviour, and quality into the same group. By doing that, 

companies can plan out which strategy to use on which segment and how to 

avoid unpleasant interactions with certain segments. After that, building up the 

business model canvas will be easier since it will be different depending on      

specific customer groups’ needs. (Osterwalder & Pigneur 2010, 20.) 

As it is mentioned clearly from the beginning of this thesis, the customer group 

that the author wants to focus on is diabetic people or people who prefer low-carb 

diet. When socializing, people tend to go to restaurants, however, with certain 

strict food restrictions, it is really hard for diabetic people to feel comfortable in 

those situations Moreover, they also need to control their food portion and drink 

options when eating out, which eventually leads to voluntarily avoiding casual 

social interaction tendency. (Hedge 2018.) 



11 

 

Besides the main target group, the restaurant also aims to reach local customers. 

When first opening a restaurant, local people will be the main customer group to 

support the business. Small and micro companies depend mostly on local           

customers, therefore, taking full advantage of local marketing is a must for         

businesses. (Jungnitsch 2018.) Even though not always the first option, Finnish 

people do acknowledge and have interest in having Asian food, especially            

Vietnamese food (Dinh 2013, 52.) Hence, local Finnish people in Rovaniemi are 

one of the important customer groups that the restaurant wants to attract. 

Last but not least, the third main customer segment is tourists. As tourists, it 

means to include short-time travellers, and also sojourners namely international 

students and workers. While travelling, people are willing to try adventurous, new 

and demanding culinary experiences, mostly chosen by Google reviews, and     

advice from friends or fellow travellers. This action refers to a sign of the           

open-minded and multicultural mindset of tourists. (Yen et al. 2017, 202 – 203.)  

3.2 Value Propositions 

The Value Propositions contain a package of products and services that create 

value for a certain Customer Segment. In order words, it is the core value that 

makes one company stand out from the others, and attracts customers coming 

to them. It serves as a solution for customers’ problems and satisfies their needs. 

Some Value Propositions may be innovative, new and wild, while others could be 

similar to the existing market, but with an added unique characteristic. (Osterwal-

der & Pigneur 2010, 21.) 

The intention of the author when opening “A Little Bit of Vietnam” is to serve       

Vietnamese food from different regions to customers. As the author mentioned 

above, Vietnamese food is diverse and each region uses different ingredients for 

their food. Especially, the cooking styles of Northern, Central, and Southern        

Vietnamese cuisine is totally different. (Alotrip 2014.) That results in difficulty in 

bringing all the flavours into just one menu. However, the author is ambitious to 

create a menu which includes three regions’ dishes, and through the storytelling 

of how the differences are made, to promote and spread the knowledge of            

Vietnamese cuisine to customers. More importantly, the authentic flavour of the 
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food is considered necessary when it comes to Vietnamese dishes (Nguyen 

2017, 36). That is why even though the author does have a plan to be creative 

by combining Finnish ingredients with Vietnamese cooking style, the authenticity 

of foods will be kept at its maximum.  

Another value that the restaurant wants to bring to its customer is the speciality 

of the menu. The author has made it really clear from the beginning of this paper 

that the target group of “A Little Bit of Vietnam” restaurant target group is diabetic 

people, and people with low-card diets. The author wants to create a comfortable 

environment for these people to dine in and socialize with their friends, partners, 

and families without worrying about their intake. Besides the storytelling part, the 

expected menu will mention all ingredients and the number of carbohydrates that 

includes in each dish. However, not only the target group will come to the            

restaurant, all customers could request some adjustments to their food by adding 

more ingredients or reducing some ingredients. The possibilities to change, and 

charges will be mentioned in the menu as well. Furthermore, to keep the              

restaurants fresh and active, a pop-up menu for the weekend, or for the first        

Tuesday of every month is also a considered option. 

In Vietnam, there are several major holidays namely Lunar New Year, Hung 

Kings’ Commemoration Day, and Mid-Autumn Holiday. During these days,         

besides some formal ceremonies, Vietnamese people celebrate with various 

types of food for example Banh Chung and Banh Tet (rice cake with pork and 

mung beans wrapped in banana leaves), steamed sticky rice with boiled chicken, 

or Mooncake. (LTL Language School 2021.) As a student who has been studying 

and living far from home, the author understands the need to celebrate these 

days with fellow countrymen. That is the reason why she wants to spend the 

nearest Sunday to these Vietnamese holidays for Vietnamese students to            

associate in the restaurant. 

Even though the intention of using imported products, and low-carb ingredients, 

which could be higher than products from local supermarkets, the author wants 

to keep food’s price as Finnish dining restaurant standard price, and focus more 

on the quality of services and products; and creating a wholesome experience for 

customers. However, at the same time, supporting local stores and brand is also 
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one way to create value for the restaurant. Taking advantage of existing Finnish 

ingredients, the author intends to bring a slice of Finnish cuisine into Vietnamese 

cuisine. 

3.3 Channels 

Channels are communication tools between customers and entrepreneurs. It is a 

bridge to deliver Value Propositions to Customer Segments. Channels are        

customers’ touch points that play a very essential role in their experience paths. 

Its purposes are to raise awareness among customers about companies’         

products and services; help customers evaluate; allow customers to buy certain        

products and services (only when the companies’ products are updated through 

those); bring value propositions to customers; provide after-purchase support 

service. (Osterwalder & Pigneur 2010, 26.)  

Before officially opening the restaurant, an Instagram, Facebook and Tik Tok      

account will be created. Through Meta Business Suit, businesses can manage 

marketing strategy, and advertising activities, and connect with customers on           

Facebook and Instagram easier. The key feature of Meta Business Suit is to post 

across Facebook, and Instagram, manage inbox messenger, create                      

advertisements, track insights and trends, prioritize, send messages, and view 

To-do-lists. (Meta 2022a.) Thanks to this tool, it is easier for businesses to interact 

with their customers. 

Even though Instagram and Tik Tok have been developing as visual-based      

platforms, they have some differences. For example, the target audiences who 

are using the apps, user behaviour, types of content, and Social Media Algorithms 

are mismatched. Instagram is more like a platform for influencers, and it has wider 

content formats like posts, stories, and reels. While Tik Tok is rather for younger 

age groups, and it is popular for short videos of any content. Furthermore, Tik 

Tok is a platform where people go for entertainment purposes, whereas,               

Instagram is a social media for updating, and personal and business branding. 

(Wise 2022.) Therefore, depending on the unique characteristic of each social 

media platform, businesses can make use out of it. For example, on Instagram, 

the author could post about new menus, and food photos, make a story about the 
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latest announcements or repost stories from customers. In contrast, on Tik Tok, 

the restaurant could post behind-the-scenes videos, cooking videos, or                   

instructions on the right way to eat Vietnamese food. 

Moreover, the other channel could be used is a search engine like Google. 

Through ad management tools like Google Ads, businesses can familiarize     

themselves with search engine marketing (SEM). There are two types of SEM 

which are search engine optimization for organic search results and pay-per-click 

advertising for sponsored search engine results. Thanks to this, businesses can 

pay for third-party firms to make themselves the top results when it comes to 

some specific word searching.  

Last but not least, marketing through delivery services channels like Wolt or 

Foodora, and through local stores are also the target that the author wants to aim 

at. In order words, she wants to use the word-of-mouth method for both online 

and onsite platforms. People can get curious when there is a new restaurant in 

town, or new products in supermarkets. In case the food is good, they will spread 

word to their friends, and acquaintances. To make this strategy work, the main 

factor which will impact the whole process is the good quality of the dishes.  

3.4 Customer Relationships 

Customer Relationships describe the links between customers and companies. 

It highlights what and how the businesses establish and maintain those                  

relationships before and after customers involve. Relationships can range from 

personal to automated. Moreover, this link could affect deeply at the overall       

customer experience. (Osterwalder & Pigneur 2010, 21.) 

A company needs to create customer relationships that could deliver value         

beyond the provided products. This includes tangible and intangible elements to 

the core products. Furthermore, customer loyalty and customer satisfaction        

depend strongly on how provided products and services meet up with their        

original expectation. To build customer loyalty, rather than forcing customers to 

commit to companies, they need to concern more about customer retention and 

building long-term customer relationships. The reason is that there are more and 

more similar businesses growing in the same industry, and customers are            



15 

 

allowed try from different places, but companies need to have good strategies to 

keep them coming back. (Zineldin 2006, as cited in Leventhal 2006, 431 – 432.) 

Active interaction with customers is really necessary. Therefore, the author           

intends to use social media channels namely Facebook, Instagram, and Tik Tok, 

as she has mentioned above in the Channels segment, to keep in touch with 

customers. Instagram and Facebook accounts will be the main channels to       

contact customers. All the contact information including address, phone number, 

and email address will be mentioned on the headline of social media accounts. 

Moreover, posting and reposting at least three times per week; replying to        

messages as soon as possible; resolving complaints and negative feedback right 

away are priority tasks. 

Another idea to attract customers coming back to the restaurant is to create a 

membership card or loyalty card. Customer loyalty programs are membership-

based marketing strategies designed to enhance the relationship between        

customers with firms. In the world, there are many companies in various                 

industries namely hotels, credit cards, retailers, airlines, and entertainment firms 

use this kind of strategy to increase relations with customers. (Lacey & Sneath, 

as cited in Leventhal 2006, 459.) The strategy that the author wants to have for 

her restaurant is that every customer will eat in the restaurant will receive         

point-collecting cards. The only condition is that customers need to order foods 

above 8 euros to collect one point. The rewards for points collected will be           

expected as following: 

• Three points: Discount 25% for the next meal 

• Seven points: Discount 50% for the next meal 

• Ten points: Receive a 50-euro gift card that can be used in the restaurant. 

Moreover, students will also get 5% discount if they show student cards or any 

proof that they are studying. One more special deal is that friends and families of 

staffs in the restaurant will always receive 20% discount every time they visit the 

restaurant.  



16 

 

3.5 Revenue Streams 

The Revenue Streams represent the money that flows into the company after 

subtracting costs from revenues, or in another word, profit. A company needs to 

figure out which value, products and services different Customer Segments are 

willing to pay. Revenue Streams could have a different pricing mechanism for 

each Customer Segment. (Osterwalder & Pigneur 2010, 29.) Since this is only a 

small business, the main revenue stream will come from food selling in the         

restaurant. 

Customers will purchase if they are in need of that product. Depends on customer 

characteristics, products characteristic and store characteristics, they will decide 

to purchase from which store they prefer. At the same time, past experience and 

store image also affect their decisions. Price is one of the most important               

elements that impact on customers’ purchase process. The price normally does 

not need to be the lowest among competitive companies, but it needs to be        

reasonable within an acceptable range. (Blackwell, Miniard, & Engel 2001, 130 – 

133.) 

When travelling, especially abroad, people tend to overspend their daily life 

budget. There is a list of subconscious reasons behind spending more on holiday 

and it’s difficult to keep track, says Klaus Wertenbroch, a marketing professor at 

INSEAD business school’s Singapore campus. One of the examples is that the 

currency differences tricks people’s mind to spend more than usual because of 

misjudging the value of money. Another reason is that people are likely to decide 

the spending based on present circumstances rather than the original plan. (Dizik 

2017.) That is why tourists are willing to pay more even when they are in             

restaurants. 

The intended price for starters, entrees, and dessert will fluctuate from 5€ to 8€, 

11€ to 18€, and 5€ to 8€ respectively. Moreover, there will be one lunch menu 

which can be different from the dining menu as well. The price for the lunch menu 

can be between 10€ to 13€. As the author has mentioned above in the Value 

Propositions segment, customers will have the option to add more ingredients to 

their food according to their taste. The planned price for these additional options 
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will vary between 1€ to 5€.  Moreover, catering for small and medium parties will 

be also an option. The price will be different depending on how many people and 

the amount of food that they will order. Lastly, products for Vietnamese holidays 

like Banh Chung, Banh Tet, and Mooncake will also be up for sale. However, 

because the main ingredients are rice, flour, and beans, these foods are really 

high in carbohydrates. Therefore, further consideration will be taken into account. 

3.6 Key Resources 

To make a business model work, it requires some important assets namely      

physical resources, intellectual resources, human resources, and financial           

resources. These are the essential elements for key resources in one company. 

These sources enable Value Propositions, reach target markets, maintain           

relationships with customers, and earn revenues. (Osterwalder & Pigneur 2010, 

34 – 35.) 

First of all, local supermarkets and stores in Rovaniemi are the most important 

resources for the restaurant. Most of the ingredients will be bought from here, 

and in case of emergency, the closest store will be the first option. From the       

author’s perspective after working in two restaurants for two years in Rovaniemi, 

Kespro, Prisma and Minimani are the top three supermarkets for culinary          

businesses. Kespro is a wholesaler serving the restaurant industry. They provide 

everything needed for cooking and presentation, from food ingredients to cooking 

tools. (Kespro 2022.) More importantly, only business people are allowed to      

purchase products from here. Since it is a wholesaler, the price is slightly cheaper 

than other stores.  Prisma and Minimani are also hypermarkets in Finland. They 

have a variety of products and the price is also reasonable. 

The second suppliers on the list are Asian wholesaler distributors, in Europe. 

Since the restaurant will serve Vietnamese food, ingredients, and spice from 

Southeast Asian countries are super necessary. These suppliers could be            

located in Finland, Germany or Netherlands. For example, in Finland, Golden 

Crop is the largest food warehouse. They also provide Business to Business      

services and their products vary from fresh ingredients to preserved products. 

(Golden Crop 2022.) 
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Besides, employees are also one of the most vital resources for running the     

business. In any company, resourcing is an essential part when it comes to                 

employment. The main purpose of resourcing process is to make the recruitment 

process easier and help the company obtain the types of employees they are 

expected and keep them in a long run. (Armstrong 2006, 359.) However, the     

author does not have the intention to go through recruitment step by step to obtain 

more staff. In the beginning, the author intends to cooperate with a few of her 

Vietnamese friends to run the businesses. After being more stable, through 

LinkedIn, Lapland UAS, and acquaintances, the restaurant will seek seasonal 

workers. This will create a win-win situation since students can have a working 

space during their holidays, and also help the restaurant during busy seasons.   

3.7 Key Activities 

Every business owns a certain number of key activities that they must do. Sharing 

the same value as Key Resources, they are required to create and offer Value 

Propositions, reach the target market, maintain Customer Relationships, and 

earn profit. Key Activities can be divided into three main categories namely        

production, problem-solving and platform/network. (Osterwalder & Pigneur 2010, 

36 – 37.) 

First of all, the main activity that a restaurant does is to create a fine dining           

experience for customers. To complete this, customers need to feel special from 

prior experience to post experience. The owner is required to engage with         

customers as much as possible, from interacting with them on social media to 

making them feel satisfied when eating in the restaurant, to keeping in touch and 

making them want to come back afterwards. Especially on-site, the services are 

demanded to be good, and the dishes need to be worthy. All of these problems 

will be discussed in detail in the next section. Furthermore, catering for small and 

medium parties is sometimes possible. 

The owner has the desire to add delivery options for the food. Customers can 

come and order takeaway directly at the restaurant, or through phone calls. In 

addition, the restaurant will have delivery service through delivery companies like 
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Wolt and Foodora. After being more stable in the market, the owner wants to 

extend her business by selling lunch boxes in supermarkets.  

Apart from that, the author intends to create some other activities. During              

Vietnamese holiday dates, the restaurant will open on the closest Sunday for     

Vietnamese students to gather. They can prepare Vietnamese national food       

together and socialize. Usually, in Vietnam, families or friends will gather together 

and celebrate the holiday together. After studying abroad, the author really 

missed the feeling and the atmosphere during the holidays back home. According 

to Statistic Finland about immigrants to Finland (2022), in the past three-year 

period from 2019 to 2021, there is a total of almost 600 and 30 Vietnamese       

people immigrate to Helsinki and Lapland, Finland respectively. Normally, with a 

bigger community, Vietnamese people create some programs or activities on 

these holidays so they can hang out together. However, with smaller communities 

in other cities, Vietnamese people only celebrate by themselves with a smaller 

group of people. Through organizing these activities, the owner wants to create  

a cosy, and friendly atmosphere for international students that are far from home, 

and make some feel closer together. At the same time, these activities can         

promote the restaurant. 

3.8 Key Partnerships  

Key Partnerships segment describes the network of suppliers and partners of the 

company. They could be a community between non-competitors, coopetition 

which is a partnership between competitors, joint ventures, or buyer-supplier       

relationships to maintain reliable supplies. Companies create alliances to maxim-

ise their business model, reduce risks, and require resources. (Osterwalder & 

Pigneur 2010, 38 – 39.) 

From the Key Activities and Key Resources, the author already set some             

fundamental steps on whom and which operation she wants to cooperate and 

work with. Asian wholesalers in Europe in general and in Finland, in particular, is 

the most priority partnership that the author wants to aim at. 

Up until 2022, the restaurant delivery service has grown by 20% in the last five 

years, and the highest rate is during the pandemic. Third-party delivery continues 
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to grow as its usage increases across the restaurant industry. (Dalin-Kaptzan 

2022.) Above that, becoming a partner with third-party delivery like Wolt and 

Foodora is a really easy process to go through. The author had experience in 

contacting and signing contracts with Wolt before thanks to an internship period 

working in one Korean restaurant in Rovaniemi. After finishing the contract        

process, Wolt will arrange a meeting where the restaurant’s staff will be trained 

to use the machine and manage risks with the Wolt merchant application before 

they actually start selling. 

McDonald's has adapted the concept “Think global, act local” into its marketing 

mix. Being one of the most successful fast-food franchises in the world,       

McDonald's does not stick to their original plan but rather adapts to local laws, 

regulations, and culture. (Vignali 2001, 99.) As a matter of fact, one of the effec-

tive ways to promote business is to cooperate with a local store or local brand. In 

Rovaniemi, businesses can collaborate with K-ruoka, which is a food shopping 

section of Kesko, a listed trading sector company belonging to K-group, the        

biggest trading sector operator in Finland. K-ruoka is located in K-City market,   

K-Supermarket, and K-Market scattering all over Finland. Restaurants have the 

opportunity to associate with them by selling lunchboxes at the location. (Kesko 

2022.) Taking advantage of this opportunity, the author wants to increase the 

restaurant’s recognition by local people and promote the business faster. 

The concept of coopetition is actually still new in the business industry when it is 

first introduced by Ray Noorda, the founder and first CEO of Novell.  Bengtsson 

& Kock (2003, as cited in Daidj 2017, 99.) have defined “coopetition” as a situation 

in which rival companies (two or more) simultaneously compete and cooperate 

with each other”. Despite the definition, coopetition is not simply a coupling of 

competition and cooperation issue, but a merger between these two problems to 

create a new strategy of interdependence between entrepreneurs, with the        

purpose of creating more value together. (Dagnino & Rocco 2009, 25 – 26.) The 

competitiveness of Asian restaurants in Rovaniemi is quite high at the moment. 

Following a Google search, there are about ten Asian restaurants only in the city 

centre area. Being the new restaurant in town, the author longs for a coopetition 

with other restaurants. For example, “A Little Bit of Vietnam” could create a     

workshop where people can learn about the similarities and differences between 
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Vietnamese cuisine and Thai cuisine, or between Vietnamese cuisine and         

Korean cuisine.  

3.9 Cost Structure 

Cost Structure in Business Model Canvas introduces all the costs that involve in 

a business’s operation. To create and deliver value, maintain Customer               

Relationships, and generate revenue, everything requires money-spending. 

Since all the other segments have been completed, it is now easier to define 

which costs are necessary for the business. The ultimate aim is to create a        

minimised cost structure with expecting maximised profit in return. Cost Structure 

can include fixed costs, variable costs, economies of scale, and economies of 

scope. (Osterwalder & Pigneur 2010, 40 – 41.) 

Fixed costs are costs that remain the same and are not affected by the number 

of products produced or sold. They normally contain salaries, rents,                    

manufacturing facilities, and insurance. While variable costs are expenses that 

vary with the volume of products produced and sold, for example, ingredients’ 

costs, hourly wages and utilities, and commission. Both fixed and variable costs 

have a large impact on gross profit. (Osterwalder & Pigneur 2010, 41.) 

Since the logic of gross profit is to minus fixed costs and variable costs from     

revenue, by raising prices enterprises can increase their earnings. The                 

operations in question may increase the general cost level, and therefore it is vital 

to evaluate how much the sales need to be increased in order to maintain the 

desired level of profitability. Fixed costs can be decreased by escalating               

purchasing practices. (Schuh 2019, 629.) 

After searching for some commercial space in Rovaniemi on Google, there were 

no clear information and price about rental space for restaurants that are shown 

online. However, based on several commercial data on the Company Space web-

site (2022), she could calculate approximately that annually, for a small restau-

rant, it could cost about 500€ per square meter. If the place is 40 m2, it will cost 

approximately 1500€ per month. In addition, the average monthly and hourly 

wages from April 2022 to March 2023 for waitresses and chefs are 1712€ to 

2118€, and 10,77€ to 13,32€ respectively (PAM 2022.) 
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The most variable cost will be spent on ingredients. Depending on sales and the 

number of customers, the owner will buy different figures of products. However, 

at the opening time, the number of ingredients will be bought weekly and kept 

track of until it is figured out the exact amount needed per specific time. Moreover, 

if the restaurant collaborates with Wolt, the shared commission per order is about 

20% - 30%, said Liis Ristal, the head of Wolt Estonia (Pärli 2020). Cooperating 

with K-Ruoka will also cost some shared commission fees. Also, advertising on 

social media namely Instagram and Facebook will cost a certain amount of 

money depending on the distance of the target group, and the frequency of the 

ads on the platforms (Meta 2022b.) 

The figure below sums up the whole Business Model Canvas for “A Little Bit of 

Vietnam” restaurant.  

Key  
Partners 
-Ingredients’   

suppliers:  

+ Wholesalers in 

Finland and  

Europe: Kespro, 

Golden Crop AB 

+Supermarkets in 

Rovaniemi: Mini-

mani, Prisma,  

K-market 

- Delivery com-

pany: Wolt & 

Foodora 

 

Key Activities 
- Cooperate with local 

business 

- Create fine dining  

experience for  

customers 

- Catering for small 

and  

medium sized parties 

- Engage with  

customers through 

 social media 

-Takeaway and food 

 delivery 

- Host event near 

Vietnamese national 

holidays 

Value  
Propositions 
-Deliver          

authentic but  

creative  

Vietnamese 

flavour to    

Lapland area 

-Promote       

Vietnamese  

cuisine 

- Start-up  

company 

-Storytelling 

but  

informative 

menu 

Customer  
Relationships 
- 5% discount for 

students  

- 20% discount for 

staff’s family and 

friends 

- Loyal card: 

+ Three points: 

25% discount 

+ Five points: 

50% discount 

+ Ten points: 50€ 

gift card 

Customer  
Segments 
- Diabetic people 

- Local people 

- Tourists 
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Key Resource 
- Ingredients from lo-

cal stores 

- Asian  

Ingredients from 

Asian wholesaler in 

Finland and in  

Europe 

- Employees 

 

-Common 

space to  

celebrate  

Vietnamese 

national  

holiday for  

Vietnamese  

students 

Channels 
- Social media 

+ Instagram 

+ Facebook 

+ Instagram 

- Search Engine 

flatform: Google 

- Local  

supermarkets 

Cost structure 
Fixed costs:  

+ Salaries, rents, manufacturing facilities, and insurance 

Variable costs:  

+ Ingredients’ costs, hourly wages and utilities, and  

25% - 30% shared commission 

 

Revenue Streams 
- Profit from sales  

- Vietnamese traditional food products 

- 65% - 60% delivery shared  

commission 

Figure 1: Business Model Canvas for “A Little Bit of Vietnam” restaurant 
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4 RESEARCH PROCESS AND METHODOLOGY 

4.1 Qualitative Approach 

Research methods are often divided into two main kinds: quantitative and         

qualitative methods. Quantitative methods are defined as a collection of            

techniques and methods used by researchers to assess or measure social       

phenomena. These methods describe, explain, analyse and provide predictions 

on the observed phenomena or behaviour through statistics and models. In       

contrast, qualitative research techniques include both a series of steps and a     

research group. Although qualitative research is frequently misunderstood to      

research without numerical data, it actually involves a surplus of different            

theoretical, methodological, and philosophical research points. (Delycer 2006; 

Encyclopedia 2022, as cited in Cheia 2010, 83 – 84.) 

Qualitative researcher seeks to understand the depth and width of the topic 

through an accurate study of phenomena by critically selecting participants,       

exanimating those participants thoroughly, and continuing to collect data. Plus, 

data are often described as verbiage compared to numerical, which is                

quantitative means. Hospitality and tourism researchers have made use of       

qualitative research as some quantitative research has failed to answer the re-

search question. In the past, qualitative research has been used in many hospi-

tality and tourism contexts such as lodging, commercial and non-commercial food 

service, clubs and tourism. The adaptability of qualitative research is evident. Alt-

hough the data collection and analysis processes can be tiresome, technological 

advances are being made to utilize qualitative methods in hospitality research. 

(Mason et al. 2006; Pullman et al. 2005, as cited in Sharma & Altinay 2012, 821 

– 822.) 

This author has chosen qualitative methodology for this paper since the purpose 

is to study more about market research and managing business’s financial           

situation for restaurants in Rovaniemi. Since qualitative research uses personal 

interviews as a tool, interviewees are freer and more intimate to share their 

thoughts and advises. Furthermore, the results can be used as a reference for 

the future development of food service businesses in Rovaniemi.   
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4.2 Theme Interview Question 

The interview is the primary data collection technique for gathering data in        

qualitative methodologies. The interview could depend on the number of people 

involved in the interview and the structure level of questions. An interview can be 

conducted individually or in groups. While a personal interview can explore the 

individual in dept, a group interview is more of exploring a common attitude,       

behaviour, and opinions. When it comes to detailed personal experiences, 

choices, biographies, or sensitive topics, the individual interview would be a      

better choice. (Sharma & Altinay 2012, 825.) 

The researcher can choose either an unstructured (no specific questions or order 

of discussion), semi-structured (start with prepared questions and follow with 

thoughts of the interviewer, or structured interview (detailed list of questions that 

lead to a specific direction, and the questions are open-ended). However, a       

structured interview allows more direct comparability of responses, the question 

variance is avoided and the answer variability is predicted to be true. On top of 

that, usually, interviews are conducted face-to-face, which is easier for nonverbal 

and verbal behaviour observation. Participants for individual in-depth interviews 

are often chosen for their experience and attitudes reflecting the whole picture of 

the issue under study. (Sachdeva 2008, 168 – 169.) 

The advantages of structured interviews are reducing bias towards participants; 

increasing credibility, reliability and validity of the researched paper; being simple 

and cost-effective and efficient for the researcher. However, the side effects of it 

are reducing opportunities to build empathy between participants and interviewer; 

limiting flexibility, and scope of answers. To prepare structured interview ques-

tions well and contribute to high internal validity, the researcher needs to define 

exactly the goal and direction of answering them prior to drafting questions; avoid 

compound questions and complicated constructions, and make questions con-

cise and concrete for participants to answer. (George & Merkus 2022.) 
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To conduct a structured interview, people are required to go through five steps. 

Step one is to set goals and objectives. Start with brainstorming some guiding 

questions to help conceptualise the research question first. If satisfied reasoning 

for proceeding with a structured interview is already found, designing your       

questions will be the next step to move on. Researchers need to pay special 

attention to the order and wording of the questions and stick with open-ended 

questions only. Step 3 is to assemble participants, which could be voluntary         

response sampling, convenience sampling, stratified sampling, or judgement 

sampling. Moving on to the next step is to decide on interview methods, whether 

it is in person, through emails, over the phone or via video conference. Next, the 

last step is to conduct the interview. The scholar should pay close attention to 

body language, stick with the order of the questions list and try to moderate their 

tone of voice accordingly to participants’ responses. (George & Merkus 2022.) 

After performing an interview with one of the founders of an Asian restaurant in 

Rovaniemi, the result shows an analysis and personal opinion about market       

research and managing the financial situation in Rovaniemi of a fellow business 

owner under an experienced manager’s perspective.  

The interviewee (K1) who agreed to do the interview with the author is the owner 

of one Asian restaurant in Rovaniemi. The restaurant has been opening for three 

years, and that person also already had experiences in tourism and business 

industry before. The three main topics which were discussed are the background 

of their restaurant, market research for Asian restaurant in Rovaniemi, and finan-

cial analysis at the beginning of the company. The lists of detailed questioned will 

be attached in the Appendix section. 

4.3 Reliability, Validity and Limitations 

Reliability in quantitative research refers to the consistency of specific                  

measurements. However, in qualitative research, the working systems of the term 

are a little different. In qualitative investigations, reliability primarily refers to      

carrying out the research with thoroughness, attention, and honesty. The            

formulation of interview questions, building rapport with the interviewees, and   

taking into account the "power dynamic" between the interviewer and the            

participant is a few practical components of the interviewing process that are      
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relevant to this topic in qualitative interviews (Robson 2002; Breakwell 2000;    

Cohen et al. 2007; Silverman 1993, as cited in Kriukow 2018.) In this research, 

reliability can be ensured by preparing clear and precise list of open-ended         

questions beforehand and following through with those questions with the            

interviewee. 

In qualitative research, validity refers to the appropriation of the tools, methods, 

and data. In order to answer a research question, a methodology must be             

appropriate, the design must be valid for the methodology, the sampling and data 

analysis must be valid for the methodology, and the results and conclusions must 

be valid for the sample and context. For a methodology to be valid, it must be 

able to identify discoveries or phenomena from the proper perspective while         

taking into account cultural and contextual variations. Strong research              

methodologies will in fact ensure an appropriate level of validity in qualitative      

research, even though the techniques to establish validity in qualitative research 

may seem less definite and defined than in some of the other scientific fields. 

(Leung 2015.) 

Since the main theme of the interview is about market researching and               

maintaining financial problems for an expecting food-related business in 

Rovaniemi, it is limited to the target interviewees since they are competitors in 

the same field. Therefore, the interview is going to be conducted with a person 

who is already working in the food industry for long enough to have experience, 

but also supports start-up ideas from university’s students.  
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5 BUSINESS PLAN 

In every important step in a human’s life, people usually make a throughout plan 

before coming to the final decision and putting that plan into action. Likewise, 

before establishing a business, the most important step is to construct a business 

plan. Preparing a comprehensive plan requires a lot of time and effort, but once 

it completes, it will be used as a blueprint or a map for entrepreneurs to follow 

along, which could higher the chance of reaching the final goal. (Barrow, Barrow 

& Brown 2005, 5.)  

5.1 SWOT Analysis 

Not only for existing businesses but also start-up companies, before opening their 

business, they need to form a SWOT analysis to understand more about their 

initial plan, it serves as a stepping stone to go toward success. The benefits that 

a SWOT analysis can bring to a start-up company could include reducing risks, 

improving business performance, and creating a competitive strategy (Full scale 

2020). Bonnie Taylor, chief marketing strategist at CCS Innovations has said “It 

is impossible to accurately map out a small business’s future without first evalu-

ating it from all angles, which includes an exhaustive look at all internal and         

external resources and threats”. A SWOT analysis is a strategic management 

tool to analyse the overall situation of one’s company and plan a direction for the 

future. (Schooley 2022.) 

The SWOT analysis is divided into two groups: internal factors, namely strengths, 

and weaknesses and external factors, namely opportunities and threats. When 

discussing internal factors, some features could be mentioned for analysing, for 

example financial resources, physical resources, human resources, trademarks, 

patents, copyrights, and current processes. Whilst, the external factors are more 

likely to consider market trends, economic trends, funding, demographics,            

relationship with suppliers and partners; and political, environmental and eco-

nomic regulations. (Schooley 2022.) 
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Strengths 

- Story-telling menu 

- Unique flavour thanks to mix and 
match Vietnamese dishes 

- Creative and dynamic owner 

 

Weaknesses 

- Start-up companies with lack of ex-

perienced owner 

- Unable to use Asian fresh                

ingredients 

Opportunities 

- The potential for Southeast Asian 

cuisine in Finland 

- The ability to promote Vietnamese 

food in Rovaniemi 

- Consultant from Business 

Rovaniemi 

- Cooperation with Lapland UAS 

- Low-carb diet is healthy choice for 

everyone 

Threats 

- Seasonality characteristic of tourism 

in Rovaniemi 

- Competitiveness between Asian    

restaurants in Rovaniemi 

 

 

Figure 2: SWOT analysis for “A Little Bit of Vietnam” restaurant 

Weaknesses 

Being a new Vietnamese restaurant in town, it could contain some weaknesses 

that need to be overcome later. According to the author’s plan, she intends to 

establish the restaurant five years after graduation with one of her Vietnamese 

friends, who is also a student at Lapland University of Applied Science. Because 

the owner is still quite young, she still lacks experience and management skills in 

the real-life working field. Moreover, this is the first time running a business, so it 

would be a necessary step to be consulted by a professional in financing and 

legal issues.  
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It can be seen clearly that Finnish cuisine and Vietnamese cuisine are totally    

different since one is affected by Swedish and Russian culture, and the other one 

is impacted by China and Thai taste. Furthermore, a typical Lappish meal is      

usually simple, with common Western ingredients like bread, cooked grains,      

potatoes, dairy products, and mostly salmon or reindeer meat (Tanttu 2007, as 

cited in Dinh 2013, 8). In contrast, Vietnamese food is more of a fresh ingredient 

with a more complicated cooking style, but at the same time delivers a clean but 

rich flavour (Hyman 1993, as cited in Dinh 2013, 10). This results in difficulty in 

buying ingredients for cooking Vietnamese food in Finland. Usually, it might take 

two weeks or almost one month to be able to import products from Asian         

countries to Finland, which could result in worsening the quality of fresh               

vegetables. Moreover, because of the taxation and customs duty on importing 

food products from non-European countries, it is easier to import frozen products 

from Germany or Spain (Tulli, 2022). However, the quality of the products cannot 

be compared with the fresh ones.  

Strengths 

Vietnam is blessed with a diversity of cuisine and culture. It is a country whose 

cuisine is affected by geography. Some elements like topography or climate        

result in the variety of ingredients in each region, and they are also cooked and 

decorated in their own unique way according to the area's culture. (Alotrip 2014.) 

This is the reason why one restaurant could not bring all the Vietnamese flavours 

into just one menu. However, this is one of the biggest strengths that a                    

Vietnamese restaurant could have. Therefore, instead of trying to follow the       

original Vietnamese style, the author has planned to make it become a unique 

experience for customers through story-telling menus and mixing and matching 

food from different regions.  

At the moment this planning process started, which is the summer of 2022, the 

author is still in her early twenties, and she plans to make this business happen 

in five years. Although most entrepreneurs can be either young adults or older, 

there is always the chance for young entrepreneurs to turn their ideas into               

successful businesses. One of the biggest advantages of getting started with         

entrepreneurship at a young age is the opportunity to learn important skills such 
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as teamwork, networking, problem-solving, critical thinking, innovation, and            

self-discipline. Young people who launch a new business are looked up to by 

their fellow friends. They are more likely to be disruptive and innovative. They are 

more dynamic and have more time. They typically have fewer financial or family 

obligations and are willing to take chances despite having much to lose. (Entre-

preneurship Campus 2022.)  

Opportunities  

For the past fifteen years, Asian cuisine has been growing unexpectedly, from 

local food culture to one of the most popular cuisines in the world. Since 1999, 

sales at Asian restaurants have grown nearly 500 percent, and become the fast-

est growing in the food industry. (Euromonitor, as cited in Ferbman 2015.)                 

According to Dinh’s (2013, 51 – 54.) thesis on the taste preferences of Finnish 

people towards Southeast Asian cuisine, despite not even visiting Vietnam, or 

other Southeast Asian countries, the majority of Finnish people, who participated 

in the survey showed interest and positive attitudes towards Southeast Asian 

food. In fact, even though they did not know many Vietnamese famous dishes, 

they tended to like them when they tried them. Yet, through analysis and social 

questionnaire, it was also concluded that Southeast Asian food has a greatly   

positive future in Finland. 

Another research, which was conducted in the capital of Finland, the Helsinki 

area, in 2017 showed that among Asian cuisine, Finnish people acknowledge 

Chinese food and Thai food more. Some popular Vietnamese dishes like beef 

noodle pho or spring rolls sometimes are included in Asian restaurants in Finland. 

However, there are only a few restaurants that could actually deliver the authentic 

taste of Vietnam. Furthermore, nowadays, more and more people tend to step 

out of their comfort zone to try new different cuisines. Especially, vegetables, 

fresh ingredients and unique cooking styles attract people more often. Therefore, 

the future for Vietnamese food is actually opened in Finland, and it could become 

a stable development in spreading the culture. (Nguyen 2017, 42 – 43.) By the 

time of November 2022, there is only one Vietnamese restaurant located in 

Rovaniemi. The author believes that if there is a second one opened, it could help 
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to promote Vietnamese food rather than create competition between two          

businesses.  

Before opening a business, being advised by a professional business counsellor 

is very important. Fortunately, in Rovaniemi, before opening with the company, 

people can get personal practical counsel and advice for clarifying their business 

idea, as well as registering a new company without charge through the                    

organisation Business Rovaniemi. Before that, future entrepreneurs have a 

chance to familiarize themselves with the basics of business operations and     

prepare a business plan through the organisation’s website. They have                   

information and services for companies and company founders, for example, 

forms and planning for new business, the employment process, preparation for 

changes and crisis situations, financial management and taxation, legal              

documents, and so on. (Business Rovaniemi 2022.)  

Additionally, the author majored in Tourism at Lapland UAS from 2019 to 2022. 

Through a three-year study program, she familiarised herself with business con-

cepts, as well as other business-related documents through courses.                   

Furthermore, Lapland UAS welcomes cooperation with former Lapland UAS        

employees, entrepreneurs, and other interest groups such as alumni, which usu-

ally brings benefits for both parties. Thanks to this network, alumni can gain new 

contacts in their own company, namely clients, employees, and partners; or          

enhance their own business and employment. (Lapland UAS 2022.) 

Even though there are many kinds of diets that could help lose weight fast, not 

so many of them could lead to a healthier lifestyle. As times go by, more and 

more people consciously choose diets which help maintain their health but reduce 

the risk of future illness. The low-carb diet has remained one of the most popular 

types of diet for decades. Even though it did incur some controversy in the past, 

it slowly gained mainstream acceptance recently. In 2020, with 25.4 million 

searches on Google food-related topics, the keto diet became the most popular 

diet among low-carb diets. It is expected that over the next few years, Europe will 

hold the highest projected market growth with 32%. With that, many products like 

low-carb snacks, keto alternatives products for bread, and pasta; low-sugar soft 
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drinks are encouraged to be available in supermarkets and very easy to find. 

(Bolst Global 2022; Gunnars 2019.) 

Threats 

Seasonality can be defined as “a temporal imbalance in the phenomenon of          

tourism, which may be expressed in terms of dimensions of such elements as a 

number of visitors, expenditure of visitors, traffic on highways and other forms of 

transportation, employment and admissions to attractions” (Butler 2001, 5, as 

cited in Benjamin 2015, 14). Because different weather in Finland depends on 

the season, the tourism industry is affected strongly by seasonality. Figure 1 

clearly shows that the two highest seasons for tourism in the last year (2021-

2022) were Christmas time (November to January), and the midnight season 

(June to August). Due to this element, not all tourism entrepreneurs are always 

stable and sustainable, especially small and micro companies. 

 

Figure 3: Tourism in Lapland from August 2021 to September 2022 (Statistic    

Finland 2022) 

 

In business, competition could reduce a company's market share and reduces 

the pool of potential customers, particularly if demand is constrained. Reduced 

profit margins for each sale or service might result from a competitive market's 

need to cut prices in order to remain competitive. (Screen Mobile 2021.) Among 

Finnish people, there could be a possibility and misunderstanding that all Asian 

cuisines are the same, especially Chinese, Vietnamese and Thai food. This  
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mind-set could result in increasing the competitiveness of Asian restaurants in 

Rovaniemi. It could be a big disadvantage for new restaurants. Besides, the factor 

that will attract more customers are high-quality food, and excellent services.  

5.2 Marketing Strategy  

In 2007, the American Marketing Association (AMA) adopted the following as its 

newest official definition of marketing: “Marketing is the activity, set of institutions, 

and processes for creating, communicating, delivering, and exchanging offerings 

that have value for customers, clients, partners, and society at large.”  (Marketing 

News 2008, 28, as cited in Varadarajan 2010, 120). As for marketing strategy, 

Kotler (1997, as cited in Varadarajan 2010, 121) mentioned one of the most         

dynamic areas of management is marketing. Businesses must adapt to the many 

new problems the market presents. Therefore, it is not surprising that fresh       

marketing concepts continue to emerge in response to evolving market               

constraints.  

Since 1990, the business industry has developed at an extremely fast speed, 

which at the same time giving birth to many more kinds of marketing strategies. 

Up until 2022, there are more than forty types of marketing that companies can 

utilize for their businesses. However, the top ten trending marketing tactics that 

could be mentioned are traditional marketing, inbound marketing, digital             

marketing, search engine marketing, brand marketing, social media marketing, 

video marketing, email marketing and influencer marketing. (Chi 2021.) 

Traditional marketing usually includes printed billboards, and flyers, which was a 

typical marketing strategy before the rise of the internet. It is a common outbound 

marketing where the message is pushed out to customers to raise awareness of 

the products and services. Even though this marketing type is not easily                  

accessible and readily available, it is the easiest way to catch people’s intentions 

regardless of customer interest. Meanwhile, digital marketing is the opposite of 

traditional marketing. It makes use of technology that was not previously available 

to reach people in novel ways, most notably online. To contact present and              

potential customers, businesses can use digital channels including social media, 

email, search engines, and websites. (Chi 2021.) 
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Between the marketing strategy tools that have been mentioned above, the       

author wants to focus mainly on digital marketing. Digital marketing is priorly 

named e-marketing or Internet marketing. Through digital marketing, businesses 

get closer to customers and understand them better, adding value to products, 

widening distribution channels and boosting sales by running digital marketing 

campaigns using digital media channels. To effectively plan digital marketing to 

maximise its usage, a business person needs to make research on current           

Internet usage and future trends. Some free and paid-for services to analyse 

online marketplace could be listed are Google Insight Tools, SimilarWeb, Nielsen, 

and Internet or Interactive Advertising Bureau (IAB). (Chaffey & Smith 2017, 8 – 

13.) 

Robert Bartels (1963) once said “A marketer is like a chef in a kitchen…mixture 

of ingredients”. A marketing mix is a well-established conceptual framework that 

helps marketers to structure their approach to the digital world. In the 1960s,         

Canadian Jerome McCarthy introduced the term “4Ps” which stood for products, 

price, place and promotion. The four Ps are expected to work well together in 

order to satisfy customers. However, it is argued to work for products more than 

services. That is why in 1981, American academics Booms and Bitner developed 

the “7Ps”, also known as the service mixture, which includes the 4Ps plus three 

more factors namely people, processes, and physical evidence. (Chaffey & Smith 

2017, 54.) 

Applying the 7Ps marketing mix to “A Little Bit of Vietnam”, the author can analyse 

her marketing strategy as follows: 

 

 

Product 

- Vietnamese foods using low-card ingredients 

- Lunch boxes at supermarkets and the restaurant 

- Take-away option for both online and onsite 

- Vietnamese traditional dishes during holidays 

 

 

- Vary between 5€ to 20€ for starters, main courses, or 

desserts 
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Price 

- 10% discount for the first two weeks of opening 

- 5% discount for students 

- 20% discount for friends and family of staff members  

- Loyalty cards, and certain discounts for them 

 

 

 

Promotion 

- Social Media: Facebook, Instagram and Tik Tok 

- Website 

- University as an alma mater  

- Search Engine: Google  

- Word of mouth 

 

 

Place 

- “A Little Bit of Vietnam” restaurant 

- Delivery service: Wolt & Foodora 

- Local Supermarket: K-market, Prisma, Minimani 

- Marketplace on social media 

 

People 

- Well-trained staff with a healthy working environment 

- Customer service support team 

 

 

 

Physical evident 

- Offline:  

+ Location                + Decoration 

+ Uniforms               + Logo 

- Online:  

+ Well-designed website with clear menu 

+ Contact information 
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+ Ratings and reviews 

+ High-quality and frequently updated content 

+ Reliable response systems 

 

 

 

Process 

- Fast and accurate response to customers’ messages 

- Solve problems professionally right away  

- Update available products and services frequently 

- Create a good experience for customers at the restau-

rant through good food and good service 

- Interact with customers through social media afterwards 

 

Figure 4: 7Ps marketing strategy for “A Little Bit of Vietnam” restaurant 

5.3 Mission, Vision and Values 

Vision, mission and values statements should be included in the business plan. 

These crucial components will enable effective communication of the character 

and objectives of the company to potential partners, financiers, and workers. 

Throughout the existence of the organization, these claims typically remain            

constant. They can assist businesses to make decisions and shape the company 

as it expands. (Practical Business Skills 2022.) 

The vision statement should outline goals and the services that the companies 

hope to provide to customers. It should be succinct, simple to remember,            

motivational, grounded in beliefs, and future-oriented. It can also help attract and 

motivate future employees. (Practical Business Skills 2022.) 

After that, create a statement that outlines how the business will carry out its 

vision. The mission statement outlines what services the company provides, how 

it accomplishes this, and who it assists. It reflects the total worth of goods or 

services. The company will realize its vision if it stays true to its mission. It's        
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important to keep the mission statement concise, precise, and explicit when    

composing it. Customers can comprehend the reason behind the company, and 

the benefits that the company will bring to them. (Practical Business Skills 2022.) 

Lastly, the company’s value is needed to define, which is the key characteristics 

that describe the business best. The company's image, how employees are           

handled and treated with respect, and the intentions for the community are all 

outlined by the company’s values. Honesty, effectiveness, dependability,           

dedication, sustainability, ethics, doing good, fostering community,                    

open-mindedness, and creativity are a few principles to draw inspiration. (Practi-

cal Business Skills 2022.) 

As for “A Little Bit of Vietnam”, its vision, mission and values statement are de-

fined as follows: 

• Vision statement: We sell unique Vietnamese dishes by bringing new       

flavours to you, and provide a cosy atmosphere for families and friends to 

socialize. 

• Mission statement: If you are worried about your calorie intake when going 

to restaurants, we will take care of those problems for you. Our food mainly 

focuses on using low-carb ingredients to create Vietnamese food.          

Moreover, we provide a great experience by focusing on the needs of each 

customer. 

• Values statement: We hope to provide a new and unique dining                   
experience for locals, and tourists, and create a safe environment for          

diabetic people. Despite the unique and creative process, we will keep the 

authenticity of Vietnamese flavour at its best. 
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6 CUSTOMER JOURNEY MAPPING 

It can be difficult to comprehend what customers are thinking. When the              

companies believe they have taken into account their customer's needs and 

wishes, new purchasing trends, tastes, and technologies suddenly appear. 

Therefore, building a customer journey to get a clearer grasp of customers is 

necessary during the business planning period. (Agius 2022.) 

A customer journey map is a diagram that shows how a customer interacts with 

a business. It gives insight into the wants and worries of potential customers, 

which directly influence or restrain their behaviour. By improving customer              

experience, businesses can increase conversion rates and improve customer             

retention. Before mapping the customer journey, people need to give the journey 

map a purpose; understand better the buying process, interview clients; ask the 

customer support representatives what inquiries they get the most, and review 

and update each map after each significant product release. (Agius 2022.)  

 

Figure 5: Customer Journey Map of “A Little Bit of Vietnam” restaurant 

The following information is the example of the customer journey of one possible 

customer that will dine in “A Little Bit of Vietnam”. 

The customer’s name is Maria Gomez. She is a student in Spain and she is            

coming to Finland to spend her winter holiday with her friend for one week. She 

is in love with Asian food, especially Vietnamese food. However, unfortunately, 
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she was diagnosed with diabetes type 2 recently, so mainly she prepares her 

own food at home. After coming to Finland and visiting famous Christmas tourist 

destinations, her friend offers to go eat in one of the Asian restaurants in 

Rovaniemi but Maria is quite shy and not ready to go. However, they still go online 

and do some quick research about Asian restaurants in Rovaniemi. Maria spots 

at “A Little Bit of Vietnam” thanks to the quite interesting name and the good 

reviews for the restaurant. After clicking the website, she sees the mission and 

vision statement that the restaurant is meant for diabetic people. She gets             

interested and then encourages her friend to join her. They make a phone call to 

the restaurant and reserve a table for two people. The reservation is confirmed 

and they head towards the restaurant. 

After that, they arrive at the restaurant. The staff comes out from the kitchen and 

greets them. After confirming the reservation and the name is matched, the 

waiter/waitress shows them the way to their prepared table. Maria can see the 

decoration of a Vietnamese traditional hat, and some pictures and graphic            

designs related to Vietnam on the wall. She feels like the atmosphere here is 

quite cosy and comfortable. After that, they have a look at the menu, and she is 

glad to see what ingredients are included and how many calories are included in 

each dish because she does not need to calculate it herself. Also, the design of 

the menu is also simple but informative enough to get to understand more about 

Vietnamese cuisine regionally. The waiter/waitress also explains more about the 

speciality of the day. They order two portions of food. It takes about ten to fifteen 

minutes for the food to be served. The visuals of the dishes are not too               

complicated but at the same time not too casual. The taste is also fresh and        

authentic. They finish their food, take the bill and say goodbye to the owner. 

After getting to Airbnb, they feel full and satisfied with the food and the experience 

at the restaurant. Therefore, they decide to post stories on social media about 

the restaurant and give a good review on Google. They also talk to their friend 

back home about the experience they have at the restaurant and recommend 

trying if they ever travel to Rovaniemi, Finland. The owner replies to their stories 

and sends a thank-you message to them on both social media and Google. She 

wishes them all the best and hopes to see them again if they come back to         

Finland.  
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7 START-UP RESTAURANT IN ROVANIEMI 

7.1.1 Market Research 

Before starting a business or pursuing a new strategy for the company,                 

entrepreneurs should do market research in order to save time and money, and 

avoid expensive mistakes occurring. Market research is a process in which           

companies collect, record, classify, and analyse data on customers, competitors, 

and other parties including in buying and selling process. Moreover, the data 

which are gathered during this phase could be used to decide on further                    

appropriate strategies for the companies. (Barrow, Barrow, & Brown 1988, 77.)  

Market research could be done in two ways: primary information which the data 

are collected directly, or secondary information which the data are gathered from 

third-party sources. Since secondary market research is more cost and time            

efficient for start-up companies, the author wants to stick with this method. 

It can be seen that Rovaniemi is a city with a great number of tourists arriving and 

departing all year around. People from all over the world, mostly Asian and          

European people, are travelling to Rovaniemi for Santa Claus, but also for its        

beautiful snowing season. Even though tourists come to Rovaniemi for the local        

cuisine, Asian food is also a popular option. After the Covid pandemic slowly 

ends, the number of coming tourists increases significantly. (K1 2022.) 

Moreover, since in Helsinki, the figure of restaurants growing up is significantly           

increasing over the years, it is really hard to find a good vacant rental place to 

open a restaurant. It has problems with either the size of the places or the rental 

fee. When it comes to start-ups, it is really important if the fixed costs are not too 

high. When making a comparison of living costs between Helsinki and Rovaniemi. 

The differences can be obviously observed. The price for a one-room apartment 

in the city centre in Helsinki and Rovaniemi cost 1000€ and 600€ respectively. 

(Numbeo 2022.) 

If the author decides the open a business in Helsinki, she needs to either save 

up a lot or risk the success of the business to be able to afford the rent. In contrast, 

Rovaniemi is still a growing city, where new businesses are slowly sprouting. 
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There are plenty of available locations that the company could rent for business. 

In addition to that, the price will be also cheaper and more affordable. 

One of the largest food trends in Scandinavia over the past ten years from 2012 

to 2022 has been favouring classic fast-food dishes like pizza and burgers. The 

tendency has now reached Asian cuisine in Finland. As a result of putting their 

own distinctive spins on Asian cuisine, Chinese, Vietnamese, Thai, and Korean 

restaurants have all begun to stand out. The bulk of Asian restaurants in Finland 

used to only serve fast food at low prices, but that trend seems to be changing 

recently. (Sandholdt 2021.)  

The location of the restaurant is a vital factor. It is not only for customers but also 

for the owner of the restaurant. When the location is far from the city centre, or in 

the residential area, without good marketing and reputation, there are not many 

people coming to the restaurant. Moreover, monthly rent is the biggest lost in the 

financial statement, that is why the owner needs to find a good location with      

reasonable price. Looking for advice from local people, or from professional     

business worker is a good way to find out more about local situation. (K1 2022.) 

After doing quick and small research at local supermarkets in Vietnam, in two 

cities namely Ho Chi Minh City – the economic city of Vietnam, and her home city 

– Gia Lai, it was seen that the concept of low-carb products is not really common 

yet. Even substance sweetness for diabetic people is also nowhere to be found. 

It might be really difficult to order anything at some places that are not made with 

noodles or rice in Vietnam. Even if there are a few restaurants already adapt the 

idea of applying a low-carb diet to their menu, most of which served Western food 

rather than Vietnamese. (Andrews 2018.) A low-carb diet like keto is still a new 

concept for foodies in Vietnam, and the author cannot see herself as a pioneer in 

the field. That is the reason why she considered and chose Finland as a more 

ideal marketplace instead. 

7.2 Financial analysis 

Writing a financial analysis for a business could be challenging for a first-time 

business owner, and it makes sense given that money is unquestionably the most 

crucial financial element of a business plan. Everything ultimately comes down to 
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how much money the idea can make (earn) at the end of the day, regardless of 

how clear the vision is, how flawless the marketing methods are, or what to hope 

to accomplish. The financial section in a business plan is divided into three              

segments namely the income statement, cash flow projection, and the balance 

sheet. (Mishra 2022.) 

An income statement is also known as a profit and loss (P&L) statement, which 

shows expenses, revenues, and profits for a particular period of time. Income 

Statements should be produced yearly by established businesses. However, 

while writing a business strategy, start-ups and small firms should submit monthly 

updates to try to avoid the worst or unexpected scenarios. The cash flow                    

projection provides details on the cash position of the business and its ability to 

meet monetary commitments on a timely basis. The cash flow projections consist 

of three parts: cash revenue projection, cash disbursements, and reconciliation 

of cash revenues to cash disbursements. For over a year, start-up companies are 

recommended noting these cash positions monthly. Lastly, a balance is like a 

financial diary of business. The net value of the company, also known as equity, 

is calculated by adding up all of the assets and deducting all of the liabilities from 

that total. When new-born firms are looking for investors or applying for loans, a 

balance sheet is clear evidence of the condition of businesses. (Mishra 2022.) 

Saving up for opening a business takes a lot of time and effort. Besides reserving 

their own money, there could be an option to ask for a start-up grant from the 

government in Finland, and it could ensure the income of new entrepreneurs runs 

up to 12 months.  However, there are some criteria required namely having            

adequate skills for the intended business, and showing the potential for               

continuous profitable activity; and the competitive situation of companies in the 

same field will be taken into consideration for the grant. The start-up grant is           

provided for a maximum of five days per week and is at least equal to the basic                      

unemployment benefit in amount. The start-up grants in 2021 were around €700 

per month or €33.78 per day. It is considered taxable personal income for the 

entrepreneur, which is needed to pay each month in response to an application 

for payment that the entrepreneur has made. (Ministry of Economic Affairs and 

Employment 2022.) 
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However, since the global pandemic ended until now, many small and medium 

companies and restaurants internationally and in Finland have struggle to recover 

from the damages they face before that. Because they had to show that their 

revenue had decreased by 30% from the prior year, some businesses were         

unable to get government assistance. Many times, businesses suffered almost 

as much, but they were still denied financial assistance. During the peak time of 

the pandemic, there was no case of bankruptcy, but some medium-sized          

companies were shut down, said Harri Airaksinen, the chief executive officer of 

Business Tampere. (Koenig 2021.) 

Before opening their business, most of the banks refused to give their loan as 

many other Asian restaurants in town at the time does not manage well. The 

Covid situation in 2022, Finland has improved a lot compared to two years ago. 

However, government and banks still need some certainties in the business so 

they can support financially. The best way to maintain a financial situation at the 

beginning of a business is to save up, or find investors. (K1 2022.) 



45 

 

8 DISCUSSION 

In conclusion, by using some common business analysis tools such as SWOT 

analysis, customer journey mapping, marketing strategy analysis and the most 

important one, the business canvas, a more complete picture has been painted 

for a business plan. The business plan is about establishing a new Vietnamese 

restaurant in Rovaniemi. Besides tourists and local people, diabetic people are 

the main target group that the restaurant wants to reach. The aim of this business 

plan is to be in action in five years.  

Having not experience much in tourism industry, the author could get some diffi-

culties and make some mistakes at the beginning of her business.  However, the 

benefit when starting a business at young age is that they are creative and ready 

to take a risk.  

In the Vietnamese cuisine, there are plenty of different kinds of food, from differ-

ent regions. This results in the difficulty to deliver all of them to customers. How-

ever, through innovating, the author wants to deliver the most of Vietnamese food        

culture to others by the story-telling menu. Even though it is difficult to buy fresh 

Vietnamese ingredients directly from Asia, there is an option to cooperate with 

Asian wholesale in Finland and Europe.  

The business will mainly focus on services and high-quality food onsite. The         

ultimate goal is to create the best service experience for customers but at the 

same time be able to spread Vietnamese culture. Despite not being the first 

choice of Finnish local people, there is a chance for Asian food to develop in the 

near future thanks to the fact that people actually show interest in the subject. 

Moreover, choosing keto diet as the main cooking strategy is because it is a 

healthy and balance diet for everyone, especially for diabetic people.  

The demo name for the new restaurant could be “A Little Bit of Vietnam”. The 

inspiration for this name is the idea of including, mixing and matching Vietnamese 

cuisine from all three regions (North, Central and South) in Vietnam. Even though 

trying to keep the authentic taste of Vietnamese dishes, the author has the desire 

to create her own unique way to appreciate her own culture. On top of that, the 

menu will focus on containing Vietnamese food but being prepared and cooked 
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following low-carb diet. The dishes could be changed seasonally, or there will be 

a pop-up menu every weekend to create a fresh feeling for visitors. The demo 

menu will be appeared in Appendix 2.  

The results from the qualitative research showed that there will be a challenge at 

the beginning of the business financially since it is not easy to receive funding 

from the government and the banks. However, keeping track with the financial 

reports frequently will help the businesses understand more what they need to 

do, and those could be an evident to ask for grants later. Additionally, Rovaniemi 

is a city of seasonal tourists. However, after the Covid situation slowly disappears, 

there are more and more tourists coming back.  

Rovaniemi is a good location for small and medium-sized companies to start their 

first business. However, to avoid failure at an early stage, the author decided to 

keep working on her experience in the tourism industry first and then continue to 

complete the business plan later. This thesis paper could also be served as a 

reference for students/researchers who have intention to open restaurants in 

Rovaniemi, Finland. 
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APPENDIX 

Appendix 1. Theme Interview Template Questions 

Appendix 2. The Demo Menu of “A Little Bit of Vietnam” 
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Appendix 1. Theme Interview Template Questions 

Topic 1: Background of the company 

Question 1: Could you introduce shortly about your restaurant? 

Question 2: What did you do to make your restaurant different from others? 

Question 3: What difficulties did you face at the beginning of your business? 

Question 4: How did you overcome it? 

Topic 2: Rovaniemi Market Research for Asian restaurant 

Question 1: Why did you choose Rovaniemi to open your restaurant? 

Question 2: What are your opinions about competition with other Asian 
restaurants in town? 

Question 3: How is your restaurant situation during and after pandemic? 

Question 4: What is your opinion about the potential of having another Asian 
restaurant in the future in Rovaniemi? 

Topic 3: Financial analysis at the beginning of the company 

Question 1: What financial problems did you have at the beginning of your 
business? 

Question 2: What did you do to overcome these problems?  
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Appendix 2: The Demo Menu of “A Little Bit of Vietnam”

 

 


