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This thesis is a study into marketing and more specifically into marketing planning. The 
purpose of the thesis is to create a campaign in order to raise the responsibility image of 
Alko Inc. within the target group of young adults. 
 
The objective of this thesis is to create a campaign concept for Alko Inc. The background 
of the campaign is a marketing competition called Adprofit Junior, where young marketing 
professionals compete against one another by creating a coherent campaign plan for a 
societal organization. The case organization changes every year. 
 
The theoretical framework of this study lies in marketing and forms the basis for the 
project. Instead of concentrating on marketing as a driver for profit and sales, a societal 
approach is embraced. 
 
Two different marketing communication models are presented and analysed in order to 
create a new model as a synthesis of these two. This customer-driven planning model 
created in the theoretical section is used to generate the project tasks in order to create a 
coherent campaign entity as the outcome of this project. 
 
In conclusion, the new model created for the project in alignment with the theory is an 
efficient way to plan a customer-driven campaign. The campaign created as the outcome 
of this project acquired the first place in the competition, awarded by Alko and Mainostajien 
Liitto. 
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1 Introduction 

This thesis is a product-oriented academic paper produced for a case company. This 

chapter introduces the background of the thesis by defining the project objective and the 

project scope as well as defining the key glossary regarding this paper. Moreover, this 

chapter presents the commissioning company and the benefit the product brings to the 

company. 

 

The theoretical framework is presented in the second chapter followed by the third chapter 

presenting two different models used within marketing industry in global companies 

across the globe. Next, in the fourth chapter the project implementation is explained. 

Finally, the work is evaluated with suggestions for further research in the last chapter. 

1.1 Background 

The background of this academic paper is pragmatic as the outcome of the product-

oriented paper is a responsibility campaign concept for a societal company. Marketing 

theory as well as two marketing communication planning models are discussed and 

further developed to be utilized in the empirical part in chapter 4. 

 

This project is based on a marketing competition case from Mainostajien Liitto (advertisers 

union). The annual competition is called Adprofit Junior and it is based on profitable 

marketing. Young marketing professionals are taking part in the teams of two and creating 

a competition entry based on a brief received from the case company. The commissioning 

company changes each year.  

 

I took part in the competition with a colleague from the same organization as this is a huge 

opportunity to expand our marketing experience and expertise with a wider scope of 

creative planning. Furthermore, experience in different marketing competitions 

strengthens the knowledge base and gives tools for further projects. 

 

As my in-depth marketing and advertising knowledge is basically grounded from very 

pragmatic work experience rather than textbooks this was a perfect opportunity to see 

how theory can be empirically adapted to create a concrete model and utilize it in practise. 

Furthermore, the theory applied well to the societal case company. 
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1.2 Objectives 

The product objective is to create a campaign concept for Alko Inc. The campaign is 

expected to form a coherent entity, consisting of both media planning and creative 

elements. Therefore, two complementary marketing communication planning models are 

presented in the theory in chapter 3 and a new model in synthesis of this theory is 

presented in chapter 4. Five product tasks are generated of the created planning model. 

(Table 1.) 

 

The planning process starts in compliance with the convergence planning model with 

objective definition and continues with more creative approach based on the cross 

communication model. The second task is to create campaign insight followed by building 

the core idea. Creating the campaign strategy is once again followed by the principles of 

the convergence planning model, but task five is a synthesis of both of the two models. 

The last step is to analyse performance which is applied to the model by utilizing the 

convergence planning model.  

 

Table 1. The overlay matrix 

Task number Task description Theoretical model 

Task 1. Defining the objectives Convergence planning model 

Task 2. Creating insight Cross communication model 

Task 3. Building the core idea Cross communication model 

Task 4. Creating the campaign strategy Convergence planning model 

Task 5. Defining the tactics for activation Both models in synthesis 

Task 6. Analyze performance Convergence planning model  

1.3  Demarcation 

The paper is demarcated to cover the top layers of marketing with an in-depth approach to 

communication planning by utilizing the marketing theory presented in chapter 2. Even 

though the theory covers marketing by reflecting it strongly against sales and products our 

approach is demarcated to the ultimate customer value created through powerful 

experiences with no intention to direct sales in the background.  

 

The final product of this project is a campaign for Alko. The work consists of a single 

campaign entity rather than plan the entire marketing function of Alko. However, the 

campaign concept can and is recommended to be leveraged later on for future marketing 

and advertising activities. 
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1.4 International aspect 

The entire campaign concept has been built based on a global approach. The objective 

was that even if the marketing concept is created for a Finnish organization the campaign 

idea is universal and could easily be exploited in any market around the world. The 

universal campaign idea is based on an insight of a global phenomenon and would be 

applicable in other markets as well. However, it is likely that it would need some 

adaptation to the cultural context. 

 

Another international angle derives from the communication planning models presented in 

chapter 3. There are two different planning models, one designed for an advertising 

agency and the other for media agencies to create media strategies. Both models are built 

based on global experience and best practises of diverse team. The outcome is a unified 

marketing communications model that can be utilized in different markets around the 

world with slight modifications to fit the need of the market. 

1.5 Anticipated benefits 

The benefit gained through this academic paper is the ability to synthesize information in 

order to create something own. The main outcome of the academic paper is a consumer-

driven planning model presented in the empirical part in chapter 4. This model is applied 

to produce the final outcome of the project with successful results.   

 

The benefits achieved from this project are mutual as both the commissioning party and 

the competing team gain either from the process and experience or the final outcome of 

the project. What the company benefits from the outcome is fresh, new ideas from 

external resources within the target group and the possibility to trial these ideas into 

practise. Furthermore, the outcome of the project gives Alko diverse tools for future 

campaigns and marketing activities.  

 

The value for the competing team, on the other hand, derives from the entire learning 

experience. The process and tasks are outside of the traditional comfort zone of media 

planning and buying representing a movement towards a new approach of more creative 

thinking. This is a valuable approach and toolset to adopt. In addition, another key 

learning is more pragmatic but equally valuable, i.e. the ability to question and criticize the 

work produced and the modesty to start from the beginning all over again if needed.   
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1.6 Risks 

The risk factors related to the project can be divided into two categories. As the competing 

team has not faced projects of this type in the current work position or prior studies, there 

is a risk of lacking proficient knowledge base. This risk can realize through 

misinterpretation of the brief or getting lost in the side tracks and focusing on irrelevant 

objectives rather than tackling the real challenge. Another potential risk is the lack of 

ability to find strong insights that provide a successful base for the campaign idea 

enabling the idea to thrive into a nationwide phenomenon. 

 

In addition to the aforementioned risks, there is also a risk related to scheduling and time 

management. As the competition work has to be submitted in no less than a few months, 

it is clear that working full-time along with the project will be a burden. Another issue 

regarding timing is the fact that the project is delivered as pair-work. Therefore, it requires 

arranging two schedules together in order to fix time for mutual meetings and planning 

sessions.  

1.7 Key concepts 

There are four key concepts relating to both the academic paper and the final project. 

These concepts are defined next.  

 

Customer value-driven marketing 

Customer value-driven marketing stands for understanding the customer needs and wants 

even better than the customers do themselves and reflecting this into the marketing 

actions and product offering. Concentrating not only to the short-term need of the 

customer but focusing on the future value thus creating strong customer relationships is 

emphasized. (Armstrong & Kotler 2016, 33.) 

 

Societal marketing 

Societal marketing concept is a form of consumer-driven marketing that grounds from the 

idea of company making good marketing decisions in order to create value for the target 

customer. Good decisions mean considering the wants and interests of the consumer, 

requirements of the company as well as the long-run interests of the society. (Armstrong & 

Kotler 2016, 35-36.) 

 

Convergence planning  

Convergence planning responds to the trend of today’s complex media structure. It can be 

utilized in more diverse ways than just reaching certain amount of people with a specific 
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frequency and thus, has become more valuable to advertisers as the contribution is 

nowadays visible, immediate and measurable. Therefore media planning can go beyond 

previous usage of reach and frequency and be perceived as a tool to create measurable 

business value. (Carat 2015.) 

 

Cross communication  

Cross communication refers to the dispersed method of transmitting information, which 

means that information can be published and found in multiple media. In the context of 

corporate advertising and sales promotion, the words mean crossing over a combination 

of two or more media. (Andree & Sugiyama 2010, 85-86.) 

1.8 Company introduction 

The case company chosen for this advertising competition each year is societal. Alko Inc. 

is a limited company, wholly-owned by the Finnish Government. Alko is a Finnish alcohol 

retailer with 350 shops and 107 contact points covering the entire Finland.  

 

As being a Government-owned alcohol retailer the company is balancing between two 

objectives: to be profitable by sales measures and to be responsible minimising societal 

burden. The clear goal of Alko is to be the best retailer in Finland measured by 

responsibility and customer service.  

 

The case company of the year handed a brief for the competitors to build their work based 

on. The brief had versatile possibilities for campaign approaches as it included a lot of 

different business objectives all based on the same idea of increasing the responsibility 

image of Alko within the target group of young adults. The way to make an impact was 

expected to include consumer interaction and potentially even humour if suitable. 
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2 Marketing 

Marketing can be misunderstood as only selling and advertising even though the principle 

of marketing is managing profitable customer relationships. Selling and advertising are 

only a part of the marketing mix of product, price, place and promotion which according to 

the new approach are all based on building customer value and satisfaction. (Armstrong & 

Kotler 2016, 29.) Indeed, according to Doyle and Stern (2006, vii) many managers still get 

confused with the difference of marketing and selling.  

 

Marketing means understanding the customer needs and creating products to meet these 

needs. In addition, it is all about creating ultimate value and pricing, distributing and 

promoting the product effectively which results in additional sales. (Armstrong & Kotler 

2016, 29.) Meeting current and predictive needs of the customer creates a competitive 

edge over the competitor (Doyle & Stern 2006, vii). 

 

According to Doyle and Stern (2006, vii), the basis for marketing lies in customer 

understanding as customer attraction and retention are managed through an offering that 

meets the needs and wants. The idea of customer understanding as well as value 

creation forms the beginning for the marketing process and will ultimately accomplish the 

company gaining value from the customer. Value can be delivered in form of sales and 

long-term customer equity – the total customer lifetime value of all the customers and 

potential customers combined. (Armstrong & Kotler 2016, 47.) Figure 1 presents the 

marketing process and it will be explained in detailed in the following chapters.  

 

 

Figure 1. A simple Model of the Marketing Process (Armstrong & Kotler 2016, 31) 

2.1 Understanding the marketplace and customer needs 

As the first step of the marketing process the marketer needs to understand the marketing 

ecosystem, meaning the customer needs as well as the marketplace where they exist. At 

first, five core elements will be covered including customer wants, needs and demands, 

market offerings, customer value and satisfaction and finally markets. (Armstrong & Kotler 

2016, 30.) This step creates the basis for the output of this paper, discussed in the fourth 

chapter.  
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2.1.1 Customer wants, needs and demands 

According to Armstrong and Kotler (2016, 30), in order to succeed in marketing the 

marketer must understand the customer that is being targeted. This means identifying the 

human needs within the three categories of basic need such as food and clothing, social 

need for attention and belonging and individual need for knowledge and self-expression. 

Human needs are further developed into wants due to social influence, culture and 

individual personality. Wants are shaped into objects that are perceived as satisfying the 

needs. Once all this is backed up with purchasing power the final outcome of wants are 

demands. Based on the needs, wants, and resources, consumers will thrive for products 

with benefits altering into value and satisfaction.  

 

The key to perceiving the customer as a whole with different needs, wants and demands 

is to stay close to the customer. Learning about the customer requires not only research 

but also understanding how to analyse and utilise customer data in order to gain insight 

and figure out ways to improve the life of the customer. (Armstrong & Kotler 2016, 30.) 

Also Beltz and Peattie (2012, 95) emphasize the importance of understanding the 

consumer behaviour. However, they argue that it is also important to identify the effect of 

external factors. According to their theory, purchasing behaviour is based on needs, wants 

and demands but is also open for external influences and therefore, the impact of the 

environment has to be understood as a determinant.   

2.1.2 Market offerings and customer value 

Customer wants and needs are fulfilled with market offerings - including the range of 

physical products, intangible services and experiences. To prevent marketing myopia, 

concentrating only to the physical product rather than the benefits and benefits through 

the product, the marketer should look beyond products to brand experiences and the 

issue of solving a consumer problem. (Armstrong & Kotler 2016, 30-31.)  

 

Prahalad and Ramaswamy (2004, 10) present an approach of value co-creation, which 

emphasises the consumer-company interaction as the basis of value creation. Therefore, 

co-creating approach forces away from seeing the market purely as a pool of customers a 

firm can target with the offerings. According to this theory, direct communication between 

the company and the customer is critical. Information infrastructure must place the 

customer in the centre encouraging customers to collaborate in co-creation experience. 

(Prahalad & Ramaswamy 2004, 11) 
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On the other hand, customer value can be seen as the balance of “get” and “give”. 

Therefore, the value the customer perceives is the ratio of the benefits the customer gets 

compared with the costs of acquiring and consuming the product. The costs can vary from 

monetary costs to the expenditure of time and effort. (Matzler, Mooradian & Ring 2014, 

139.) The empirical project is validating this theory in practise to examine whether a 

campaign based on this balance can be perceived as such a strong force that the 

campaign will be successful. 

2.1.3 Exchanges, relationships and markets 

Marketing means satisfying needs and wants through exchange relationships meaning 

that the company offers something and yet, expects something else in return (Armstrong 

& Kotler 2016. 32). The definition of Armstrong and Kotler has a clear link to the definition 

of exchange defined by Doyle and Stern. According to the latter, exchange means act of 

acquiring a wanted product from someone by providing something in return (Doyle & 

Stern 2006, 34).  

 

What separates exchanges from relationships is the connection between the customer 

and the company as well as continuity. Grönroos (1994, 9) presents the promise concept 

as attracting new customers and building relationships. Fulfilling promises is equally 

important in both achieving customer satisfaction and long-term profitability. Furthermore, 

Doyle and Stern (2006, 34) define relationships as long-term series of exchanges built on 

reliability and trust. The anticipated exchange results in a customer response to a market 

offering in a wider form than a simple purchase action. The idea is to build and maintain 

exchange relationships with the customers in order to create strong, continuous business 

by retaining current customers as well as attracting new. (Armstrong & Kotler 2016, 32).   

 

Exchange and relationship both lead to the market – the customer pool of actual and 

potential buyers of a product. The set of buyers can benefit from the exchange 

relationship as it would satisfy a specific need or want. Companies must look for potential 

customers, identify and understand the needs and wants through customer research, 

design suitable market offerings with product development, set prices and promote them 

and manage the storage and delivering. When this is all managed effectively markets turn 

into profitable customer relationships. In addition to customer relationship management, 

the companies must notice the growing importance of customer-managed relationships. 

Communicating with the consumer is no longer a one way dialogue and thus, the 

company has to consider how the customer can reach the company. (Armstrong & Kotler 

2016, 32.) 
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2.2 Designing a customer value-driven marketing strategy 

After fully understanding the marketplace and the consumer the company designs a 

strategy by defining the target market, meaning the customers it will serve and the way it 

will provide them with value. To define who the company will serve it will utilise market 

segmentation and target marketing. This means that the market will be divided into 

smaller segments of people and the company selects which are the ones the company 

wants to reach out for. (Armstrong & Kotler 2016, 33.) 

 

Typically there are several interests the marketer has and these will be converted into a 

marketing strategy. To follow the interest marketing strategies are divided into five 

alternative concepts including the production, product, selling, marketing and societal 

marketing concepts. (Armstrong & Kotler 2016, 34.) These concepts are explained in the 

next chapters and some concepts are utilized in the empirical part in chapter 4. 

2.2.1 Production, product and selling concepts 

First one of the five concepts is the production concept that is based on the idea that 

consumers are purchasing products according to availability and the affordable price of 

the product. Therefore, the company should focus on producing and delivering products 

efficiently which differs significantly from the second concept or product, based on the 

product quality and features. The product concept grounds from the insight of consumers 

favouring products with good quality and a variety of features and therefore, the emphasis 

with the concept lies on product development. (Armstrong & Kotler 2016, 34.) 

 

Most companies follow the selling concept that translates into large scale focus in sales 

and promotional activities. The concept does not consider demand when manufacturing 

the products but follows an inside-out perspective where the product manufacturing takes 

place in the beginning and sales and promotion activities will follow to obtain profitable 

sales. This concept is most typically used with unsought products to attract customers 

towards products they wouldn’t normally buy and thus, the approach is sell what the 

company manufactures rather than what the market wants. (Armstrong & Kotler 2016, 34.) 

2.2.2 Marketing and societal marketing concepts 

The marketing and societal marketing concepts differ from the previously mentioned as 

these are more customer-centric focusing on what the customer wants and needs and 

responding to the need in order to fulfil organizational goals. As well as the societal 

concept, marketing concept in built according to the target audience. (Armstrong & Kotler 

2016, 35.) 
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Creating the marketing concept roots from market insight and is further developed 

according to the customer needs (Armstrong & Kotler 2016, 35).  Once insight has been 

harnessed into integrated marketing activities, all planned while keeping the other 

activities in mind, the final out-come results as customer satisfaction (Keller & Kotler 2012, 

42-43.) The market-based concept that thrives for long-term profit through customer 

satisfaction, differs significantly from the selling concept where the outcome is short-term 

sales with only a little concern of who buys and why (Armstrong & Kotler 2016, 35). This is 

visualised in figure 2.   

 

 

Figure 2. Selling and marketing concepts contrasted (Armstrong & Kotler 2016, 35) 

 

The societal marketing concept as defined by Armstrong and Kotler (2006, 35-36) is 

somewhat similar to the marketing concept but it questions the conflicts between the 

customer short-term wants and long-term wellbeing. The concept is based on three 

stakeholders: the company, the society and the consumers and follows the idea of 

sustainable marketing. (Figure 3.) Societal marketing is similar but differentiated from the 

social marketing concept presented by Lefebvre (2011, 55) meaning the use of 

commercial marketing techniques to achieve a social objective. 

 

Sustainable marketing is linked to the societal marketing concept and refers to delivering 

value to the customer in a way that is sustainable by maintaining the wellbeing of both the 

customer and the society. Sustainable marketing is responsible in both environmentally 

and socially by meeting the needs and goals of the customer and the company and 

simultaneously preserving and enhancing the ability to meet the needs of the future 

generation. (Armstrong & Kotler 2016, 36.) 
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Figure 3. Three Considerations Underlying the Societal Marketing Concept (Armstrong & 

Kotler 2016, 36) 

2.3 Preparing an integrated marketing plan and building customer relationships 

Once the company has planned a customer value-driven marketing strategy defining the 

target market and the value proposition, the next steps in the marketing process is to 

develop marketing plans and program in order to deliver the intended customer value to 

the defined audience. (Armstrong & Kotler 2016, 37.) Delivering customer value has to be 

the core of marketing as scepticism towards advertising and marketing is rising among the 

consumers (Kimmel 2010, 46). The next paragraphs explain the importance of integrated 

marketing and customer relationships further.  

 

An integrated marketing program transforms the marketing strategy into implementation 

by utilizing the marketing mix to communicate a unified message of the value proposition.  

To deliver the value proposition the company should create market offering based on 

satisfying the customers need, decide the pricing of the product accordingly and plan how 

the product will be distributed in order to make the offering available for the customers. 

(Armstrong & Kotler 2016, 37.) 

 

The first three steps of the marketing process including understanding the marketing 

environment, designing a customer value-driven strategy and preparing an integrated 

marketing plan all lead towards the final step of customer relationship management. This 

step is the most important as it ensures building profitable, long-lasting customer 

relationships. Customer relationship management, also referred as CRM involves in most 

companies managing detailed information and data and managing customer touchpoints 

to develop customer loyalty. (Armstrong & Kotler 2016, 37.) 
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However, the broader concept of customer relationship management includes the entire 

process of creating and enhancing customer relationship through two main building 

blocks: delivering value and customer satisfaction. To attract and retain customers the 

company should offer highest consumer-perceived value so the value the customer 

perceives from the benefit and costs of the offering surpasses the competitor brand. 

(Armstrong & Kotler 2016, 37-38.) 

 

Customer satisfaction relies on the product performance compared to the expectations of 

the product. In most cases higher satisfaction leads to greater customer loyalty which later 

turns into success in the business goals and therefore the product performance should at 

least match the expectations. (Armstrong & Kotler 2016, 38.)  
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3 Marketing communication planning 

Marketing communication planning varies according to the planning party and the form of 

business. Once planning a marketing or campaign concept, there are multiple ways to 

structure the process. This paper introduces two different models in order to gain 

perspective from both the media planning and the creative side of marketing planning. 

These models will be explained next in this chapter. 

3.1 Convergence planning model 

Convergence planning model is based on the effects of digitalization. Today, media is 

more complex than ever before and it can be utilized in more diverse ways than just 

reaching certain amount of people with a specific frequency. Media has become more 

valuable to advertisers as the contribution is nowadays visible, immediate and 

measurable. Therefore media can go beyond previous usage of reach and frequency and 

be perceived as a tool to create measurable business value. (Carat 2015.) 

 

The convergence planning model is created by Carat London, part of the global marketing 

communication organization Dentsu Aegis Network, based on the mission of creating 

better business value through managing media convergence. The planning model is 

created to be globally scalable, whereupon markets can modify the model depending on 

the operational focus and the market trends. (Carat 2015.) 

 

This planning model is built based on the convergent approach to media planning and 

strategy. As media is more complex than ever, linear approach to media planning is 

irrelevant. Media planning has to embrace the holistic ecosystem including several 

touchpoints between the brand and the customer within the channels of owned, earned 

and bought media. The convergence planning model is based on seven steps including 

the ecosystem and customer journey approach along the way with constant optimization 

for better results. (Carat 2015.) This is visually presented in figure 4 and the steps are 

instructed later in this chapter.  

 

To plan a customer-driven communication plan the marketer has to understand where 

consumers are today and define what the company wants the customer to do tomorrow. 

This leads to the customer journey and the ecosystem. As the customer behaviour rapidly 

transforms the marketer must not only understand who they are, how they live and what 

messages to serve them but also what influences their behaviour. The ecosystem then 

defines how owned, earned and bought media and content will be building the relationship 

between the brand and the customer. (Carat 2015.) 
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Figure 4. Carat Convergence Planning model (Carat 2015) 

 

The figure and the following paragraphs that explain the convergence planning model 

further are removed from the published thesis due to company privacy policies.   

3.2 Cross communication planning model 

The concept of cross communication is based on the phenomenon of dispersed media 

usage among the consumers. This means that the marketer cannot trust to reach the 

consumers through only one single medium as the media consumption has changed 

significantly during the past years. People are relying on more than one media to look for 

information as for example mass media communication may lead to increasing number of 

searches for further information on the topic from other sources. Furthermore, the 

possibility of sharing information among the consumers is as dispersed and continuously 

increasing. (Andree & Sugiyama 2010, 51-52.) 

 

The cross communication planning model is a company-initiated based on the expertise of 

the Japanese advertising agency Dentsu Cross Switch Team from the company Dentsu, 
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part of the global marketing communication organization Dentsu Aegis Network. The 

model is created by a cross-functional team of specialists within different fields such as 

marketing, media, promotions and R&D. (Andree & Sugiyama 2010, 214). The cross 

communication model is broke down into seven steps in figure 5 and is explained in the 

further paragraphs.  

 

Figure 5. Cross communication planning model (Andree & Sugiyama 2010, 216) 

 

Step 1. Develop Insight and Strategy 

Find information through research and gain insight on the target customer, society and 

media and utilize it to create ideas and form communication goals. Create the 

communication strategy based on the goals and ideas. (Andree & Sugiyama 2010, 214.) 

 

Step 2. Create a Core Idea 

Create the central theme for the campaign that is interesting, innovative and powerful and 

is based on customer insight, current trends and market activities. The core idea is the 
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base for the campaign and should be outstanding to be able to move the crowd. The 

theme of the core idea will be consistent throughout the entire campaign across all of the 

consumer touchpoints and communication. (Andree & Sugiyama 2010, 214.) 

 

Step 3. Create a Scenario Idea 

Create the operational plan to increase the depth of interaction with the customer to move 

towards action. The Scenario Idea gives a framework and form to amplify the Core Idea 

by creating a sequence and flow of activities around it. The scenario idea consists of 

planned contact points that transmit the message to the right audience in the right 

situation as well as the message that will catch the consumer’s attention. (Andree & 

Sugiyama 2010, 214.) 

 

Step 4. Develop a Holistic Creative 

Generate the creative idea including the message as well as the visual artwork according 

to the story created to the core idea. The creative should support the scenario idea by 

being possible to modify to fit each contact point planned for the campaign. (Andree & 

Sugiyama 2010, 214.) 

 

Step 5. Create a Structure Design 

To identify the contact points and create a plan to use them in effective sequence, plan a 

quantitative design to analyse existing data and for new research. This is the distribution 

design determining where the message will be shown to reach the right audience. (Andree 

& Sugiyama 2010, 215.) 

 

Step 6. Negotiate and Implement 

Implementation of the plan by negotiation and coordination with different stakeholders and 

collaborating with partners. This step includes for negotiation for the wanted volume of 

visibility on different media for a campaign. (Andree & Sugiyama 2010, 215.) 

 

Step 7. Evaluate Effects 

Post campaign actions including testing the campaign results and utilize the learnings and 

feedback in the next plan. Use behavioural data to analyse impact in consumer behaviour. 

(Andree & Sugiyama 2010, 215.) 

3.3 Summary of communication planning 

Media is more complex than ever before, enabling more diverse opportunities than just 

reaching a certain amount of people with a specific frequency. Media impact is nowadays 

more visible, immediate and measurable, and thus, it has become more valuable to 
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advertisers. (Carat 2015). Furthermore, the new complex media ecosystem means that 

the marketer cannot trust to reach the consumers through only one single medium as 

people are relying on more than one media to look for information (Andree & Sugiyama 

2010, 52). This all leads to a more integrated approach in advertising. 

 

This chapter has introduced two models based on the same trend of media convergence 

by responding to the trend from different viewpoints as the convergence planning model 

has the emphasis on creating media strategy and the cross communication model is built 

on more creative approach. However, both of these models reflect the theoretical 

approach of customer-driven marketing based on customer understanding and value 

creation defined by Armstrong and Kotler (2016, 37). 
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4 Project implementation  

The brief asked for a campaign plan but we looked for creating a wider marketing concept 

that can be utilized in a long-lasting way rather than adapting it only for one short 

campaign period. This approach was adapted due to the theory to create customer value 

simultaneously responding to the long-term societal well-being. (Armstrong & Kotler 2016, 

36.) This chapter presents how marketing theory and planning models were utilized in the 

project. 

 

As the emphasis is on both the societal impact of Alko’s actions as well as the target 

group, we created a customer-driven marketing model in accordance with the societal 

marketing concept shown in figure 6. Alko was an excellent case company as it has 

established social objectives of responsible consumption and ethical value chain. 

 

As the theoretical planning models have emphasis on either media planning or creative 

planning, we created a consumer-driven planning model to conclude both sides and 

include societal marketing approach. This model is among the key contributions of this 

thesis. The steps of this planning model were utilized in practise and this will be explained 

next. 

 

Figure 6. The consumer-driven planning model for Alko Oy (Timonen & Wäck 2016) 

4.1 Defining the objectives 

In the beginning of the process we utilized the convergence model and started off by 

defining what will the final outcome be in terms of the business objectives and what 

marketing objectives will support the business goal. The business goal to be met through 
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the campaign is the increasing awareness of the less-known areas of responsibility 

actions of Alko and the increasing responsibility image. This will indirectly affect in product 

sales and total revenue. The marketing objective is to address Alko as a responsible 

brand with powerful and youthful presence among the target audience. As suggested by 

the convergence model, only after we had a strong insight and the campaign concept we 

went deeper to objective planning by creating the communication objectives based by the 

marketing objectives and the media objective that supported the final concept idea.  

4.2 Creating insight 

After defining the objectives we utilized the creative approach by Andree and Sugiyama 

(2010) of the cross communication planning model by moving on to gaining insight, 

leading towards the ultimate campaign theme. We felt that the core idea should be 

created right in the beginning of the process enabling following the idea with the campaign 

strategy. To build the core insight of the customer-driven marketing concept we decided to 

concentrate on the three pillars of the societal marketing concept including the company, 

the consumer and the society as introduced by Armstrong and Keller (2016, 36). This is 

visualized in a model we created for the project (figure 7). 

 

Target group insight was gained through own experience, desktop study, analysing target 

group and their media usage data through the company database CCS and through 

qualitative research. The societal insight was mostly gained through experience and 

perception of the societal trends and internet research was made to find further insight. 

Furthermore, client insight was based on the brief and backed up by our qualitative 

research.  

 

We started off by brainstorming about the target audience of young adults, using mapping 

to list main interests, current life events and common trends based on our own experience 

and perception of consumer behaviour. After this first glance, we made internet analysis to 

strengthen the target group insight and create media insight of today’s key trends.  
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Figure 7. Creating core insight for Alko’s societal campaign concept (Timonen & Wäck 

2016)  

 

To gain insight on how the target group perceives Alko we did not want to trust our own 

instinct even we belong to the target group and therefore, we conducted a qualitative 

survey (n=20) and contrasted the key findings to the brand image Alko is longing for. The 

purpose was to analyse and utilize data in order to understand the customer, as 

suggested by Armstrong and Kotler (2016, 30). The research resulted on insight of both 

the target group as how they perceived responsibility and the client as how Alko is 

perceived in the eyes of the consumer and these insights were utilized in the core idea.  

4.3 Building the core idea 

After capturing insight of all the pillars of the societal marketing concept – the company, 

the consumer and the society – we were able to build the core idea based on customer 

wants and societal trends to finally conclude to meet the company’s objectives. This step 

is utilized from the cross communication model with more creative approach.  

 

It is interesting that the concept of marketing explained by Armstrong and Kotler (2016, 

29) and also Doyle and Stern (2006, vii) has such on emphasis contrasting marketing with 

sales and including discussion of product and production orientation. The approach we 

identified after deep diving in the life of the consumer to be ultimately customer-driven by 

creating value did not have sales and profit as the first priority. Therefore, we created the 

campaign idea around customer experiences by utilising the theory of Belz and Peattie 

(2012, 95) external influencers in consumer behaviour as a part of the final project.  
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The main principle behind the idea is that a simple campaign with responsibility issue 

raised through negativity is not enough to raise the responsibility image of Alko. 

Therefore, we decided to build something bigger and stronger so the campaign would be 

expanding through the power of networks. This led us to the idea of creating a 

phenomenon by leveraging the suggested approach of Armstrong and Kotler (2016, 31) to 

create value by looking beyond products towards experiences. The campaign was 

planned to balance between “get” and “give” by creating customer value in terms of 

experiences and entertainment and the ratio of value and costs is in balance as the only 

cost is the time of the consumer (Matzler & al 2014, 139).  

 

According to Alko’s brief, creative materials had to be included to the final work, but as the 

voice of the campaign belongs to the young adults the creative material is also created by 

them. However, we created mock-ups to visualize examples of the material that the 

consumers could be sharing through the campaign as well as examples on Alko’s 

contribution. The visual image presented was planned to fit the media channel planned for 

the campaign but the core theme of the campaign is planned to be able to run within 

different channels with adjusted messages. 

4.4 Creating the campaign strategy 

After breeding the insight into a strong core idea it was time to figure out how to obtain the 

determined objectives by taking the strategy step of the convergence planning model. For 

this step we identified that the production, product and selling orientations presented in 

the theory were not applicable for our campaign as we did not concentrate on 

manufacturing, product features or selling.  

 

The strategy follows the marketing orientation with societal marketing approach. We 

utilized the societal theory of Armstrong and Kotler (2016, 36) by planning the campaign 

to meet the customer needs and wants with integrates marketing, eventually leading to 

customer satisfaction. Moreover, the campaign concept in both environmentally and 

socially sustainable by meeting the needs and goals of the customer and the company 

simultaneously preserving and enhancing the ability to meet needs of the future 

generation. 

 

Aligned with the convergence planning approach to start off the roles and emphasis of 

bought, owned and earned media were identified according to the campaign concept. We 

chose to utilise owned media such as Alko’s publication, online visibility and other 

opportunities for raising awareness of the marketing concept and the themes included in 
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it. The other planned role of owned media was to activate external stakeholders to be part 

of the phenomenal campaign concept with more societal approach. The role of bought 

media was to create awareness and strengthen the visibility of the campaign and help it 

manage to spread wider.  

 

The campaign was thought from the beginning from the consumer’s point of view and 

therefore, the visibility is customer-initiated. The campaign is anticipated to grow to be a 

phenomenon as advertising will not be pushed from the company to the target audience 

but the consumers will be pulled to be part of the entity with easy method of activation that 

is based on a target group insight. Moreover, the insight is a societal issue that makes it 

possible for Alko to be present on both the light, customer-driven level but also taking the 

discussion into some more serious topics.  

 

At all the previous steps the concentration of the campaign was to target young adults but 

at this step we identified another valuable target group of companies to be included to the 

campaign. This twist enables the phenomenon to spread within two different levels of 

customers and companies and with two different tones of voice - lighter and a more 

responsible one. 

4.5 Defining the tactics for activation 

To deepen the strategy and plan it for action we included a separate step of defining 

tactics into the created planning model. This step includes elements from both the 

scenario design of the cross communication planning model and activation of the 

convergence planning model.  

 

As the overall strategy had been created we had to plan and define all the minor 

components and details of the campaign, which eventually play a huge role once in 

action. Once planning the tactics we exploited the theory of Armstrong and Kotler (2015, 

32) that communicating with the customer should be a dialogue, making it possible for the 

consumer to reach the company. Therefore, the creative approach we chose was to raise 

conversation in order to bring the societal topic as the centre of discussion. The 

discussion is planned to be present in multiple different levels including both consumers 

and companies with topics varying from heavy to a lighter tone of voice. 

 

Tactics for activation step includes planning specific media channel choices to implement 

the campaign. According to Keller and Kotler (2012, 42-43), to make an impact marketing 

activities should be planned in integration while keeping other activities in mind. 

Therefore, we created an integrated media plan with a mutual goal of raising conversation 
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by utilizing relevant media channels to bring the communication near the target group in 

order to enable conversation and dialogue.  

4.6 Analysing the performance 

According to the convergence planning model, the performance should be analysed by 

contrasting the final outcome to the objectives, determined in the first step of the process. 

To analyse the performance, key performance indicators should be identified and 

measurements established for each activity of the campaign. The purpose of this step is 

to create a performance strategy explaining how to verify the performance of the 

campaign in the light of the objectives.  

 

Within the project, we did not have to identify the measurements and create the 

performance plan as Alko has already created a performance indicator presented in the 

brief. A strong suggestion for Alko is to determine channel-specific KPI’s for media before 

launching the campaign in order to rate the media performance. 
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5 Discussion 

This chapter concludes the paper to the final discussion including both self-evaluation of 

the product and the process as well as the evaluation of the commissioning party. In 

addition, recommendations for further research will be presented and reflection on 

learning will be discussed. 

5.1 Evaluation 

After completing the final work we felt that we were able to create a well-planned, 

coherent entity, adapting the customer-driven approach well to practise. Through this 

project we verified that theory is a good way to structure thoughts and plan a process to 

find a way for solving a problem. A theory-based, well-created planning model facilitated 

to a successful outcome. Furthermore, high-performance team-work and workload 

division was equal as both competitors wanted to be part of each step equally and learn 

from each other. This all lead to winning the Adprofit Junior competition. 

 

Alko and Mainostajien Liitto chose our work to be the best out of the 31 competing teams. 

According to the judges the first place in the competition was acquired thanks to an 

excellent, mature idea, combining a societal topic to the objective of Alko to communicate 

transparently about responsibility with a humorous tone of voice. Moreover, according to 

the assessment the visualization was planned thoroughly as was the customer-driven 

approach aiming at finding the right way to activate the target group to be part of the 

campaign.  

5.2 Further research 

The final outcome of this project is only a plan of the responsibility campaign of Alko. 

What follows next is the actual implementation are most importantly the actions after the 

campaign is over.  

 

For further research the recommendation is to create a long-term responsibility around the 

youthful approach of transparency through positivity and humour. The project outcome 

was a campaign but when it will be proven to be successful the campaign should be 

formed into a marketing strategy. Once the campaign will be over the story should be 

continued within the same theme but with a new twist. There will be huge amount of data 

and this should be noticed and utilized in future marketing actions.  
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In terms of theory, another relevant topic for further research would be analysing the 

execution of the campaign to see whether the campaign led to the expected outcome and 

if not, to analyse the reason behind it. In addition, an interesting approach for academic 

research would be CRM – how to ensure commitment and business gain within the 

reached audience and how to measure it. This would be an interesting research topic 

empirically as well. 

5.3 Summary  

In conclusion, the outcome of this academic paper is a winning competition work, 

capturing the customer-driven approach well with the final theme and core idea. The 

theoretical framework is well-applied into practise, enabling a coherent campaign with a 

societal approach. 

5.4 Reflection on learning 

As mentioned in the introduction, previous work experience was applicable for some point 

but creating visual concepts is a totally new aspect and therefore, the creative approach 

had to be learned outside current work experience. This is a valuable asset to be 

developed in order to enable new opportunities in the future career. Furthermore the 

ability to utilize theory and synthesize company-based planning models for own use was a 

new practise that was proven to be successful as it led to a winning project. 

 

Regarding project management, we learned to schedule the time of two people well in 

order to fix proper meetings for cooperative project work. We learned that the effort to 

scheduling time for cooperation was more prolific even though working on your own might 

seem faster and easier.  Furthermore, we learned the power of cooperation while finding 

constantly new ways to turn problems into opportunities together. 

 

What comes to career development and future plans, competitions give a lot by enhancing 

new approaches and providing a new set of skills to be developed further. Working in the 

creative field sounds tempting and could be interesting later on in the career. Furthermore, 

a solution combining creative planning and strategic planning might be a path to follow in 

the future.  
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Appendices 

Appendix 1. Qualitative questionnaire 
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Appendix 2. Campaign brief from Alko Inc. 
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