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This thesis was conducted to gain an insight on the fruit beverage industry in the Finnish 

market and to define a suitable customer group. Therefore, the product promotion plan for 

Pin Station was created to attract customers within the age group of 20 to 60. Pin Station is a 

start-up business selling drinks with the aim to support physical and mental health benefits, 

especially smoothie products.  

 

In order to carry out the research, the group applied knowledge from academic sources in-

cluding theories and models about customer insight, segmentation, and the 4Ps marketing 

mix. The exploited qualitative research methods are the semi-structured interview, partici-

pant observation, and desk research method. During the process, the research included test-

ing and a market trial in three locations that were Samrat Restaurant, Pinto B’staurant and 

Bar Laurea. The trial incorporated interviews with potential customers and the founder of 

Bumi café, as well as carrying out participant observations and desk research. Through the 

research, an understanding of current trends, and what the needs of customers are, was suc-

cessfully achieved. With the knowledge and information gained through the research, the 

target customer based was determined, the main products decided and the menu designed. A 

well-constructed promotion plan to approach potential customer groups was also drafted for 

the future business of Pin Station.  

 

After the research, there are important recommendations that a start-up business should 

carefully consider. First of all, it is crucial to understand the overview of both the niche mar-

ket and the general market in the industry on which business is focusing. Besides, in order to 

launch the product promotion plan, business has to concentrate on defining, understanding 

and segmenting target customers. Moreover, the authors realized that the trend of sustaina-

bility issues is significantly increasing and developing in today’s society. Thus, this current 

trend should be seriously taken into consideration when building up the business idea and 

starting a business operation.  
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1 Introduction 

In today's society, when the food and drink sector is growing and developing, it is time for 

people to create diverse eating trends to meet their own needs. Among these, the protection 

of health, the body beauty and the improvement of the spiritual life are main factors that are 

becoming more aware. Therefore, to meet the needs of the market, the group has come up 

with the business idea is to bring to customers a waypoint called Pin Station. At this stop, the 

business will provide customers with many choices of fruit drinks that not only support physi-

cal health but also mental health. 

To start off, the research team did the background of research on the current trends and 

marketplace in Finland. This goes into details about finding out the needs, demands of cus-

tomers so that the team can create suitable products and develop the promotion plan for 

business products. An in-depth explanation of the specific motives for this research was also 

given. After the background research, the current trends of food and beverage in the Europe-

an market, as well as overall consumption of fruit beverage in Europe and Finland, were ana-

lysed, the team came up with a research objective and relevance of research. The objective 

was stated as follows: “To gain insight into the needs, behaviours and habits of people in 

Finland about the beverage choices, in order to identify the target customer and create the 

business product promotion plan for Pin Station with the goal of delivering Pin Station’s 

products to the target customer.” Afterwards, different types of models and theories relating 

to this research were analysed and explained. The chosen ones were Maslow’s hierarchy of 

needs, Stimulus-response model of buyer behaviour, customer behaviours and segmentation 

theories, and the 4Ps model of marketing mix. In order to demarcate the research, the team 

came up with the central- and sub-questions. The central question was as follows: “How to 

create an affordable and effective product promotion plan which contributes to the process 

of approaching the target customer in Finnish marketplace?”. To be able to properly answer 

the central question, several sub-questions were also formulated. 

For the methodical approach, the team reviewed the different types of relevant models that 

were used and looked at their relation to the sub-questions. Afterwards, the method of quali-

tative research by doing semi-structured interviews, participant observation was implement-

ed. During the field research, qualitative data was collected from customers as well as people 

who have experience in running the start-up business by conducting semi-structured inter-

views and participant observation. Besides, the team also completed the testing process at 

home and outdoor, which is in Samrat Restaurant and Pinto B’staurant, along with ran a trial 

day in Laurea’s Cafeteria.  After the field research was completed, the reliability and validity 

of the research, results from interviews and the gaps were formed and stated.  
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After the field work and testing combining with the trial day was completed and the data was 

accumulated, the results were analysed. First off, due to the needs and demands of custom-

ers, the business decided to focus on healthy lifestyle and sustainability idea to be outstand-

ing with other companies in the same industry. The main products of the business include 

smoothies, yoghurt smoothies and seasonal drink which is fusion milk tea. In addition, the 

promotion plan for business products was created to approach target customer groups are 

Generation X and Millennials, which have been written in chapter seven, so-called “Research 

Findings” part. The outcome of the research is to establish a beverage store located in the 

capital area of Finland to bring for people who live in Finland a new choice of energetic, 

healthy drinking product which also support for the local farming by using local ingredients 

and sustainable grocery. Based on the answers from the central and sub-questions, the con-

clusion and recommendations have been written in the last part of this report. 

2 Background of research in fruit beverage industry 

To come up with an idea and prepare for the implementation step, the team used desk re-

search to get an overview of the current market in Europe in general, and Finland in particu-

lar. This chapter will give an outlook on eating and drinking trends in European currently. In 

addition to, the general consumption of beverages was demonstrated to have a better under-

standing of the niche market and target customers in Finland.  

2.1 Current trends of food and beverage consumption in European market 

Along with the development of human beings, people nowadays have created various kinds of 

demand in food and drink consumption. It means that there will be the appearance of several 

forms and trends of eating and drinking that reach human’s needs. Based on the gathered 

information and data, trends in food and beverage consumptions in Europe are currently fo-

cusing on three elements: an environmentally friendly, healthy lifestyle and sustainability.  

Taking environment issue into consideration, people nowadays decide to consume the product 

that is assumed to be friendly to the environment and to support the recovery of the global 

environment. Particularly, environmental pollution in the world is alarming leading to unpre-

dictable consequences of ecological imbalance and climate change. Indeed, the difficulty in 

decomposing plastic waste causes the death of sea and land creatures due to accidentally 

swallowing. Moreover, human’s health is indirectly affected by the toxic from plastic waste 

through the process of eating and digesting those creatures above such as fishes, or squids. 

Being aware of the current situation of the environment, people are taking various actions to 

reduce plastic consumption and encourage eco-friendly material. In particular, wide ranges of 

businesses tend to use carton containers instead of plastic ones and support products with the 

eco-friendly label. According to the market report of European Fruit Juice Association (AIJN 

2018, 33), in Finland, the number of fruit consumption by carton packaging accounted for 
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96.8 per cent while the number of consumption by plastic packaging was only 1.8 per cent. 

Based on this report, it is likely to say that Finland in particular and Europe in general mostly 

prefer to consume products contained by carton material.  

Along with the trend in environment aspect, there are also trends that are concentrating on 

healthy lifestyle, wellbeing and sustainability. Kesko Food Trends in 2018 reported that the 

consumption of vegetables and plant-based products has continuously increased. They be-

lieved that people who live in Finland nowadays prefer to consume the products that are truly 

good to their brains, body health and support wellbeing in which not only meat but also fish 

consumption is gradually replaced by vegetable selections. In addition, people seem to 

choose products that have natural ingredients, in other words, without pesticides and less 

refined sugar such as organic berries or vegetables. (Kesko 2017.)  

Besides the concern about the environment and human health, people also focuses on sus-

tainability, especially encouraging consuming organic products. Particularly, as be known, 

organic product consumption brings benefit not only for human’s health but also for the sup-

port of organic farming in the agriculture industry. Following the idea in the report of AIJN 

2018, the organic food market in Europe is predicted to grow rapidly to become the second 

largest market after the USA. The report also cited that the demand for consuming organic 

products is increasing in which people probably agree to pay more for the organic food. (AIJN 

2018, 8.) Therefore, it can be concluded that organic food is one of the current trends in 

product consumption, particularly in European countries, to support the sustainability idea of 

contributing to the better world. 

2.2 Overall consumption of fruit beverage in Europe and Finland 

This part contains the desk research on the recent fruit beverage consumption in Europe in 

general and in Finland in specific, connecting to the research idea of creating a business in 

beverage industry. With a highly awareness of the goodness from fruit beverage, fruit juice 

industry needs to adapt constantly to a numerous of demands and drinking trends. As state in 

the Market Report 2016 about liquid by European Fruit Juice Association (AIJN), although the 

number of consumption in fruit beverage is driven by a largest market such as Germany, Mal-

ta, The Netherlands, Finland, etc., there was a slight decline of 0.7 percent from 9.7 billion 

litres in 2014 to 9.6 billion litres in 2015 with the total Europe’s population of 509.9 million. 

When it comes to the comparison with other region, the consumption of fruit beverage in EU 

still stood at the first rank, followed by North America. (AIJN 2018, 6-7). Especially, in 2015, 

Finland was stated as the fifth rank in per-capita consumption about fruit beverage, up to 

24.2 litres per person with the population of 5.5 million.  

Besides, the report also mentioned about the positive aspect of developing premium fruit 

juice compared to standard variants as well as the influence by packaging, flavour and chan-
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nels. With regard to Finland, the figures in 2016 report showed that 2015 was not a good year 

to Finland when there was a struggling economy and high penetration levels which made the 

consumption levels go down. The decreased of 3.4 percent from 164 million litres per year in 

2011 to merely 133 litres per year in 2015, these number was decreasing slowly every year. 

However, when it comes to the consumption based on brand and private label, it is a plus to 

notice that there was a rise of 5.9 percent from 2014 to 2015. (AIJN 2016, 32.) Besides, Fin-

land is a country which tends to choose fruit products flavoured by orange with 37 percent, 

apple with 31,6 percent and mixed flavour with 12.4 percent. Tomato and pineapple are two 

other choices appeared in the figure with only 0.4 percent and 0.5 percent respectively. The 

numbers also demonstrated that Finns prefer to buy take away products than impulse and on 

premise, it is apparent that nowadays, take-away is one of the most popular service in food 

and drink industry. (AIJN 2016, 34.) 

For the next coming year 2017, as state in the new edition of the European Fruit Juice Associ-

ation (AIJN) Market report, there was not a profound change in the fruit consumption from 

2015 to 2016. Nevertheless, when comparing the percentage of private label and brand of 

total fruit beverage in Europe, the figure showed that while there was a decrease of 4.9 per-

cent of branded from 2015 to 2016, there was an increase of 0.8 percent with private label. 

Although this year Finland was not listed in one of six countries having largest market, the 

potential of consuming fruit beverage from private label was still increasing 0.8 percent from 

2015 to 2016. (AIJN 2017, 16). It contributes that the fruit beverage industry in Finland has a 

tendency toward new opening private brand, as mentioned in Kesko report of food trend 

2017, products from small producer accounted for 46 percent. Furthermore, the report also 

mentioned that vegetables and fruits such as bananas, berries, avocado were the most com-

mon choices of people and even the best selling products in Greater Helsinki. (K-ruoka 2017.) 

As state in the 2018 liquid fruit market report of AIJN, due to the acceleration of 2014 drink 

tax hike, the fruit beverage in Finland had suffered badly for several years. However, high 

sugar is found out to be one of the reason as well. This is why fresh and high quality fruits is 

becoming the first choice of people who follow a healthy lifestyle. Together with the high 

sugar content are the retailer and product activity which also influence to the number of fruit 

beverage consumption. It is a highlight in this report because it showed 1.5 percent increasing 

in private label in Finland comparing to the branded business, which got a minus of 8.1 per-

cent. (AIJN 2018, 32). Therefore, there will be a huge demand from customers towards fruit 

beverage products which include organic juices, super fruits and smoothies.  

2.3 Motives of research 

With the trends of having a high level of well-being in everyday life, as well as environmental-

ly friendly, and sustainability, people who live in Finland in general and Finns in specific tend 

to consume the beverage which is fresh, healthy and on trend. Therefore, the group of stu-
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dents in Laurea University of Applied Sciences, in collaboration with any future potential sup-

pliers and stakeholders, would like to develop an action plan for creating a business product 

in the beverage industry. Based on the figure given in the report of AIJN above, Finnish mar-

ket tends to pave the way for private business, which can produce products with the same 

quality as other famous brands, the group came up with the idea of opening a business selling 

fruit smoothies and tropical fusion tea in the Finnish market. The idea also based on the high 

consumption habits, customer demands on ingredients and quality of fruit beverage and cur-

rent trends to build the platform for the new concept of reducing the refined sugar content 

and supporting organic farming. It is probably going to be a new combination of healthy, en-

ergetic, sustainability trends nowadays. Being a new business idea, the project will draw 

more media attention and quality of the business product to attract a wide range of custom-

ers who are of different ages, social class and demands. 

In a thesis, the group of student is given to demonstrate capabilities for applying knowledge 

and skills from the restaurant entrepreneur field in practical tasks. The goal is for the student 

to know how to build a business idea by running practical activities and research to come up 

with a new recommendation about products, models of action, and working culture. After 

doing some desk research and consoling the thesis supervisor, the research group decided on 

the target market in Finland and the target group will be millennials and/or generation X. 

This age range was decided in order not to have a too narrow or too wide age restriction.  

3 Customer understanding and 4Ps marketing mix 

This chapter reviews the different types of theories and/or models relating to this research. 

These deem as critic literature that helped to analyse and give answers to the objectives of 

this research. Firstly, there will be an explanation about two models which were found after 

desk research and relate the most to effectively analysing customer behaviour and segment-

ing target customer group. Afterwards, the 4P’s Marketing Mix was defined to conduct an 

effective product promotion plan. Finally, there will be a conclusion on why those theories 

and models were the most suitable for this research and therefore were implemented.  

3.1 Customer insight 

Customer insight and segmentation is the first theoretical background of the thesis with the 

aim to figure out the proper way of understanding customers as well as approaching target 

customer groups. In the following parts, with the support from many models in some academ-

ic materials, writers identified the main knowledge how to successfully make a research on 

customer behaviour and segmentation. Besides that, the journey of approaching target cus-

tomers will also be shown in this part under the form of persona and customer journey can-

vas.  
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3.1.1 Customer behaviour 

Consumer behaviour is the study when the business or organization wants to know the process 

of making the purchasing decision: thinking, selecting, buying and using of individuals or cus-

tomers. It can be recognized by the actions of the customers in the marketplace when they 

decide to buy any products or services. Many marketers of any business, therefore, have to 

identify the reason that fosters customers to buy any products and services in order to deter-

mine which kinds or features of the products and services are needed in the current market-

place. It can also be understood that the study of consumer behaviour makes customers be-

come one of the main actors in the marketplace. (Blackwell et al. 2006, 37.) To understand 

the behaviour of customers, there are several models which can apply to identify. In this spe-

cific research, the students focus on understanding the consumer behaviour which is analysed 

by applying the Stimulus-response model of buyer behaviour as Figure 2. However, the first 

step of getting an insight of consumer behaviour is to pay attention to the elements that de-

termined the characteristics of the consumer which the model of Maslow’s hierarchy of 

needs in Figure 1 was chosen to analyse.  

Maslow’s hierarchy of needs 

Maslow’s hierarchy of needs is probably the best-known theory of motivation, perhaps be-

cause of the simplicity and intuitive attraction. In general, his theory is based on three main 

hypotheses which are explained here. Firstly, as for an individual, there are many needs in 

their life, however, these needs are not at the same level of importance, it is placed in a 

hierarchical order. Secondly, it is obvious that a person always prefers to first figure out the 

solution to satisfy the need which is the most significant one to him or her. Finally, when the 

need has been satisfied, it certainly gives up what is its due to the next, higher-order need. 

(Dubois 2000, 31.)  

Maslow’s theory of motivation is in the form of a universal ranking, or hierarchy, of the ar-

rangements of individual needs which are in mutually exclusive levels. The early humanistic 

values of Maslow seem to have led him to create a model where self-actualisation is valued as 

the level that man should aspire to. If none of the needs in the hierarchy was satisfied then 

the lowest needs, the physiological ones, would dominate behaviour. If these were satisfied, 

they would no longer motivate and the individual would be motivated by the next level in the 

hierarchy. Maslow maintained that his theory of motivation is holistic and dynamic and can be 

applied both work and non-work spheres of life. (Dubois 2000, 32.) Below is a Figure 1 

Maslow’s hierarchy of needs from low to high which stands for: Physiological – hunger, 

thirst, rest, activity; Safety – security, freedom from fear and anxiety; Belonging and love – 

affection, giving and receiving love; Esteem – self-esteem and esteem for others; Self-

actualization – personal self - fulfilment.  
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Figure 1: Maslow’s amazing hierarchy of needs (Demetriou 2016.) 

This model allows some insights into levels of demand related to different need states. An 

understanding of motivation is the key essential to tourist behaviour as it helps answer the 

question of why people travel. As would be expected, tourism motivation is a key concept as 

motivation is a driving force that impels and influences a trip and is a starting point of con-

sumer behaviour. However, as for the disadvantages, in reality, people do not actually go one 

by one through these levels. People are not that structured in the way that they satisfy their 

needs. Different people from different cultural backgrounds in different situations can have 

different hierarchy of needs.  

Stimulus-response model of buyer behaviour 

So, after customers are satisfied with their purchasing on any products or services, they are 

definitely willing to buy the products or services again or give the recommendation to their 

friends, family or acquaintances. On the contrary, if customers find that the quality of prod-

ucts or services is not good as their expectations and their money, it is apparent that they 

stop their further purchase of that products or services. Besides, a negative attitude will be 

formed in their mind, which may be a great disadvantage for any business or company. 

(Blackwell et al. 2006, 147.) 

The post-purchase behaviour makes up one of important positions because of its responsibility 

of contributing feedback from customers to the company. For that reason, they know how to 

improve and maintain the quality and features of the products and services in such a way as 

to customers are happy with their purchase decision. Customers then will form a good impres-

sion of this experiences and introduce to other people. (Blackwell et al. 2006, 149.) In Figure 

2 below, it illustrates three main stages with regard to the stimuli buyer’s black box and buy-

er’s response. Based on the model, it can be seen that the consumer receives the input from 

the 4P’s marketing mix: Product, Price, Promotion and Place (which will be explained in the 
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subchapter below) and the other stimuli such as Economical, Cultural, Technological and Po-

litical. After that, this input is transformed in the mind which is represented by the Buyer 

Black Box. In the Black Box, it shows the characteristics of the customers as well as their de-

velopment of decision-making. Finally, when the decision-making is made, which means 

customers decide to buy the products or services, their response will be formed into five 

state which are product choice, brand choice, dealer choice, purchase timing and purchase 

amount. (Kotler et al. 2017, 139.) 

Figure 2: Stimulus-response model of buyer behaviour (Britania 2015.) 

3.1.2 Customer segmentation 

Every marketplace has different consumers because of the difference in demands, budget, 

buying attitude, buying practice or locations (Kotler et al. 2017, 194). It is showed that the 

best ways to approach customers are those which can appeal to an individual of them, which 

means take them into consideration who they are as a person. As a result, the buyer personas 

is created. However, it is impossible to provide a personalized experience for an individual 

while consumers make up a huge number and they are totally different from each other. 

Thus, segmentation is a wise method to make sure the business can understand consumers 

through separate them into smaller groups that can be reached in an effective and efficient 

way. (Kotler et al. 2017, 194.) The advantage of customer segmentation is to support the 

process of making the decision in marketing and customer acquisition. Besides, it helps to 

develop the promotion plan of products or services. According to Kotler, customer segmenta-

tion is based on the demographic and psychographic parameter, and with each element, 

there are several issues which need to take into account.  

Demographic segmentation is the first parameter and is the most popular fundamental bases 

of the process of classifying customer groups into the smaller size with different traits and 

patterns. Kotler divided demographic into small segments based on age and life-cycle stage, 
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gender and income. It is easy to understand because according to statistics, the rates of the 

needs, wants, demands and usage are merely close to the demographic variables. (Kotler et 

al. 2017, 196.) Thus, with the result from the classification, it builds an access to the target 

market and after that reaching the target customer effectively. Below is the explanation of 

the three categories of the demographic parameter. 

• Age and life-cycle stage: it is said that everything changes day by day. The needs and 

wants of customers also change day by day with the growth of age. This is the reason 

why some company can recognise this change and make sure to provide different 

products which are suitable for every age and life-cycle stages. Additionally, some 

businesses only focus on offering products or services for their target group which is 

in the specific age range. For instance, while many famous brands of the technology 

industry have been busy to promote and offer many kinds of modern devices to adult, 

Amazon has chosen to focus on a small tablet market. As a result, their product, Kin-

dle Fire tablet, got many compliments and suggestions from parents to their young 

children. This device was designed for young children with the purpose on education 

as well as entertainment, not only that, Amazon ran a promotion by offering the me-

dia subscription service and FreeTime Unlimited campaign for children from three to 

eight years old. All in all, it not only helped to generate revenues for Amazon, but al-

so increase the selling rate of Kindle Fire Tablet. (Kotler et al. 2017, 196.) 

• Gender: this category of segmentation has been chosen to utilize for the fashion in-

dustry, cosmetic industry, toiletries and newspapers or magazines. Formerly, the ma-

jority of female products were developed and promoted drastically such as L’Oréal, 

Nivea or Dove. Nonetheless, many company only produced products for women nowa-

days paved a way to manufacture men care products. Therefore, the industry focus-

ing on male has been developed and extremely exploded recently. (Kotler et al. 2017, 

196.) 

• Income: last but not least, income makes up a powerful position in the demographic 

segmentation because of its significance in a wide range of products and services such 

as cars, motors, travel, clothing or cosmetics. As for the income segmentation, it can 

be divided into high-income, upper-middle income, lower-middle income and low-

income. Many businesses spotted target customers with high-income and tried to pro-

vide luxury products and services for this category of customers. Whereas, there are 

some companies or businesses prefer to offer goods and services for the low-income 

and middle-income group such as supermarket like Aldi or Lidl in Germany. (Kotler et 

al. 2017, 197.) These cheaper businesses do not mean that the quality of goods or 

services is bad, but sometimes it can get money from other groups of income.  
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Psychographic is the second parameter of the customer segmentation. This type of segmenta-

tion is continuously divided into the smaller group which based on social class, lifestyle and 

personality characteristics. And moreover, customers who are in the same demographic group 

can possess different characteristics of psychographic. (Kotler et al. 2017, 197.) The ad-

vantage of this parameter is to allow the business to get an insight into the interests and atti-

tudes of customers toward the products or services based on the psyche of the customers. In 

some ways, the response of customers toward anything can display the potential of selling 

rate of this product or services. Therefore, the business knows how to develop and maintain 

appropriate products that match the certain group of customers.  

• Personality: The first element included the in psychographic parameter is personality. 

Many businesses agree that personality traits are the crucial factors considerably im-

pacting on consumer decision of purchase. Although every person has each different 

characteristic that creates each unique personality, many individuals still tend to be-

have and react in the same way based on many similar personality groups. In particu-

lar, it is possible to classify people into two groups that are “high” in sociability and 

“low” in sociability due to the similar personality trait. People who tend to have 

characteristics such as active, outgoing, friendly, or open-minded can be listed in 

“high group” while the ones who prefer to live a quiet life and far away from the 

crowd are considered to be in “low group”. (Vohra 2006, 282.) 

There is one more reason that makes personality be one of the most important factors 

in customer insight is its own substance. Specifically, according to Vohra (2006, 282), 

personality is regarded as a constant and long-lasting factor that may be created from 

the day a person was born and lasts until a person passes away. From this point of 

view, business should consider personality as a key factor to finalize and attract tar-

get customer. However, there was also an idea determining that in spite of the con-

sistent and enduring nature, personalities can be changed depending on certain situa-

tions such as the death of a beloved person. Thus, it was suggested that it is better 

for companies to take advantage of personality in suitable circumstances instead of 

making attempt to change those personalities to fit business’s objective or rely most-

ly on those personalities to produce business’s products. (Vohra 2006, 283-286.) 

• Social classes: Social class is defined by Krech, Crutchfield and Ballachet in Dubois 

(2000) is a division of society made up of persons possessing certain common social 

characteristics which are taken to qualify them for intimate, equal status relations, 

and values with one another. There are many theories to classify social classes based 

on every different element such as income, education, wealth and other variables. 

According to the structure defined by Kotler et al. (2017, 143), major classes with the 

combination of income, occupation, education and wealth are divided into four main 
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classes, which are upper class, middle class, working class and lower class. Starting 

from the bottom, lower class is also differentiated by two other classes so-called 

“upper lowers” and “lower lowers” in which “lower lowers” are considered as visibly 

poor, unemployed or depend on government assistance while “upper lowers” are re-

garded as the working poor who are lack of education and professional skills to get 

poorly paid but their living standard is just above poverty. Going up to the working 

class, which accounts for a large number in society, it consists of people who live 

their life depending mostly on their relatives to get economic and emotional support 

and suggestion on buying and assistance when in troubles. (Kotlet et al. 2017, 143.) 

The third class above the lower class and working class is middle class, which is also 

divided into two groups: “middle class” and “upper middles”. As for the “middle 

class”, they are both white and blue-collar workers who get an average salary level. 

This group tend to consume products for trends and follow a better living standard 

with nice house, nice surroundings and good education. Meanwhile “upper middles” 

are considered as those professional ones who can be independent businessmen and 

managers with highly civic minded and believe in education. They also live for the 

expectation of better life with better things. The highest class can be for upper 

class, which makes up a small number in society. It includes “lower uppers” and “up-

per uppers”. As for “lower uppers”, they consist of citizens who gain high income 

through exceptional ability. They can afford their life with expensive house, high ed-

ucation and assets. Meanwhile, “upper uppers” are the individuals who get inherited 

wealth and own more than one house. In addition, those people join charity activities 

to share their large sums. From the classification of social classes, there will be easier 

for business to target the market that is suitable for product value. (Kotlet et al. 

2017, 143.) 

3.1.3 The journey of approaching target customer 

Customer journey 

In order to minimize the distance between customers and business, product and service de-

signers need to visualize the specific process of understanding and approaching customers 

starting from the moment they get to know the existence of business’s products. Particularly, 

to make the final decision, customers need to experience the journey of consuming consider-

ation among various product providers. Therefore, it is crucial that product and service de-

signers have to imagine and draw these customer journey maps as table 1 below by them-

selves to understand the way how customers get closer to company’s brand and products. 

(Stickdorn et al. 2010, 158.)   
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It can be said that customer journey is an effective tool to provide an overview of important 

aspects impacting on customer experience. In this method, touch-point is considered as one 

of the most crucial elements, which is the place where customers are able to approach the 

business’s products and service. Indeed, touch-point exists in many different forms, in partic-

ular, individual direct interactions, virtual interactions via the website or social media, or 

physical trips. So as to identify touch-points for creating customer journey maps, it is re-

quired that product and service designers have to find out basic information influencing the 

experience of target customers by implementing interviews or through customer own blogs, 

social networks or diaries. After defining those touch-points, product and service designers 

need to connect them together to create a specific journey of the target customer. According 

to Stickdorn et al. (2010, 158), customer journey map is regarded as an essential tool that 

contributes to the process of creating the persona, which is another method in customer ap-

proach and insight. (Stickdorn et al. 2010, 158-159.) To make it more imaginable, there will 

be a particular example of customer journey shown in Table 1. 

 

Table 1: Example of Customer Journey (Stickdorn et al. 2010.) 

A Day in the Life method 

Along with customer journey maps, there is another significant tool so-called “A Day in the 

Life” contributing to the process of understanding and approaching customer. A Day in the 

Life is regarded as the overview drawing of customer daily activities, which can be created in 

various forms such as simple graphics, comic strip or video. A Day in the Life is a useful meth-

od because it provides designers with the background information of the target customer, the 

one that will mainly impact on the decision of consuming a product. In particular, through 
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customer daily routines, product and service designers may be easier to understand custom-

er’s feelings and reaction towards certain issues. Moreover, these designers probably get a 

chance to figure out customers’ actual problems and motivations in their real life in order to 

find out proper solutions and ways to attract them. (Stickdorn et al. 2010, 174.)  

 

There will be an example of a fitness company that on the way to create customer daily rou-

tines through their activities. And, the target object of customer research is a mother of a 

two-year-old child who is too busy to take care of her body beauty after giving birth. Her 

daily routine in order is preparing breakfast, taking her child to the kindergarten, going to 

work, picking up her child in the afternoon, being busy with cooking dinner and looking after 

her baby at the same time in the evening, taking her child to bed, and finally enjoying her 

short free time doing yoga before sleeping. And, there is also the important information that 

her husband usually has business trip so that he cannot always help her looking after the ba-

by. After imagining the specific daily life of a mother, the fitness studio realized that she 

does not have enough free time to take care of herself due to the sacrifice for her baby. 

Thus, the company designed a service that will share the concern of these mothers. Particu-

larly, there will be a babysitter service after 4 pm for those parents who would like to take 

part in gym and yoga after work but too busy with their babies. Generally, “A Day in the Life” 

method has played a significant role in understanding target customers and attracting them 

to consume the product and service of business.  

Persona 

Besides customer journey and “A Day in the Life” method, there is also one important tool 

that helps provide an in-depth understanding of who customers are, what they need and how 

they interact with the products and services of a company. It is persona as shown in Figure 

3. To get started, personas are fictional, an imaginative profile that the researchers can de-

velop to represent the target customer. With this point of view, personas are unable to de-

scribed real people, however, personas are composed based on real data collected from mul-

tiple individuals’ aspects such as motivations, needs, lifestyles, cultures, values or attitudes. 

(Stickdorn et al. 2010, 178.)  

There is an effective way to create and develop personas is that product and service provid-

ers need to gather all collected information and separate it into specific groups, which have 

common interest and character. Thus, it can be described that personas is a centre, which 

provides customer’s basic information of interest and personalities. The persona is supported 

by gathering data from daily routines and surrounded by the “customer journey” barrier in-

cluding important touch point. (Stickdorn et al. 2010, 178.) Below is the instance of personas 

profile of target customer.  
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Figure 3: The example of Personas Profile of Target Customer (Pinterest n.d.) 

3.2 4Ps model of the marketing mix 

As a result of the study on customer insight, the students were able to define who the target 

customers are as well as which proper products for the business are. Therefore, the next step 

that should be taken into consideration is finding out the technique to approach those poten-

tial customers and promote the ultimate product of the business. After the groundwork of 

examining marketing methods, the researchers finally decided to utilize the 4Ps of Marketing 

Model as Figure 4 below as one of two crucial theory backgrounds for the study. There are 

four main elements of 4Ps marketing including Product, Price, Promotion and Place (or 

Placement). 

Figure 4: Ps of Marketing Mix elegant icon kit (Amayante, 123rf.com.) 

3.2.1 Definition and value 
 

The awareness of living in a technological society is an advantage of doing marketing nowa-

days. To many people, marketing literally is understood as selling and advertising business 

products, which people can recognize its surroundings such as in the posters of the nearby 

shopping centre, in the TV ads, magazines or many flyers on the street. It is a good old tradi-
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tional form of marketing while marketers have stepped up to a new level of marketing re-

cently, which can reveal the real meaning of this job. The new marketing approaches can 

reach customers directly, interactively and personally through using the benefits of the de-

velopment in social media and technologies such as interacting with viewers through imagina-

tive websites, blogs or online videos, connecting with mobile users through mobile apps or 

social media. Today's marketers are able to not only selling and promoting their products to 

customers but also forming a part of customers' life along with enriching customers' experi-

ences with their business products or brands. (Kotler et al. 2017, 5-6.) 

 

There are so many definitions which can define the meaning of marketing, nevertheless, the 

most suitable one which was chosen for this thesis is, according to Philip Kotler, who is the 

father of modern marketing: "Marketing is the science and art of exploring, creating, and 

delivering value to satisfy the needs of a target market at a profit." Thus, marketing is called 

a battle for value rather than the products that the company or business are trying to sell. If 

the marketers understand customers' needs, based on that creating and developing products 

that bring superior customer value and prices, after that promoting and delivering in an ef-

fective method which can easily engage customers, these business products will sell without 

difficulty. When it comes to a narrower business context, marketing includes the process of 

building profitable, value-laden exchange relationships with customers. Thus, the process 

that a business creates value for customers as well as build and maintain a strong relationship 

in between is forming as doing marketing (Kotler et al. 2017, 5-6). This is the reason why 

there is a difference between marketing and selling. While selling is a process concerning as 

making customers to exchange their money to the products, this short-term process is unable 

to discover and satisfy customer needs; marketing instead of getting money from the pur-

chase of customers, it gives and fulfils their needs. (Business Dictionary, n.d.) 

 

Indeed, marketing is the activity that derives from the needs, wants and demands of custom-

ers. A normal day for an individual is unable to starts and ends without eating, drinking or 

moving, etc., these things come from the needs. The specific needs of the human being are 

the state of lacking a certain basic satisfaction to help them survive. This need exists as a 

component of people and according to Maslow's demand pyramid, there are five types of 

needs which are physiological, social, respected, and finally self-directed (Thompson 2018). 

Depending on the state and level to which people have different needs, to fill their stomach, 

people need a meal; to have a place to live, people need to buy or rent a house; to show 

yourself, some people need to go to a prestigious school. Everyone desires all his or her needs 

to be fulfilled, the needs to have specific things to satisfy a personal desire is wants. The 

wants of the people in society and in different periods of time will change, and it will grow 

and expand lately. Once the wants are backed by the purchasing power, it becomes the de-

mands. One problem for businesses is that apart from identifying the market with the needs 
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and wants of products, the businesses need to determine very clearly how many customers 

are willing to pay for products that have been produced. Marketing will now be the bridge to 

bring the message, image and brand of the product reach the customers through different 

ways effectively. It consists of the coordinator of four components so called the 4Ps of mar-

keting mix which was explained in detail in the subchapter below. (Investopedia, n.d.) 

3.2.2 Product 

In this day and ages, there are many service industries such as restaurant, tourism, retailing, 

entertainment, fashion or education, etc. The majority of organizations, entrepreneurs or 

businesses have the same purpose of offering products or services by engaging customers in 

marketing activities such as advertising, TV shows, or social network. And, products which are 

goods or services, are the beginning stage for making up the marketing mix by which the mar-

keters can understand the demands from the marketplace and create products which are 

suitable with each industry and current mode of life. In this subchapter, the product will be 

divided into physical products (goods) and core services (services), which businesses produce 

and offer for customers. (Sharp 2013, 248.) 

The Product is the first P of the marketing mix or so-called marketing offerings, is what busi-

nesses or organizations offer to the marketplace. One of the aims of the marketing method is 

to give a hand to customers in order to reach their goal in life, no matter these might be. 

Therefore, it is apparent that product and service are two additional provisions help custom-

ers fulfil their objectives. For example, customers go to a concert or an event to enjoy dif-

ferent experiences which they are seeking for, such as goods, services and surroundings. In-

deed, the content of the concert or event are the main products that customers purchase, 

but other products and services such as eating, drinking, or the staff manner, atmosphere 

contribute to enhancing the experience. It is, therefore, significant to complete the first step 

in understanding the basic needs and desires of customers so that it is easier to choose the 

suitable goods or services. Looking back to the example, the businesses always try to fulfil 

the need by offering both physical good and service which is called product package. This can 

be seen as a primary offer to the marketplace and all other elements of the 4Ps marketing 

mix, which turns out that if the goods or services is unable to satisfy the basic needs of cus-

tomers, there are none of the other elements of the 4Ps marketing mix can overcome the 

difficulty and deficiency. (Sharp, 2013, 248-250.) 

Due to the function of the product, such as some products are made with the purpose of 

providing for private people or householders, some products are made with the purpose of 

conducting companies or businesses, the product is divided into two categories. The first is 

consumer products and the second is called industrial products. Besides, there are also sever-

al products which have the function of both categories above. It means that the industrial and 

consumer use includes in these products and they can be sold with a larger amount through 
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various distribution channels. However, for many years, many consumer products have been 

launched in the marketplace in a form of industrial products, after that they are made avail-

able for household users because of their convenient. (Sharp, 2013, 254-255.) Based on the 

marketing perspectives, a product or service must include the following elements:  

• Quality: this is the most important factor of any products or services. Any products 

and services which are launched on the market must be of a good quality because it is 

the fact that customers never choose products with poor quality. Hence, good quality 

means that it is capable of satisfying customers' needs, durability satisfactory, no tox-

icity to the user as well as the surrounding environment. For instance, an LCD monitor 

that is sold on the market must be capable of displaying, with a shelf life of at least 

five years, without harm to the user such as fire, explosion, etc. As for the level of 

quality compared to competitors, even higher quality, lower or equal to the competi-

tors, it will be determined by the product positioning. (Sharp, 2013, 251.) 

• Design: as for tangible products, the design is one of the important elements. The 

content and design features include the shape which can be compact, convenient, at-

tractive …; colours which can be green, red, yellow, …; photos which can be singers, 

actors, cartoon characters, motifs, logos or any slogans, … There are some consumer 

goods such as detergent, fabric softener, instant noodles, cookies or candies, etc., 

the design is mostly focused on the packaging. Typically, manufacturers will choose 

outstanding colour schemes such as blue, red, yellow with eye-catching images to at-

tract the look of customers. Meanwhile, for fashion or technologies products such as 

clothing, footwear, jewellery, telephones, laptops, etc., the design is the conclusive 

factor which focuses on the product itself. Designing these products is not easy, so 

marketers always have to consult with experts who have experience in the field of 

design. (Sharp, 2013, 252.) 

• Function: this is the factor that brings competitiveness to the product or service. 

Commonly, the act of creating and developing function will be performed by the R & 

D department (Research and Development). However, marketers will be responsible 

for orienting the development process so that it can adapt to the needs and wants of 

the target customers. For example, an infant milk's formula should have several fea-

tures that support infant growth such as support for brain development, immune sys-

tem, sense and physical. (Sharp, 2013, 251.) 

• Brand: The brand is the identity of one product groups in the market. Brand of a 

product including the name, logo, image, slogan. The choice of name, logo, image, 

slogan depends on many factors such as market characteristics, product or service 

characteristics, competition, objectives of the business. When a business or organiza-
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tion have offered their product in the market for a long period of time, this activity 

can collect rMBAs, which is an abbreviation of relational market-based assets, in term 

of reputation and goodwill from satisfied customers. To become a successful brand, a 

product must fulfil the needs of customers as well as have an applicable branding and 

marketing mix which is satisfied by the rMBAs regulation. (Sharp, 2013, 251.) 

• Label: for businesses offering a wide range of products, there are two ways of naming 

labels for these products which are separate labelling for each product and general 

labelling for all products. The former is the method which the majority of companies 

choose to utilize it. Overall, the disadvantage of this method is that it costs a lot for 

trademark registrations as well as trademark protection, but in return, it can attract 

customers because of a wide variety of choices. The products of the business will be 

richer and more diverse when there are many different brands, and the company can 

positively prevent counterfeit goods. For example, P & G (Procter & Gamble Co.) sells 

shampoo product, but with dozens of different brands such as Head & Shoulder, Re-

joice, Pantene. The latter is suitable for related products or services such as TVs, DVD 

players, MP3 players, phones or laptops. The advantage of this branding is to save the 

cost of using for promoting, branding. Besides, new products will be easy to recognize 

when launching to the market. However, for unrelated products or services, this nam-

ing will have a negative effect. For example, the DUCK brand of toilet bowl cannot be 

used for toothpaste. (Sharp, 2013, 253.) 

• Packing: the packaging for a product should have several basic criteria. It is obvious 

that the packaging of a product not only helps to protect this product from harmful 

factors such as temperature, moisture, etc. but also draw an attention to customers. 

Besides, in some products, the packaging has necessary information related to prod-

ucts and manufacturers, the purpose of the products, or even the instructions about 

how to use. To a certain type of products, there are also several regulations which 

need to follow when designing the packaging of any products. (Sharp, 2013, 253.) 

• Product support service: the final element is also important which relates to the cus-

tomer services. The process of providing and maintaining effective support service 

helps increase the capability of selling and competitiveness of the business products. 

There are several ways of proving the support service such as interacting with cus-

tomers frequently, providing the warranty service, free installation, free consultation 

or any repair service during the first or second month of using products. (Kotler et al. 

2017, 227-228.) 
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3.2.3 Price 

Price is the next factor in Marketing Mix that will be demonstrated in this part. According to 

Kotler et al. (2017, 293), compared to other factors in Marketing Mix, price is regarded as the 

one and only element that contributes to creating revenue for the business. In fact, price is 

one of the most crucial elements impacting on customer decision of consuming products as 

well as supporting to the creation of customer value and relationships. However, there are 

still many businesses facing troubles with selecting appropriate pricing strategies during the 

first period of entering marketplace due to wrong vision. Therefore, in order to define the 

proper price for every product, business needs to research among various pricing tactics to 

finalize which one will be the most suitable method to apply to the current situation of the 

company. The process of pricing should be considered from several aspects including custom-

er perception of product value, cost of producing products and the price in same current 

marketplace as well. Thus, there are three main pricing tactics approaching each appropriate 

aspect mentioned above. These are customer value-based pricing, cost-based pricing and 

competition-based pricing. (Kotler et al. 2017, 293.) 

First of all, there will be the analysis of customer value-based pricing tactics. Indeed, it is 

likely to say that customer value-based strategy and cost-based strategy are opposed to each 

other in the process of setting the price. As be shown in the name, customer value-based 

pricing strategy puts the perception of product value in the top of pricing decision. Firstly, 

the progress starts from the evaluation of consumer needs and value perception and then 

moves to the next stage of setting a target price to fit the perception of value. The main 

point is that the cost of producing products in this tactic is defined after pricing, in which 

incurred cost will be decided and modified to match the target price and value. And the last 

stage in value-based pricing is designing a product, which demonstrates the desired value at 

the proper price. (Kotler et al. 2017, 294 - 295.) 

Talking about the relationship of price and value in value-based pricing, it should be clarified 

that a product with a low price does not mean it cannot bring the good value since price is 

set based on not only the core materials of the product but also the other elements contrib-

uting to the process of producing product. In particular, a restaurant that offers lunch with 

lower price than other competitors might lead to customer’s thought that food quality is not 

guaranteed or ingredient is not fresh. So, it seems to be incorrect when people consider only 

one factor to evaluate the whole product. The price is cheaper might be because the restau-

rant uses homemade ingredients that they do not need to spend costs for ordering from an-

other supplier. Therefore, when setting a price based on value, business also needs to consid-

er two another strategies belonging to value-based strategy so-called good-value pricing and 

value-added pricing. In there, good-value pricing is talking about the combination of good 

quality of products and a proper price while value-added pricing is applying the way of in-
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creasing features and service to make the product stand out from the market. (Kotler et al. 

2017, 294 - 295.) 

If customer value-based pricing is regarded as the roof of price setting, the cost-based strat-

egy can be considered as the base for pricing decision. As been mentioned in previous part, 

cost-based and value-based tactics are in the opposing relationship. While value-based places 

customer perception of product value in the first stage of identifying price, the cost-based 

strategy sets the price to rely on the cost that spent to create the product. The process can 

be started from the stage of design a product. And then, the business will define costs that 

have been used to produce the product to set a suitable price based on these costs. After all, 

the last stage is the step that business will try to convince consumers of the product’s value, 

which seems to be not an easy task for the company. If the price is higher than customer ex-

pectation of product’s value, the business might need to deal with lower markups or find 

another way for lower sales, which both probably leads to the unexpected amount of profits. 

(Kotler et al. 2017, 294 - 295.)  

In the cost-based pricing strategy, there include three pricing methods that are based mainly 

on fixed costs and variable costs, which are full cost pricing, direct cost pricing and marginal 

cost pricing. Firstly, the full cost pricing is the technique that calculates all the costs that 

contribute to the process of producing products consisting of fixed costs and variable costs. 

Then, direct cost pricing seems to be similar to full cost pricing but it differs from the factor 

that direct cost pricing does not include the fixed costs used for other products. So, this 

technique should be considered carefully when the business has more than one product. Being 

different from those two methods above, marginal cost pricing focuses on variable cost such 

as raw material costs and overlook the fixed costs. When the price is set higher than the mar-

ginal cost, the surplus can be used to cover the fixed cost and become profits if all fixed costs 

are paid off. Indeed, the Marginal cost pricing method is usually applied for new business or 

low season sales. (Sharp 2013, 307-308.) 

Along with those pricing strategies used based on product’s costs and values, there is also a 

need to take a look at the competitors when setting product price, which can be called com-

petition-based pricing. This strategy requires business to evaluate the prices, costs, strate-

gies and market products of the competitors. When deciding price based on this method, the 

company should ask itself many important questions. If the product type is already available 

in the market, consumers will make their analysis and comparison of production values on the 

price that other businesses offered in the same market. If customers perceive that the busi-

ness’s production value is as same as or even lower than other current competitors’ offerings, 

they might not change their habit to buy from the new producer who offers with same price 

but not any different. In this case, the company might need to lower the price or trying to 

change the perception of customer about product value. In contrary, if the product value is 
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evaluated higher than other competitors’, the business may have the right to raise the price 

higher than other businesses’. (Kotler et al. 2017, 300.) 

Moreover, when using the competition-based strategy, the company should consider the scale 

of competitors in the market. If the company finds out that those current businesses in the 

same market offer product with the value not relative to the high price, the company can 

penetrate the market with the same value but the lower price to lead those weaker competi-

tors. However, if the market is dominated by large-scaled competitors or low-price competi-

tors, the business should consider the proper strategy so that the company can enter the 

market with higher price and outstanding offerings using value-added products. (Kotler et al. 

2017, 300.) 

Besides three major pricing strategies that explained in previous parts, there are also some 

strategies that are regarded to be especially suitable for the new product that first enters to 

the market. These are market-penetration pricing, meet-the-competitor pricing and market-

skimming pricing. Penetration pricing uses the low price strategy to gradually enter the mar-

ket until gaining the stable position in current marketplace. The business may slowly increase 

the price even higher than the competitor’s. However, it probably comes to the dissatisfac-

tion of the stakeholders, or in particular, with retailers due to the loss of their income. (Ko-

tler et al. 2017, 314.) 

As for meet-the-competition pricing, the business will penetrate the market with the same 

price level as the competition. This tactic requires the company must create its own signifi-

cant value. In specific, product and service quality needs to be higher compared to competi-

tors in the marketplace so that customers may consider consuming the new brand of product 

instead of the old one. The next strategy in pricing is market-skimming pricing which is to-

tally opposed to penetration pricing. This strategy utilizes a high price tactic to enter the 

marketplace. However, this method is only suitable to apply to the product concept or ser-

vices that have never existed in the market. In market-skimming pricing, the price level can 

be reduced due to the appearance of the opponents in order to obstruct the penetration of 

the competitors. When applying this tactic, the business needs to invest more in advertising 

the new product image and concept toward customers. (Kotler et al. 2017, 314-315.) 

3.2.4 Place 

The third element in 4Ps of Marketing Mix is Place, which refers to distribution channels or 

the methods and locations the company used for products or services to be easily accessible 

to the target customer. In fact, it is a useful way, which provides a chance for businesses to 

bring their products to potential groups. There are still some businesses trying to ignore the 

importance of distribution channels, which may lead to unexpected consequences. Mean-

while, those companies that have been applied distribution systems obtain considerable ad-



 27 

 

vantages in the market. Taking Apple into account as the typical example of successful use of 

distribution systems, the company has gained the significant success in selling music through 

iTunes for several years. With old marketing strategies, the distribution channel expands in 

the area, which belongs to the interested subjects of the customers. (Kotler et al. 2017, 341-

343.) 

However, nowadays, with the growth of the Internet, it seems to be an open source that 

opens to all customers or so-called users. In particular, Instagram has brought distribution 

channel to the new concept. In fact, there is a wide range of small fashion businesses used 

Instagram as a main channel to reach target customers in order to promote the products, 

make transactions and build customer relationships. However, making the decisions for distri-

bution channels is not that easy for every business since it relates to long-term commitments 

and contracts with other companies. It is likely to say that a company can easily change the 

method of promotion, the design of products, or the changes in price. But, it might bring to 

the huge problems, especially litigation due to the breach of contract if the business makes 

the change in distribution channels. (Kotler et al. 2017, 341-343.) 

When deciding on distribution channels, business has to notice whether these channels are 

used to promote the product at the right place where it should bring the product to, at the 

right time and the right amount. Therefore, depending on each case and situation in which 

the business is involved, there will be several distribution types that need to be considered. 

Selling directly is the first primary type and starting point. This element will let the business 

bring their products directly to the customers so that the business also gets more personal 

feel of the marketplace due to the direct interaction with the customers. Thanks to this, not 

only the products but also the services itself can easily adjust to adapt to the changes in the 

industry. Thus, small businesses that have limited resources are usually suggested to apply 

the type of direct product distribution. (Kotler et al. 2017, 345.) 

The second type of distribution channel is an indirect marketing channel, which is about 

selling through resellers or so-called intermediaries. To increase and expand the area of dis-

tribution, the business can choose to sell their product through a third party, which are the 

retailer, wholesaler, industrial supply houses or agents. With this strategy, it is obvious that 

the business can reduce the storage space required for containing the products. Nevertheless, 

the business might lose the customer personal contact or even company identity in some cas-

es since they will be talking to the resellers. The businesses or organizations have their own 

right to design several distribution channels to provide the products and services to customers 

in the fastest, most convenient way. Each layer of marketing intermediaries accomplishes 

their task in bringing the products, services and its ownership nearer to the last buyer. Thus, 

the length of a channel depends on the amount of intermediaries levels. Based on that, the 

indirect marketing channels are separated into two categories, which are conventional distri-



 28 

 

bution channel and vertical marketing system (VMS) as can be seen in Figure 5 below. (Kotler 

et al. 2017, 345-347.) 

When it comes to a conventional distribution channel, the manufacturers supply products to 

the intermediaries, in case where the distribution channel has several intermediaries, the 

intermediaries will, in turn, provide the products to each other until the final intermediaries 

distribute to customers. For example, the figure 5 below displays the chain of two intermedi-

aries who are wholesaler and retailer. In this channel, none of the members has the right to 

control over the others as well as there are no formal means remain for assigning tasks and 

dealing with the conflict of the channel. On the contrary, a vertical marketing system (VMS) 

is a marketing channel that suppliers and intermediaries associate into a unified system to 

distribute products to customers, in which a channel member can be the owner of the other 

through signing the contracts between them. It turns out that the vertical marketing system 

can be dominated by any members in the channel such as producer, wholesaler or retailer. 

(Kotler et al. 2017, 345-347.) 

Figure 5: Conventional vs Vertical Marketing Channel  

3.2.5 Promotion 

The last factor in 4Ps Marketing Mix is Promotion, which is regarded as the important tool 

support the success of marketing communication. There might include several types of pro-

motion but these four categories can be considered to be the most popular and effective 

methods consisting of personal selling, sales promotions, advertising and public relations. 

The first part of this subtitle will be the overview of personal selling and sales promotion in 

the promotion strategy of 4Ps marketing mix.  

Firstly, personal selling is the form of interpersonal communication and interaction between 

the salesperson and consumers to persuade them buying company’s products. While advertis-
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ing provides information and image of the products through non-personal communication with 

huge numbers of customers, personal selling is focusing on the interactions between person 

and person by face-to-face interaction, by phone or via emails, social media or through video, 

online conferences, and so on. So, personal selling is sometimes more effective than advertis-

ing to be chosen in promotion strategy depending on some certain situations. In particular, it 

will provide the flexibility in time and in the sales presentation to customers based on the 

current state. Sometimes, salesperson might understand and probe customer’s demands 

through their problems, reactions or behaviours. (Kotler et al. 2017, 468.) For instance, a 

shampoo salesperson who is talking face to face with customers has a chance to observe the 

expression, reaction, needs as well as the current situation of customer’s hair strength. From 

that, he or she may know the important points to impress target consumers by introducing 

the effect of preventing hair falls to meet their needs.  

In addition, the salesperson also plays a crucial role as the intermediary between customers 

and the company. Besides demonstrating the product to consumers, he or she also conveys 

customer’s need, opinion and reaction to contribute to the process of product development. 

In fact, in order to successfully sell a product salesperson needs to understand and expert at 

the process of selling. In there, the follow-up stage should be taken into considering careful-

ly. Particularly, after the conversation between salesperson and customer, the salesperson 

needs to follow those consumers to make sure that they are satisfied with products and re-

peat the order. In some cases, the company does not want to sale only a product but also to 

create the relationships with customers. Thus, the role of salespeople do not stop at making 

the transaction but turn the transaction to be the strong relationship between the company 

and consumers. (Kotler et al. 2017, 468-482.) 

The next element in promotion should be sales promotion, which usually has close connection 

to personal selling and advertising. Sale promotion exists as short-term incentives so as to 

boost the sales and encourage the purchase of a product. There are several types of sales 

promotion including sampling, coupons, deals, contests, bonus, trade conference and so on. 

In fact, it is appropriate to apply in the process of launching a new product or in high compe-

tition reasons. There include many major sale promotion tools, which are consumer promo-

tions, trade promotions, and business promotions. In there, consumer promotions are applied 

to attract and enhance the purchase of short-term customer, and also strengthen the long-

term relationships with loyal customers. Consumer promotions can be differentiated into sev-

eral kinds such as samples, coupons, cash refunds, price packs, premiums, price packs, adver-

tising specialities, point-of-purchase promotion, contests, sweepstakes and games, and event 

marketing, in which price packs, coupons, premium, and point-of-purchase promotion seems 

to be suitable to apply to the food and beverages industry. (Kotler et al. 2017, 482-491.) 
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Besides consumer promotion, there are trade promotions, which are the techniques used to 

convince the reseller to promote the product brand in advertising and bring it closer to con-

sumers. In fact, there are many consumer promotion tools that can be applied also in trade 

promotion tools such as contests, premiums and displays. Besides, business promotion tech-

niques are tools used in generating business leads and encouraging purchases, awarding cus-

tomers, and stimulating salespeople. There are two main business promotion techniques con-

sisting of conferences and trade shows, and sales contests. (Kotler et al. 2017, 482-491.) 

Along with personal selling and sales promotions, there is also the existence of advertising 

and public relations, which contribute to the success of product promotion. Taking advertis-

ing into consideration, it has been existed and developed through many decades. Advertising 

has been known as the form of conveying and promoting ideas, products or services by the 

means of non-personal communication, which is carried out by an identified sponsor. In the 

process of making advertising decisions, the company needs to set clear objectives and budg-

ets for advertising because advertising is not the only method that the company will use in 

promotion. There are three typical types of advertising objectives including informative ad-

vertising, persuasive advertising and reminder advertising.  

As for the informative advertising, it supports to demonstrate a new product to the market, 

which explains how a product works and build company brand and image. As for persuasive 

advertising, the main purpose of this type is to persuade consumers to switch to consume the 

product of the business, and create customer engagement. Meanwhile, reminder advertising 

focuses on maintaining customer relationship and reminding them of the need of the product 

and the existence of the brand. Thus, when deciding to choose advertising types, the compa-

ny must consider carefully the target and budget based on the current situation of the busi-

ness. Particularly, if it is a start-up company launching a new product, informative advertising 

seems to be the most suitable advertising objectives. (Kotler et al. 2017, 438.) 

Moving to Public Relations, public relations (PR) is considered as a mass-promotion tool, 

which probably costs lower than advertising. The essence of public relations is to improve the 

view of a person, a company, and broadcast information to the media to draw their attention. 

Although public relations is unable to immediately bring tangible outcomes, the company still 

needs to apply this method to support the creation of the company own image and achieve-

ment of goodwill from the public. (Kotler et al. 2017, 454.) 

In order to use public relations in the most effective way, business has to understand some 

main tools in public relations. First of all, it can be said that news is the first technique that 

must be considered in public relations. The stories of company products and images are cre-

ated naturally or on purpose. Sometimes, the PR person needs to create the stories through 

events or activities, but sometimes the stories just naturally come to the public. The next 
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means of company images and brands publicity is using speeches through field questions from 

social media or small talks at trade associations or sales meetings. Another technique of PR is 

special events, which can be conferences, press tours, grand openings or educational pro-

grammes in order to approach the target group and attract target public attention. (Kotler et 

al. 2017, 438, 454-455.) Even though public relations bring considerable benefits to the pro-

motion of company product, the company should consider carefully the proper method to 

apply so as to avoid spending unnecessary costs.  

4 Research question for Pin Station business 

This chapter contains the central questions and sub-questions with an explanation of why 

these are relevant for this research. These questions supported for the process of creating 

interview for the owner of Bumi Café and target customers. The interview questions can be 

seen in Appendix 1 and Appendix 2.  

• Central question:  

The central question is: “How to create an affordable and effective product promotion plan 

which contributes to the process of approaching target customer in Finnish marketplace?”. 

The central question follows from the first part of the objective and gives an altogether im-

age of what the project group desires to reach with this thesis. By answering the central 

question, the project group has created a menu of fruit beverage products and with the re-

quired data to create a suitable product promotion plan for the target group of customers.  

• Sub-questions: 

1.What are the current trends in eating and drinking habits? 

By answering this sub-question, the project group knows what is being on trend currently, and 

therefore will come up with an up-to-date idea of products for Pin Station’s menu. This is in 

order to maintain the effectiveness of the promotion plan. The answer to this question will be 

evaluated by using the SWOT analysis. Both the conducted interviews and desk research have 

been used to answer this sub-question as well. 

2. What are the needs of customers towards fruit and juice beverages? 

The sub-question two creates an image of the needs and demands of customers who live in 

Finland between the age group of Generation X and Millennials. By finding reliable data to 

answer this question, the menu of main products can be made in a way that appeals to the 

needs and demands of this target group, thereby possibly making them more effective. To 

help with this, the Maslow’s hierarchy of needs model and 4Ps Marketing Mix have been used 
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as a framework. The conducted interviews of both stakeholders and customers are used to 

answer this sub question. 

3.Which are the main aspects that make business product outstanding? 

Sub-question three has been created to show how many competitors offering the same kind of 

products with the target groups of the Finnish marketplace. Thus, the project group know 

how to build a unique concept which can stand out of others. What makes the products stand 

out? Which location could be opportunities in the marketing campaigns? By searching answers 

for this sub-question useful data for promoting can be found. To answer the question, the 

SWOT analysis, Stimulus-response model of buyer behaviour model and 4Ps Marketing Mix 

have been used as a framework. Both the conducted interviews and desk research have been 

used to answer this sub-question. 

4.Which distribution channels in the current market are effective and applicable to the 

product promotion plan? 

The applicable contribution channels can create the image that makes Pin Station stand out. 

This question showcases a lot of opportunities that the business could use for approaching 

customers. With this data creative plans can be created and the activities can be implement-

ed in a promotion plan and marketing. To answer this question, the customer journey, SWOT 

analysis and 4Ps Marketing Mix have been used as a framework. Both the conducted inter-

views and desk research have been used to answer this sub-question. 

5 Practical implementation  

This chapter contains the methods and techniques that were used to approach this research. 

It also gives information about the focus area, the models or theories that are related to the 

sub-questions and the reliability and validity of the research. In order to carry out the re-

search leading get an insight into the Finnish market to create a product promotion plan, the 

research students had to discover how to make customers engage their attention from the 

beginning. The focus of this investigation was applied by performing qualitative research. This 

consists of SWOT analysis, interviews, desk research, observations and testing stage, which 

were used to obtain more specific types of data from several sources and practical works.  

5.1 SWOT analysis of business idea and products 

In Table 2 below of this page, the reader can find an overview of the SWOT-analysis of the 

business idea with the business products in particular included. A SWOT-analysis is a struc-

tured planning method that evaluates those four elements of an organization, project or 

business venture. (Team FME 2016, 15.) The elements are strengths, weaknesses, opportuni-

ties and threats of a company, product, place, industry or person. The SWOT gives an insight 
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into internal and external factors that are favourable and unfavourable. The advantage of this 

analysis is that it is a great way to guide the thesis process. Included below is an overview of 

what the elements exactly stand for. (Cadle 2010, 20-21.) 

Strengths: internal attributes and resources that lead to the successful result. This factor will 

answer the question: what does the business do better than its competitors?  

Weaknesses: internal attributes and resources that work against a successful outcome. This 

factor will answer the question: what does the business need to improve upon? 

Opportunities: external factors that the entity can capitalize on or use to its advantages. 

This factor will answer the question: what market trends could lead to promote the business 

products? 

Threats: external factors that could jeopardize the entity’s success. This factor will answer 

the question: what are the disadvantages have over the business? 

 

Table 2: SWOT analysis 

Strengths
- Business products are suitable with different
ages and demands.
- Easy to adapt to current trends or future
changes.
- The orientation focuses not only humans well-
being, but also the eco-friendly products.
- Tropical fusion tea is a wind of change, which
makes the menu more special.

Weaknesses
- Difficulty of having an in-dept knowledge of
Finnish culture and behaviors.
- Less opportunities to get practical experiences
within the beverage market in Finland.
- Shortage of startup capital, which can be
invested from shareholders.
- Ideal location is expensive to hire, as well as
the need of new equiqments to make products.

Opportunities
- The movement toward new freedom in eating
and drinking habits. Finnish people prefer to
drink smoothies and juice recently.
- Right time to step into the market place
because of the small number of competitors in
the same industry.
- Expanding in social network supports the
promotion plan in different channels.

Threats
- There are several famous and exclusive brands
that sell smoothies as well, which may result in
competition.
- Besides smoothies, there are many different
choices of drinks which can attract customers.
- The climate might affect the quality of
ingredients.
- The market place in Finland is quite hard to
step up in the beginning because Finns tend to
affraid drinking something new without being
checked before.

SWOT
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To sum up, looking at the overall, it seems that the business has quite the threats and weak-

nesses in comparison with the other elements. These threats and weaknesses may make it 

more difficult for the company to change certain aspects of the marketing and attract more 

customers in the future. However, the threats are not based on all the aspects, but a minority 

of them. Based on this the business idea still has a considerable amount of chances to make 

use of the stated opportunities. The group of student is on the way to lower or get rid of cer-

tain weaknesses by de-strengthening them.  

5.2 Qualitative research 

The qualitative approach is a type of scientific research which uses textual data such as cul-

turally specific information about the values, opinions, behaviours, and social contexts of the 

particular population. The strongest point of this method is to provide the description of how 

people in Finland experience toward healthy and energetic drink like the fruit smoothie and 

tropical fusion tea, which is about the human side of an issue. There are three common quali-

tative methods: participant observation, open-ended survey, in-depth interviews and focus 

group. For this particular research, the project group conducted participant observation, in-

depth interviews, and desk research. Interviews can be structured, unstructured or semi-

structured. Due to the fact that only the semi-structured interview was used for this re-

search, only this will be explained in more detail. (Denzin & Lincoln 2000, 107.) 

5.2.1 Participant observation 

Participant observation can be seen as the most natural and the most challenging of qualita-

tive research method in some ways. This method helps the researcher to look further into the 

information concerning the issue, in this case, these data are human experiences, human 

behaviours toward a particular context. There are three key elements of a participant obser-

vation study, however, for the main issue of this project, the research team only focus on two 

elements which are explained in detail below. (Flick 2009, 226.) 

Getting into the location of whatever aspects of the human experience, the researchers wish 

to study. This element means going to where the research’s action is, for instance, homes, 

workplaces, schools, recreational sites. Therefore, in this particular subject of the study, it 

will help to get the norm of people’s behaviour and habit as well as the reaction toward a 

specific issue (Saunders et al. 2009, 289-293). Spending enough time interacting to get the 

needed data. It is important to spend time on building rapport and observing or participating 

for a long enough period to have sufficient range of experiences, conversations and relatively 

unstructured interviews for the project analysis. Therefore, when it comes to the scope of 

the research project and the research questions, this may take from days to weeks, months, 

it may involve multiple visits to the research area of the project. (Flick 2009, 227-228.) Dur-
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ing summer time 2018, the group of students combined this method with the testing product 

stage which will be mentioned and explained in subchapter 5.3.  

5.2.2 Semi-structured interview 

Semi-structured interviews are conducted for exploratory studies. In terms of researching 

attitudes and opinions for the decision of research participants, this form of interview is ben-

eficial. The interviewer prepared ahead of a widely ranged set of interview questions, how-

ever, they can change its order or leave out certain questions depending on the context of 

the situation. This type of interview enables flexibility as the interviewer can ask the inter-

viewee to explain in more depth about a certain topic. (Cohen & Crabtree 2006.) 

As for the qualitative field research during the summer in Finland, the semi-structured was 

conducted. The preparation of the interviewer for the interviews ensures that the discussion 

remains valid for the topic of the issue. Besides, the semi-structured method is chosen be-

cause this way questions can be prepared ahead of time. This allows the interviewer to be 

fully prepared and appear competent during the interview. It can provide reliable and compa-

rable qualitative data by asking in-depth questions about the newly gained information. In 

conclusion, this type of method is suitable to this type of research, because the research 

group wants to know what Pin Station will need to offer in terms of products and services and 

also what the current trends and habits nowadays are, in the awareness of people of Finland. 

(Flick 2009, 156.) 

The interview questions as in Appendix 1 and Appendix 2 were created based on four sub-

questions and the needs of this research. The students decided to create two group of inter-

view questions. The first group is for the founder of Bumi café, this group of questions was 

also translated into Vietnamese in order to understand easily. As for interview questions for 

customers, there are seven questions. They will be recorded because it allows researchers to 

go back to a certain topic and ensure the information is understood correctly. Also, recording 

the interviews will help to prepare transcripts of it and will, later on, help with labelling the 

interviews. Labelling of interviews permits to find similarities and differences between dif-

ferent respondents. 

5.2.3 Desk research 

The desk research, namely, secondary research, focuses on already existing data. This prac-

tice uses the gathered information by previous researches and it can be found on the inter-

net, as well as in newspapers, company reports and so on (Saunders et al. 2009, 256). This 

research was conducted for gathering information concerning the area Finland which is an 

area containing of Helsinki and Espoo.  



 36 

 

According to the purpose of the research project, the following information was found such as 

the trends of using fruit beverages, the number of consumptions on it, habit of drinking fruit 

products, current competitors, potential marketplace and so forth. The data is collected in 

form of reports, journals and articles and then it will be analysed (Business Studies 2014). 

Although secondary research gives researchers a big picture of the concerned issue currently, 

researchers should also take sufficient steps to critically evaluate the validity and reliability 

of the information provided. (Prescott 2008.) 

5.3 Testing process for Pin Station’s products 

Along with qualitative research, the testing process was the second stage leading to the deci-

sion of the final product. It was considered one of the most significant steps because it con-

tributes to bringing high reliability to the final result. The process of testing was divided into 

two main stages including home testing, and product testing and trial in marketplace in which 

product testing and trial in the market were carried out in three locations that were in Pinto 

B’staurant in Helsinki, in Samrat restaurant in Helsinki and in Laurea University of Applied 

Sciences in Espoo. 

5.3.1 Home testing process 

Smoothie and yoghurt smoothie were decided to be two main kinds of product in the re-

search. Each type was tested in many different flavours, which specifically means there were 

four smoothie products and three yoghurt smoothie products carried out in home testing. As 

for dairy-free smoothie, the group of students classified the group into 4 main types. Based 

on main colour, those groups were temporarily called purple group, pinky group, yellow group 

and greenie pastel group. The first fruit group was the combination of blueberry, pear, apple 

and apple juice, which was expected to create the juicy, and fresh taste with beautiful pur-

ple colour. The second combination included banana, strawberry, apple and also apple juice. 

In this smoothie type, researchers hoped that the sweetness from banana and the slight taste 

of sourness from strawberry and apple would bring to customers the best feeling of freshness. 

If the first fruit group provided a drink with purple colour got from blueberry, the second one 

would receive from strawberry the lovely pink colour. The next smoothie type in home testing 

was the mixture of mango, peach, apple, and orange juice. With the same idea as the previ-

ous group, this group used apple to balance the sourness of peach and mango with the expec-

tation of offering a glass of yellow colour smoothie. Then, after testing three kinds of fruit 

smoothie, the group of students decided to create one more flavour a bit different from oth-

er, but still followed the idea of dairy-free smoothie product. The combination was only avo-

cado and dairy-free milk. In the testing day, researchers used both soya milk and oat milk 

respectively to mix with avocado. When developing this idea, students would like to provide 

customers with a cup of smoothie with creamy taste instead of other fresh fruity taste, but 

without any use of cow milk products. 
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After the testing process of dairy-free smoothie, the next stage in-home testing was for yo-

ghurt fruit smoothie. Compared to the fruit smoothie, this product group was carried out only 

three types. To make it easier, the group of students also differentiated those product kinds 

based on colour: pinky pastel group, violet pastel group and yellow pastel group. In fact, the 

ingredients in yoghurt smoothie were quite similar to the fruit smoothie with the complemen-

tary of yoghurt and the deduction of one fruit type and juice. In particular, the ingredients 

for pinky pastel group were yoghurt, banana and strawberry. As for violet pastel group, the 

combination was yoghurt, apple and blueberry. However, there was the appearance of a new 

kind of ingredient in yellow pastel group that was mango. So, the mixture would be yoghurt, 

mango and mango puree with the hope that mango would enhance the flavour and bring the 

special for the drink. 

Different from smoothie products, tropical fusion milk tea only focuses on the summer season 

when the temperature is high and the weather is less severe. Therefore, the group of stu-

dents started to carry out testing in this product at the beginning of summer. The process 

included ingredient preparation and testing day. Main ingredients consist of dairy-free milk, 

and black tea leaf, which were recommended to be prepared just on the previous day or right 

at the day of making product due to the assurance of ingredient quality. The fusion milk tea 

was made based on two main steps of boiling milk and waiting for tealeaf to steep. On the 

first day of home testing, researchers used coconut milk as dairy-free milk base for the tropi-

cal fusion milk tea with the idea to replace the use of cow milk and create the flexibility of 

vegan options. However, the testing, unfortunately, failed due to the wrong combination of 

flavours between coconut and black tea as well as the rancidity feature of coconut milk. Af-

ter that, the group of students changed to oat milk with the hope of producing a greater mix-

ture with the dairy-free product but still retaining the rich and creamy flavour from milk and 

light aroma from the black tea leaf.  

5.3.2 Product testing and trial in marketplace 

After the stage of home testing, the group of students figured out that the results were not 

objective enough to decide the final products in the menu. Therefore, researchers carried out 

the second testing step in bringing the product samples to the real marketplace. The market 

trial was implemented by two ways, which are testing process in restaurants and trial in Lau-

rea University. As for the testing in the restaurant, researchers with the support from the 

founders of Pinto B’staurant and Samrat Restaurant implemented the testing inside those 

restaurants in Helsinki for 6 days in June - the beginning of summer 2018. Particularly, re-

searchers who are also the staff of these restaurants prepared three kinds of product at home 

and brought to the restaurant to offer free sample for customers there.  

Smoothie, yoghurt smoothie and fusion milk tea were supposed to be served fresh and cold, 

so all of them were made in every afternoon of testing days and offered inside the restaurant 
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in the evening. Since project students would like to bring the most objective result, all prod-

ucts were separated into three different periods based on the kind of product. Each period 

lasted two days, specifically, two first days for all smoothie products, following by two days 

for all yoghurt smoothie drinks and last period was for fusion milk tea. Due to the observation 

and experience of working in those restaurants, the group of students picked proper days that 

would be ideal for the testing. Although products were divided into three groups in three 

periods, the way of the trial was the same. In particular, after customers finish their meals, 

some small cups of product sample were served free to the table to ask for customer’s opin-

ion. One trial set of dairy-free smoothie included four cups with different types while the set 

of yoghurt smoothie and milk tea just consisted of three cups and one cup respectively. A 

number of product sample sets were estimated around 15 sets per day in each restaurant. 

Then, the student gave feedback paper to those customers to answer some short questions 

about the products. After three trial periods, the group of researchers collected all the feed-

back to evaluate the advantages and disadvantages of these products.  

The previous processes were mostly aimed for product testing, which means researchers 

through those testing days would like to figure out the most suitable flavours for each type of 

product. But, in this stage – the market trial stage – was supposed to be the day of only of-

fering the main products, which business already decided based on results of previous testing 

stages, for target customers to taste and give opinions. So, in general, this market trial was 

quite different from the testing and trial in the restaurant because the products offered were 

only three main kinds of dairy-free smoothie, two main kinds of yoghurt and without fusion 

milk tea at that time. The market trial was carried out in the main lobby of Laurea University 

of Applied Sciences in campus Leppävaara on 12th September 2018. Unlike the previous stag-

es, products in the market trial already had the name so as to support for menu creating as 

well as make customers easier to classify the product.  

As for dairy-free smoothie, there were three types including Lucky Clover (avocado and oat 

milk), Little Sunshine (mango, apple, peach and orange juice), and Jolly Dawning (strawberry, 

apple, banana, and apple juice). As for yoghurt smoothie, they consisted of Pinky Merry (yo-

ghurt, strawberry and banana), and Yeahlow Tango (yoghurt, mango and mango puree). With 

the facility support from Bar Laurea – the coffee bar and lunch restaurant in Laurea 

Leppävaara, group of students implemented the tasting event by offering free samples of 

products for target customer groups. On this day, researchers got the permission to use the 

kitchen and lobby area in Bar Laurea for preparing products and decorating the stand in the 

early morning of the trial day. Group of students prepared 12 portions for each type of prod-

uct and selected the trial hour right at the coffee break time in the morning session of the 

university when the lobby was supposed to be crowded. On the trial table, there were name-

tags decorated for every product with the description of ingredients. In addition, the group of 
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students also placed the logo, poster and feedback forms by the side so as to attract custom-

er to join the tasting event and give opinions.  

5.4 Validity and reliability 

In this sub-chapter, the validity and reliability of the research are explained. Furthermore, 

the types of errors that are likely to occur during the research and ways the errors could be 

prevented are also described. This information support for the process of completing the im-

plementation plan in a valid and reliable way. 

5.4.1 Validity 

Validity is concerned with the extent to which research findings are showing what is expected 

and intended to show. There are different factors that could affect the validity of a research. 

These factors are the so-called threats to validity. In order to ensure that the outcome is 

valid and of good quality, the threats should be avoided and controlled as much as possible. It 

is very important that the results of a research are valid, otherwise, the research would be 

meaningless. (Saunders et al. 2009, 480.) 

Most of the information gathered was both through desk research, semi-structured interview 

and participant observation. With the information derived from the interview conducted with 

Bumi Cafe and the customers, answers were given to the main topic of the thesis. The parts 

of the information gathered through desk research are backed by reliable sources and all in-

clude references. The interview questions were linked to the theoretical (critical) framework 

of the research. With the use of the sources and models survey questions were formulated. 

The questions were formulated in such a manner that it will be very easy to understand to the 

person reading it or the person being interviewed. The questions are also formulated based 

on the sub-questions, the combination of the interview questions can provide a reliable an-

swer to the sub-questions, which leads to the answering of the central question of the thesis. 

With some of the questions formulated for Bumi Cafe, all of the words used were very easy to 

understand. With important but rather complex words, explanations were added and ex-

plained during the interviews. For example, the word “sustainability” was explained in easy 

words under the matching question, in order to explain this better to the customers. 

Besides, the interview techniques and methods used during the implementation plan were 

correct and helpful during the process of completing the thesis. The group of students incor-

porated the same interview technique during the interviews. The non-verbal communication 

of the respondents was observed, and the information given was collected and saved. Also, 

summaries of the information given were noted down in case the information appear difficult 

to understand during the transcribing process. Due to the implementation of the same tech-

niques, there was enough information gathered for the research and there was less confusion 

when analysing the data. Unfortunately, there are always factors that could influence the 
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answers given, so a research cannot be 100% reliable. However, the research team made sure 

all the respondents/interviewers bias that could have an impact on the outcome of the re-

search, were avoided as much as possible during the interviews. 

5.4.2 Reliability 

According to Saunders, reliability refers to how consistent research findings are under the 

same conditions every time it has been used. In other words, whether there would be the 

same results if the results were to be repeated (Saunders et al. 2009, 480). For this research, 

the extent to which the data collection techniques have led to the key findings, are relatively 

high. All interviews and observations were conducted in the same techniques as mentioned 

earlier. With someone who could only fill in the interview by email, they were asked to an-

swer as much in-depth as possible to the questions. Besides this, the group also tried to clas-

sify accurately some answers given to be able to get more information or a better under-

standing of things.  

The research findings are not fully consistent because all the interview questions are differ-

ent and they, therefore, might be answered differently in another situation. This is due to the 

fact that it is a semi-structured interview, and there are certain uncontrollable factors that 

can influence the state of the interview. The results gotten from a semi-structured interview 

are however of high quality because it is open for questioning. This meant more questions 

were asked and more discussions were made, which finally led to more information. 

Most of the interviews and product testing were carried out with customers in the area of 

Espoo and Helsinki, aged between 20-60. In the beginning, the target group was difficult to 

be located. But above all, the research team was able to get feedback from different cus-

tomers within the same age group that were present at the area. This was in the research 

proposal initially plan B. The project team was able to gather as much reliable information as 

possible that helped in getting insight into what the current needs and demands are off in this 

case, people who live in Finland.  

All the data collected was interpreted and analysed correctly in the same manner and then 

used to formulate the results and draw possible conclusions. The information derived during 

the implementation plan served as a great help in the research. All aspects and all answers 

provided were useful and taken into consideration. During the testing process, the partici-

pants were open and honest about the information is given. Most of them were ready to an-

swer all kinds of questions thrown at them without fear of having to give too much infor-

mation. It can be concluded that the respondents were transparent and open enough and 

therefore the subject bias is avoided, which makes the research reliable. All in all, there have 

been a lot of different factors that could have influenced the outcome of the interviews and 

this has been taken into account while writing the conclusions and recommendations. 
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6 Implementation results 

This chapter contains the interview results from Bumi Café, customers, the product testing 

and trial feedbacks as well as the overall conclusion based on these results. In total, the re-

search group had a total amount of 13 interviews with customers and one interview with Bumi 

café which has been mentioned earlier. The group wrote a brief explanation of the outcome 

to correlate this with the research questions and additional topics of the practical work. The 

outcome is based on the qualitative research and testing/trial stage.  

6.1 Interview result from Bumi Café 

In order to get the better vision in the Finnish market, researchers decided to carry out the 

interview with a professional person who has gained success and experience in the food and 

beverage industry for many years. And, the interview occurred with the support from the 

founder of the chain of three restaurants in Helsinki named Bumi Café. He has lived in Finland 

for around 10 years, and he has established his business career for two years in food and bev-

erage field with the target of providing healthy food and encouraging healthy eating in the 

Finnish market. The main beverage products of Bumi Café are smoothies, bubble tea and 

Vietnamese coffee. With two-year experience in business operation and many years working 

in finance and marketing position in a Finnish company, Bumi Café’s founder shared various 

useful opinions, ideas and real-life experiences contributing to the process of finding out the 

proper answer for the central question and sub-questions of the thesis research.  

These interview questions, as can be seen in Appendix 1 were created based on the purpose 

of solving the sub-questions mentioned in the previous chapter. The matter was shown in the 

first sub-question mainly related to the current trend of eating and drinking habits in the 

Finnish marketplace. In the interview, the owner of Bumi Café gave many comments of the 

food and beverage industry in the current market based on his own observation and experi-

ence. In his opinion, the current market in food and beverage is saturated at the moment due 

to the rapid growth in recent years. In particular, supply is highly increasing while demand is 

not sufficient to meet the rise. Moreover, with the experience from long-term living and 

working in Finland, he also mentioned that most of Finnish were willing to accept new trends; 

however, changing their habit and lifestyle to adapt to those trends was such a difficult mis-

sion to business people.  

Talking about current trends of eating and drinking aspect, Bumi Café’s owner predicted that 

vegan eating habit was currently developed and would get more concern in the near future. 

In addition, Bumi Café’s owner affirmed healthy in eating and drinking, as well as the home-

made fresh food was always one of the most important elements that Finnish people had 

been focusing on for decades. However, he also indicated that it was important to differenti-

ate between two kinds of healthy diet, which were healthy by trends and healthy by lifestyle. 
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So, researchers need to consider carefully about the goal that business is heading to in order 

to improve and develop the product in the right and proper way. From the contribution of 

Bumi Café’s founder in evaluating the current market, group of students analysed and applied 

the suitable factors of the current trend to create and develop the product in future business 

in which vegan food, sustainability living style and homemade product idea will be mainly 

focused to attract target customers in the upcoming period.  

Thanks to constructive opinions from the interview, the group of researchers figured out the 

suitable answer for the second sub-question related to target customer’s demand, motiva-

tion and behaviour towards fruit and juice beverage. Based on the information from the 

founder, when visiting Bumi Café, customers expected to receive not only the product but 

also the special experience that business offered. Particularly, Bumi Café has the concept of 

providing dishes that are specially matched with one certain kind of drink in the restaurant. 

This idea would like to offer customers the chance to experience the great combination of 

Bumi’s food and drink. Along with special experience, the special feeling was also mentioned 

to be the main factor that made customers be willing to pay for Bumi’s products. The founder 

believed that every customer who came to Bumi Café would get the feeling of good quality 

product and service that the business created.  

Besides, he also mentioned that the idea of food and drink combination truly provided cus-

tomers the with feeling of curiosity and satisfaction. In specific, Vietnamese baguette was 

recommended to try with smoothies or Vietnamese ice coffee to balance the flavors of both 

products. Most of the customers felt interested in the combo and be pleased with the sugges-

tion after all. Besides the real experience from Bumi Café, the owner also provided some 

useful recommendation to support the process of understanding customer’s demand and be-

havior. He affirmed, “Quality is the element that attracts customers and Price is the factor 

that makes customers decide to stay or go away”. This opinion emphasized that along with 

product quality, Pin Station business should set a proper price to fit the feature of target 

customer groups. Moreover, space and atmosphere were also indicated to be the important 

elements contributing to attracting customers.  

These factors that were mentioned in the answer of the third sub-question helped the group 

of students realize the right way to evaluate the market and highlight business’s products in 

the marketplace. The advice from Bumi Café was instead of focusing on assessing the compet-

itor business should concentrate on developing the strength that makes business be stable and 

outstanding from the market. The first element that Pin Station was suggested to get atten-

tion in future business was the proper location. In particular, business needs to find the suita-

ble place where target customers are mostly gathered. After that, the second mission for Pin 

Station business was indicated to be analysing the situation of the marketplace around this 

location area. Researchers have to observe and find out the timeline of local residents there 
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as well as the situation of traffic in each different period so as to carry out the promotion on 

the right occasion.  

Along with the analysis of business location area, creating a business image was also the main 

factor that the founder had applied for Bumi Café to make the business outstanding from the 

crowd. In his opinion, instead of only promoting products, business should create the connec-

tion between the business’s brand and customers. To be specific, Pin Station needs to build 

the own story so that customers will always remember that they visit Pin Station not only for 

the product but also for the way Pin Station has created the product. When being asked about 

any comments for Pin Station’s product, Bumi Café’s founder gave useful suggestions in which 

smoothie products should be improved and developed depending on the season so as to bring 

not only the new experience to customers but also help business considerably save expenses 

of fruit ingredient. As for milk tea product, in order to make the product healthier and more 

flexible Pin Station was advised to replace sugar by sweetness from nature such as honey as 

well as the change to milk kinds that are suitable for allergy.  

The issue that needs to be solved in the fourth sub-question related to distribution channels 

used for promotion plan. As the owner’s contribution, promotion method of Bumi Café in the 

beginning of business was word of mouth. As his comment, most Finnish people are quite hard 

to be persuaded by any common marketing methods except trusted channels such as Helsinki 

Sanomat or Ellen Show. However, these trusted ones seem to be unaffordable for a start-up 

business with a low budget. Thus, word of mouth was recommended as the useful and effec-

tive method to easily approach target customers and save expenses. Those word of mouth 

methods that were highly suggestion is coupons, membership card as well as special service 

style. In particular, at the beginning of running Bumi Café, the company provided point col-

lection card for every customer who visited Bumi Café with the offer of collecting 5 stamps 

for special deals. Besides, they also gave those cards for customer’s relatives or partners who 

were not available at that time to encourage word of mouth happens.  

Moreover, Bumi Café’s owner also provided advice in establishing and maintaining customer 

relationship. Specifically, from a friendly and enthusiastic serving style customers may feel 

that they are also the important part of the business, which is the element to keep the long-

term relationship with current customers as well as encourage those customers to recommend 

business’s products to their friends. Besides word of mouth, considering those groups that Pin 

Station is focusing on, Bumi Café’s founder commented that social media was also the effec-

tive way of approaching those target customers.  

6.2 Interview results from customer 

To gain an insight into the customer needs, demands and behaviours toward smoothies and 

the related products of the business, the researchers created a list of interview questions 
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based on the sub-questions. These interview questions in Appendix 2 are created with the 

purpose of understanding the personal opinion of our potential customers in the Finnish mar-

ketplace in order to build our promotion plan during the process of developing the business 

idea.  There are totally eight questions which were used to ask random customers/consumers 

that the researchers found during the fieldwork in the area of Helsinki and Espoo. The 

respondents contributed to give the answer to the central question by help of the sub-

questions. 

To start off, the first issue regarding the needs, demands and behaviours of an individual  

when asking about the favorite drink everyday and the frequency of drinking smoothies, the 

results showed that the majority of respondents agreed that their everyday drink can be 

coffee, tea because of the habit and the caffeine that helps people to be active for the whole 

working or studying day. However, there is no denying that there is also a drawback to 

caffeine when tea and coffee increase heart rate and blood pressure. In contrast to coffee 

and tea, smoothies were also mentioned from respondents because of its huge benefits to 

human well-being. They also mentioned several advantages such as boost the immunity, feel 

happier, help to prevent heart disease or improve a better sleep and so forth. Besides that, 

smoothies also become a trend recently when people nowadays have more awareness of the 

healthy way of living.  When asking to compare the benefits of smoothies and other caffeine 

drinks, most of the respondents who said smoothies was out of their favorite lists, 

thenceforth, consented that smoothies can become one of their choices.  

Moving on the following concern regarding the qualities of a glass/bottle of smoothies that 

can satisfy and make customers eager to purchase, results showed that flavour is the most 

common answers, following is the quality of ingredients, texture and the idea behind a 

glass/bottle of smoothies. Frequently mentioned favorite flavour of smoothies were 

strawberry, mango and avocado. And, therefore, those fruits were chosen to be in the 

product ingredients. According to them, besides the flavour, the quality of ingredients need 

to consider as well since most of the respondents are keen on fresh and healthy ingredients 

more than frozen and instant one. When mentioning the texture of smoothies, some 

respondents said that they would like to drink a smooth, light and watery texture. Moreover, 

some respondents mentioned seasonal smoothies. It turned out that the researchers need to 

take into consideration the diversity of choices depending on each season. For example, when 

asking about the summer choices, most of the people prefer to drink something with berry 

flavour; when asking about the winter choices, some people mentioned they prefer to have 

something warm instead of cold drink. 

Advancing to the issue about the outstanding of Pin Station’s products, the researcher 

persuaded by giving detailed and strong reasons which make the brand different with others. 

Aside from all people that were asked, there were eight respondents that stated willing to try 
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and buy products of Pin Station. Besides, when explaining the benefits of fruit product such 

as reduce the possibility of heart diseases, vitamin and other fiber content help digestion and 

reduce constipation, the majority of respondents agreed with it. Moreover, the researchers 

also mentioned the sustainability issue with regard to encouraging customers to consume 

local food, raising the awareness of protecting the environment by running small campaign 

such as reducing the plastic usage and trash in everyday life. The majority of the respondents 

indicated that they did not give a lot about sustainability. They do not take the environment 

and locals into account when they decided to buy any products or services. Not everyone who 

was interviewed felt this way, but the biggest part did.  

Moving further to the last issue of the interview question which is about the price of Pin Sta-

tion’s products. As has been stated in the previous part of the theoretical background, price 

is one of the important elements that need to take into consideration when selling any prod-

ucts or services. The majority of respondents said that they were willing to pay from 4-7 euro 

for a glass/bottle of smoothies, and it could depend on the size and portion of the product. 

Some of them indicated that they might pay more if the products had something that makes 

them special and valuable. Besides, few respondents agreed that it was inconvenient for 

them to make smoothies at home, thus, instead of buying fruits and making smoothies at 

home, they might be willing to pay more to buy the fresh and available products in any shops 

or stores nearby.  

6.3 The result of home testing and trial in the marketplace  

Home testing result 

As described in the previous subtitles, the product-testing process was divided into two pri-

mary parts, which were home testing and trial in marketplace. Taking home testing stage into 

consideration, every product type had each different result but in general, it could be said 

that group of students gained success in this process. As for dairy-free smoothie, the testing 

was carried out in four different kinds temporarily so-called purple smoothie, pinky smoothie, 

yellow smoothie, and greenie pastel smoothie. Generally, each smoothie group offered each 

special taste as researchers’ expectation. However, the colour of the purple group was quite 

different from what it was supposed to be in the beginning. Specifically, the final colour was 

darker than expected and more in blue than purple. Group of students figured out that white 

colour from pear and apple could not affect the dark blue colour from blueberry. Besides, the 

combination of this fruit group, unfortunately, did not bring the great flavour.  About greenie 

pastel group, researchers decided to choose oat milk as dairy-milk product instead of soy 

milk. In fact, there is some substance in soy that is supposed to be not suitable for men. 

Thus, the decision of using oat milk contributed to enhancing the flexibility of the product. As 

for yoghurt smoothie, researchers did not face any big problem while testing. The taste of 

three product kinds successfully met the expectation and provided the special combination of 
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fresh fruit and creamy yoghurt. Moreover, the main colour of all three groups was mainly in 

pastel colour as expected.  

Along with the success from smoothie and yoghurt smoothie, fusion milk tea also received 

the positive result in home testing. However, there was a small problem in the beginning due 

to the wrong choice of ingredient. In specific, students selected coconut milk as the dairy-

free milk base for the milk tea. However, after mixing up the boiled milk and black tea base, 

researchers found out that there was a bit of fat from coconut milk floating on the surface of 

the mixture. Moreover, when combined together, the flavour and aroma of black tea were 

completely overwhelmed by coconut taste. Therefore, the group of researchers decided to 

use oat milk to test product again. Luckily, the second test at home gained the success in 

finding out the final combination of fusion milk tea. The mixture of slightly creamy taste from 

oat milk and sweet fresh taste from black tea leaf offered a cup of wonderful fusion milk tea. 

Especially, the group of students figured out that fusion milk tea should be better served cold 

to enhance the flavour. However, due to the change in main ingredients, researchers had to 

replace the name of tropical fusion milk tea by Pin’s fusion milk tea. Below is the Figure 6 

showing the result of milk tea product.  

Figure 6: Home testing result of Pin Fusion Milk Tea 

Testing and trial in restaurants result 

As for testing and market trial in restaurants, the group of students would like to involve cus-

tomers into testing stage in order to receive useful feedback from the ones who could be the 

potential customer in the future business. Based on observation, customers from both restau-

rants were between the ages of 30 to 60 in which each restaurant had each main group from 

specific ages. As for Samrat Restaurant, regular customer groups were mostly family with 

young children, and old couples in the age of 40 to 60, while Pinto B’staurant primarily re-
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ceived groups of friends, officers and couples in the age of 30 to 40. Thanks to the diversity 

of customers from those restaurants, researchers had precious opportunity to receive opinions 

from many types of customer group. In Figure 7, there was a potential customer writing the 

feedback after trying product in Samrat Restaurant.  

On the first day of smoothie trial, the total amount of trial sets in both restaurants was only 

20 sets in total, while the second and third day offered 30 sets. In addition, the feedback 

received from smoothie product were mostly positive. The most favourite flavour was greenie 

pastel smoothie (avocado and oat milk), following by pinky smoothie (banana, strawberry, 

apple, and apple juice), and yellow-coloured smoothie (mango, peach, apple, and orange 

juice). Besides, group of students also received some supporting opinions about product’s 

colour and sweetness.  

As for yogurt smoothie trial, there were 28 sets in total offered on the first day and only 20 

sets given on the following day due to the current situation of each restaurant. The feedback 

of yoghurt smoothie was generally good. However, there were a few customers rejected to 

taste because they did not like yoghurt flavour as well as vegan-eating habit. And, the most 

favourite flavour was yellow-pastel one (yoghurt, mango and mango puree) following by pinky 

pastel group (banana, strawberry and yoghurt).  

Finally, there is the result from Pin’s fusion milk tea in which customers reacted so positive 

about the flavour of product. Particularly, there were many compliments of the idea of dairy-

free option since it would be flexible for anyone even vegan customers. Thus, the amount of 

milk tea samples was successfully served over-expectedly 40 cups for 2 days in both restau-

rants. Besides, there were also a few feedbacks recommending some great flavours for the 

fusion milk tea such as vanilla extract to enhance the flavour and be more flexible in choices 

of the product.  

Figure 7: Feedback from customer during testing day in Samrat Restaurant 
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Market trial in Laurea UAS result 

The result of market trial in Laurea UAS was over expectation thanks to the willingness of 

students, lecturers, and staffs there. In particular, the trial occurred in only 30 minutes be-

cause those target customers were so interested to taste the products and listen to business’s 

idea showing in Figure 8 below. From feedbacks as well as direct opinions of those customers, 

the group of students could understand more what should be improved and developed in fu-

ture business.  

In general, the overall experience was mostly evaluated on excellent scale with the compli-

ments of great taste and business idea. Especially, Lucky Clover (avocado and oat milk) was 

the most favourite option following by Yeahlow Tango (yoghurt, mango, and mango puree) 

and Little Sunshine (mango, apple, peach, and orange juice). However, researchers also re-

ceived some feedbacks contributing to improving the product to better taste. Particularly, for 

Jolly Dawning (strawberry, banana, apple, and apple juice), there were some comments 

about the texture of this product, which was recommended to be smoother, watery and less 

banana to reduce the sweetness. As for Pinky Merry (yoghurt, strawberry and banana), target 

customers also loved the flavour, but they expected to be sweeter to balance the sourness of 

yoghurt and strawberry.  

Besides the feedback as well as compliment about product flavours, there were also some 

opinions contributing to product improvement and development. Specifically, researchers 

received a few ideas to add some special ingredients to make the product more unique. For 

example, there was a suggestion of mixing those dairy-free smoothies with ginger and Nordic 

berries, or fresh mint to enhance the taste. To sum up, the group of students gained success 

on the free trial day in Laurea UAS, which received lots of useful opinions and constructive 

recommendation from potential customers. Although there were still some features of the 

product should be improved, most of the customers provided positive feedback and encour-

aged students not to change the taste.  

Besides, researchers also figured out which flavour might become the best-seller product in 

future business. That would be Lucky Clover and Yeahlow Tango. Moreover, the market trial 

in Laurea UAS was regarded to be the important process supporting the previous trial stages 

in restaurants. Particularly, if Samrat and Pinto B’staurant provided groups of customers 

mostly from the age between 30 to 60 years old, the focus group in Laurea UAS was mainly in 

the age of 20 to 30. This factor helped researchers approach different groups of people, who 

were expected to be the potential customer in future business of Pin Station. 
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Figure 8: Receive feedback from customers during the trial day in Laurea Cafeteria 

6.4 Limitation during the implementation 

This section presents critical reflection of the process of carrying out the research. There 

were a few issues that needed to be solved throughout the time related to the fieldwork 

stage. Those situations had influence of the results of this research. 

The first issued encountered was related to the language and weather. Indeed, language is a 

big barrier for the students while Finnish is not the mother tongue. It was also hard to inter-

view some of Finnish people since they mentioned that their English was not proficient 

enough and strongly help onto this reason. Some that were eventually interviewed did not 

speak fluent English and could therefore not given in-depth answers. Concerning the weather, 

Finland has a long winter while summer only lasts for a few months, normally from June to 

August. Therefore, as mentioned in the thesis plan that the testing process should have start-

ed in September, the group decided to launch the testing process from July.  

The second concerns appeared a week prior to the theme week project coordinated with 

another thesis project that was mentioned in the thesis plan. According to the schedule, the 

researchers planned to run the theme week during the first week of September. Due to the 

privacy issue, the researchers were unable to run the theme week project in Bar Laurea to 

introduce the business products. Instead of that, there was a trial day which was held on 12th 

September 2018 in the front area of the lobby of Laurea. Besides this problem, the students 

also received the email from the founder of Goodlife Coffee, which mentioned that the inter-

view with him was refused because he was quite occupied at that moment. Luckily, the stu-

dents after that found the owner of Bumi Café, who was willing to have the interview with.    

The last issued is connected with the methodology. Initially, the students decided to follow 

the qualitative research, more specific, the open-ended survey was chosen. However, after 

consulting with the supervisors, the students recognised that this method was unable to give 

answers to the research questions. Thus, the semi-structured interviews were conducted with 

two forms of the interviews questions, one was for Bumi Café and another one was for cus-
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tomers. As mentioned above, the semi-structured interviews were based on the requirements 

of the sub-questions.  

Concluding all the gaps together, it can be said that these minor gaps had little to no influ-

ences to the valuableness of the information. From the conducted interviews there was a 

good amount of useful data collected that did help answer the objective and main question. 

Therefore, the group of students know how to organise the collected information in an appro-

priate manner.  

7 Final findings for Pin Station business 

This chapter contains the research findings concerning the gained and collected results from 

the theoretical background and practical implementation. The research was conducted in 

order to give the answer to the central question by the help of the sub-question. Therefore, 

with the insights of understanding the needs and demands from customers, the menu of the 

main products was created along with developing an effective promotion plan not only for the 

beginning of the business but also for the long-term ahead.  

7.1 Target customer of Pin Station business 

In order to find out the main products and promotion plan for Pin Station, one of the most 

essential stages that researchers need to carefully consider is the process of researching tar-

get customers and approaching those potential groups. Thanks to qualitative research meth-

ods as well as theories about customer insight, the group of students made a decision on 

which potential groups Pin Station needs to focus through two personas representing two 

types of the target customer. From that, customer journey was also created to show the ef-

fective way how to approach those potential customers in future business. 

7.1.1 Finalize target customer 

During the practical implementation stage, which includes participant observation and semi-

structured interview, the process of segmenting and finalizing target customer group became 

easier. It was also based on the Maslow’s Hierarchy of Needs which can show the basic needs 

of customers include food and drink. Besides, the demographic and psychologic parameter 

showed that gender, social class and age also have an impact on the buying decision. These 

elements gave the students a detailed picture of potential customers for Pin Station. It can 

be indicated by gender, which is mostly female who has interest in smoothies more than 

male. It can be indicated by age, which accounted for a high percentage of Millennials and 

generation X who prefer to consume smoothie products, and the social class and other ele-

ments. As been mentioned in the previous part, target customers of the business mostly be-

long to two groups, which are called Millennials and Generation X. Below are two examples of 
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the target customers who the business is able to focus on approaching in the Finnish market-

place. 

Figure 9: Persona 1 of target customer in Millennials group 

The first persona in Figure 9 above based on the research information of the customer group 

in the age of 20 to 35 years old, which is included in Millennials generation. That was also the 

reason why researchers decided to name the first one Milla. For her general information, she 

is 26 years old who is currently living in Helsinki in Finland. Milla is a student in the degree of 

Media and Public Relations of Arcadi UAS and also a part-time barista in Art Coffee in Helsin-

ki. In daily life, Milla is especially interested in yoga, swimming and sharing stories with 

friends. In Milla’s opinion, keeping fit and healthy body, and establishing more relations in 

social life are two main elements that she always focuses on. From the interest, needs and 

value in Milla’s life, it can be said that she is such an active, sociable and positive person who 

always wants to challenge herself, build and maintain the relationship as well as follow the 

healthy lifestyle. Thus, those factors shown in this persona are also the primary features of 

the first target customer group that business is concentrating on. In particular, potential cus-

tomers belonging to the age group of 20 to 40 years old are the ones who would like to live in 

a healthy way, and especially take care of their body health in eating and drinking habit.  
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Moreover, the main characteristics group of students also concern are potential customers’ 

personality, value and style of living that mainly impact on their demands and decision. Spe-

cifically, target customers in the first group are the ones who live their lives in a positive 

way. They are always full of power and optimistic in thinking, which leads them not to hesi-

tate in trying new things in their life. This feature may bring the benefit to Pin Station busi-

ness that those customers will be easy to accept the new brand as well as new product that 

has just penetrated the market. In this first persona, there is one element shown that poten-

tial customer should be the person who is good at communication, frequently uses social net-

works, and would like to establish more relations and appreciate relationship in social life. 

This element may contribute to the promotion period of the business. Particularly, those cus-

tomers with their wide relationship and communication skill will introduce their friends to try 

the product of the brand-new business. To sum up, this target group is fit with Pin Station’s 

objective offering drink, which is good for body health and provides fresh power for mental 

aspect. Moreover, this group is expected to support the business in the promotion period par-

ticularly using word of mouth method and social media method.  

Figure 10: Persona 2 of target customer in Generation X group 
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The second persona in Figure 10 above was created following the information collected from 

the group of target customer in generation X, particularly in the age of 40 to 65 years old. 

The person representing for this group is Mrs. Xandra who is living in Espoo and working as a 

senior financier in the environmental organization in Helsinki. Xandra has two daughters, and 

her favourites are eco-travelling, tango dancing and watching movie with family. Since Xan-

dra’s job requires her to deal with numbers and data every day, she always needs to provide 

enough nutritious food and vitamin for her health. Especially, Xandra and her children are 

following vegan-eating habit to better their body health as well as contribute to sustainable 

responsibility. In Xandra’s opinion, family health and sustainability lifestyle are the most im-

portant factors that affect her decision in daily life. Thus, it is likely to say that quality in life 

is the first and most crucial standard that Xandra always concerns when evaluating some-

thing. And, these features are the main factors that Pin Station will use to attract this target 

group. Specifically, the second group that business is approaching includes the ones who focus 

not only on the healthy lifestyle but also concern about sustainability aspects.  

Besides the habit of healthy eating, and doing sport, potential customers from this group will 

have the certain opinion in protecting the environment because the goal of Pin Station also 

relates to environmental issues. So as to attract those customers, the company will especially 

concentrate on the quality of products such as emphasize on homemade and fresh ingredients 

idea, as well as on elements connecting to sustainability lifestyles such as reduce plastic 

campaign or vegan-friendly product. Along with target customer’s lifestyle, habit and value, 

Pin Station also concerned about the feature of customer’s job, which impacts on the de-

mands and final decision. In particular, business defined that officers following healthy life-

style are the ones who usually need to provide vitamin and other nutrients for their body and 

mental health. Generally, the main factors of the second target group are corresponding to 

the business’s goal not only in healthy life focus but also on sustainable responsibility focus.  

7.1.2 Approach target customer 

After defining target customer groups, the next stage for researchers was to find out the way 

to approach those potential ones. Through two testing days and market trial event, the group 

of students got the opportunity to reach these target customers and collect their opinions and 

idea for the business. All useful information gained from customer feedbacks considerably 

supported the researchers to improve and develop the products in the near future. In order to 

give the clear understanding of the whole process of approaching target groups, researchers 

created the customer journey to show the stages from introducing the business idea, product 

and service experiencing to evaluating the product and maintaining the relationship in those 

testing days and market trial event.  
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Figure 11: Customer Journey of Testing and Trial in Market Place 

The journey in Figure 11 above includes three main stages, which are pre-service, service and 

post-service. Taking the pre-service stage into consideration first, this is the stage when tar-

get customers got to know the existence of business product and the information of testing 

and tasting events. As described carefully in the previous part, testing point 1 and 2 was car-

ried out in Samrat Restaurant and Pinto B’staurant in Helsinki during summer time while the 

market trial event was implemented in the lobby area of Laurea University of Applied Scienc-

es. As for testing point 1 and 2, the main methods applied to promote the event day were the 

advertisement and social media. In particular, researchers used posters of the events as in 

Appendix 4 that were attached in the main doors and cashier zone of those restaurants to 

attract the attention of customers. Besides, there was also an update post on the Facebook 

page and Instagram of restaurants to inform of the upcoming testing events. As for market 

trial day carried out in Laurea UAS, campus Leppävaara, group of students provided the in-

formation of free tasting event by advertising and word of mouth method. Specifically, re-

searchers asked for the support of teachers, schoolmates, as well as Bar Laurea to inform of 

the business’s event. In addition to word of mouth, Pin Station business also used posters as 

in Appendix 3 placed in main lobby desk and attached in the main entrance of the university 

to attract students, lecturers and staffs to join the tasting event.  

After promoting the testing and market trial events to potential groups, the next step for the 

business is the service stage, which is regarded to be the most important step of the journey. 

In fact, that is the precious time when target customers had a chance to directly experience 

the products of Pin Station. There were three main places where business product and poten-

tial customers met each other including testing point 1 in Samrat Restaurant, testing point 2 

in Pinto B’staurant and market trial day in Laurea UAS. So as to determine those three points, 

the business had to base on features of the target groups. Indeed, the main customer group of 

Samrat and Pinto Restaurant mostly belongs to the group of age between 40 to 60 years old, 
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which means those customers are the ones that business is focusing on. Meanwhile, the group 

of people in Laurea UAS includes mostly individuals in the age of 20 to 40 years old, which is 

also the target group of Pin Station. In the testing day and trial event, the most crucial factor 

that researchers need to concentrate on is to carefully observe the reaction and listen to the 

opinions and ideas of those ones who will potentially become regular customer of Pin Station 

in the future. On these days, the group of students also got an opportunity to practice in the 

real marketplace with real customers to figure out which types of service and which elements 

should be focused to gain success in future business.  

The last stage in customer journey of testing days and market trial event is post-service, 

which is the stage when customers evaluate the product of business to make a decision of 

continuing or stop the relationship with business. Based on Buyer Behavior – Stimulus – Re-

sponse Model mentioned in part 3.1.1, the group of students understood the importance of 

buyer characteristic, buyer decision making as well as buyer feedbacks. Thus, from this step 

researcher tried to collect a wide range of feedbacks as can be seen in Appendix 3 from po-

tential customers to decide which factors needed to be focused and improved. Particularly, 

the business must emphasize the quality and flavor of smoothie products. As for seasonal milk 

tea, Pin Station was encouraged to create more flavors with many different options for cus-

tomers. Moreover, researchers received the opinions about adjusting the amount in each por-

tion to fit with the price business has set. As for service, general business has to concern 

more about hygiene issue as well as focus on providing customers with a professional serving 

style. From those improvement and development ideas, business expects to be able to build 

and maintain more relationship with customers in future business.  

7.2 Pin Station’s products and promotion plan 

After the results of understanding and approaching target customer process, this subtitle will 

show the findings of Pin Station in business main products as well as the promotion plan for 

upcoming periods. At the beginning of the subtitle, there will be a part that provides the 

explanation for the meaning of business name and logo. After that, the description of the 

main menu will be shown clearly in the following part by not only text but also figure. And, in 

the last part writers would like to briefly introduce the promotion plan for Pin Station in up-

coming seasons.  

7.2.1 The name and logo of Pin Station 

In order to come up with the idea of the name Pin Station, researchers needed to go through 

many stages of consideration and analysis. As mentioned above, the company will operate 

based on the target of providing customers with an energy body-boosting drink, so the busi-

ness name should be closely related to that main goal. Pin Station is created based on three 

main meanings. The first meaning mainly concentrates on the word “Pin”, in which Pin is an 
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acronym for two words “Power” and “Inside”. With the expectation that after consuming 

business’s products, customers will be provided powerful energy sources for a long day.  

The second meaning of business name is set related to the motive of the first meaning but it 

primarily focuses on the word “Station”. At this point, Pin is regarded as an acronym for the 

words “Plug” and “In”, which creates the meaning “Power Plug-In Station” with the idea that 

this is not just a beverage shop, but also a station where customers can stop to “charge bat-

tery” for their body. Finally, the third meaning of Pin Station is derived literally from the 

meaning of Pin in the Vietnamese language. In fact, “Pin” in Vietnamese is originated from 

the French word “pile” meaning "battery". So, Pin itself also refers to energy resources that 

business will offer to target customers. 

The idea of designing Pin Station’s logo as Figure 12 is based on the business’s main goal, 

which is to focus on creating products that are good for customer’s health. The design is di-

vided into two parts including the central part and the frame part. As for the central part, 

business uses the image of a heartbeat linking to the text Pin – the name of business – with 

the desire to create the strong connection between customers and Pin Station. In addition, 

the image of heartbeat usually relates to the healthy issue, which shows the meaning that Pin 

Station’s products are always created following the target of putting human health on the top 

of consideration. 

Figure 12: The logo of Pin Station 

The second part of the logo is the frame covering the central part and the word “Station” by 

an arrow. As mentioned above, the meaning of business name would like to show that Pin 

Station is the place customers can stop to provide power for their body. That is the reason 

why researchers decided to use the word “Station” instead of “bar” or “store”. Then, the 

image of the arrow with both starting point and destination point placed at the same location 

- “Station” expresses the hope that customers will not only come to buy the product but also 

return to Pin Station again.  
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7.2.2 The menu of Pin Station 

Through the process of testing, market trial as well as market research, the group of students 

eventually created the menu for the beginning period of the business project. Pin Station’s 

menu includes two pages as Figure 13, in which the first page is the main part about business 

products and prices and the second page is the supporting part for fulfilling customer’s need. 

As for pricing on the first page, Pin Station set the price primarily based on the process of 

product testing and market research. Particularly, researchers calculated expenses of ingre-

dients and materials during testing stages, as well as estimated fixed costs and other costs 

probably occurring in business operation period. Moreover, through the research of customer 

opinion in real marketplace, the group of students also determined the proper price range 

that the target customer is willing to pay for business products in which the price should be 

set between 4 euros to maximum 7 euros per product. After those processes, Pin Station is 

able to finalize the reasonable price for every product as in menu below. 

 

Figure 13: Pin Station’s menu 

As for main products shown on the first page, the business decided to launch six main prod-

ucts belonging to three groups in the main menu. Taking dairy-free smoothie into considera-

tion first, there are three kinds so-called Jolly Dawning, Little Sunshine and Lucky Clover. 
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Firstly, Jolly Dawning with the combination of strawberry, banana, apple and apple juice 

provides a glass of pinky-red-coloured smoothie, which also relates to the pinky-red colour of 

the sky at breaking dawn. About Little Sunshine, the product including mango, peach, apple 

and orange juice creates the bright yellow mixture representing for the wonderful colour of 

sunshine. While Jolly Dawning and Little Sunshine were named based on the beauty of the 

sun’s colour and sky’s colour, Lucky Clover with the blend of avocado and oat milk takes ad-

vantage of the green from plants in nature to identify the name for the product.  

Talking about yoghurt smoothie, business selected Pinky Merry and Yeahlow Tango to the 

main menu in which Pinky Merry is the combination of strawberry, banana and yoghurt while 

Yeahlow Tango includes the mixture of mango, mango puree and yoghurt. All five names of 

five products are named not only based on the relation to colour, but also related to the hid-

den meaning about joy and happiness. Finally, the third product in the menu is for milk tea. 

Researchers named this product Pin Fusion Milk Tea with the idea of providing the unique 

flavour that customers cannot find anywhere else than Pin Station. Below is Figure 14 showing 

five samples of smoothie products. 

Figure 14: Smoothie products of Pin Station 

Moving on to the second page of Pin Station’s menu, it is the place that allows customers to 

customize their selection in order to offer the most satisfaction drink as demands. In the first 

part, customers can choose the type of juice if they are not fond of the original recommenda-

tion. There are only two options at the moment that are orange juice and apple juice. The 

business will consider adding more kinds of juice to diversify the selection in the future. Be-

sides, this page allows customers to adjust the level of sweetness in their drink by choosing 

three levels from low to medium and high in sweetness. So as to emphasize on the healthy 

issue, Pin Station also offers another choice of sweetener along with sugar that is honey. 
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Same as juice types, there will be the addition of more choices in sweeteners, which are re-

garded to be good for health than sugar.  

While the selection of juice is mentioned to be suitable for the only smoothie, the adjustment 

of sweetness is mostly recommended to apply for yoghurt smoothie and milk tea. In general, 

the menu was successfully created following the idea of providing not only a good drink for 

health but also the flexibility in product choices. However, this is just the menu for the be-

ginning period of the start-up business. Pin Station will improve the menu and develop more 

products so as to fulfil the demand of target customers in each proper season.  

7.2.3 Promotion plan for Pin Station’s products 

To start off, with the positive changing of customer awareness about the healthy way of living 

as well as the development of food and drink industry, especially European in general as well 

as international and Finnish residents in specific, the researcher found out that people nowa-

days are getting more concerns about what they put inside their body every day. As men-

tioned above, Pin Station is found based on the needs and demands of Finnish custom-

ers/consumers. The business is moving the first step to enter the eating and drinking indus-

tries, which is nowadays accelerating the rate of growth.  After the desk research and the 

field work, a promotion plan was created and developed along with answering the central 

question of this research which is “How to create an affordable and effective product promo-

tion plan which contributes to the process of approaching target customer in Finnish market-

place?”. The effective and efficient promotion plan needs to satisfy the requirements of cur-

rent needs and demands while engaging with customers in community level or individual lev-

el. As indicated in the Bumi Café case, it is important to grasp customers’ minds so as to at-

tract them with the promotion. Below are several promotion plans that Pin Station will con-

sider to focus on while running the business at the beginning. Thus, depending on different 

purposes, the business company promotes the products in different ways. 

Firstly, as shown before in the report, seasonal promotion is the first option that the business 

can use to approach customers who are interested in the variations and updated trends. 

There are four seasons of the year, which are Spring, Summer, Autumn and Winter. Each sea-

son provides different ingredients that are exclusive and bestseller, for example, the inter-

view results indicated that customers are mostly keen on the fresh berry and mango products 

in the summer time. Additionally, depending on the holiday of the year such as Mid-Autumn, 

Father’s Day, Mother’s Day, Ascension Day, etc., there will be specific campaigns or promo-

tions which help to accelerate the trade of the business. For example, in the Father’s or 

Mother’s Day, the business will offer a special combo or special discount on any products for 

family as in Figure 15. Besides, feedback will be collected as well, therefore, Pin Station can 

ensure to maintain and improve not only the quality of products, but also the services. With 
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that way of approaching customers, Pin Station can create an intangible connection with cus-

tomers, which makes customers come back to purchase for the products or services again.  

Figure 15: Mother’s Day Promo Card 

As for the event-based promotion, the results of this method are unable to anticipate, how-

ever, there is no denying that sometimes the results are over expectation in a positive way. 

The purpose of this promotion is to help approach to a large number of customers who partic-

ipate in the event. For the case of Pin Station, as a small start-up business, it is difficult to 

get contact and cooperate with some famous and popular event in the area of Helsinki and 

Espoo to sell products. Therefore, in the beginning, Pin Station came up with the plan of ask-

ing to become a small supplier of smoothie products, which can sell in several restaurants or 

cafeterias of university and school in the metropolitan area (Helsinki, Espoo or Vantaa). In the 

future, if the financial issue becomes more stable, Pin Station can expand the scale to coop-

erate with more events and organizations. Besides, Pin Station also targets to approach cus-

tomers on an individual level. A loyalty card as Figure 16 will be given for customers when 

they come to Pin Station, if they collect enough six stamps in this card during a month (one 

stamp presents to one purchased product), customers can get a free drink or a free surprise 

gift. Nevertheless, this additional service can be changed to adapt to the current situation of 

the business. 

 Figure 16: Pin Station’s loyalty card  
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According to the recent statistics portal, it showed the result of the survey that was conduct-

ed individuals within the age from 15 to 74 years old in Finland in 2018, the number of people 

who use Facebook accounts for 53 per cent. YouTube is another channel, which has 30 per 

cent of users and Instagram has 26 per cent of users. (Statista 2018). Thanks to the high per-

centage of people using Facebook and Instagram in Finland, Pin Station created a platform 

based on these two channels in order to build a solid brand in customers’ minds. Social media 

is an effective tool to help Pin Station get more interactions with potential customers and 

build a long-term relationship between the business and customers. It is also a tool for cus-

tomers to give their feedback and update new ongoing promotion so that the business can 

base on that improve products and services. Furthermore, promotional videos of two main 

products of Pin Station were made to not only wake up the curiosity and interest of customers 

on certain product but also position themselves in the marketplace. As for Pin fusion milk tea, 

it brings to the customers a glimpse of how a tasty product is made from simple ingredients. 

To the smoothie products, the video represents the message of providing fresh and home-

made products with high quality.  

Being a new business, Pin Station has to face many challenges to be outstanding with other 

brands in the same marketplace. To make Pin Station’s brand stand out next to the competi-

tors, the strategy of the business is to focus on proving products by using local ingredients and 

sustainable groceries. It not only supports for the local farming and environment, but also 

raises the awareness of customers about the development of the sustainable issue. In con-

junction with this are the needs and demands on consuming products, which are fresh and 

healthy within an affordable price. Smoothies is a familiar and easy choice for everyone, 

thus, with regard to the customer segmentation, it includes the wide range of ages from Gen-

eration X to Millennials. The business provides to these target groups various choices of ener-

getic and healthy products based on needs and demands not only on flavours, but also on the 

amount of sweetener, which can be seen as the main menu. Furthermore, the special aspect 

of Pin Station’s products is the packaging. As shown before in the previous part, Finnish peo-

ple tend to use the paper package to reduce the amount of plastic thrown to the environment 

every day. This creates a positive impact on Pin Station’s campaign of using only friendly en-

vironmentally materials for the product packaging. Although the packaging might affect the 

visual appeal of the products, this is the meaningful activity that contributes to the living 

environment. Self-container is another special service in Pin Station as well. To be more spe-

cific, Pin Station encourages customers to bring their own bottles to contain smoothies when 

it comes to take-away, therefore, Pin Station will give a discount of five per cent on the bill 

for customers. With these services, Pin Station desires to send a message to customers about 

creating a healthy lifestyle not only for themselves but also for the surroundings.  
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8 Conclusion 

To sum up, during three months running the research project along with applying theoretical 

background and completing desk research, qualitative research and testing process, the group 

created a business brand called Pin Station, which is a fruit and tea-based beverage store 

selling three main products: dairy-free smoothies, yogurt smoothies and seasonal Pin fusion 

milk tea. Besides, the initial promotion plan for business products was created as well in or-

der to approach target customers, who belong to Generation X and Millennials. Statistically 

speaking, Facebook and Instagram are two main online platforms that the business selected 

to be interactive tools between customers and the business. In addition, external interaction 

is focused as well with several additional services in stores depending on season and/or 

event. To reach the goal in creating and developing an unknown business products brand, the 

business group completed the analysis research in target customer group (from their behav-

iours, motivations, attitudes to demands), as well as study about effective and efficient 

promotion methods.  

There is no denying that during the research process, the group had to experience several 

issues which are advantages as well as disadvantages. When it comes to the benefits, the 

group has learned that plan B is an indispensable part when doing the research. Besides, 

focusing on qualitative research, especially semi-structured interview, the researchers 

recognised that the more talking and interacting with potential customers are carried out, 

the better understanding customers are. Although the group also met some obstacles due to 

the impact from external factors, the results were still collected with other supports from 

people who were mentioned in the previous parts. The researchers extremely valued the data 

and information collected thanks to the help from those people.  

An important recommendation of this report is that it is important to generalize a picture of 

the niche market in the industry that the business decides to develop the products. Besides, 

during the fieldwork, the business recognized that identify and segment customer are signifi-

cant steps to build a primary basement for launching the promotion plan of business products 

in an effective and efficient way. There should be focused on sustainability issue which the 

business can involve in support local products/ingredients in any way possible. Apart from it, 

the research team recognised that during the process of doing the thesis, the connection with 

customers is gradually developing as well as the relationship with potential partners in the 

near future. Indeed, it is a chance for the students to corporate with Bumi Café. Pin Station is 

suggested to be the suppliers for Bumin Café regrading to the beverages field.  

The team enjoyed the practical work during the time running and collecting result from the 

testing, interview and survey process in the area of Helsinki and Espoo in Finland. Indeed, this 

research project was a challenge for the group of students and therefore, the research team 

would like to thank thesis supervisors as well as our senior lecturers during three years the 
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students have studied in Laurea University of Applied Sciences. They not only inspired with 

lectures, workshops, ideas and stories, but also helped during the process of doing the study 

with many advices, knowledge and experience. It had the significant influence on the thesis. 

Secondly, the team is very grateful to the support from Bar Laurea, Samrat Restaurant and 

Pinto B’staurant, which assisted with their facilities as well as founder and owner of Bumi 

café, who shared his experiences and gave the insights into understanding customers in Finn-

ish market during two years working on it. Lastly, the team fully appreciated all of the re-

spondents from customers, who took their time answering our interview questions and pro-

vide interesting and informative data. Without these people, this thesis could have not been 

completed. Any constructive feedback will be greatly appreciated. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 64 

 

References 

Printed sources 

Blackwell, R.D., Miniard, P.W., Engel, J.F. 2006. Consumer behavior. 10th edition. South-

Western: Thomson. 

Cadle, J., Paul, D. and Turner, P. 2010. Business Analysis Techniques: 72 Essential Tools for 

Success. BCS The Chartered Institute for IT.  

Denzim, N.K. & Lincoln, Y.S. 2000. Handbook of qualitative research. 2nd edition. London: 

Sage Publications Inc. 

Dubois, B. 2000. Understanding the customer – A European perspective. United Kingdom: 

Pearson Education Limited. 

Flick, U. 2009. An introduction to qualitative research. 4th edition. London: Pearson Education 

Limited. 

Kotler, P. & Armstrong, G. & the co-authors. 2017. Principles of marketing. 7th edition. GB: 

Pearson Education Limited.  

Saunders, M. & Lewis, P. & Thronhill, A. 2009. Research methods for business students. 5th 

edition. England: Pearson Education Limited. 

Sharp, B. 2013. Marketing: theory – evidence – practice. Australia: Oxford University Press. 

Stickdorn, M., Schneider, J. & the co-authors. 2010. This is service design thinking: basics – 

tools – cases. The Netherlands: BIS Publishers. 

Vohra, M. 2006. Consumer behavior. New Delhi: Anmol Publications PTV. LTD. 

Electronic sources 

AIJN. European Fruit Juice Association. Market Report. 2016. Accessed 3rd August, 2018. 

http://www.aijn.org/files/default/aijn2016-market-report.pdf 

AIJN. European Fruit Juice Association. Market Report. 2017. Accessed 3rd August, 2018. 

http://www.aijn.org/publications/facts-and-figures/aijn-market-reports/ 

AIJN. European Fruit Juice Association. Market Report. 2018. Accessed 3rd August, 2018. 

http://www.aijn.org/publications/facts-and-figures/aijn-market-reports/ 

http://www.aijn.org/files/default/aijn2016-market-report.pdf


 65 

 

Cohen, D. & Crabtree, B. 2006. Robert John Wood Foundation: Qualitative Research Guide-

lines Project. Accessed 15th August 2018. 

http://www.qualres.org/HomeSemi-3629.html 

 

Business Dictionary. No date. Accessed 15th August 2018. 

http://www.businessdictionary.com/definition/marketing.html 

 

Business Studies. 2014. BBC: Market Research. Accessed 15th August 2018. 

http://www.bbc.co.uk/schools/gcsebitesize/business/marketing/marketresearchrev3.shtml 

 

Investopedia. No date. Accessed 15th August 2018 

https://www.investopedia.com/terms/m/marketing.asp 

 

Kesko. K Group Food Trends 2017 review. Accessed 3rd August 2018.  

https://www.kruoka.fi/contentassets/e77df2b1aacb4b3893c7838041efa69f/kruokatrendit_en

g_lowres.pdf 

 

Kesko. K Group Food Trends 2018 review. 2018. Accessed 3rd August 2018. 

https://www.kesko.fi/en/media/news-and-releases/news/2017/Food-Trends-In-2018-Finns-

will-eat-food-that-promotes-their-personal-wellbeing-and-snack-on-insects/ 

 

Prescott, A. 2008. Advantages and Disadvantages of Secondary Research. Accessed: 15th Au-

gust 2018. 

http://prosandconsofsecondaryresearch.blogspot.com/ 

 

Team FME. 2016. SWOT Analysis: Strategy Skills. Accessed: 20th August 2018. 

http://www.free-management-ebooks.com/dldebk-pdf/fme-swot-analysis.pdf 

 

Thompson, M. 2018. Small business: Description of How Marketers Can Use Maslow's Hierarchy 

of Needs. Accessed 15th August 2018. 

https://smallbusiness.chron.com/description-marketers-can-use-maslows-hierarchy-needs-

39333.html 

 

 

 

 

 

 
  

http://www.qualres.org/HomeSemi-3629.html
http://www.businessdictionary.com/definition/marketing.html
http://www.bbc.co.uk/schools/gcsebitesize/business/marketing/marketresearchrev3.shtml
https://www.investopedia.com/terms/m/marketing.asp
http://prosandconsofsecondaryresearch.blogspot.com/
https://smallbusiness.chron.com/description-marketers-can-use-maslows-hierarchy-needs-39333.html
https://smallbusiness.chron.com/description-marketers-can-use-maslows-hierarchy-needs-39333.html


 66 

 

Figures 

Figure 1: Maslow’s amazing hierarchy of needs (Demetriou 2016.) ................................ 12 

Figure 2: Stimulus-response model of buyer behaviour (Britania 2015.) .......................... 13 

Figure 3: The example of Personas Profile of Target Customer (Pinterest n.d.) ................. 19 

Figure 4: Ps of Marketing Mix elegant icon kit (Amayante, 123rf.com.) ........................... 19 

Figure 5: Conventional vs Vertical Marketing Channel ................................................ 28 

Figure 6: Home testing result of Pin Fusion Milk Tea ................................................. 46 

Figure 7: Feedback from customer during testing day in Samrat Restaurant ..................... 47 

Figure 8: Receive feedback from customers during the trial day in Laurea Cafeteria .......... 49 

Figure 9: Persona 1 of target customer in Millennials group ......................................... 51 

Figure 10: Persona 2 of target customer in Generation X group .................................... 52 

Figure 11: Customer Journey of Testing and Trial in Market Place ................................. 54 

Figure 12: The logo of Pin Station ....................................................................... 56 

Figure 13: Pin Station’s menu ............................................................................ 57 

Figure 14: Smoothie products of Pin Station ........................................................... 58 

Figure 15: Mother’s Day Promo Card .................................................................... 60 

Figure 16: Pin Station’s loyalty card ..................................................................... 60 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 67 

 

Tables 

Table 1: Example of Customer Journey (Stickdorn et al. 2010.) .................................... 17 

Table 2: SWOT analysis .................................................................................... 33 

 

  



 68 

 

Appendices 

Appendix 1: Case interview question for founder of Bumi Café ..................................... 69 

Appendix 2: Case interview questions for customers ................................................. 72 

Appendix 3: Feedback and poster of market trial in Laurea Cafeteria ............................ 75 

Appendix 4: Poster of market testing in Samrat Restaurant and Pinto B’staurant ............... 76 

  



 69 

 

 
Appendix 1: Case interview question for founder of Bumi Café  

 

 

Research Interview questions 

Thesis preparation leading to understand customer and develop the  

promotion plan 

 

 

Student: Minh Thu Nguyen (1501426) 

     Minh Thu Nguyen (1501421) 

 

 
Individual Thesis supervisor – Senior Lecturer: Sari Jääskeläinen 

Senior Lecturer: Sirkka Antinluoma 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

September 2018 
 

 

 

 



 70 

 

We are a group of last-year students studying Restaurant Entrepreneurship in Laurea Universi-

ty of Applied Sciences. We are doing the graduate thesis based on an idea of running a start-

up business in fruit beverage, which focuses on smoothies, yogurt smoothies. These interview 

questions are created with the purpose of consulting and acquiring the knowledge and practi-

cal experiences from Quang Nguyen, who is the owner and founder of the Bumi café chain in 

Helsinki, Finland in order to get an insight into understanding target customer and build our 

promotion plan during the process of developing business idea.  

This interview question includes two versions which are in English and Vietnamese so it is 

easier for the interviewer as well as interviewee to understand.  

 

Date:  

 

Interview Questions: 

 

1. As we noticed that there are so many café and restaurant brands in Finnish market. 

So, what do you think about the current trends of eating and drinking habits in Fin-

land nowadays? 

 (Vietnamese: Theo e nhận thấy thị trường dịch vụ ăn uống ở Phần Lan đang rất 

phát triển, vậy anh có thể cho em biết đánh giá của anh về trends của thị trường 

ăn uống trong thời gian hiện tại cũng như sắp tới?) 

 

 

 

2. In your opinion, what customers expect when buying your product? (about NEEDS-

WANTS) 

 (Vietnamese: Như em biết, các sản phẩm đồ uống của anh gồm Smoothies, Trà 

sữa, café…Anh nghĩ khách hàng mong muốn điều gì khi họ mua những sản phẩm 

này?) 

 

 

 

3. In your opinion, which motivations that will make customers decide to purchase your 

product? (Regarding to price, quality, diversity of choices, etc.) (about DEMANDS)   

 (Vietnamese: Theo anh, điều gì khiến khách hàng sẵn sàng chi trả cho sản phẩm 

của anh?) 
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4. Which elements are important to consider and evaluate your competitors?  

 (Vietnamese: Theo anh, yếu tố nào là quan trọng để đánh giá đối thủ cạnh tranh 

của mình?) 

 

 

 

5. How do you differentiate your brand with others? 

 (Vietnamese: Vậy làm thế nào để anh có thể tạo sự khác biệt giữa Bumi Café và 

những thương hiệu khác trên cùng thị trường?) 

 

 

 

6. Of all the products of your restaurant/cafe, which one is the best seller? 

 (Vietnamese: Trong tất cả các sản phẩm đồ uống của nhà hang, loại nào là best-

seller nhất?) 

 

 

7. Which channels did you to approach customers in the beginning of your business? 

 (Vietnamese: Những phương tiện truyền thông nào anh đã sử dụng để quảng bá 

thương hiệu của mình trong giai đoạn bắt đầu khởi nghiệp?) 

 

 

8. In your opinion, what are the productive/effective promotion methods to approach 

customer?  

 (Vietnamese: Theo anh thì phuơng thức/hình thức quảng bá nào để dễ tiếp cận tới 

nhóm target customers?) 

 
 

 

 

 

Thank you so much for taking time to complete the research interview questions.  

We truly value the information you have provided. 
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Appendix 2: Case interview questions for customers 
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We are a group of last-year students studying Restaurant Entrepreneurship in Laurea Universi-

ty of Applied Sciences. We are doing the graduate thesis based on an idea of running a start-

up business in fruit beverage, which focuses on smoothies, yogurt smoothies. Your responses 

will truly contribute to our process. These interview questions are created with the purpose 

of understanding the personal opinion of our potential customers in Finnish market place in 

order to build our promotion plan during the process of developing business idea.  

 

Date:  

 

General questions: 

Where are you living currently?  

  

What is your age of group?  

15-25  26-35  36-55  55+ 

What is your occupation?  

 

Interview Questions For Customers: 

 

9. What is your favorite drink every day?  

 

 

10. Besides your favorite drink, how often do you drink smoothies?  

 

 

11. (If the answer for question 2 is NO) What is the reason that make you do not drink 

smoothies?  

 This question helps us to figure out the cons of smoothie products in the market 

place 

 

 

(If the answer for question 2 is YES) what are the benefits that make you prefer to 

drink smoothies? 

 This question helps us to figure out the pros of smoothie products in the market 

place 
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12. In your opinion, which quality of a glass of smoothie that fits your needs and wants? 

 

 

13. Currently, we offer these products (show the pictures/real products for testing), 

these products are made by using fresh fruits such as…., oat milk and without sugar 

added. We focus on providing good lifestyle products to help improve and maintain 

customers’ well-being. As many people know that oat milk is a great product to re-

duce the possibility of heart diseases, vitamin and other fiber content help digestion 

and reduce constipation. Moreover, we also focus on the sustainability with regard to 

encouraging customers consume local food, raising the awareness of protecting envi-

ronment by running small campaign such as reducing the plastic usage and trash in 

everyday life.  

 

14. So, how do you think about our products? Do you think that our products and business 

idea are enough to attract you? 

 

 

15. Are you willing to buy our products? 

 

 

16. How much are you willing to pay for our products?  

 

 

 (*short definition sustainability: the idea that goods and services should be produced in 

ways that do not use resources that cannot be replaces and that do not damage the environ-

ment. Ex: booking with green key hotels etc.) 

 

 

 

 

 

Thank you so much for taking time to complete the research survey questions.  

We truly value the information you have provided. 
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Appendix 3: Feedback and poster of market trial in Laurea Cafeteria 
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Appendix 4: Poster of market testing in Samrat Restaurant and Pinto B’staurant 
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