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ABSTRACT

The purpose of this Final Thesis is to improve strategic marketing for the coaching company Big
Agenda Coaching. The company is based in Seattle, USA. The company is about 9 years old and
now it is about time to take better look again to the marketing and have eyes on future.

This thesis will examine marketing from the basics of marketing to defining the characteristics of
marketing in services based company. It will examine the importance of networks, relationships
and reputation to the businesses. The emphasis will be on newest marketing trends and the focus
will be on emerging ideas and thinking about business life. By all these, the purpose of this thesis
is to offer the best possible information package about marketing to the company and at the end,

give suggestions to the company according its overall marketing and marketing online.
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1 Introduction

1.1 Research Backgrounds

The aim of this final thesis is to examine the strategic marketing in small
businesses; having the perspective of the case company, Big Agenda Coach-
ing, in mind. As the author completed her practical training in Big Agenda
Coaching last summer (April - September 2008), it gave her reasonable
knowledge about the company’s business and the industry of coaching. It is
exciting to take this challenge trying to find out new and inspiring ways to

do marketing.

This document will be serving as a guide for the company by showing some
crucial elements of marketing and giving guidelines what should be taken
care of in order to get customers and keep them. This research includes also
exploring the special characteristics of marketing in services based compa-
nies and/or small businesses. The author’s own interests are in campaigning,
marketing and sales and she have earlier experience from all of those. There-
fore, the emphasis is on these topics.

As a curious person, and someone who always questions everything, the tra-
ditional marketing and ways of doing business are questioned. The purpose
is to get overall new ideas and not to only follow the rules that are existing in
marketing books, but rather combine the theory, new materials and my own

experiences in business.



1.2 Research Objectives

This research has two objectives. The first objective is to find out what are
the marketing possibilities for a small company that is knowledge based
business services company. The second objective is to examine marketing
and business today and what things affect to the marketing, sales and cus-
tomer loyalty. The main objective is to provide suggestions for marketing;
including suggestions to the better utilization of company’s website. The
purpose of this thesis for the author herself is to deepen her knowledge in the

field of marketing.

1.3 Research Methods

This thesis will be executed by using descriptive analysis method. The re-
search will be implemented mainly by using the secondary data from topic
related books and Internet, including the company’s website. The author’s
work experience in the company and the knowledge about its operations,
values and ethics give good base when talking about the company and its
business. The theory and real life will fuse in this work. Participation in
many events during the internship and also afterwards is one also source for
data. The primary data is from topic related an interview and experiences of

either the author herself or the person interviewed.

Originally the aim of this final thesis was to create improved marketing plan
for a Seattle based American company — Big Agenda Coaching. During the
thesis work, after going through big piles of materials and trying to create
the structure to this thesis the author realized that the task is too hard to han-

dle. Having to deal with the 10 hours time difference, not being in the same



country and not having time to discuss hours and hours with the Founder and
Principal about what is going on in the company and what are the plans for
future, the original idea seemed to be doomed. Also the finding about how
that strategic decision making happens during the daily actions in the small
enterprises supported the shift in topic.

1.4 Structure of the Research

This thesis is divided into four different chapters. Chapter one includes an
introduction to the thesis. The second chapter concentrates on the company
and has the focus on its business and on coaching. The third chapter will dis-
cuss marketing in small businesses and characteristics of knowledge based
services businesses. It will also take a look at marketing research. Chapter
four concentrates on competition, relations and reputation. Chapter five is
about a new direction of strategies and marketing. The sixth chapter exam-
ines marketing online and the possibilities it offers. In chapter seven, the au-
thor analyses the data from this research. Finally, chapter eight summarizes
it all and will include conclusions. Suggestions for the company are on chap-
ter nine.



2 Big Agenda Coaching

2.1 Background Information of the Company

2.2 Coaching

Big Agenda Coaching is a 9 years old boutique coaching company. It was
founded on January 1st 2000 in Seattle, Washington, USA. Big Agenda
Coaching specializes on executive and team coaching. The owner and Prin-
cipal is Ms. Kristiina Hiukka, M.A. Ms. Hiukka has designations of a certi-
fied co-active coach (CPCC) from Coaches Training Institute and profes-
sional certified coach (PCC) from the International Coach Federation. She is
the first Finnish certified executive coach in the co-active model created by
Laura Whitworth, Karen Kimsey-House, Henry Kimsey-House and Phillip
Sandahl.

Ms. Hiukka is also one of the authors of book Tiedon kauppiaat “Merchants
of Knowledge”, which is meant especially for professionals who run knowl-
edge based business services and as educational material for students in
business schools. Ms. Hiukka was appointed an Honorary Vice Consul of
Finland for Washington State January 2009. Big Agenda Coaching’s unique

image and brand are based on Ms. Hiukka’s personality, skills and strengths

Coaching is the second fastest growing industry and fastest growing personal
development tool in the world. Coaching creates the capacity for continuous

improvement, development and success, through enabling and supporting



people and organisations to make the best use of their knowledge, insight,
vision, creativity, sensibility, determination, external resources and vast abil-
ity to learn and develop. Coaching recognises the vast potential of human
capability understands what restrains this and how to unleash it and signifi-
cantly reduces the internal and external ‘interference’, which exists between

potential and their performance. (Sport England, 2007)

Coaching is rather a recent service for businesses and it is spreading rapidly
also in Finland. Coaching enables people learn and affirm behaviours, proc-
esses and skills that, make workplaces more humane (Pietildainen, 2007, 55),
when the traditional management style has typically excluded “being hu-

man” while working (Tydsuojelurahasto, 2009).

At its best, Coaching is ‘non-directive’: it does not teach, it does not advise
and it does not seek to control people or impose solutions. Rather, it enables
people to use their internal and external resources to pursue their goals effec-
tively. This technique is at the heart of successful coaching and differentiates
it from consulting, training, traditional teaching and traditional management
(and sports “‘coaching’). Research and practice have shown that with coach-
ing people achieve sustainable positive change, enabling organisations and
individuals to achieve and maintain goals that they had previously thought

were not possible. (Sport England, 2007)

Individual coaching strengthens a professional person to execute actions that
are founded in his or her values aligned with the values of the organizations.
When coaching a team, the relationships between team members and the

team functionality is coached. (Pietildinen, 2007, 55)

The core idea of coaching is that a person is creative, resourceful and whole,

no need of “fixing” and he or she is capable of discovering her or his own
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2.3 Customers

answers and solutions. A coach is there to support and facilitate this process
(Pietildinen, Menestys on meissé itsessaimme audio) So, there is no need to
feel that something is missing or that the person is not good enough and they

should be educate by the coach in order to feel whole.

Coaching always seeks new ways to do things differently and in different
ways. One of the best things of coaching is that everything is built on the
strengths of a person and on the things where the person is good at and not
based on faults or what is wrong with him. (Hiukka, Menestys on meissi it-

sessamme audio)

The targeted customers for Big Agenda Coaching are senior level executives
and managers and their teams. Thus, Big Agenda Coaching works mainly in
Business-to-Business (B2B) market. The customers are often larger organi-
zations that can afford to hire a coach and that have an understanding of the
value of support of their best assets, their people. The companies believe that
by coaching their employees to a sustainable higher performance, the bottom
line will be better. Some of the customers are well-known, international
companies that are operating around the world, for example Microsoft and
Nokia. As the target group has been chosen already, there is no need to con-

centrate to it in this research.
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2.4 Strategic Partners

The relationships are important in business. Professionals buy services from
each others, from the people who they think are trustworthy. The first thing
Gummesson says learned in business life, is that you have to have good con-
tacts and it is good to have relatives in influencing positions and belong in
right groups. People, who knew each other, made deals and then the seller

“entertained” the buyer. (Gummesson, 1998, 26)

Big Agenda Coaching has several partners. Most of them are in the USA, but

there are also some in Finland.

=  Ambitio Group Oy

= BizEnrich

= Grovewell LCC

= |gnite Business Inc

= |magine CDs

= LifeStyled

= Life Works Consulting Ltd
= Mindworks

= Score More Sales

= Team Coaching International
= The Coaches Console

Many of the partners of Big Agenda Coaching are related to the coaching

business.

12



2.5 Memberships

People create relationships by joining organizations. For example, people
from different industries belong in Rotary club. The members get to know
each other and even though that trading is sometimes forbidden within the
organization directly, friendship created make business happen easier.
(Gummesson, 1998, 26-27)

Big Agenda Coaching is a member a various different organizations and as-

sociations. Such organizations are:

= American Management Association

= ASTD

= ATW Alliance of Technology and Women
= Columbia Tower Club

= CSY Finnish Coaching Association

= Greater Seattle Chamber of Commerce

= International Coach Federation

= Microsoft Alumni Foundation

= MIT Enterprise Forum

= Puget Sound Coaches Association

= Seattle SHRM

= Team Coaching International

= TENS: The Executive Network of Seattle

Being a member of several organizations and associations not does only give
the company chance to meet the business people who will eventually buy
their services but also gives visibility the company needs in order to stay in

people’s minds.
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3 Marketing in Small Businesses and Knowledge Based Ser-

vices Companies

3.1 What is Marketing

According to Sexton (2006, 7) and Sipila (1998, 32) marketing is about peo-
ple. It is about understanding what people want, then trying to give it to them
at a price that they are willing to pay and at price that will provide you with
an acceptable profit. It is against the production centrality, where customer

needs to buy whatever is offered, or buy nothing.

Many marketing textbooks perpetuate the narrow view of marketing by de-
fining marketing as the “4P’s”: Product, Price, Place and Promotion. There
is something wrong with this definition. The 4P’s are not equal. One of
them, the Product, is really a strategic choice and the other P’s are just tac-
tics. If the Product (or service) is not designed to meet customer needs, then
a terrific price, convenient place, an exciting promotion will not save it.
(Sexton, 2006, 10)

Gummesson (1998, 28-29) discusses the same issue. The mass production of
an industrial age generated mass marketing. In that short period of time in
history, the focus in theory and education was on consumer goods market-
ing. Services and the marketing between the companies — where relation-

ships were important also in industrial age — were ignored.

Relationships, networks and interaction has limited role in the literature of

leaderships in traditional marketing and the theory that is shown there, mar-
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keting mix, which is many times called as 4Ps. Marketing teaching and text-
books is still uses the base structure of marketing mix, that includes proxi-
mally on mass marketing of regular consumer goods. (Gummesson, 1998,
28-29)

According to Sexton (2006, 11); Marketing includes both strategy and tac-
tics, but it must be kept in mind that strategy must become before tactics. If
the strategy is wrong — wrong target market, wrong positioning, and wrong
target competitor — then it really does not make much difference how great
the advertising selling or distribution or pricing is, the product or service will
fail eventually. In fact, the more effective the tactics the quicker a poor

product will disappear.

There is also misleading marketing. Sometimes marketing can make people
buy something they do not need or want or just lead them to buy the item or

service at least once, because the advertisement was appealing.

3.2 Marketing in Knowledge Based Services Firms

Knowledge based services means accomplishing the work on behalf of
someone else that the person is not able or can not do by himself. Those are
demanding services, which require long professional education, wide experi-

ence and powerful involvement from their performer. (Sipild, 1999, 20)

Professionals tend to get customers and work orders strangely. Sometimes
there is too much work and sometimes the orders just totally run out. When
professionals have only a little bit work to do, they do marketing and sell

their services and soon they pile up work for beyond needed and then again

15



when there is too much work, there is no marketing and this vicious cycle
keeps going. Therefore, it would be good to do some marketing all the time,

for example once in a week in a specific day. (Parantainen, 2005, 115-116)

The other factor to the company for being too well employed would be that
the company is selling its services at a too low price, which will cause peo-
ple getting lot orders all the time, even though the previous jobs could have

not been well made. (Parantainen, 2005, 116)

Start up entrepreneurs especially; tend easily to forget that the price of ser-
vice is already a message. Two out of three people combine word “expen-
sive” to match it with pair “the best”. This produces belief which includes a
thought that it is not possible to sell good quality in a low price. So the price
tells immediately, if the company belongs to the lowest group, middle caste
or if it is top of the industry. (Parantainen, 2005, 160)

According to Parantainen; (2005, 108) many professional thinks that his own
success is guaranteed, if he has strong expertise. In addition, most of them
seem to have big beliefs about themselves. 94 percent of professors in uni-
versities consider that their own research is better than average in quality. In
reality, expertise does not sell itself any better than any merchandise. Actu-
ally, the success of professional depends on how well he is able to tell his

expertise.

When talking about knowledge based services, there is no commodity to
show to the client in advance, so the customer has to be assured in advance
that the service they will be getting is good. Therefore, the skills of good

marketer are definitely a good asset to the entrepreneur.
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3.3 Marketing Strategy

Strategy means methods to achieve a goal. (Parantainen, 2005, 107) To put it
differently and in a simple way; in swimming competitions this would mean
that the competitor should swim faster than anyone else and practice harder
than others to reach the first position. In a simple world, this could be true.
In reality and especially in business, unfortunately, there are many other fac-

tors that should be taken into account as well.

The product/market strategy coordinates all efforts of the organization to get
and keep customers, concentrates the organization’s efforts on specific mar-
kets, and communicates to all involved what must be done to get and keep
customers. The heart of the strategy is the target market and positioning.
(Sexton, 2006, 25)

Organizations of any size need a marketing strategy. In fact, small organiza-
tions especially need a strategy since they may need to concentrate whatever

resources they have against larger opponents. (Sexton, 2006, 14)

According to Pietildinen (2007, 104); the strategic decision making is part of
daily work in service organizations. Experiences in customer relations,
communication with the network of contacts and other events that attach to
the daily business steer the strategic decision making of the small enterprise.
Therefore creating a strict marketing plan does not serve the company in a
way that it would serve for example global enterprises, where decision mak-
ing process is much larger and changes are happening slowly. This is also
advantage of a smaller enterprise, when the situation requires fast changes;
the small enterprise is able to do it at the same moment, when in big enter-
prise it takes lot more time and the small company will have competitive

edge on that.
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3.4 Marketing Plan

Marketing plans summarize the strategy and all the programs that are de-
signed to achieve the company’s objectives. It describes the outcomes of all
the analyses which have been done and all the decisions that have been made

during the process of developing the marketing strategy. (Sexton, 2006, 289)

Many times people think that marketing can not help to reach immediate re-
sults and therefore they should not be investing to it right not. However, aug-
menting the reputation and clientele may take years, but it is possible to get
immediate results and the company should also focus on tactics that will

cause results immediately. (Parantainen, 2005, 114-115)

There are many examples in books and online, which give guidelines how to
write marketing plan. Next is an example of a marketing plan and about the

sections, which are recommended to have included:

= Qverview or Summary — no longer than one page, the summary
should briefly describe your business and the major points of your
plan (it should be written last)

= Situation analysis — a detailed and brutally honest assessment of your
market, your competitors, and the opportunities and challenges for
your business

= Marketing strategy — your specific business revenue goals, as well as
a strategy for tackling the market opportunities you identified in the
situation analysis

= Marketing tactics — your action plan for executing on the strategy you
outlined in the previous section

= Marketing budget and timeline — the projected costs and timeline re-

lated to your marketing tactics.

18



(Startupnation, 2009)

The above structure of a marketing plan is somewhat simple and easy to use
and those sections can be adjusted to fit different businesses and in custom,
which serves best the company in question.

3.5 Marketing Research

Marketing research is they eyes and ears of marketing. Many marketing fail-
ures can be traced to not understanding customers, not understanding com-
petitors, or not understanding trends in the competitive environment. Mar-
keting research can be highly sophisticated and cost a lot of money. How-
ever, it is possible to learn a lot from much more modest techniques. Simply
talking to the customers can provide a very high payoff in terms of knowl-
edge about their needs, about what competitors might be doing, and about
what trends in the environment might cause the customers to change their
behaviour. (Sexton, 2006, 266)

According to Parantainen (2005, 102-106), entrepreneurs make market re-
searches to buy themselves some extra time, sometimes even many months,
because they tend to think that they do not know enough about their custom-
ers and therefore can not start their marketing. Market research seems to be a
patent solution to that so common issue. To the empiric part, there has to be
a student who is preparing his or her final thesis and the results should be
tossed and turned many times with Excel during several weeks. With the
help of the thesis, the entrepreneur will get new information as much as if he
or she would have made few calls to his or her clients and asked. The market

research would have been ready in half an hour instead of three months.
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Also, respondents tend to give answers which they think that are, for exam-
ple, socially accepted. To give an example, many people do not confess or-
dering the Finnish tabloid magazine, 7 paivaa. Anyhow, according to the re-
search of Taloustutkimus, it had 934 000 readers during 2004-2005. That re-
sult authorizes the first position within the family and generic journals.

Gummesson (1998, 120) has similar opinions; Marketing materials give the
impression that market researches and especially when using quantitative
and statistical methods in them, will give first class information about the
customer and the impacts of marketing actions. There does not seem to be
any reason about being nearby to the customer. Interaction with the client is
the most important separate source of marketing expertise and requirement
of market research is a failure. Gummesson (1998, 120-121) explains his
opinions by telling how the top management and marketing managers have
very often so few contacts with the customers and with the customer service
personnel’s, that they have no idea what their customers or competitors are
thinking. They usually need to ask help from their customers and ask others
to make historical reviews to them and present those to them in reports. His-
tory — usually the history of previous year — is used then on basis when mak-

ing decisions according to future.

There are also positive sides about marketing researches. Everything can not
be experienced, because customers and the information about them are
sometimes both physically and psychologically unreachable. Therefore mar-
ket researches and using accepted research methods supplement the informa-
tion, which is facile gained from the customer relations, through interactivity
and agitation. Those will not be, anyhow, the primary source of marketing

information. (Gummesson, 1998, 121)

When conducting marketing research or even just looking at the results of a
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study, it is needed to understand the strengths and weaknesses of how the in-
formation is collected and how it is analyzed and presented. Those strengths
and weaknesses may affect to the interpretation of the results and about their
usability to the company that is trying to utilize them. (Sexton, 2006, 266) It
is useless to believe blindly to the surveys, because customers tend to answer
to those whatever. Finally those ideas have to be tested in practice. The
wrong guess is also called by name “the risk of entrepreneurship”. (Paran-
tainen, 2008, 230)

The biggest problem in theories of marketing research is their inability to
explain variability. None of the marketers is able to know before, if the ad-
vertisement will work or if the product will be a success. That is why the
whole hassle feels like gambling. The variability is explained by the world-
view which comes along with the consumers. It turns out that that we (peo-
ple) do not want same things! Each and every one of us has their own biases
and values and views and the worldview is affected by the parents, school,
habitat and experiences. (Godin, 2008, 34)

Certainly, marketing researches offer possibilities to the companies. Any-
how, the companies should be very careful with those researches. They
should be thinking about the necessity of conducting a research; is there
really a need for it and could it really give some information which could not
be found out in other, simpler, way. And in addition, to ask themselves if
there is enough time to conduct the research the way that it will produce reli-
able results. Or even, would it be worthwhile to hire some other company
with some significant experience on the field, in order not to waste anyone’s
time or to conduct research that will not serve anyone ever. The least reason
for conducting the marketing research should be “because others are doing it

as well”.
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4 Competiti

4.1 Competitors

on and Relations

A competitor is any organization that can satisfy the same needs than the
particular company — either now or in the future. For example, American
Express Business card was the market leader in the United Kingdom and
Visa launched a campaign there. Instead of targeting its campaign against
American Express, which would have been its most obvious competitor, it
considered its target competitor for small businesses to be cash and checks.

(Sexton, 2006, 50) According to that, the business owner should really spend
time to analyze what are the company’s competitors, not only in the same

business, but also in other businesses, who are satisfying the same needs.

When developing marketing strategy, the company should be clear which
ones are the companies target competitors — the ones who would be expected
to win the business. There is no reason to take on everyone. The chosen tar-
get competitors will influence the company’s targeting and positioning deci-
sions. And to keep in mind, the company in question may have already been
chosen by its competitors as well. (Sexton, 2006, 48)

Parantainen (2005, 269) gives good and simple ideas to the companies about
how to get to know the competitors. There are various sources; by examining
their competitors’ websites, going to see their products/services (if possible),
asking the opinion of their client, ordering their circular or newsletter, get-
ting their financial statement and background information of their key per-
sonnel, by following their marketing, nominations, releases and job adver-
tisements. At a first glance, this may seem easy to do, but it will require
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4.2 Customers

work and patience.

According to Sexton (2006, 31); the customer is anyone involved in the pur-
chase decision. In most instances, several people may be involved in the
purchase decision. Effective sales representatives are very good at discover-
ing who will be involved in the purchase decision. He may not be able to or
need to call on everyone involved in the purchase decision, but he must de-
cide where to allocate his selling time to maximize the chance of obtaining

the sale.

Understanding customers is the heart of marketing. All the major failures in
the history of marketing can be traced to a lack of knowledge about custom-
ers’ need and wants. If you do not know the needs and wants of your cus-
tomer, how can you possibly satisfy them? (Sexton, 2006, 26) Telling only
the features of the product or service does not assure the customer. The cus-
tomer is usually more interested about the benefits that the product or service
will offer him. (Parantainen, 2005, 110)

According to Parantainen (2005, 76) if a company tries to reach everyone
with its mass-marketing, it will soon have no target group at all, because
when it tries not to irritate, bug or balk anyone in its advertisement, it will
become vague and flat. No one seems to pay attention to these advertise-
ments. Therefore it is better to have a specific target group instead of trying

to send “whatever message” to “whomever” and reach nothing.

According to the salesmen’s favourite dictum; “Real sales work is not sell-
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ing, but customer procurement.” (Gummesson, 1998, 60) Also, as Paran-
tainen (2005, 118) says; Too shy marketer is as useful as dead marketer.
Therefore good marketing skills and brave attitude are definitely helpful in

sales.

4.3 Getting and Keeping Customers

According to Gummesson (1998, 60); some of the marketers say that it is
five times more expensive to get new client than maintain the old customer.
Therefore, would it be good to know how to maintain good relationships to
the customers and keep them, instead of trying to find out new customers all
the time and pouring big amounts of money into something that may not

even come.

Gummesson (1998, 60) has given some good ideas how to keep customer
and why they would stay with the company. “If you treat the customer well,
they will come back to you because they like you. If they like you, they
spend more money. If they spend more money, you want to treat them better.
If you treat them better, they will return to you over and over again and the
prosperous spiral will start again.” Therefore, it is important not only to try
to get new customers, but really focus on the ones company has at the mo-

ment.
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4.4 Networking and Relationships

Network types of relationships are the secret of success in many fields,
where short, hectic employments are more usual than long-term commitment
to the same organization. (Goleman, 2006, 242) Relationship marketing
means that marketing is considered as relations, networks and interaction.
(Gummesson, 1998, 21) It differs from traditional marketing, because it does

not have focus in the product or service or on advertisements.

Relationship marketing has also gotten influences from Quality management
(TQM, Total Quality Management), which impacts increasingly on market-
ing praxis. Quality management has given a stimulus to the concept of qual-
ity of relationship, whereby the quality of relations is as important and the

quality of goods or services. (Gummesson, 1998, 29)

Relationships play big role in all of the businesses. The ones, who have real-
ized that, have tried to build themselves well-covering networks, both per-
sonal and professional. Having vital networks requires participation in vari-

ous happenings and it is also a way to stay visible and in minds of people.

4.5 Professional Networking Online

The networking does not happen anymore only face-to-face; it has also mi-
grated to the Internet. There are several online communities which are util-
ized by business people. Some of the most popular ones are LinkedIn and
Facebook (Marketing Charts, 2007-2009). LinkedIn is mainly used for pro-
fessional networking. The professional networking online happens also in
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Facebook is for all relations. The distinction between business people and
friends are blurring as all relations are melting into each other and becoming

the sum of both. Friends may be business contacts and vice versa.

Just a few years ago the address was the only contact people had about each
other. Even today having a direct phone number or even an email address of
a business people, talking about companies and the leaders, is still rare in
some extent. It is not easy to get direct contacts to the CEOs and to other
significant business people. Therefore having online communities, like ear-
lier mentioned, has been a huge step to easier communication. It also de-

creases the gap between people and people get easier to be approached.

4.6 The Importance of Reputation

When someone has a bad reputation, every one of us understands that things
have not gone in the best possible way. When a company or an organization
again has a good reputation, it is trusted and it is something that people
would like to co-operate with. Good reputation is like a magnet, it attracts

customers, investors, affiliates and good employees. (Heinonen, 2006, 9)

In informal life as also in business life reputation is something that is very
important player. Good reputation according to the group of leaders means,
that the company keeps promises and that it has real customer oriented ap-
proach. (Heinonen, 2006, 47)

When talking about reputation, the interest is usually directed to the outer

stakeholders of the organization. Basis on reputation, the most important or-

ganization’s stakeholder group is its personnel. First of all, the personnel
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want to create good life to themselves via their courier and be in harmony
with the value-base of the organization. For example, it may be difficult for
pacifist to work in a company which manufactures weapons, especially if he

does not believe that weapons are only used for defence. (Aula, 2005, 109)

The founder of global hotel chain Marriott, Mr. J. Willard Marriott, believed
that “if you take care of your personnel, they will take good care of your cus-
tomers” (Manner, 1999, 9) and then the customers will keep coming back
again and again. Still in these days, the Marriott hotels try to keep up with
this good legacy of the founder. (Marriott, 2008) Maybe the CEO of Stock-
mann, Mr. Hannu Penttild, has heard this advice or story as well, because he
tells in the book Mainejohtaja that; “When customer sees that he is genu-
inely cared about, he will return again and again”. (Heinonen, 2006, 43) This
is about the same thing. The both should be treated well; the employees and
the customers and it could then lead the company to the better results in

many aspects.

According to Warren Buffet; “It takes 20 years to build a reputation and five
minutes to ruin it. If you think about that, you’ll do things differently.”

(Heinonen, 2006, 13) Building a good reputation has been achieved at the
Marriott Hotels and it would be possible for other companies as well, bigger

or smaller.

4.7 Strategy and Reputation

The good reputation of good company is a valuable resource. As any re-
source, it is possible to loose it or grow it. Running good reputation is basi-

cally simple; it is enough that the organization’s stakeholders feels that the
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company does its job well. A good mason is known as a good mason be-
cause of his work and in this society of stories, the stories of job-well-done
will be heard by those potential customers. So one of the requirement of a
good reputation is that job is well-done in the organization. (Aula, 2005,
169) This is true especially in knowledge based services business. So not
only the company owner or expert has to be a good seller, but he should also

have a good reputation in order to be trusted and get hired.

According to the CEO of Technopolis, Mr. Pertti Huuskonen; it is quite dif-
ficult to build up a good reputation if the company’s strategy is messy. The
strategy needs to be simple enough, and implementation of it persistent.
There should not be fantasizes about fast instant payoff. (Heinonen, 2006,
99)

According to Heinonen (2006, 63); There is something mutual to the com-
panies that have the best reputation in Finland. Two of the companies that
have the best reputation in Finland are Marimekko and Ponsse. The uniting
causes in Marimekko and Ponsse are individual and human faceted leading

and strong atmosphere of “doing together”.

According to Professor Grahame Dowling; good reputation brings strategic
and financial benefit to the company, because:
= it decelerate competitors access to the market by making it difficult
to launch competing products and services
= |t gives strong message to the customer about the good quality of
company’s products and services and that way allows premium pric-
ing
= it allures the best people to the company, which secures the quality of
operation

= |t helps the company in equity market, because reputation creates
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trust and liability.
(Heinonen, 2006, 39)

Therefore, the companies should really pay attention to their reputation and

remember that not only it is nice to have a good reputation, but it is also

valuable.
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5 A New Direction

5.1 Guerrilla Marketing

The most important characteristic of guerrilla marketer is that he uses more
his intelligence than money. Guerrilla marketing means unusual marketing
methods, which produce good results with very small inputs. (Parantainen,
2005, 11) So, it is marketing without a large budget. Guerrilla marketing
strategy must concentrate on the company’s efforts on a specific target mar-
ket. Without a clear market, smaller businesses do not concentrate their ef-
forts on specific markets. They may end up spreading their resources too
thin. Instead of focusing on target customers and building loyalty among
them, they obtain occasional purchases from customers who knew them only

slightly and have no reason to return. (Sexton, 2006, 241)

Guerrilla marketing differs from traditional ways; one of the differentiating
matters is that, traditional marketers try to find ways to beat and destroy their
competitors, when guerrilla marketer tries to find opportunities to co-operate
with its competitors. Guerrilla marketer will always work for its customer’s
benefit, even though it would cause himself short-term loss. (Parantainen,
2005, 16-17)

Guerrilla marketing is opposite to the style, where business leaders use
Clausewitz’s instructions and theory about how making business is as being
in war. Clausewitz’s theory is to make enemy, in this case competitor, un-
protected. (Clausewitz, 1988, 25) Using the guerrilla marketing methods fits
then definitely better to the companies, which are doing their business in

more humane way.
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The difference between traditional marketer and guerrilla marketer is, that
traditional marketer counts how many deals he has made, when guerrilla
marketer focuses on counting how many relationships he has created (Paran-
tainen, 2005, 17). Also, the customer of guerrilla marketer is always a per-

son, never a company or an organization. (Parantainen, 2005, 15)

Guerrilla marketing is used not only to advertise companies, but also in po-
litical campaigns. The author has experience from guerrilla marketing in po-
litical campaign from the Parliamentary Elections 2007 when she was the
marketing assistant of the candidate. Unfortunately in the last elections
(2007) for Finnish Parliament, there were not many persons who would have
gotten in without making great financial investments. Therefore, even if the
guerrilla marketing tactics were used, there was a certain amount of money
that the candidate (and/or his or her supporters) had to invest, before there

was any chance to pass. (Uusi Suomi, 2009)

Guerrilla marketing is very interesting way of marketing. The marketer
really needs to put his mind to work creating something unique and special
in order to be recognized in the targeted audience. Not to mention, that it
would be perfect to the companies which do not have huge marketing budg-
ets. It should also be recommended to people and to the companies which

are creative and posses’ good imagination and are innovative.

5.2 The Blue Ocean Strategy

According to Kim (2005, 24); the only way to overpass competitor is to stop

trying to crush them. According to his theory, the cosmos of all the market-
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ing is consist of two kinds of oceans: red and blue. Red oceans represent all
already occurring businesses. Those are well-known markets. Blue oceans

mean all those businesses that do not even exist yet, the unknown markets.

The boundaries are limited and accepted in red oceans and the rules of the
game are declared. Companies try to surpass their competitors and gather
themselves then again bigger part of the demand. When markets congest, the
revenue and growing possibilities decrease. The products become everyday
and blood dyes the ocean red. The characteristics of blue oceans instead are
untapped market space, induction of new demand and the possibility of ex-
tremely profitable growth. (Kim, 2005, 24-25)

Different businesses changes and develop all the time. When thinking thirty
years back, most of the billiards businesses that are familiar now were un-
known or did not even exist. (Kim, 2005, 26) To mention few; mobile
phones, Internet, digital cameras and so on. Therefore, the future will be also
including same kind of inventions too and some of us have to be the ones

creating them.

Both of these earlier mentioned; guerrilla marketing and the Blue Ocean
strategy include the idea that there is no need for trying to beat or destroy the
competitor, but even more, there should be attempts to create something new

and unique.
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6 Internet Marketing

6.1 Marketing Today

6.2 Blogs

According to Meerman-Scott (2007, 8); the old rules of marketing were fol-
lowing; marketing simply meant advertising (and branding), marketing
needed to appeal the masses, advertising relied on interrupting people to get
them to pay attention to a message, advertising was one-way: company to
consumer, advertising was exclusively about selling products and it was

based on campaigns that had a limited life, just to mention few.

Today, however, marketing means lot more. It is not only about the advertis-
ing, it is about relationships, it is about reputation and in a large scale, it is
about Internet. The companies and sales force are utilizing all the strangest
sounding alternatives, for example blogs, to get publicity and information to

the audience.

Even the US President Mr. Barack Obama knew how to utilize internet and
viral media in his campaign and got advantage of it. It has even been said of

being a key to his success and victory. (MTV3, 2009)

Blogs are now a mainstream marketing vehicle for organizations to get their
ideas into the marketplace. A good blog written by someone within a large
or small company, a nonprofit, a church, or a political campaign commands

attention. (Meerman Scott, 2007, 201) Also individuals are sharing their sto-
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ries online. By that, products, clothes or companies get free online promo-

tion and visibility.

There are also examples about bloggers who earn money with their blogs.
Usually companies advertise on the sites of bloggers who they find interest-
ing and give them large commissions, products, clothes or money.
(Helsingin Sanomat, 2009)

Getting the organization visible on blogs is an increasingly important way
not only to reach their buyers, but also to reach the mainstream media that
cover the industry where the company operates, because reporters and edi-
tors read blogs for story ideas. (Meerman Scott, 2007, 196) If goals for the
blog are external and the company is trying to increase the trust and visibility
of the company, a thought-leadership oriented blog can be ideal. (Wright,
2007, 73)

Before beginning to write own blog, Meerman Scott (2007, 201) recom-
mends companies to monitor blogs in their own market space and step into

the blogosphere by commenting on a few blogs before writing an own.

6.3 The Website

A website can help the company to accomplish many different types of mar-

keting and communication objectives, including:

= Qutbound activities that:
O Build awareness of the company’s brand.
o Convey knowledge by providing information on the com-

pany’s products or services.
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o0 Increase liking or preference for the company’s products or
services.
o0 Encourage conviction to purchase by promoting the com-
pany’s products or services.
Inbound activities that:
o Enable transactions.
0 Manage transactions.

o Gather information.

(Sexton, 2006, 219)

The companies should be aware that not only does their website serve as an

informative source; they can also be a source of information for the company

when it is utilized at its best.

6.4 The Effective Website

According to Sexton (2006, 221-222); the effective website:

Is easy to find

Downloads quickly

Is inviting

Provides comprehensive content
Has the right tone

Is engaging (“sticky™)

Create buss (“be viral”)

Is easy to navigate

Is personal

Supports the company’s product or service marketing strategy
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Parantainen (2005, 293) encourages companies to finalize their website to
the condition that it is actually selling something. Otherwise the company is
in a way attracting customers to the store which shelves are screaming for
emptiness. However, the website has to be marketed and advertised as any
other new product or service — unless the goal is the immediate death of the
service, right after the launch. (Hakukonemarkkinointia.fi, 2002-2009)

Well-planned and implemented online marketing is cost-efficient, fast and at
its best, the most focused tool comparing to the traditional marketing. The
marketing via Internet supports and optimizes the traditional activities of the

companies for example in following matters;

= The international and domestic contacts

= The decrease in marketing expenses

= Material that is always up-to-date

= Cost-efficiency

= Efficient customer feedback

= Creating and strengthening the company image

= Decreasing the contact

= Possibility to present the product or service intensively
= Fast briefing

(Hakukonemarkkinointia.fi, 2002-2009)

Especially, the ability to update the website and its information rapidly is

definitely a good asset. The company can adjust to changes and can change

the direction of its marketing, if necessary.
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6.5 Online Stores

According to Meerman Scott (2007, 20); the most effective Web strategies
anticipate needs and provide content to meet them, even before people know
to ask. Giving an example, when buying a book Amazon.com (out of the
many), the website offers information about “customers who bought this
item also bought...” Therefore, if the company then could create something
like that to create “added value” to the visit, that could have some impact on

the popularity and usage of the website.

6.6 Viral Marketing and Online Campaigns

Viral marketing or word-of-mouth marketing is a marketing phenomenon
that facilitates and encourages people to pass along a marketing message.
(MarketingTerms.Com, 2007)

Viral marketing — having others tell your story for you — is one of the most
exciting and powerful ways to reach your audiences. It is not easy to harness
the power, but with careful preparation when you are sitting on news and
with clever ideas for what has the potential to create interest, any organiza-
tion has the power to become famous on the Web. (Meerman Scott, 2007,
100)

One good example of going viral is the Virgin Mary grilled cheese sand-
wich. (Meerman Scott, 2007, 96) It is a story of 10 years old grilled cheese
sandwich with the image of Virgin Mary on it and about how the sandwich
was sold in a huge price in eBay to the certain casino. This story is some-

thing that many of us certainly remember, not to mention how the casino got
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publicity all around the world. The news of it was spread all over the world
in a very short period of time and the story was read from magazines also in
Finland. For some reason, all those weirdest stories seem to catch the atten-

tion of the media.

A co-student of the author has experience of a viral marketing campaign ex-
periment via blogs while being an intern. The company owner wanted to get
some publicity for his company and got an idea that his intern should go and
advertise the company in somewhat suspicious way. The intern had to pre-
tend being the company’s satisfied customer and visit many sites and blogs
in the same industry and praise the company on the sites and blogs. The idea
was working out until the owner himself, as well, started to participate to
those discussion, with maybe little bit over too praising way and this whole
“scam” got revealed to the bloggers. (Maiwald, 2009) Unfortunately, this at-
tempt did not work out as well as planned. It definitely included a risk within
itself and especially when “the story” was not based on reality. If some real
client would have been spreading the story, and maybe have some special
characteristics to tell about the service, maybe the story and results would

have been different.
According to the MoveOn document about Obama and his campaign

(MTV3, 2009); “If you can reach half a million people free — Anything is

possible”
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7 Research Analysis

According to this research, marketing includes much more than 4P’s, espe-
cially in industry of knowledge based business services. The marketing is
not one-way directed. It is about people and it is about relationships. Neither
is it a relation between the company owner or manager and the employee or

between employee and customer. It includes much more relations.

The importance of networks and good reputation can not be emphasized too
much. Especially in small businesses, they seem to have the key role. Even
though the term viral marketing is relatively new and the importance of
reputation is something that has not been valued too much earlier, we can
see that something like that has been happening already before. The example
of Marriott hotel chain shows that. The earlier work of the author has been
made 1999 and already then and for years before, since when J. Willard
Marriott founded his first business 1927 (which started off as a nine-seat
A&W root beer stand) (Manner, 1999, 2) the word-of-mouth has been in use,
how else could have this story been spread out so widely? It shows that the
impact of satisfied and well-treated employee or customer is large to the
businesses and that should never be underestimated.

Conducting marketing researches seem to be a trend, both in business and in
universities. However, there seem to be very rare researches which can actu-
ally provide new or accurate information. Not only because the research has
been conducted incorrectly, but rather because of the human mind and ten-
dency to answer how people imagine would be most appropriate (e.g. the re-

search of 7 Paivaa magazine).

According to the data of this research, remarkable part of the power is shift-

ing back from corporations to the individuals who are creative and interested
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doing things differently and more humanly as shown in Blue Ocean Strat-
egy. After many decades having a mindset of business being warfare, the
companies are getting back to the old style, where innovations, relationships
and reputation played role. And the companies start to understand that only
way to win is stop trying to destroy their (“enemy”) competitor.

Guerrilla marketing gives guidelines to that kind of style, but focusing more
on marketing. The company should rather co-operate with its competitor or
even recommend some other company to its customer and even cause them-
selves a short term loss, instead of trying to keep the customers — who they
would not be able to serve the best — at any price. The long term results then

will be different, as everything is done with the focus on customer’s benefit.

The Internet has changed marketing procedures in a great sense. There seem
to be endless ways to utilize it and it offers large amount of possibilities. Ba-
sically, anyone who has access to the Internet has keys to make a difference
in marketing and sales, whether it is about small or bigger companies or or-
ganizations. Viral campaigns and bloggers are both getting visibility to
themselves and/or making money either to themselves or to their companies.
There are great examples of how fascinating stories can get people to share
the story and get it published and spread all over. The challenge though in

business and in marketing is to really find the greatest stories.
Some of the results definitely mirror the mindset, idealism and worldview of

the author. Every one of us surely picks those ideas from the materials,

which we can consider as closest to our own truth.
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8 Summary and Conclusions

The main goal of this thesis was to improve strategic marketing of the com-
pany Big Agenda Coaching. The other goals were to examine the marketing
in small businesses and have a look on both today’s marketing and market-
ing online and to get ideas how to utilize the company’s website more effi-

ciently.

During the thesis writing, some of the things that are widely approved were
questioned. There are many marketing theories that are commonly accepted,
but so few of us dare to questionize them. However, some of them like utili-
zation of 4P’s in all marketing and the importance of marketing researches
were questionized and substituted with newer and more relevant theories.
Also the theory about business being as warfare was questioned and substi-
tuted with the other, more humane theories. The chapter about the internet
marketing introduced some of the well adopted customs to do marketing

online, including the blogs and viral campaigning.

About the thesis work itself; the education gives us, students’, good base on
some of the accepted theories in marketing and business field. However,
sometimes those theories learned at the business schools or at the universi-
ties can be outdated. The system does not allow teachers to get to know all
the variety of theories and newest ideas. In my opinion, during the studies
humanity was not involved to the theoretical teaching part very well or even
to say, at all. Theories, like Clausewitz’s’, was emphasized. Anyhow, there
are theories from other ankle as well and the author herself at least, would
like to hear from the other possibilities as well. The suggestion to the TAMK
(University of Applied Sciences) based on this research and my experience
would then be that, would it be possible to also have more lectures about the
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experiences of doing business differently?

There are always challenges in thesis work and the greatest challenges for
the author were in the beginning, when realizing that the original idea is not
going to work and also at the end, when trying to squeeze everything to-
gether in a way that it would serve others as well. Noticing that when the
topic is something the author can be excited about, the work itself gets easier
and there will be moments of excitement and insights. Also during the thesis
work it is possible to deepen the own knowledge about the chosen topic and

it will serve its purpose later on, when finally working.

This work kept me thinking the subject almost 24/7 and | even saw dreams
about it. It also widened my thinking about marketing and strategies and as-
sured me about the importance of humanity in strategic decisions making,

even though how challenging and contradictory it can be.

I have noticed that | have learned a lot, during the studies and thesis work
but also during my exchange in Tallinn University of Technology and during
my internship at Big Agenda Coaching. That is something what | am very

grateful about!

This work lead me to think that if I will continue my research work in the fu-
ture, the interest would be in deepening the knowledge about strategies and
marketing and examine more the importance of the relation between the

company owner and employees.
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9 Suggestions for the Company

9.1 Overall Business

Although the company, Big Agenda Coaching, is doing well with in the

business, there are some suggestions on the behalf of the author, which she

thinks should be taken into consideration when making decisions and also

which she hopes will be useful in the future.

One of the most important suggestions for the company is that the
company should not in any circumstances rely on one big customer
(if possible), even if it would be beneficial, because:

0 There is no guarantee that the customer will pay its bills or do
not go bankrupt, before the relationship is over and all the
bills are paid (the old saying; do not put all of your eggs in
one basket).

The best customer does not always mean the wealthiest, biggest or
most well known customer. Some of the most suitable customers for
Big Agenda Coaching as well are small or medium size companies,
which are wealthy enough to buy the service and interested in im-
proving their functions. The circulation of money can be faster than
in the bigger ones and the SME business owners probably have more
interaction with each others and they can recommend the company to
each others.

The company should differentiate itself from other companies and of-
fer something little bit different, for example:

o “More humane”

o0 “With international experience” (that is an asset!)

New target group — Universities and other educational institutes
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9.2 The Website

0 Teachers need coaching as well; the quality of teaching can
not increase all the time and without teachers getting some
guidance too. The amount of information about newest theo-
ries and methods is so wide, that without encouragement and
strategy, teachers can not stay up-to-date.

According to the experience that the author has, company has good
reputation already and people easily recommend it, if needed. Any-
how, the main issue now is how would it be possible to utilized and
how could it be spread all around within the people, who would be
possible buyers buy using viral — word-of-mouth - technique? Any-
how, as always the coin has its both sides.

o0 Going viral could be started from creating the company (or
the coaching business) a group or a fan club in Facebook.

The company’s website is very informative and includes much different

functionality at the moment. It includes not only information, but also it has

the CEO Blog, link for events, recommended reading page in the form of an

online bookstore. There is also a photo gallery, including various pictures of

events and about coaching occasion.

There are some ideas of how to utilize the website more efficiently:

The blog should be updated regularly; the people do not follow it, if
they have no idea when the next story is going to be published. So,

how about writing a blog, even a short one at least once a month?
0 One of the good examples of blog, although not from the
same industry, is the Janeblog. It is the blog of writer Jane

Porter. The blog is updated at least once a week and usually
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even more often and people respond to the questions and
comment. The competitions also encourage people to com-
ment and participate. (Jane Porter, 2009)
Creating (Big Agenda) coaching fan club or something similar to get
people engaged and involved or starting Big Agenda’s own e-
newsletter via email. There could be an offer about the e-newsletter
on the website and people could get a note when newest blog has
been published.
The site is still missing clear selling section. As the thesis says, the
message what the company is selling should be very clear on the
website and the customer should be able to get hooked already on the
website (Has to think what the company WANTS the customer to do
- BUY)
The blog — “Ask Kiristiina”, would it be more interactive?

o0 People could ask coaching related questions and the company
could get some ideas as well. Both parties would benefit from
that and people then would be able to recommend each others
to visit the site.

Recommend this website (or blog) — button

o0 In order to get people recommending the website and get

more Visits
As the website includes the Amazon bookstore, Resources link

should not include articles as well.

The company should try to find ways to utilize its good reputation and

customers, by for example creating a fan club to get people engaged. The

website again, should be improved that it attracts people, get them to buy

books, ask an offer or to meet the company representative. Again, having

a look to the competitors website could give the company new ideas as

well.
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