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Tämä laadullinen tutkimus arvioi markkinoinnin strategista päätöksen-
tekoa, liittyen perinteiseen painettuun ja modernimpaan digitaaliseen 
markkinointiin. Tutkimus toteutettiin Pohjanmaan alueella, kaupan, pal-
veluiden, matkailun ja julkishallinnon toimialoilla toimivissa yrityksissä. 
Oikean tasapainon löytäminen analogiselle ja digitaaliselle markkinoin-
nille, yhdistäen fyysisiä ja digitaalisia markkinointituotteita on tärkeää 
yrityksen liiketoiminnalle. Samalla tulisi huolehtia merkityksellisyydestä 
kohderyhmille ja asiakkaille. Markkinointibudjetit tulee suunnitella var-
mistaen kannattavuus ja sijoitetun pääoman tuotto. 
 
Tämän tutkimuksen tulokset vahvistavat hypoteesin, että digitalisaatio 
yrityksissä ja niiden markkinoinnissa, kiihtyi pandemian aikana. Uudet, 
hyväksi koetut menetelmät jäivät pysyviksi käytänteiksi yrityksen asi-
antuntijuuden lisääntyessä markkinoinnin digitaaliseen ekosysteemiin 
liittyen. Integroitu markkinointiviestintä esittelee menetelmiä, joiden 
avulla yritykset voivat navigoida modernissa markkinoinnin ja liiketoi-
minnan ympäristössä. 
 
Vastuullisuus ja digitalisaatio ovat merkittäviä avaintekijöitä yrityksen 
markkinoinnin suunnittelussa ja päätöksenteossa. Vastuullisuus on tut-
kimukseen haastatelluissa yrityksissä normi ja kaikki yrityksen liiketoi-
mintaan ja markkinointiin liittyvien päätösten tulee täyttää vastuullisuu-
den asettamat kriteerit. Markkinointiympäristö jatkaa evoluutiotaan ja 
tarjolla olevat monimuotoiset vaihtoehdot vaativat kyvykkyyksiä, asian-
tuntemusta ja resursseja tulevaisuudessa. Printin ja digitaalisen mark-
kinoinnin välinen suhde jatkaa muuttumistaan. Perinteisellä printillä on 
edelleen kysyntää markkinoinnissa, mutta uusien käyttötapojen kehit-
täminen vaatii vuorovaikutteista asiakassuhdetta markkinointiostajan ja 
palveluiden tarjoajan välillä. 
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This qualitative research assesses the strategic marketing decision-
making, regarding the use of printed and digital marketing. The re-
search is conducted in Ostrobothnia and concentrates on companies 
operating in retail, service, travel and public sector. Finding the right 
balance for offline and online marketing, combining physical and digital 
marketing products, while being relevant for target audiences and cus-
tomers, is essential for organizations. Marketing budgets must be 
planned keeping profitability and return-on-invest in mind.  

The research results confirm the hypothesis, that digitalization was ac-
celerated in business and marketing operations during the pandemic, 
and new best practices became permanent after companies gained more 
expertise and experience in a more digital marketing ecosystem. Inte-
grated marketing communications introduces methods for companies to 
navigate in the modern marketing and business environment.  

Sustainability and digitalization are the main key factors in the market-
ing planning and decision making. Sustainability is a norm in the re-
searched companies and all business and marketing decisions must 
meet the required standards. The marketing environment continues to 
evolve and complexity of options available require capabilities, expertise 
and resources in the future. The relation between print and digital mar-
keting keeps changing. Traditional printing still has a role in marketing 
but developing new methods of use require communicative customer 
relationship between marketing buyers and production providers.  
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1 INTRODUCTION 

This thesis concentrates on the ongoing discussion between traditional 

print marketing and the growing amount of digital marketing and the 

strategic decision making related to their use in organizations in the Os-

trobothnia area.  The discussion is a key issue among marketing profes-

sionals and decision makers as well as marketing production companies, 

such as printing companies and digital marketing solution providers. To 

balance the needed resources in organizations working in planning and 

producing marketing operations, it is important to understand the true 

marketing needs, especially after global market crisis situations, such 

as the COVID-19 pandemic. 

The COVID-19 pandemic rapidly changed the way marketers could reach 

and serve their target groups and customers during the pandemic start-

ing from year 2020 throughout the year 2022. The pandemic period also 

changed the marketing supply chain operations globally. The hypothesis 

of this research is, that after the pandemic forced companies to test new 

ways of marketing operations in a rapid pace, the transformation back 

to the pre-pandemic marketing methods has not been as rapid will 

transform back at all. To continue this hypothesis, the changes made in 

marketing made due to the pandemic, may have become normal oper-

ations and there might not be a return to traditional marketing produc-

tion methods in the same volume as before. Lark and Bonfner describe 

that “the pandemic’s initial impact has changed where we work and how 

we collaborate and communicate, blurring the lines between home and 

workplace” (Lark & Bonfner, 2023.) This has an effect in both business-

to-business and business-to-customer operations and therefore market-

ing operations as well.  A resent, post-pandemic thesis written about the 

Vaasa region by Nurmi in 2024, “Social media marketing in small and 

medium enterprises in Vaasa” states that SME´s in the Vaasa area are 

developing their presence particularly in social media as part of their 

marketing strategy.” (Nurmi, 2024). As SME´s develop and grow their 
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digital presence in their target audiences, the assumption in this re-

search is that marketing budgets have and will be adjusted between 

printed and digital media solutions.  

Post-pandemic marketing strategies assumably include more sustaina-

bility issues as well as risen costs in several fields of the marketing sup-

ply chain and its operations, than pre-pandemic. Sustainability issues 

have become a norm in organizations, and the pandemic period has 

forced companies to evaluate cost and sustainability issues as part of 

their business operations, as all operational activities, processes and 

costs have been forced to monitor carefully in the crisis caused by the 

pandemic. Research about strategic sustainability orientation influence 

on organizational resilience by Ahmic in 2022, revealed that “strategic 

sustainability orientation significantly and positively influences organi-

zations resilience and its three sub-components: anticipation, coping 

and adaptation capabilities” (Ahmic, 2022, p.169). 

In addition to forced business operation changes, caused by government 

restrictions and regulations, consumer behaviour and customer journeys 

have changed due to COVID-19. There are changes in the society and 

working environments after the pandemic, as people still work remotely 

outside offices as companies balance between remote and hybrid work-

ing post-pandemic. Taking these societal factors into notice is essential 

when approaching the research subject of post-pandemic marketing.  

In a previous study, in a near geographical location of Ostrobothnia, a 

study Success, strategies and future of firms in South Ostrobothnia dur-

ing COVID-19, was published in 2022. The study raises the importance 

of recognizing the need of development of specific expertise and 

knowledge of marketing in businesses. The study was part of a Business 

Models After COVID-19 in South Ostrobothnia-project. The study states 

that there is a need for companies to gain and have expertise in digital 

marketing communication as part of their growth strategies. More than 

half of the companies in the study already had strong digital orientation. 
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Still, small companies lacked resources and skills for digital operations 

(Joensuu-Salo et al., 2022).  

This research of assessing post-pandemic marketing strategies, concen-

trating on the print and digital media relation in the Ostrobothnia area 

is continuing previous research to gain more understanding of the mar-

keting decision-making factors. This research aims to discover especially 

how printed marketing is seen in the marketing and media mix after the 

pandemic, compared, or combined with the growing digital marketing 

needs. 

Digitalization of the hospitality industry in the Ostrobothnia, Kvarken 

region has been researched by the Destination Kvarken program in co-

operation with Hanken Svenska Handelhögskola. In the research it is 

stated that digitalization provides a way to better “…automate and en-

hance their offered services in order to smoothen the processes and 

create new value for both the companies and its customers” (Latvasalo 

& Björk, 2019). Looking at the timeline of the study in the context of the 

COVID-19 pandemic, the process of digitalization has been strongly 

risen, but not fully implemented in the companies.   

This qualitative research studied if and how the pandemic was a driving 

force in forming new ways of implementing marketing operations, not 

only during the exceptional pandemic time but possibly permanently. It 

also aimed to discover what are the main elements and reasons in the 

marketing decision making process, when deciding between printed or 

digital marketing or they combined. To receive first-hand information 

the research data was collected by in-person interviews of business and 

marketing decision makers in the Ostrobothnia area. The interviews 

were conducted as semi-constructed interviews and analysis was formed 

after thematic coding of the interview recordings and transcriptions.  

Though statistics present that printing as an industry is facing chal-

lenges, there still is need for physical printed materials (Federation of 
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the Printing Industry in Finland, 2023).  This research investigated op-

portunities where printing can differentiate itself from digital solutions, 

such as through creative design, luxury materials, and the psychological 

impact of physical engagement with printed content. Even location or 

target group (i.e. age groups) might have an impact on whether to use 

print or digital end products in marketing.  

The study discussed how digitalization has opened doors to more sus-

tainable practices in the print industry, such as reducing waste, imple-

menting on-demand printing, and using eco-friendly inks and sub-

strates. It will also explore how these advancements are marketed to 

eco-conscious consumers and how print companies are integrating these 

values into their branding efforts.  
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2 LITERATURE VIEW  

This literature review presents the existing literature of the research 

subject. Webster & Watson describe that “an effective and well-con-

ducted literature review as a research method creates a firm foundation 

for advancing knowledge and facilitating theory development.” (Webster 

& Watson, 2002). The literature view is divided into parts according to 

the research area, adding the principal explanations of the marketing 

industry evolution, to understand the general marketing development 

stage in today’s marketing. Marketing is a complex and multidimensional 

concept, and this literature view concentrates on the elements which 

describe the time and capability environment of print and digital mar-

keting. This literature view seeks to find available research which reflect 

the marketing methods and the decision-making factors, to have con-

text and theoretical framework for preparing and conducting the inter-

views in this research.  

2.1 Marketing and media mix  

This chapter with its subchapters explains the elements within and sur-

rounding the marketing and media mix, which need to be considered in 

the strategic marketing decision making. The basics is explained to rec-

ognize the context in which the post-pandemic marketing decision mak-

ers operate in. The complexity is in the changing business environment 

where these elements are connected to through various marketing op-

erations. Kotler and Armstrong have defined marketing mix as “set of 

tactical marketing tools that the firm blends to produce the response it 

wants in the target market”. (Kotler & Armstrong, 2016) 

2.1.1 Evolution of principals of marketing  

The concept of marketing has changed and developed during the years. 

One of the most known marketing researchers, Philip Kotler describes 

the evolution of marketing in the book Marketing 5.0. through different 
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generations, as these generations are all targeted by marketers, which 

makes it more complex to reach them. Kotler writes, that “despite un-

derstanding the distinctive needs of different generations, most compa-

nies are not well-positioned to serve all of them” (Kotler, 2023, chapter 

2). The five generations living during this same era are Baby Boomers, 

Generation X, Generation Y, Generation Z, and Generation Alpha.  The 

named generations are presented in the timeline of the birthyears of 

each generation. The generations are explained as follows. Baby Boom-

ers were born in 1946 to 1964, generation X were born between years 

1965 to 1980, generation Y present birthyears 1981 to 1996. The final 

two named generations are generation Z, which describes those who 

were born between years 1997 and 2010 and finally generation Alpha is 

the term used for those who are born years 2011 and 2024. Kotler de-

scribes the gaps between these named generations in the marketing 

planning and implementing, which leads the organizations to find new 

ways in planning marketing operations and directing marketing pro-

cesses. (Kotler, 2023). 

The basics of marketing, printing, the marketing mix and marketing 

strategy decision making process is explained through literature that has 

existed for a longer time. The concept of digitalization has been re-

searched in more recent studies and can be explained through a contin-

uous developing perspective.  

Digitalization in marketing is described as “a process of moving a busi-

ness model that was originally used manually toward digital” (Rahman, 

2023). Digitalization enables valuable data collection and analytics. Mar-

keting analytics can provide valuable insights into customer preferences 

and trends (Keer, 2020). As digitalization offers new tools and dimen-

sions in marketing operations, the analytics of the operations also be-

comes deeper in detail. The qualities of the developed digital tools and 

the possibilities of integrations of the ecosystems they provide, market-

ing analytics results can be utilized in the marketing decision-making 

process.  
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Digital marketing can be categorized into six main categories according 

to Benyon and presented by Brown & Thompson. The categories are 

digital advertising, content marketing, email marketing, marketing au-

tomation, search engine marketing (SEM) and social media marketing 

(SMM). (Brown & Thompson, 2022; Benyon, 2019). 

The importance of measurement has been recognized in research. Ac-

cording to Verhoef & Leeflang, if managers could measure marketing 

productivity, the marketing productivity could be increased (Verhoef & 

Leeflang, 2009). Measurable marketing provides tools for development 

and management. 

Scott describes that in the past, traditional advertising, such as news-

papers, magazines, radio, television and printed direct mail were the 

media tools available. Using these media don’t allow personal targeting 

unless using very difficult, expensive ways. The internet provides more 

efficient, targeting options compared to traditional advertising methods 

that require large marketing budgets. Adding internet’s interaction pos-

sibilities compared to one-way, interrupting traditional advertising, web 

marketing can serve right content to the right person, at the right place, 

at the right time. (Scott, 2020). 

Hamel recommends businesses in his Leading revolution book, that 

when planning for the future, there is a need “to look where no-one else 

is looking at.” Hamel states that “sometimes creating proprietary fore-

sight is just a matter of slogging through more data.” (Hamel, 2000. 

p129). The concept of reinventing an industry is described in this Har-

vard Business School publication, where in one of his arguments, Hamel 

further encourages to always dig deeper into the data and ask further 

questions, why and what. Creating a data-oriented focus will allow to 

understand the meanings behind the data and provide further inputs for 

development processes as details are revealed through the data and its 

deep analysis.  
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2.1.2 Integrated marketing communications 

Integrated marketing communications (IMC) is an approach in market-

ing that includes several marketing channels and methods. Naik and 

Peters describe integrated marketing and its effectiveness which is 

based on a synergy of marketing activities, where effectiveness is high 

when each activity is succeeded. The synergy of marketing activities can 

be examined through four areas, combining different media types, 

scheduling the timing of each media activity, using design that have a 

similar form and integrating the used content in different channels into 

a mutual plan to maintain the synergy.  (Naik & Peters, 2015). 

The budget allocation of the marketing budget needs to be in synergy 

as well when IMC is planned. It has been discovered in research in the 

subject that offline media and online media combined can result in de-

crease in Offline media budget and online media budget can be in-

creased and added reach further achieved. The combination of offline 

media, such as TV and print and online media, such as internet adver-

tising and direct emailing, are called cross media. The synergy of cross 

media has proven advantages and budget planning can be supported 

with calculations utilizing specific mathematical formulas. (Naik & Pe-

ters, 2015). Social media has been growing, and new channels have 

been formed after Naik and Peters´ study, but social media can be linked 

into the cross-media synergy to broaden the integrated marketing com-

munication channels and methods to reach target audiences.  

McDonald et al., emphasize that “the aim of integrated marketing com-

munications is to combine our communications efforts so that customers 

feel that they have a single, consistent conversation with the firm, help-

ing both parties to achieve their objectives.” (McDonald et al., 2024). 

Percy provides a strategic and systematic approach to the IMC. He pre-

sents a model where communication flows are systematic regardless of 

the media. When developing an effective IMC plan, the focus at first is 

the review of the marketing plan. Any conditions in the market noticed 
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in the review phase should be investigated very closely. Cultural as-

pects, strength and weaknesses of the advertising and promotion mix, 

are elements that build the brand when balanced in a suitable way. The 

target audience needs to be selected, and research must be made con-

cerning customers decision-making paths. This will help to discover how 

the marketing communications process is working in each decision-mak-

ing stage. Finally, when the plan is finalized, the manager should make 

decisions on the budget allocation and choose the suitable media from 

available options. Choosing and naming primary and secondary media 

before implementing the plan, is the final stage of the planning process. 

Tracking the campaigns, collecting data and analysing them to recognize 

the effectiveness of the plan will act as a base for the following continu-

ous planning and implementation. (Percy, 2023). 

2.1.3 Value chain and modern marketing strategies  

In the concept of value chain as a framework in identifying international 

competitive advantage, Hollensen presents in his Global Marketing liter-

ature, that value chain activities are systematically linked in the opera-

tions throughout an organization’s infrastructure. Originally presented 

by Michael Porter, the value chain activities are a combination of support 

activities, such as human resource management, technology develop-

ment, procurement, which are streamed with primary activities. The pri-

mary activities include inbound logistics, operations, outbound logistics, 

marketing and sales and service. (Porter, 1998). 

Kotler presents the term megamarketing and five tech elements that 

enable the megamarketing concept. The elements are Internet of Things 

(IoT), Artificial Intelligence (AI), Spacing Computing (SC), Augmented 

Reality (AR) and Virtual Reality (VR) and Blockchain, a database that 

records data across multiple computers. (Kotler et al., 2023). Utilizing 

these technical elements require technology capabilities and agile test-

ing to receive results that drive business further in a profitable and sus-

tainable way.  
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Internet of Things (IoT) is a concept of interconnectivity, which com-

bines physical elements and thing to the internet. As Kotler describes, 

IoT “presents an opportunity for marketers to create innovative market-

ing campaigns that seamlessly integrate online and offline elements” 

(Kotler et al., 2023). Connecting traditional offline spaces of offline mar-

keting elements, such as printed material, there can be a connection 

between print and digital marketing in a measurable way. The ad-

vantage of IoT is that data can be collected and used in analysing cus-

tomer behaviour.  

Another additional term of marketing, metaverse marketing, according 

to Kotler et al., is not meant to replace traditional marketing, but to add 

to the existing marketing methods. Kotler et al describe that “as a result, 

they seamlessly integrate their metaverse initiatives into their existing 

marketing strategies, ensuring the sustainability in their metaverse 

marketing efforts”. Planning the metaverse marketing requires under-

standing customer motivations in the metaverse, design in how to par-

ticipate in the metaverse and thirdly, selecting the most suitable imple-

mentation ways. (Kotler et al., 2023). 

Different generations navigate in and between the metaverse in a dif-

ferent way, which is important for marketers to identify and to under-

stand. As an example, Generation Y and Generation Alpha, according to 

Kotler et al., are not as receptive to traditional advertising, meaning logo 

placement and product advertisement in virtual worlds. (Kotler et al., 

2023). New generations are reachable in other than traditional offline 

formats, although when visiting physical places, such as stores, they can 

be reached through instore marketing.  

Dahlén reminds that the strongest brands have a strong presence in 

visibility, also known as salience. Those brands which are seen in as 

many situations as possible have strong brand salience. Strong brand 

salience results in strong presentation in people’s minds. A well seen 

brand is the one that comes first into people’s minds. (Dahlén, 2006).  
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Supporting this view, an article by Godfrey, Seiders & Voss (2012) re-

minds, that “few marketers would limit themselves to a single commu-

nication channel, unless they were forced to do so.” In their article, a 

multichannel relationship communication and personalized messages to 

existing customers, is described as a part of a broad relationship mar-

keting strategy.  

In the beginning of the millennium, Mascarehas, Kesavan and Bernacchi 

describe in a value-chain book edited by Pita, et al., that any industry, 

almost all companies are functioning in faster developing business envi-

ronments and at risk more than ever. Even in the beginning of the mil-

lennium, the researchers have recognized that the main capability of a 

company is “its ability to continually redesign its value chain and to re-

shuffle its structural, technological, financial and human assets in order 

to achieve maximum competitive advantage.” (Pita et al., 2004).  Main-

taining focus on a company´s core strategic planning and implementa-

tion has been relevant throughout the evolution of digitalization. In their 

article, the suggestion is that managers should involve customers at all 

stages of the value chain. This model created in their study, is called 

Customer-value-chain-involvement (CVCI). The CVCI model enables 

creating an ongoing continuous customer feedback loop, which can re-

sult in deep and continuous loyal customer relationships. To succeed in 

the operation model, it is important that the managerial level is com-

mitted into the process and analysing the results on a regular basis. 

(Pita et al., 2004). 

2.2  The marketing business environment 

A changing business environment can be viewed under the term market 

dynamics. According to Banton (2024) “Market dynamics refer to the 

forces, patterns and behaviors that shape the interactions between pro-

ducers, consumers, and other stakeholders in an economic system.” 

This system is a complex interactive mechanism that can rapidly change 
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and be affected in a crisis or other change in the business or societal 

environment. The following factors are part of the system and are re-

viewed in the following subchapters.  

2.2.1 Global COVID-19 pandemic driving change in marketing 

COVID-19 was a global pandemic in 2020-2022, according to the World 

Health Organization (World Health Organization, 2025). In this research, 

COVID-19 is reviewed as an era that had an impact in changing global 

business operations in an unseen way. This research concentrates on 

the time after the pandemic was declared to be over by the World Health 

Organization and in an international business perspective rather than 

going into detail of what scientific or biological health issues COVID is 

related to. The understanding of the health concept of COVID-19 is not 

in the scope of this research as it concentrates on the marketing busi-

ness perspective, and more precisely marketing decisions and the rea-

sons behind those decisions after the pandemic. The pandemic was a 

global situation which forced companies and organizations to change 

their operations rapidly and this study aims to find out if COVID-19 pe-

riod forced digitalization and lead to permanent changes and if it formed 

new practices in marketing.  

As this research concentrates on the time after COVID-19 pandemic, it 

is important to understand and reflect to the changes compared to the 

pre-pandemic era and situation before year 2020. There are media in-

dustry annual reports from before and after year 2020 that will be re-

viewed and presented to make a comparison and to view changes in 

marketing operations. There are several research and data providers 

that are reviewed by companies and stakeholders operating in market-

ing and having to make decisions about the marketing strategies and 

marketing budget. To understand how the print and digital media has 

and is changing in Finland and globally after the pandemic, a selection 

of a variety of data has been studied and examined. Some key data 

providers and researchers are introduced in this research.   
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According to studies after the pandemic, research states that micro, 

small and medium sized organizations are transitioning to digital mar-

keting to achieve and maintain competitiveness in their market, espe-

cially after the pandemic (Rahman et al.,2023). The research of Rahman 

et al. revealed that “there is a need for innovation efforts from related 

parties so that post-pandemic buying and selling process goes according 

to expectations.” In addition, there was a problem identified that the 

cost of digitalization leads to prefer traditional marketing, which how-

ever was not preferred by the target groups.  

In a global aspect, the effect of the pandemic in driving digitalization 

has been studied in the recent years, following the COVID-19 pandemic. 

As stated in research conducted in Malaysia, “the importance of digital-

ization was amplified during COVID-19 pandemic, accelerating the digi-

tal transformation process for many nations.” Continuing the statement, 

it is described, that “Fourth Industrial Revolution (IR4.0) led this pro-

cess, facilitating the adaptation of new technologies such as Artificial 

Intelligence (AI), cloud, and big data in all aspects of our lives.” (Rasiah 

et al., 2023). 

The research by Basu et al. discusses that “The growing centrality of 

customer psychology and decision-making in the application of market-

ing analytics underscores the need for businesses to adopt a more cus-

tomer-centric approach, tailoring their strategies to the intricate nuances 

of modern consumer behaviour.” In the study, it was acknowledged that 

after the COVID-10 pandemic, there was a surge in the adaptation of 

data-driven business decision-making process (Basu et al., 2023). As 

the customer expectations have risen in competitive business environ-

ments, the need for customer understanding and evolving trends within 

the target audience, is an asset for marketing decision makers and man-

agers operating in the marketing decision-making process.  

Ahmic et al. discovered four stakeholder managerial concerns during the 

COVID-19. The first concern was workers suddenly working from home 
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or in hybrid mode. The second concern was security and health related, 

such as how to create a safe shopping environment for customers. The 

third concern discovered were value chain related, such as logistics, the 

termination of contracts by significant customers and the distance from 

the production sites compared to the delivery destination. The final and 

fourth concern areas during the COVID-19 were related to new commu-

nication and connection ways, depending on the capabilities of IT, digital 

platforms and stakeholders’ preparedness to operate in these new ways. 

(Ahmic et al., 2021). As a global benchmark from Europe, Bosnia and 

Herzegovina, statistically the year 2020 was most effected in export, 

industrial production and tourism. The following year 2021 improve-

ments in these areas of operations were made but inflation growth made 

it more challenging to bounce back. (Agency for Statistics – BHAS, 

2022). 

Lark & Bonfrer discuss in their article “Hybrid marketing is here to stay: 

preparing for the marketing operation environment”, how not only the 

way workers collaborated and communicated in the work places re-

motely during COVID-19, but also the marketers, consumers and busi-

nesses were in a situation where the way they used to operate was 

changed to a new way (Lark & Bonfrer, 2022). The way customers in-

teract with businesses changed due to the pandemic and new ways 

needed to be service designed, developed and operated in agile ways. 

The findings Lark & Bonfrer found was that as digital-only experiences 

were presented to consumers during COVID-19, such as online grocery 

shopping to other digital interactions, the preferences and behaviours 

have changed so that there are new standards for customer experiences 

in the entire lifecycle of the buying process (Lark & Bonfrer, 2022). This 

finding will give a guideline for all marketers, that a change has hap-

pened and there is a need to focus on the development in the industry, 

to stay aware of the most suitable ways to operate in the still evolving 

business environment. 
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2.2.2 Post pandemic development needs of businesses in South 

Ostrobothnia  

Based on results of research called “Success, strategies and future plans 

of firms in South Ostrobothnia”, companies had managed to maintain or 

grow their market position during the pandemic (Joensuu-Salo et al., 

2022). In the research, which was part of a regional council-funded pro-

ject AKKE, the aim was to identify changes and future needs of business 

models shaped by the pandemic. It was discovered that companies had 

a grown need for coaching and training concerning digital operations. 

Participants in the study had mentioned in open questions that the in-

fluence of social media channels became more effective in their market-

ing and digitalization became more important in business operations in 

a larger perspective. Companies had to centralize and concentrate on 

new marketing channels, some renewing their brand at the same time. 

An interesting find is, that companies, who´s business had declined, 

aimed growth with similar methods than those companies who´s branch 

had survived well and succeeded in the market. (Joensuu-Salo et al., 

2022). 

According to the results of the South Ostrobothnia AKKE-research, the 

COVID-19 pandemic had an impact on which type of growth strategies 

companies see in their future. There were geographical differences in 

the results. The city areas were more concentrated into finding new cus-

tomers from the existing markets, and rural areas were creating and 

developing new products and services for new markets. Those compa-

nies who aimed to grow defined themselves as more digital oriented 

than those who were not aiming at growth. Companies operating in a 

lower succeeding branch had lower digital orientation. When asked more 

specific questions related to which area of business operations there was 

a need for more expertise, the highest rate was the need for more ex-

pertise in digital marketing related skills, and the second highest was 

general marketing related skills and expertise. (Joensuu-Salo et al., 



23 

 

2022). The results show a relation with marketing strategies, compa-

nies´ growth aims, and choosing the most effective tools and processes 

for marketing operations. The marketing- and media-mix will be more 

digital as companies gain new digital skills and capabilities and start 

operating more digitally to reach their growth aims. 

The most popular growth strategy in the South Ostrobothnia research 

was to grow with existing products in existing markets. This strategy 

requires maintaining and strengthening existing customer relationships 

and finding new customers. It requires leaderships skills in both cus-

tomer relations as marketing communications. Especially finding new 

customers requires skills and capabilities in digital marketing. (Joensuu-

Salo et al., 2022). 

2.3 Finnish marketing and media spend in budgets 

The Federation of the Printing Industry in Finland, is a trade organiza-

tion. It is a member association of Finnish Media Federation also known 

as Finnmedia. The FPIF states that its mission is to ”enhance the com-

petitiveness of our member companies and make sure that the business 

environment supports the success of our industry.” (Federation of the 

Printing Industry in Finland, 2025.)  In their latest 2024 annual report, 

it is stated that statistics of the industry are incomplete as some of the 

companies categorize themselves in non-related categories. This will 

have an impact on the relevance of conclusions in the printing industry 

and needs to be noticed when reviewing and analysing the reports in 

research in the area. According to FPIF, it will release a sustainability 

model for the industry during the year 2025, to respond to the need of 

helping the printing industry operators to manage and measure their 

sustainability issues. (Print & Media, 2025). 

In research published by Statistics Finland, a Finnish national statistical 

research organization in 2021, it is stated that “The digital transfor-

mation of the media industry accelerated during the COVID-19 year: the 
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publishing industry continued to shrink, while digital media increased 

their consumption.” (Statistics Finland, 2021). 

It was discovered during this literature review that “The production of 

the mass media statistics ended on 31 December 2024. The decision to 

discontinue statistics production is connected to central government 

savings, because of which Statistics Finland's budget will contract.” (Sta-

tistics Finland, 2024) In practice, the decision means that further re-

search data about the research topic of media methods in Finland will 

be provided by separate and various research companies and not nec-

essarily combined by a governmentally financed researcher.  

Kantar Media Finland is a market research and media intelligence com-

pany that provides information consumer behaviour, media trends and 

advertising insights. Kantar Media Finland is a part of international Kan-

tar, which is the world’s leading marketing data and analytics business. 

Kantar sees itself as helping its customers to understand how to shape 

the future with available data of occurred situations, such as crisis situ-

ations like the pandemic.  

When Kantar Media announces its research results, it is widely distrib-

uted and sited globally within the industry. In the latest report Kantar 

states that in 2024 total media advertising spending in Finland was 

1,3336M€ and there was a decrease compared to year 2023. Digital 

advertising covered 54,9% of the total media spending. The categoriza-

tion of the research results varies, and in those categories where digital 

media is calculated together with print media, print media share is 17% 

of the total market. (Kantar, 2024).  

When reviewing history data from the Kantar data, it was important to 

investigate the timeline to see the pre-pandemic and the pandemic 

starting time, to understand from a data proven view, what the impact 

of the global crisis was for the marketing and media sector. Through 

graphs the change can be visually noticed and then analysed deeper.   
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In Picture 1 presented by Kantar in 2020, the visible change of media 

advertising expenditure due to the pandemic is seen in the months of 

February and March 2020 when the pandemic spread. Compared to the 

previous year 2019 the total media advertising, including print and dig-

ital media, had a decline. (Kantar. 2020). 

 

Picture 1. The Media Advertising Expenditure Trends  

In the picture the cumulative development is presented together with 

the change-% versus previous year. This chart does not separate the 

print and digital media, which could provide a comparison of the decline 

between the two media choices. However, the chart shows that there 

was a drastic change in the use of media, that was a new starting point 

on which media expenditure was later evolved based on new experi-

ences and methods and the rising digitalization.  

IAB Finland is a digital media focused community and partner to com-

panies aiming at increasing their knowledge in digital marketing. IAB 

Finland provides information, workshops, seminars and courses for pro-

fessionals and organizations. IAB Finland also participates in the regu-

lation processes by giving its expertise in the field of digital marketing. 

It is a part of the IAB global community and provides a unique global 

network to its members. While IAB concentrates in digital marketing, its 
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research and article provide valuable insights to the integrated market-

ing communications (IMC) and its development. As companies have an 

increased need to develop their digital media skills, educational insti-

tutes such as IAB Finland have an important role in offering targeted 

programs for companies and their professionals. (IAB Finland, 2025). 

2.4 Sustainability in marketing 

Sustainability has become one of the key elements and factors in busi-

ness decision making and there are regulations that are impacting mar-

keting decisions as well as other business operations. Sustainable mar-

keting, according to the director of Commercial Reach & Influence at 

Cambridge University, Charlie Thompson is defined as follows: “Sustain-

able marketing is a purpose-driven practice that works to orientate busi-

nesses, brands and society towards a sustainable future, influencing ap-

propriate awareness, aspiration, adoption and action across economic 

and sociocultural systems by taking necessary accountability for its im-

pacts and opportunities. In doing so, it acts in service of long-term well-

being for all.” (Thompson, 2023). 

A Business Systems Research Journal research published in 2022 by 

Ahmic revealed that “strategic sustainability orientation significantly and 

positively influences organizations resilience and its three sub-compo-

nents: anticipation, coping and adaptation capabilities.” (Ahmic, 2022). 

Sustainability is monitored by auditing and auditing results can give var-

ious certifications to organizations to present them forward to their cus-

tomers and stakeholders. IAB Finland has a Sustainability work group, 

formed of marketing industry sustainability professionals. In their recent 

article, the group presents five key points concerning sustainability for 

companies operating in business.  

1. Sustainability in the core of business  

2. Consumers expectations and values 
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3. Business advantages and risks 

4. Meaning of stakeholder relationships 

5. Consequences of neglecting sustainability  

The first point highlights that sustainability cannot be a separate part of 

a company´s operations, but instead it must be a keen part of the busi-

ness strategy and marketing. When a company has genuine sustainable 

marketing, it strengthens the brand, builds trust to clients and differen-

tiates the company from competitors. The second point highlights that 

consumers, especially younger generations expect sustainability and re-

sponsibility from companies and are ready to pay more for products and 

services that reflect their values. Honest and open communication about 

sustainability acts are the key in building this trust. Thirdly, sustainabil-

ity can be a strategic competitive advantage, but it requires consistency 

and openness to succeed in its realization. Misleading propositions or 

green washing can lead to decline in reputation, decline in customers or 

legal actions.  The meaning of stakeholder relations is the fourth key 

point presented by IAB Finland sustainability group. It means that sus-

tainable companies are more interesting to employees, strengthens 

partnerships and investors and increase the reputation of the company. 

Companies should also require sustainability from their subcontractors 

and business partners. Neglecting sustainability is the fifth and final key 

point emphasizing that if sustainability is not taken into consideration, 

there can be several consequences. A company can lose competitive 

advantage, trust, reputation, have legal consequences and problems in 

adapting into the stricter laws. The lack of sustainability can endanger 

long term business. (IAB Finland, 2025).    

2.5 Theoretical framework 

To gain an understanding of the existing situation of the research sub-

ject and to deepen knowledge to any future trends of development in 
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marketing decision making between and within printed and digital mar-

keting materials, this research is based on previous literature, studies, 

scientific and other public articles, in addition to semi-conducted in-per-

son interviews. According to Swanson, “a theoretical framework helps 

to ground the research focus understudy with theoretical underpinnings 

and to frame the inquiry for data analysis and interpretation. “(Swanson, 

2013). The formation of the framework in this research was first 

sketched around the key elements of the research questions and then 

built on a Lucidchart-tool to present the elements based on the literature 

view findings. On the left the key elements around the post-pandemic 

strategic marketing decision making are marketing budget, business en-

vironment, sustainability and the marketing and media mix, divided into 

print and digital. The right side of the framework describes the business 

operational factors, the left side the marketing production factors. In the 

upper middle is the budget, and in the down middle is sustainability. 

Together the factors form an ecosystem needed to strategic marketing 

decision making and a balanced operational business model. The de-

scription of the Integrated marketing communications can be viewed 

with the context of this framework.    

 

Chart 1. Theoretical framework 

The theoretical framework has been used as the base of the interview 

questions in the semi-conducted interviews. The framework raises the 
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themes which are involved in the research area and shows the connec-

tions and relations in the operational context as well. The framework can 

also be seen as a mind map-type graph, connecting elements in relevant 

categories and showing dependencies to the research subject named in 

in the middle. 
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3 RESEARCH METHODOLOGY 

This chapter describes the methodology used in this research to discover 

knowledge and understanding of the use of print and digital marketing 

in organizations operating in the service, travel and public sectors in the 

Ostrobothnia area. The research also aims in creating an understanding 

of the reasons behind the marketing mix decisions. The stages of the 

methodology involve research approach, research purpose, research 

goals, data collection, analysis and liability and validity of the research. 

3.1 Research approach 

The outcome of this research can provide valuable insights in how busi-

nesses in the marketing and print industry can stay competitive in an 

increasingly digital-first world. Creating a well-balanced and growth aim-

ing marketing budget is important for companies, but there is a need to 

understand the different aspects of possible marketing methods before 

making decisions on how to reach the target group in a profitable way, 

to reach a satisfactory return on invest (ROI).   

The principle of relevance in qualitative research is described as an ap-

proach where the sample is obtained by the aim of receiving information 

and insight from a source that has an appropriate experience and 

knowledge from the research subject. The amount of sample is not sig-

nificant, but the quality and relevance of source is. (Puusa, 2020) This 

research follows the principle of relevance as base of decision of the 

research information sources, the organizations and interviewees. The 

scope of the research is organizations operating in the Vaasa region, in 

Ostrobothnia, Finland. The interviewees are decision makers in company 

marketing and are involved in the marketing strategy and budgeting 

processes as well. To understand the current and future of marketing 

decision making factors in these organizations, the research approached 

and contacted active decision-making managerial roles in the area.  
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3.2 Research purpose 

This research is valuable, as it is important to understand if and how the 

field of marketing has changed permanently and in which aspects after 

the COVID-19 pandemic. This research will give insight for companies 

for better and more suitable planning, investments and development for 

their marketing and business operations in the future. The research also 

aims to give insight into the marketing decision making process and 

criteria and to also give insight to those providing marketing services to 

companies and organizations. Understanding the ecosystem of the mar-

keting decision making process and the reasons behind budget alloca-

tion and the purpose behind of the marketing decisions, will give tools 

to adapt into the constantly changing and more digitalized field of mar-

keting.    

As Kotler describes in his publication Marketing 5.0., marketing has 

evolved from the earlier studies, where the model of 4P’s was one of the 

most used basic marketing models based on research (Kotler et al, 

2023). These 4P’s, product, place, price and promotion have been ac-

companied by other additional factors during the change in the field of 

business operations and thus marketing. Understanding the additional 

factors and the change in the global business environment due to digi-

talization, is essential for businesses operating with the marketing mix, 

which also keeps changing and developing into a more complex set of 

marketing methods.  

Printing has been historically a method of producing communication ma-

terial to audiences, but due to digitalization and new communication 

channels and change in audience’s media preferences, the amount of 

printing has decreased already before the pandemic, especially after 

year 2008 (Federation of the Printing Industry in Finland, 2018). The 

pandemic however changed the way business could do their business, 

how they could reach their customers and especially those businesses 

who lost profit, needed to rapidly adapt to digital ways in reaching their 
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target audiences, as physical, printed materials were more difficult to 

produce and distribute compared to digital materials. The pandemic as 

a sudden global crisis differs from a long-term industrial evolutional and 

developmental change, which printing as an industry has experienced 

during the digitalization.      

3.3 Research goals 

The main research goals are to find out the reasons behind the decisions 

when producing marketing materials, print, digital, or other communi-

cation materials in companies after the global COVID-19 pandemic. As 

the aim of this research is to discover answers to the research questions, 

it is valuable to receive first-hand information from decision makers who 

are aware of all the factors behind the timeframe and operational envi-

ronment of the services industry, such as retail, service, travel and pub-

lic service industry in Ostrobothnia before, during and after COVID-19. 

Interviewees have been chosen to represent not only the organisation 

they work for, but as part of their role, representing their wide range of 

stakeholders and inner customers.  

The aim is to highlight the key challenges the printing industry has faced 

in the era of digital transformation, including competition from digital-

only media, the decline in print consumption, and rising consumer ex-

pectations for fast, personalized service and communication.  

3.4 Research methods 

This research uses qualitative methods. Interviews to organizations, the 

marketing decision makers in companies operating in the Ostrobothnia 

area in the retail, travel and service sector as well as insights from the 

printing and digital marketing companies in Finland, will give input and 

knowledge to this research. Reviewing literature and industry related 

publications, such as annual reports will give secondary data of the use 
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of printing and digital media methods in Finland in general before and 

after the COVID-19 pandemic.  

A semi-conducted interview gives in-depth and detailed understanding 

of decision making and processes behind them. While shaping the inter-

view questions, it is important not to make questions that make as-

sumptions or lead the interviewee to any answers that are in the inter-

viewer’s hypothesis (Wells, 2020). 

In this research the research interview invitation was sent in Ostroboth-

nia March 2025 via email to the recipients (Appendix 1.), after a phone 

discussion which introduced the research subject to the interviewees. 

The timetable for the interview was proposed to the interviewees within 

a same two-week period, aiming at conducting all the interviews within 

two weeks. This way the interviews for the research could be processed 

in a good focus without delays for the research advantage.  

As Puusa describes, it often is valuable to send the research questions 

and subjects of the discussion to the interviewees in advance, as it helps 

to achieve the goals of the interviews, which is to receive an in-depth 

insight from the chosen persons to the research problem and the area 

of interest (Puusa, 2020). 

3.5 Research questions and sub research questions 

The specific question that this research will aim to answer is: Have Os-

trobothnian organizations operating in the service, travel and public sec-

tor, with international stakeholders, made changes in the use of printed 

and digital marketing material after COVID-19 and if so, why?  

The sub research questions are: Have these companies found a balance 

between printed and digital marketing after COVID-19 pandemic? What 

are the main reasons behind the use of marketing material decisions 

(cost, sustainability, production time, logistics, better reach of target 



34 

 

group, other?) The interview questions (Appendix 2.) in this research 

are formed based on these research questions. The research questions 

are divided into main categories: general background, where interview-

ees talk about their role in the company and related to marketing deci-

sion making. Second category is discussion about the marketing strat-

egy changes post-pandemic, to find out if their strategy changed and 

how. It also leads the discussion to find out the most significant chal-

lenges in adapting marketing efforts during and after pandemic. The 

balance between print and digital marketing is talked in the third part of 

the interview questions to find out if and how there was a change in the 

use of print and digital marketing. The question of the role and value of 

print in marketing is asked in this part, as well as the role of digital 

marketing to find out the difference between them. A customer engage-

ment related question belongs to this part, to ask if the interviewees see 

a difference in customer engagement and conversion between print and 

digital marketing. The role of international marketing is discussed 

through semi-conducted topics related to the possible change during 

pandemic and the role of printed and digital tools for international audi-

ences. The final part of the interview aims to discover the role of sus-

tainability and future trends in the interviewed companies. These 

themes are part of the theoretical framework and the interview, and the 

pre-sent questions and discussion frame was based on the subjects from 

the theoretical framework. 

Approaching the issue through these research questions comes from the 

need to understand the decision-making factors organizations have to 

consider in their annual planning to stay in the budget frame given. 

Verhoef and Leeflang mention that “marketing departments should have 

a strong role within the company, as it will improve business perfor-

mance” (Verhoef et al., 2009), which is relevant in the understanding of 

the role of smart decision-making concerning marketing. Verhoef and 

Leeflang listed consequences if the role of marketing is not considered 

as a strategic element in business. One of the listed issues is that the 
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synergies that result from mixing marketing decision disappear. Key ca-

pabilities linked to the improved performance of marketing departments 

are accountability, innovativeness and customer connection (Verhoef et 

al., 2009).  

The research questions also serve the marketing production companies, 

as receiving the answers will help them to analyse their business envi-

ronment and to develop their customer success management in a more 

customer centric way. Being customer centric is seen as an opportunity 

to build strategic customer relationships and to grow together with the 

customer, in a trusted partnership. The questions provide the possibility 

to gain insight in the customers value chain and more knowledge of the 

factors that influence the customers business and marketing decision 

making.  

3.6 Research hypothesis 

In the hypothesis, both the marketing buyer has needed to find new 

tools, and the seller has had to adapt its operations and production ca-

pacity to new levels due to the COVID-19 era. It is in interest to find 

out, what issues have been seen as good practises, that have stayed 

since the pandemic and what issues have been replaced, and what have 

been brought back from the past to post-pandemic marketing opera-

tions. 

The researcher has experienced the pandemic firsthand and started 

working as an Agile Coach in a printing and marketing production com-

pany, aiming at leading agile practises in the company’s own sales and 

marketing department, together with business units, at the difficult new 

situation the pandemic made in the market. This study includes some 

insights based on personal work experience as a professional in the field 

of marketing for several years. 
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3.7 Research analysis 

Analyzing interview material in qualitative research is described by Anu 

Puusa as detective work, where the interviewee combines his or her own 

preliminary thoughts to the discussions held during the interviews, that 

will result in a story presented in the research. Puusa emphasizes that 

the analysis of the interview material should not be mechanical catego-

rizing, but a thinking process that results into a research story presented 

in the research (Puusa, 2020).  

As Puusa mentions, it is important to give the interviewee the oppor-

tunity to widely talk about the subject, and to deepen the understanding 

of the research, the interviewer should also have a good understanding 

of the subject in the research to be able to combine the previous 

knowledge to the interview results. (Puusa, 2020). 

In this research, the author has a background and a profession in the 

field of marketing and marketing communication. This background, 

combined with the experience as working before, during and after the 

pandemic, in the field of marketing operations and development in a 

marketing production service organization, provides is a deep under-

standing of the subject through primary experience. However, the inter-

view questions and the interviews were conducted with the aim to re-

ceive the responses without any emphasis on the researcher’s previous 

work experience, opinions or assumptions, to maintain the research 

open to the responses and insights from the interviewees and the or-

ganizations they represent.  

The analysis phase uses coding to present the results and insights anon-

ymously and categorically. This method follows the “the process of de-

veloping and combining (or breaking up) categories is essentially about 

observing the principles of exhaustiveness and exclusiveness.” Following 

the guidelines of Gillham’s categorizing, the main highlights from the 

interviews were formed into an analysis grid (Gillham, 2000), attached 

as appendix 3 in the research paper. Appendix 4 presents the thematic 
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interview analysis which gathers the direct quotes of the interviewees in 

a categorized grid.  

3.8 Research liability and validity 

To ensure the liability and validity of the research the subject was cho-

sen based on several years personal working experience in the market-

ing industry and industry statistics and reports. The search for the ex-

isting literature for the literature review chapter was conducted with ac-

ademic search engines, such as VAMK Finna Tritonia Library, using key 

word searches related to the subject and industry. As COVID-19 pan-

demic is a global health crisis of a recent era, there was specific effort 

to find information to support the timeframe of after the pandemic. The 

literature review includes insights of basics of marketing, printing and 

digital marketing, sustainability, supply chain management and cus-

tomer centric business. Suitable literature was searched and discovered 

also in physical libraries and printed books. Recent studies in the era of 

post-pandemic however were mostly available online.  

Once the research subject, main research questions and the targeted 

geographical research area and industry where decided, the participat-

ing companies were chosen to represent such companies which have 

active marketing operations, and their industry or sector had been af-

fected by the COVID-19 pandemic. The interviewees were all directly 

contacted first by a phone conversation and a mutual email-invitation 

with the interview questions attached to present the scope of the coming 

interview. The interviews were all made in person, recorded and tran-

scribed with a voice recorder and Microsoft Word-transcription tool. One 

interview was held in English and the others were held in Finnish lan-

guage so there was a need to translate the transcriptions before the key 

words could be recognized from the interview data.  
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All interviewees were kept anonymous, and the data is presented after 

coding the participants. The results are based in the interviewees inter-

pretations of their own personal experience as managers and marketing 

decision-makers in their own field of expertise. These interpretations are 

reviewed together with the existing literature, and the conclusions are 

based on them combined.    
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4 INTERVIEW FINDINGS AND ANALYSIS 

This part of the research paper will present the interview results after 

the process of coding was completed and a coding chart was formed as 

part of the process. “Coding is an analytic method that condenses units 

of qualitative data into abridged forms for purposes of pattern detection 

and development of other analytic outcomes such as categories, con-

cepts, assertions, and themes.” (Wolgemuth et al., 2024). The chosen 

interview analysis method is thematic analysis.  

The six themes were risen from the interviews, after reviewing similari-

ties and repeated themes in the results. The chart included the coded 

interviewees on top of the chart, P1, P2, P3, P4 and P5. P3 and P4 were 

in the same interview, as their organizations are closely linked to each 

other. The keywords, the themes of the chart were named on the left 

side of the chart. The presented themes are digitalization, lifecycle of 

printed material, quick response to trends, sustainability, measurability 

and print.  

The thematic analysis chart consists of direct citations from the in-per-

son interviews and are presented anonymously without any recognisable 

features. Anonymous handling of the interviews and the citations are 

agreed with the interview participates. The content provides direct 

thoughts of interviewed persons to the research themes. The chart and 

the highlights do not contain all citations of the interviews, as the inter-

views were all approximately 45 minutes and consisted broad discussion 

around the subject. Re-reading the dictations, highlighting the main 

points in text, and re-listening the interview recordings validate the cho-

sen content of the final analysis chart. The results, key findings and 

highlights are presented by each theme, in the following subchapters, 

together with the analysis and findings of the interviews. 

After forming the thematic analysis chart, the next phase of the research 

was to return to the research questions and to further analyse them 
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based on the literature review findings. Generally, there were several 

points that were in the research hypothesis, but there were also addi-

tional findings in the interview material. This chapter describes the find-

ings and adds researchers’ analysis to them. The analysis takes into 

consideration a broader perspective than only the thematic analysis it-

self. As the interviews were held as a semi-conducted interview, there 

was additional discussion related to the marketing and business opera-

tions and strategy, which provide insight outside the interview question 

range.  

The research questions were: Have organizations in Ostrobothnia, oper-

ating in the service, travel and public sector with international stake-

holders, made changes in the use of printed and digital marketing ma-

terial after COVID-19 and if so, why? The sub research questions are: 

Have these companies found a balance between printed and digital mar-

keting after COVID-19 pandemic? What are the main reasons behind the 

use of marketing material decisions (cost, sustainability, production 

time, logistics, better reach of target group, other?) The analysis de-

scribes the business environments, key themes discovered through the 

thematic analysis, the marketing decision making factors and the role of 

printed marketing material, which needs its own review based on the 

results. 

4.1 Pandemic and post-pandemic business environments 

The interviewees, coded P1, P2, P3, P4 and P5 described that the pan-

demic rapidly changed their business environment. The area of Ostro-

bothnia, especially the Vaasa region and the city of Vaasa, are described 

by all the interviewees as international environments. Businesses oper-

ating in the area have international workforce, universities and other 

schools are known from their international students and co-operation 

with global education operators.  
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Businesses that P1, P2 and P3 represent are very dependent on inter-

national customers in their business. P1 mentions that they have work-

force from educational institutions, which can mean both international 

and local students. Therefore, due to the pandemic social distancing reg-

ulations and restrictions in the society, there was a major impact in the 

business environment and adjustments had to be made in daily opera-

tions. One of the adjustments was being more digital to reach and in-

teract with stakeholders and customers. P3 describes how operations 

where immediately directed into non-stop Microsoft Teams-meetings 

without meetings or interaction in person. Customers couldn’t visit 

stores on a regular basis, consumers started more frequent online shop-

ping and traveling wasn’t possible due to governmental restriction lo-

cally and global restrictions affecting travellers planning to come to the 

area from abroad. 

The post-pandemic period officially started 2022 when WHO declared 

the pandemic to be over. Travelling and regular consuming had gradu-

ally begun to increase earlier, as restrictions were eased and vaccination 

programs had been in effect in the society. But as business operations 

and consumer behaviour had already changed to operate in a more dig-

ital way, the interviewed organizations had noticed that increased digi-

talization and new digital channels still maintained strong in presence. 

Distance working has become regular among working people, which 

means that marketing must be considered more digital to reach the tar-

get groups in their mobile or other online platforms rather than handing 

flyers in physical locations or sending printed brochures to distance 

workers who visit the office location only occasionally or not at all. Ra-

siah et al. also described the pandemics impact in accelerating digitali-

zation. The literature review confirms the statements by the interview-

ees that the importance of digitalization was amplified during COVID-19 

pandemic, accelerating the digital transformation process for many na-

tions. (Rasiah et al.,2020). 
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P2, P3, P4 and P5 attend regularly fairs and seminars within their branch 

and found physical presence important as part of their marketing. P2 

describes how participation in fairs has become more digital and less 

printed material is distributed in fair stands. P2 also adds to the discus-

sion how some industry fairs have become more business-to-business 

events rather than consumer events post-pandemic. Businesses book 

meetings with b2b visitors in advance to discuss business, and this al-

lows more time for presentations and sales negotiations compared to 

walking in the event venue handing flyers or brochures in the event. 

Joensuu-Salo et al. emphasize similarly, that especially finding new cus-

tomers requires skills and capabilities in digital marketing. (Joensuu-

Salo et al., 2022).  

4.2 Digitalization in measurable and modern marketing 

After analysing the key words via coding, it was clear that digitalization 

is one of the main elements of marketing operations in the researched 

organizations. The main citations of the interviewees under the theme 

digitalization in the thematic chart were as follows: 

P1: “Digital channels have risen to become, let’s say, our main chan-

nels”; P2: "Digitalization enables data which supports our marketing de-

cision making"; P3: “Nine out of ten want digitally produced info mate-

rial”; P4 & P5: “Pandemic accelerated and developed digitalization”. 

The revealing highlighted comment was from interviewee P3, as the 

mention came that while attending global industry fairs, “nine out of ten 

want digitally” produced info material. The answer came while during 

the interview discussion, it was asked if the organization would have 

digital screens or paper brochures as marketing material on their stands. 

P3 also adds that “Web is very important still and we have never put 

this amount of money for example in Google ads”. As Kotler presents, 

the marketing mix has changed and in addition to the traditional 4P’s, 

product, place, price and promotion, there are new components in the 
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mix and marketing has evolved from earlier studies. (Kotler et al. 2023). 

The balance of the marketing components has changed and the demand 

for digital materials by customers attending fairs is according to the in-

terviewees very high. 

P1 mentions that there were many changes in the business environment 

before, during and after the pandemic. The rise of digitalization had al-

ready begun pre-pandemic, and issues such as producing different lan-

guage versions in marketing material is more cost efficient in digital 

channels that physical printed material, where formats have certain 

measured space to use and language variations cannot be similarly all 

be placed in one product, as the text content size will not be practical.  

P2 emphasizes that “from a marketing perspective measuring is also 

important and in digital channels there is data available”. This supports 

statements by Keer, that digitalization enables valuable data collection 

and analytics. In addition, marketing analytics can provide valuable in-

sights into customer preferences and trends (Keer, 2020). P4 & P5 ex-

plain from their point of view that "Digital marketing is so much more 

when thinking input/output ratio". 

The importance of measurement was also recognized by Verhoef & 

Leeflang, who stated if managers could measure marketing productivity, 

the marketing productivity could be increased (Verhoef & Leeflang, 

2009). In the interview P1 compared print and digital marketing, men-

tioning that digital marketing produces data for analysis, while similar 

data is not available for print. Measurability is one decision making fac-

tor, when considering marketing procedures between print and digital 

marketing.  

The thematic coding brought up the theme of quick response to trends 

which implicated that there is a need for quick reactions, which is pos-

sible in digital marketing. Comments in the discussion by the interview-

ees were similar in needs to react. P1 mentioned that in their daily op-

erations “We have to be aware all the time of what’s going on and follow 
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trends, which our digital partners do for us” adding “What does the youth 

think?” P2 finds that the “Content needs to be interesting to meet the 

right target group”. P3 feels that in the terms of relevance “We have to 

change more and more”. P4 and P5 analyse their need for relevance 

while stating that "You have to know and recognize who is in your chan-

nels and how they react". In addition, P4 describes the changed mar-

keting production processes by adding "No more long film-type com-

mercials, but quick, time-relevant content videos in social media." To 

conclude the discussion about relevance in todays marketing, P4 & P5 

emphasize that "Authenticity is important." 

4.3 Importance of sustainability in marketing decision making 

Sustainability is in the very core of marketing method decision making 

among all the organizations and the companies that they represent, that 

participated in this research. All the interviewees empathized that their 

owners core values and strategy are built upon sustainability and re-

sponsibility. As Thompson (2023) described, “Sustainable marketing is 

a purpose-driven practice”, which could be proven in the interview re-

sults concerning sustainable marketing. The key citations of the inter-

viewees under the theme sustainability are presented as follows: 

P1: “We choose materials that are ecological” “Sometimes logistics costs 

are higher than producing the brochure”. P2: “People want to hear about 

our sustainability issues and they need to be proved”, P3: “I think that's 

a big responsibility to think of what you're doing today for nature, maybe 

you put more effort to it (print) and I wouldn’t say luxury project but 

something specific, you just don't do it because it might end in the gar-

bage”, “We're in the sustainable Finland programme”. P4 & P5: "Our 

objectives come from strategy where carbon neutrality is a key issue" 

and "To not hand out brochures to everyone is a sustainability issue." 

From the perspective of sustainability, the statements emphasized that 

there cannot be materials that have a short lifecycle and are possibly 



45 

 

moved into trash as soon as they are delivered, such as dated printed 

materials, flyers, brochures, rollups, posters or equivalent. Sustainabil-

ity comes from the strategy and values of the organizations, so sustain-

ability is self-evident as all interviewees described. Mentioning the 

strong emphasis of the company owners’ and organizations’ commit-

ment to sustainable development issues in all business operations 

makes sustainability the most important element in the marketing deci-

sion-making process. To be able to calculate, measure and report sus-

tainability related components, there is a need for data of the marketing 

material production throughout the supply chain, from planning, pro-

duction to delivery and recycle. These direct and mandatory customer 

needs give good guidelines for marketing production companies towards 

a more data-driven production also from a sustainability point of view. 

The interviewees mentioned the importance of low carbon-footprint in 

marketing material production and the importance of a long lifecycle of 

a marketing material product. However, there were no mentioning of 

measurement or tracking of sustainability levels in the use of digital 

marketing material, which implies that the reporting is now focused on 

physical products rather than the production of digital materials.    

P2 sees that sustainability issues are key driving factors in their decision 

making concerning printed material, explaining that “if we print, we aim 

to use such material that has a long lifecycle.” Material that has changing 

content and information such as times and dates have a short lifecycle 

when any changes occur in the content. The printed material can also 

be smaller in size and include content that directs to company web pages 

where updated content is always available. P2 mentions that after di-

recting the customer to the web page, the customer journey can be an-

alysed and development made to enhance the customer experience. 

P3 raises the logistics aspect to the sustainability discussion by men-

tioning that in their business “we look at the whole loop from when we 

decide that we have to create, we would like to print very local so don't 

have big transportation” 
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4.4 Role of printed material in post-pandemic marketing 

All interviewees mentioned that the use of printed marketing material 

had decreased in their marketing. The decrease has accelerated after 

the pandemic, but there had already been changes in the balance be-

tween printed and digital marketing material before year 2020. Digital-

ization has become increasingly meaningful to the organizations leading 

into a decrease in printed marketing in the marketing and media mix. 

The citations of the interviewees under the theme print are presented 

as follows:  

P1: “If we would use more print, there should be more unique and some-

thing new from our perspective and we should be offered just the right 

solutions how we could utilize print, but so far we have not been pre-

sented by such solutions.” P2: "We genuinely try to utilize all our pro-

duced printed material (no waste)". P3: "Budget allocation between print 

and digital has shifted, let's say, from a six digit to four in print". P4 & 

P5: "Traditional printing houses need to transform into more digital 

houses." and "Print used to be much more simple than digital".  

Printed materials are produced only if the lifecycle of the printed mate-

rial, such as a brochure, is long. Another criterion is that it needs to be 

very relevant and well targeted to the right recipients to achieve its 

meaning in a profitable and sustainable way. The citations of the inter-

viewees under the theme lifecycle of printed material are presented as 

follows: 

P1: “Print lives such a short period of time”. P2: “Material that has 

changing content and information such as times and dates have a short 

lifecycle when any changes occur in the content” and “If we print, we 

aim to use such material that has a long lifecycle”. P3: “We have noticed 

for example of a brochure, that when we did the last brochure, we made 

it so that you can use it for two – three -four years of lifecycle”. P4 & 

P5: "Print materials, such as traditional newspapers, are alive only one 

day and then they are gone, they are thrown into the garbage." 
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P1 mentions that they have a need for data of the use and effectiveness 

of their printed marketing material but have not found a solution on how 

to collect such data for further analysis. P1 states “We analyse a lot of 

the data we receive, but we don’t receive it from print”. The lack of 

accurate data compared to digital marketing is one factor that influences 

marketing decision making. Scott mentions similar issues in his re-

search, saying using traditional media don’t allow personal targeting un-

less using very difficult, expensive ways. (Scott, 2020). 

When asked about budget allocation between print and digital market-

ing, P3 answered that the shift is estimated to have lowered from six to 

four digit in euros in print. The amount is significant, as the decrease 

directly affects the business of printing houses offering print materials. 

P1 describes how the costs of producing printed material are high and 

would take a major part of their marketing budget. The cost factor of 

print production and distribution is another important factor that influ-

ences marketing decision making when finding the right marketing op-

eration solutions.  

In addition, P1 brought up an important issue of the lack of ideas and 

inspiration from the printing service providers of possible new technolo-

gies and materials in the printing industry. P1 stated that “if we would 

use more print, there should be more unique and something new from 

our perspective and we should be offered just the right solutions how 

we could utilize print, but so far we have not been presented with such 

solutions.” P1 continues “it has been more like that we ourselves have 

decided to buy some print and sent material, but there has been nothing 

like, you could do this and that. So, there is lack of print expertise”.  

When evaluating and considering the use of printed marketing material, 

the right material selection and the use of new, more sustainable and 

ecological printing techniques might follow the organizations sustaina-

bility guidelines in a way that printed materials could be considered. 

Still, the content in printed material is more general and considered as 
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brand marketing rather than tactic marketing, as the first mentioned 

has a longer lifecycle as a relevant product. During the interviews there 

were printed brochures in the interviewees offices, that represented 

brand brochures and sustainability brochures, which both are designed 

to have approximately a three-year lifecycle according to interviewees 

P1, P2 and P3. According to P3 “We have noticed for example of a bro-

chure, that when we did the last brochure, we made it so that you can 

use it for two – three -four years of lifecycle”. 

P4 and P5 described the use of printed attachments between local news-

papers and postcards. Postcards are sent to specific target groups with 

a very detailed content. Logistics and postal costs are evaluated more 

strictly by all interviewee’s organizations, and therefore the use of direct 

mailing is not considered as a cost-efficient and profitable marketing 

communications method, but rather as special campaigns targeting to 

differ from digital content.  

P1 mentioned that traditional campaign catalogues can be seen as brand 

marketing in addition to tactical marketing. Producing special, seasonal 

campaign catalogues still have a role but, as production and logistics 

cost have risen, proper planning of such catalogue is very important to 

gain the best relevance of a catalogue. 

The use of QR codes in smaller printed items were a content technique 

that all interviewees had recognized to utilize traditional printed material 

to visit digital, more measurable channels. All the interviewees attend 

industry fairs and forums, domestic and international, mainly targeting 

their b-to-b target group. Compared to the time before the pandemic 

and the resent risen energy and logistics costs, there are smaller printed 

materials produced to lower the costs of delivery. Still, there is a need 

for printed material, as it can be seen and experienced as a concrete 

giveaway, aiming at leaving a memorable mark in the target groups 

minds. To test and measure the relevance of the handed printed mate-

rial, there is a suggestion or offer behind the QR code, that directs the 
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customer to digital channels, where interaction, communication and ser-

vice can continue.  

The research questions aimed to find out whether a balance has been 

formed between print marketing and digital marketing. After reviewing 

the interview results, it is clear, that the decline of printed marketing 

has continued, but there still are needs for printed marketing material. 

The criteria for the use and production of printed material in general 

have a larger emphasis than before. The results present that printed 

material cannot be wasted or overproduced. The meaning of the printed 

material should always be evaluated through sustainability criteria, such 

as material, production type, logistics types, energy level and overall 

cost.  

The lifecycle of printed material was one on the key criteria in the mar-

keting decision making concerning choice between printed or digital 

marketing material. Printed material can in some use cases be a give-

away-type product, something tangible and concrete that can be handed 

out in personal meeting with customers. Printed material can also be a 

unique product, that draws attention more than the constant flow of 

digital content in the target groups devices and surroundings. Printed 

material, according to the interview results is more often a brand build-

ing marketing product, rather than a promotional, short-time product. 

Short-time products are printed material such as flyers, posters, cam-

paign material with dates or prices. The content is a key element in the 

decision making, whether the content is communicated and distributed 

as a printed material or on digital channels, where any changing, de-

tailed content can be easily edited real-time.       

All the interviews for this research gave indications that marketing de-

cision makers have lowered the budget for printed material, but print is 

still in the assortment of methods when creating brand awareness or 

direct contact with customers. Printed material might still be seen as a 

valuable choice itself, but the additional costs and sustainability issues 
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concerning the distribution, logistics and recycling add to the total costs 

to printed materials´ disadvantage, while comparing the different mar-

keting forms. 
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5 CONCLUSION 

This chapter draws together the conclusions of the research. After the 

research analysis, the analysis was compared to the research questions 

and the initial hypothesis of the use of print and digital marketing in the 

post pandemic era. New perspectives were discovered during this re-

search which provided valuable information for both the marketing de-

cision makers and the marketing production providers. These conclu-

sions are explained through the digitalizing and growingly sustainable 

environment and a customer-centric, voice-of-customer approach. The 

voice of the customer needs attention as it will develop both the cus-

tomer and the marketing production providers business. The research 

can be stated as a valid and a meaningful subject as the results give 

insight to the elements in the strategic marketing decision making pro-

cess, to both the marketing buyer and the marketing production provid-

ers in both print and digital marketing.  

5.1 Digitalization and sustainability drive change  

The research results and interview discussions with marketing decision 

makers confirmed the research hypothesis that there are permanent 

changes in the marketing operations after COVID-19.  Digitalization and 

sustainability can be named as the key leading factors in the marketing 

decision making process. Sustainability is not seen as a separate factor 

in the business environment, but a strategic element in the very core of 

business and decision making in organizations, also in marketing. As the 

literature review implied, there are systematic factors that organizations 

recognize as key elements in their budget allocation, resourcing and 

overall profitable business decision-making. Ahmic´s findings about the 

role of strategic sustainability orientation in organizational resilience di-

vided into three sub-issues: anticipation, coping and adaptation (Ahmic, 

2022), were present in the organizations interview discussions in this 
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research. The marketing decision-making process includes a fundamen-

tal sustainability aspect as sustainability issues lead into discussions, 

negotiations and decisions where printed marketing material with ma-

terial issues, production methods, logistical, target group reach, recycle 

factors and finally the return on investment, are evaluated and com-

pared thoroughly with digital marketing methods.  

Data-driven decision-making and measurability of marketing operations 

is essential in monitoring how well the marketing tools have reached set 

goals and how data should be used in future marketing development 

and budget allocation. Digital marketing offers data and information 

such as target group reach and ROI in a way that physical, printed mar-

keting material does not provide by itself without a connection, such as 

a QR-code path to a digital platform.  

5.2 Importance of VOC, Voice of customer 

It was clear that organizations are spending a lot of time and effort to 

find the right solutions for the right marketing decisions in a constantly 

changing and complex business environment. Gathering information 

about the best practices in their own business environment is crucial, as 

sustainability goals target to operations where no resources are wasted, 

either material, energy or social resources.  

Marketing service providers would like to be seen as professionals and 

specialists in their own productions. Marketing buyers rely on the sug-

gestions and offers by marketing service providers. It is valued and 

wished that service providers would proactively bring their best solutions 

and options to the customers, the marketing buyers and the decision 

makers attention. Knowing the buyers’ needs and their customers busi-

ness and marketing goals, a well-kept seller-buyer relationship can be 

built to become a customer-focused long-term partnership. A long-term 

partnership can be formed when the seller offers the right solutions, and 

the buyer can rely on the service providers proactive professionalism 
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taking into considerations all the customers strategic decision-making 

aspects. The voice of the customer (VOC) should be continuously mon-

itored by the marketing service providers, especially those, who might 

be in risk of losing business in the changing business environment.  

Printing companies could find new potential business in offering new 

sustainable production methods, targeting print campaigns more care-

fully, and suggesting new materials to the customers proactively, to 

maintain printed materials as unique and distinguished marketing ma-

terials in the marketing mix.    

As Hollensen mentions in his Global Marketing literature, a decision-ori-

ented organization and a “marketing infrastructure will have better 

chances of success if they operate in a corporate culture where the em-

ployees see their basic task as satisfying customers and their expecta-

tions.” (Hollensen, 2004. p16.)  

The VOC can be linked into customer equity management. Storbacka 

describes in his book Growth strategy (2005) that managing and meas-

uring customer equity requires that investments made into customers 

are divided into core earnings and new earnings. The earnings from 

those customers who are the most valuable, according to the company’s 

business strategy, are so called positive earnings. These earnings help 

the business to grow profitably, to earn market share and to prove own-

ers and shareholders, that the company is following its strategy and 

gaining advantage from it. (Storbacka, 2005).  

As P1 described in the interview, it is valuable for the marketing buyers 

that marketing production companies, such as printing companies are 

proactively involved in the process of marketing operations planning to-

gether with the customer, to find the right and most suitable solutions 

for the use of marketing material, such as campaign material or other 

marketing material. Building a proactive and trusted strategic customer 

relationship between the marketing buyer and marketing production 

seller can help both companies in their business goals. Korkman and 
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Arantola present in their customer-oriented approach that a company 

can be a practical expert and produce a better operational model in 

practice by developing the customers own expertise, by presenting and 

giving both familiar and new methods, or enhancing the environment 

where the operation occurs. (Korkman et al, 2009). Traditional market-

ing production companies, like printing companies could find advantage 

in deep and strategic customer relations, which was also hoped in the 

interviews. Taking the lead in expertise in a customer relationship, is 

more valued than a passive approach, where the customer needs to 

place an order without knowing more suitable options available.  
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6 LIMITATIONS AND FUTURE RESEARCH RECOM-

MENDATIONS 

The literature studied for this research confirmed that marketing has 

changed during the COVID-19 pandemic and is still evolving. As Lark & 

Bonfrer mention, the marketing supply chains are poorly defined and 

instrumented, and there is a need to standardize the management of 

the various platforms for better operations (Lark & Bonfrer, 2022). Ex-

panding research to the management of marketing operations in the 

marketing mix could reveal the need to scale and be more cost-efficient 

within the entire supply chain. New media channels and platforms, the 

rising retail media in the media ecosystem combined with the evolving 

digitalization in the retail environment, is a well-recognized and growing 

subject, yet to be academically researched in the Finnish market. 

Continuous research of sustainability in marketing would be an act of 

responsibility and therefore recommended. Sustainability of digital mar-

keting methods is an element that could be researched and reported 

more in the future as discussions have been risen about the sustainabil-

ity of the use of digital tools and artificial intelligence. The technical pro-

duction and the amount of energy used in digital platforms and applica-

tion operations could give more understanding of the actual sustainabil-

ity of digitalized marketing business and therefore give guidelines for 

most responsible digital marketing options. 

This research was conducted by interviews in organizations operating in 

a specific geographical area in Finland, but further research could be 

made to gain a nation-wide understanding of the main aspects in the 

strategic marketing decision-making process and the reasons behind the 

decisions to find out if there are geographical or local differences behind 

the decisions, especially if the business locations need more logistics 

from the marketing production site to the delivery site. Whenever logis-

tics is needed to distribute the marketing materials in the supply chain, 
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sustainability and cost issues are carefully viewed in the marketing de-

cision-making process.  

The interviewed companies operate in an ecosystem of stakeholders or 

are part of a national organization or ownership that provide the base 

for the company strategy. Therefore the base of the decision-making 

issues in these organizations that participated in this research was clear.  

Smaller companies might still have their sustainability programs devel-

oped, or they don’t necessarily use sustainability as guiding the market-

ing decision-process. A wider range of companies in research could give 

a more variety of results than in this research, where companies had 

clear sustainability programs and goals guiding their marketing deci-

sions and they were very committed to them. 

Developing new marketing production automation solutions, could bring 

new methods in the planning and production process of physical material 

in a more time- and cost-efficient way. Integrating AI into providing 

creative solutions, that an interviewed director was hoping for from i.e. 

the printing houses to marketing buyers, could fill the lack of offering 

solution options to businesses proactively. This however would require 

significant changes and development in the value chain management 

and customer relationship management, if personal customer commu-

nications and dialogue is allocated to AI instead of marketing production 

professionals. Developing AI tools and methods into marketing pro-

cesses require suitable capabilities and resources. The level of AI capa-

bilities in companies marketing operations would also be relevant to re-

search together with the previous research recommendations. AI al-

ready is involved in the digital marketing operations, but how can its use 

be implemented by ensuring the use supports the important decision-

making factors, such as sustainability, cost, and ROI. 

A global or local business environment crisis can vary in duration and in 

context, but the way companies manage their marketing processes dur-

ing and after a crisis, could be researched more in-depth in the Finnish 
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business environment. Organizational culture issues, organizational 

structures, the level of agile development capabilities could be re-

searched in the context of marketing decision making and operational 

processes.  

In the future, there possible could be a time, where marketing evolution 

comes to a point where in practise the used terminology does not divide 

traditional marketing and digital marketing. Digital marketing may grow 

into being the concept of marketing and the term marketing includes 

digital marketing without the definition. The industry has always kept 

developing and bringing new solutions into the marketing ecosystem, 

and terms that need to be defined in general language now, might not 

be used anymore as generations create their own terminology and the 

use of it. 

New pandemic or other comparative crisis situations should be thought 

in business scenarios and in the strategic marketing planning. Compa-

nies should prepare themselves for marketing operation crises, to be 

able to adapt agile methods, if any of the planned marketing methods 

become subject for a sudden decline in use or vice versa. Maintaining 

and developing capabilities and resources open-minded will keep a com-

pany connected to its customers and stakeholders. Researching the pre-

paredness of Finnish or Ostrobothnian companies to a new crisis, would 

be an interesting add in the context of profitable and sustainable mar-

keting decision making.   

Another view of a similar research could be from a marketing service 

provider point of view. How well have marketing production companies 

invested into filling the customers growing digital marketing needs – are 

services offered in the best interest of the customer and the customers 

business, or to fill the production companies own production lines, by 

offering services that are best for the production company. The level of 

VOC in this process could be researched in more detail in Finland and 
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Europe to provide in-depth insight and to create a market-oriented mar-

keting ecosystem.  
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