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The study is looking at customer side and responsiveness in buying Järvikylä range of products (let-

tuce and herbs) in respect to easy recognition at shops. Most importantly, behavior of customers 

and prospective buyers in decision making process and motivating factors towards Järvikylä prod-

ucts. Finding customers’ reactions to the products and suggesting possible ways of satisfying cus-

tomers and creating customer-based brand for Järvikylä brand.  

Theoretical data was collected from books, internet and reports from Järvikylä. Theoretical study 

was based on purchasing behavior of customers in respect to buying products from Järvikylä, per-

ception, attitude and decision making process of customers. Empirical data is based on customers’ 

purchasing behavior towards Järvikylä range of products and marketing activities geared towards 

more points of contacts with the products through social media, the use of Magazine advertisement 

and using consultants in shops for product recipes use. 

Quantitative and qualitative research methods were used in collecting data and analysis. Qualitative 

research method was used to find problems associated with customers purchasing behavior through 

using of designed survey questionnaire and literature review. The quantitative research method was 

used in analyzing the data. The questionnaire covered very important marketing activities imple-

mented in the year 2013 by the company.  

The purpose of this thesis (topic customers purchasing behavior and a case study of Famifarm Oy) 
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bility of 2013 marketing activities and giving advice where necessary to improve in creating more 

awareness about the product range, getting feedback from customers and emphasis on TV advertis-

ing to increase sales.  
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1 INTRODUCTION 
 

1.1 Background of the research 

 

Generally the concept of customer purchasing behavior to researcher could be 

associated with development, innovation, invention, creation of goods and services, 

even creating new idea from the existing products or services and introducing new 

product to the existing one. 

 

This is due to insatiable demand of human wants. Customers´ tastes keep changing and 

need to produce a product to satisfy such needs which make companies keep 

researching, modifying and introducing new products into the market, and this makes 

customers willing to pay for good products and services. 

 

The case study company for this thesis is Famifarm Oy, one the leading greenhouse 

growers in Finland. The company has range of products that grow in Juva, Joroinen and 

a contractor grower Turakkala Oy located in Juva. Each of these growing farms has its 

own specific vegetables and herbs to grow while Järvikylä is the central dispatching 

point for all products to various shops. These products are circulated round shops in 

Finland and beyond. The qualities of the products are maintained to meet up with the 

standard required in the business.  

  

1.2 Objectives of the study and the research problem 

 
The study is on improving customers purchasing behavior towards Famifarm Oy range 

of products putting into considerations the shop environments, why they buy products 

and what induces buying. The company wants to know what can be done to increase 

loyal customers for all their products. The researcher will look into various strategies 

used in creating awareness about the product in the minds of potential customers such 

as Järvikylän recipes, Järvikylän ABC, Facebook and Junior Master Chef where 

Famifarm Oy is a co-sponsor and products are in use and on display.  

 

The main objective of this study is to assist the company to find out what motivates cus-

tomers to buy a particular product and also looking at the shop environment meaning 

the product placement and easy identification of products (Product Display) by potential 

buyers and suggest how the company can be more competitive in the market. 
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After brainstorming with the Marketing Manager of Famifarm Oy on the research prob-

lems, there was emphasis on effectiveness of various marketing activities that was used 

by the marketing department in creating and motivating customers and how are these 

activities affect the purchasing behavior of customers.   

 

The research data has been collected through questionnaire survey to know the cus-

tomers’ behavior towards purchasing Famifarm Oy products was exploited in order to 

obtain facts that will help the company reposition itself better and be more customers 

oriented, knowing that the primary objective of any business is gaining market share.  

 

1.3 Methodology and research tools 

 

Research methodology could be referred to as process or method of collecting infor-

mation. In a simplified way, research methodology could be said to be ways in which 

author wish to collect information that will be used. This will serve as a guide for author 

in the quest for necessary enquiries about the subject matter. 

 

For the purpose of this thesis quantitative research was used to determine consumer 

behavior, attitudes, knowledge and suggestion from customers on the products of 

Famifarm Oy and ways of improving on value placed on customers. Research tools for 

this thesis include: questionnaire and observation of customers buying the process and 

for easier analysis also literature review was not left out in a bid to have balanced view.  

 

Questionnaires were sent out to collect consumer’s views, suggestions and possible 

ways to improve on values placed on customers and products uses and preparations. In 

qualitative research method, observation was placed on customers identifying products 

in shops, product display, placements and how customers were able to identify products 

easily.   

 

Qualitative method was aimed at gathering in-depth understanding of human behavior 

towards purchasing Järvikylä products and reasons behind such purchases and not an-

other brand.     
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2 MARKETING OPERATIONS OF FAMIFARM OY 
 

2.1 Introducing Famifarm Oy 

 

Järvikylä, which was established as an estate in 1674, is one of the oldest manor hous-

es in Joroinen today. The Grotenfelt family who has been a major pioneer of dairy and 

greenhouse farming in Finland owns this estate. (Järvikylä 2013) Karl Grotenfelt took 

over the manors in 1970 with aim of new possibilities of farming. Järvikylä started grow-

ing grasses under the name Finnurmi Oy in 1979. Karl Grotenfelt established the green-

house farming in 1987 with the aim of producing lettuce and herbs. The company has 

been growing over 40 different fresh lettuces and herbs for 26 years of existence and its 

product name is gradually becoming household name due to freshness and product 

consistency. (Järvikylä Sales Report 2011) 

 

There has been an increase in the total production area of 46 000 m2 in 1987 to 50 000 

m2 in 2013. The increase could be attributed to wide acceptance of the products and 

government encouraging the Finns to eat green for healthy living. More so, the market-

ing department has been doing a lot of great work in creating more awareness by co-

sponsoring programs on TV and having Facebook page where recipes on Järvikylä 

products are on display in daily basis. The products are sold under the brand name Jä-

rvikylä to all the big chain outlets in Finland and beyond.  (Järvikylä Sales Report 2012) 

 

 
FIGURE 1. Brand logo of Famifarm Oy (Järvikylä 2012) 

 

In 2012, there was an increase in sale turnover; about 22,5 million products were sold 

with turnover of 16,4 million Euros. This has been made possible with dedicated em-

ployees of about 120. The farm produces every day and throughout the year with no 

pesticides chemicals and no contaminations from outside nature because it is a green-

house (Closed Environment).   
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 The chart below describes production growth in between 1995 - 2012. The chart ex-

plains yearly growth recorded by Famifarm Oy. 

 

The chart in Figure 2 it shows clearly the sustainability in the level of growth on annual 

basis of all Famifarm products. The growth could be attributed to various commitments 

from all departments and dedicated staff. The marketing department has been doing a 

lot in the area of creating awareness, distributing, advertising and marketing the prod-

ucts. 

 

 
FIGURE 2. Production of plants in 1995 - 2012 (Järvikylä 2012) 

 

 The chart in Figure 2 shows a tremendous increase for the year 2010 on production of 

lettuce and herbs and the figure was 21,37 million products and 2011 it was 21, 98 mil-

lion products while 2012 stood at 22,50 million products. From all the production figures 

there has been an increase every year and 2013 was far above the expected target.  

 

Annual turnover of Famifarm Oy is shown in Figure 3. The turnover is in million euros in 

between years 1995 - 2012. A lot of marketing activities and strategies was put in place 

by the management to achieve the level of growth recorded in the past years and these 

has resulted in tremendous improvement of products sales every year and this keeps 

the company growing and expanding.  
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The chart in Figure 3 shows the annual turnover of Famifarm Oy in between 1995 - 2013 

with incredible increasing annual record. There has been a gradual and consistent in-

crease in the level of sales turnover every year.  

      

 
FIGURE 3. Annual sales turnover of Järvikylä Oy (Järvikylä 2012) 

 

2010 the turnover was 14 438 000 € in 2011 it was 15 300 000 € while in 2012 it was 

16 400 000 €. The year 2013 has witnessed more points of contacts in advertising with 

potential consumers than before such as: Facebook, some TV stations like, JIM, LIV 

and Nelonen, showing Järvikylä products on Junior Master Chef and advertisement 

placement; certainly the year projection was achieved.  Various programs were put in 

place by the management to boost sales and increase turnover in the year 2013. 
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2.2 Market and products of Famifarm Oy  

   

Market could be referred to as contact between buyers and product sellers either to buy 

or to sell and it could be direct or indirect contact. The statement here shows that face-

to-face or direct contacts of buyers and sellers are not necessary to market a product 

and services. In the case of Famifarm Oy products, the company does not have direct 

contact with the buyers of their products, only with the supply chain.  

 

In the picture presented in Image 1 are various lettuce and herbs produced under Jä-

rvikylä brand. All the products are grown in Juva, Järvikylä and Turakkala Oy, a contrac-

tor growing products for Famifarm Oy.  

  

These are the products under the brand of Järvikylä (Famifarm Oy) presented in Image 

1.The products range includes: Frisee, Jääsalaatti, Kartanon salaatti, Lollo Rosso, Mi-

zunna, Punainen Salanova, Romaine, Tammenlehti, Villirucola. herbs include: Aasian 

minttu, Auringonkukanverso, Kynteli, Lehtipersilja, Basilika, Korianteri, Lipstikka, Meira-

mi, Minttu, Oregano, Perilla, Herneenverso, Kanelibasilika, Kirveli, Persilja, Punainen 

basilika, Rakuuna, Ranskalainen Rakuuna, Rosmariini, Ruohosipuli, Salvia, Sitruuname-

lissa, Sitruunabasilika, Thai-basilika, Tilli, Timjami, Vahva minttu, Vehnänoras, Vesikras-

si, Viinisuolaheinä. All these products are packed and dispatched from Järvikylä to vari-

ous supply chains. (Järvikylän ABC 2013)  

 

Target markets for Järvikylä range of products are domestic market (Finland) and small 

portion is exported to Estonia. This means that the products are distributed to all food 

chain stores such as: retail shops, HoReCa (hotels, restaurants, catering) and industries 

in Finland. Effective transporting delivery companies do the distribution of the products 

and they are delivered fresh and cold +8C0 to preserve the freshness of the products on 

transit. (Järvikylän 2013) 
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IMAGE 1. Herbs and Lettuces pictures grown under Järvikylä brand (Photograph Khan 

2012, 12) 
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2.3 Target markets of Famifarm Oy 

 

The target market of Järvikylä products brand is the whole of Finland and neighboring 

country e.g. Estonia. Exporting Järvikylä products to Estonia is a result of marketing 

strategy and level of acceptance in the home country. The coverage of the products is 

all over big and small shopping centers in Finland. Target marketing is the process of 

segmenting, dividing or breaking the market, concentrating on those market areas with 

competitive advantages.  Järvikylä range of products has been one of the market lead-

ers in greenhouse plantation and has its target in big shops in Finland.  

The market segmentation is done based on prices, promotion and distribution of prod-

ucts in most cost efficient ways. Segmentation is dividing the markets based on some 

characteristics, which affect the customers’ buying behavior. When the market has been 

divided into segments then (selective marketing) the marketing mix is tailored to benefit 

each of the selected segments.  

 

In target market, marketers are confronted with various decisions on how to approach 

and segment market. Famifarm Oy uses product specialization to reach the target mar-

ket, meaning concentrating on marketing a peculiar or daily need to the target market 

throughout Finland. The target market of Järvikylä brand is every home, (women, men) 

big chain outlet (ABC, Lidl, Prisma, City Market, etc.), restaurants, and hotels. 
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2.4 Marketing strategies and activities 

 

‘Marketing strategy is a plan designed to influence exchanges to achieve organizational 

objectives’. (Peter, Olson and Grunert 1999, 10)  

Marketing strategy aims at persuading and increasing customer’s behavior towards fre-

quently purchasing a particular range of products or store. The purpose of marketing 

strategy is to retain loyal customers and possibly gain more potential customer through 

various marketing activities, these activities will boost sales output. (Peter, Olson and 

Grunert 1999, 10) 

 

The company’s focus should be on the following: 

1) Customer value 

2) What our customers want 

3) How to provide our products and services. 

 

Customers always place value on products, prices and satisfactions derived, some cus-

tomers even buy products when sales promotion is on. Products freshness, production 

consistence and new product innovation makes Järvikylä more competitive in the mar-

ket. The products are readily available and well packaged. Customer behavior is very 

important to marketing strategy; it is through customers’ positive reaction to products 

that sales is made and profit earned. Many marketing strategies are aimed to influences 

consumers thinking (affect) and mental reasoning (cognition), the strategy must be clear 

evident for customers to have value for companies and its products. (Peter, Olson and 

Grunert 1999, 19) 

 

Marketing activities  

 

Many innovative marketing activities were introduced to customers in the year 2013 to 

further open more point of contact with Järvikylä products on daily basis and with ease. 

The marketing activities in operation have a long-term projection that is design to opti-

mize the scarce resources for efficient customer delivery and promotion of organization-

al interest. Below are some of the marketing activities in operation.  

 

 Some of the marketing activities used by marketing department of Famifarm Oy for the 

year 2013 were as follows: 

1) Facebook page “Makuja Järvikylästä” 

2) Web pages 
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3) ABC pamphlet  

4) Consultancy days in shops 

5) Shop displays 

6) Exhibitions such as Gastro (Restaurant and catering)  

7) Advertising in HORECA sector magazines 

8) Occasional advertisement in selected magazines. 

All these marketing activities will be extensively discussed later in this thesis because 

the activities form basis for interview and questionnaire research and also cover the 

whole chapters 5 and 6 of the thesis. 

    

Web pages 

 

Web pages www.jarvikyla.fi contain all the products; contacts, location and history of the 

company with some recipes on display intermittently on the page. The page is window to 

the operations and recipes preparation. The pages are designed to give a clearer insight 

of operations and organization background since inception. It also provides all the nec-

essary information and contacts and provides place for feedbacks from consumers.   

 

Web pages provide important information about the company, here are some of uses 

and functions web pages provided:  

 

1) It contains most recent information on the products and services. 

2) The web page is a search engine for anyone going through for specific infor-

mation or the other. 

3) It contains historical background and principles behind success.  

4) It provides fresh and useful information about current and possible future chang-

es or development. 

5) The company’s web page contains place for career opportunities, feedback and 

contact information with phone number and location address.  

6) The page also contains detailed descriptions on preparing of lettuce recipes.  

7) It gives necessary information about the company and uses of all the products.   

8) The page is a point of contact to selling the products of Järvikylä and sharing 

company’s success story. 

 

Facebook page 

 

 Järvikylä has a Facebook page called “Makuja Järvikylästä”, recipes and pictures of the 

products are on display. Millions of people are on Facebook worldwide and the company 

http://www.jarvikyla.fi/
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chooses to use the medium as contact and promote the company’s products. The page 

is daily loaded with useful information on preparations of various lettuce and herbs. The 

picture in Image 2 shows herb preparation that is usually posted on Facebook for cus-

tomers to see and be able to prepare it on their own.  

 
  IMAGE 2. Makuja Järvikylästä 2014 (Järvikylä 2014) 

 

                        Basilika with fresh tomatoes 

        
    IMAGE 3. Makuja Järvikylästä (Järvikylä 2014) 
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The Facebook Image 3 showing lettuce prepared with other ingredients for customer to 

see on Makuja Järvikylästä Facebook page. The recipes are shown on Facebook daily 

basis to provide useful information to customers on herbs and lettuce preparation. The 

contents on Facebook page avail consumers much needed contact with the products 

and read comments from other customers using the product(s).  

 

Advantages of the Facebook page: 

1) Avenue to advertise all the products of Järvikylä with pictures and uses.   

2)  Create daily download of pictures of prepared lettuce and herbs for the day and 

gives customers’ opportunities to comment. 

3)  Create avenue for interactions with other users of the products through com-

ments and subjections. 

4) The use of Facebook creates online community, reaching out to customers and 

potential customers sharing content and pictures of all products.  

5) It serves as platform to offer both existing and new products in friendly way thus 

informal to customers and also serves as avenue to converse with customers.  

 

ABC- pamphlets (handed free of charge) 

 

Järvikylän ABC pamphlets presented in Image 4 contain full detail information about 

herbs and lettuce products from Järvikylä. It also gives detailed information on prepara-

tion method and some other ingredients to be added and quantity. The pamphlet is 

small in size with about 40 pages, white colour with lettuce pictures on it. The pamphlet 

is useful and informative on all Järvikylä products.  

 
IMAGE 4. Järvikylän ABC pamphlet 2013 (Photograph Shodeinde 2014) 
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Consultancy days in shops (user tips, tasting) 

 

Some days are chosen in every month as consultancy days to show customers on new 

ways of preparing lettuce and herbs also get some kind of feedbacks from customers. 

Customers are treated to different ways of preparing lettuce and herbs, on consultancy 

day’s lettuce are prepared for customer to taste. The pamphlets are given out to cus-

tomers on consultancy days at shops.  

            

 
   IMAGE 5. Järvikylän Recipes 2013 front view (Photograph Shodeinde 2014) 

           

 

 
 IMAGE 6. Järvikylän Recipes pamphlet 2013 (Photograph Shodeinde 2014) 

 

The Images 5 and 6 show Järvikylä recipes pamphlet pictures containing detailed infor-

mation on lettuce and herbs mixtures. The pamphlet contains detailed information on 

how to prepare the lettuce and herbs, product names and pictures of each product with 

other important ingredients to be added to give a good taste to customers.  
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   Shop display stand 

 

The pictures in the Images 7 and 8 are the display stand in shops where Järvikylä prod-

ucts are sold. The stand is available in ABC shops, City markets, Lidl and other big 

stores around Finland. The stand is unique and catches the attention of product buyers.   

 
IMAGE 7. Järvikylä pyramid stand 2013 (Photograph Shodeinde 2014) 

 
IMAGE 8. Järvikylä stand at ABC shop 2013 (Photograph Shodeinde March 2014) 
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Exhibition Display boxes (Front view and side view) 

 

The boxes were used in food exhibition in Scandic hotel Varkuas with other food com-

panies on ground to display their products. The boxes are usually in use at ‘KESKO’ 

group shops; City market and K-market. The products are placed in the boxes for sale.  

 
IMAGE 9. Järvikylän Exhibition display boxes (Photograph Shodeinde March 2014) 



 20 

 

IMAGE 9. Järvikylän exhibition display boxes (Photograph Shodeinde March 2014)  
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3 CUSTOMERS’ PURCHASING BEHAVIOUR  
 

Consumer behaviour can be defined as ‘the dynamic interaction of affect and cognition, 

behaviour, and environmental events by which human beings conduct the exchange 

aspects of their lives’. (Peter, Olson and Grunert 1999, 7) 

According to the definition let examine some aspect such as; consumer behaviour is 

dynamic, interaction between affect and cognition, behaviour, and environmental events; 

and exchange.  

 

Consumer behaviour is dynamic 

 

This means that behaviour of individual customer; group and society at large are not 

constant but changing according to their desire. This implies that marketer should be 

able to study the behaviour on constant basis to be able to meet the demand. Marketer 

should know the dynamic nature of human being requires a constant review of market-

ing strategy to be used; same strategy might not work for all products and not all the 

time. The constant thing is evaluating the strategy at any given time. (Peter, Olson and 

Grunert 1999, 7) 

 

Consumer behaviour includes Interactions 

 

It is important to recognise consumer behaviour interaction with affect (feelings), cogni-

tion (thinking), behaviour (doing things), and environment, which means things and 

places. These are the factors that influence consumer’s behaviour and we must look at 

all these influencing factors on a larger scale; to which level will the factors affect the 

target market and its entire environment. (Peter, Olson and Grunert 1999, 8) 

 

Consumer behaviours includes exchange 

 

According to the definition, consumer behaviour revolves exchanging with one another 

goods and services. The whole purpose of marketing is creating avenue for exchange, 

to formulate and other marketing strategies.  (Peter, Olson and Grunert 1999, 8) 

 

In the earlier chapter target market was discussed. The next stage is to understand, 

identify and do analysis on buyer’s behavior. Human behavior is very difficult to predict 

because of dynamic complexity of human nature but to certain level the behaviors of 

group of customers can be ascertain (percentages).  
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Consumer buying behavior can be defined as a process and act of individual (people) 

directly buying and using products for personal (rational) and emotional use to drive 

maximum satisfaction. (Blythe 2001, 34) It is very important for marketing managers to 

know why people buy a particular product or brand, there are conscious and uncon-

scious reasons while some buy product and services.  

 

3.1  Stages in consumer buying behavior 

 

Buying stages is sequential and mostly applicable to customer durable and industrial 

products, simple model of consumer buying behaviour and activities involved from prob-

lem recognition to purchase to post-purchase evaluation. This is how buyers think and 

sometimes behaviour while making purchasing decision and thereafter. (Blythe 2001,34) 

The stages in customer decision-making process can be divided as follows: 

1) Problem recognition (rebuy)  

2) Information search 

3) Evaluation of alternatives 

4) Purchase 

5) Post purchase evaluation 

6) Divestment. (Blythe 2001,34) 

 

1. Problem recognition 

 

This means need to purchase a product either to increase or replace used stock. When 

a product is used up to avoid unnecessary scarcity when need for reused arises, re-

placement to fulfill a future need is very important. For example, Premium motor spirit 

(PMS) for car when used up, in the case of lettuce and herbs, acceptability of introduced 

products to the market make the marketing department to look inwards in introducing 

new products to market, that is, problem recognition occurs when creative and innova-

tive products are introduced to the market (consumer). And these products meet con-

sumer’s demand (Ruustinna lettuce).  

 

It is responsibilities of marketers to inform through advertisement, what the product is 

meant for, uses and problem or desire it tends to solve. Problem recognition could be 

said to be, customer’s dissatisfaction about the product and service currently in use. 

Change in the financial status of individual could mean change in consumer needs and 

wants. 
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2. Information search  

 

Information search means every possible ways of gathering useful information, it could 

be through advertising, brochures and as such detail analysis of these and more discus-

sions with experts, friends or visitors to the store will give a consumer first-hand infor-

mation about such product. It implies that consumers are equipped with adequate infor-

mation (good or bad), knowledge and understanding about brand alternatives competing 

for customer’s attention.  

 

Example in Figure 4 lettuce and herbs information on customer’s decision-making pro-

cess  

Brand option Awareness Consideration Choice Decision 

Järvikylä Järvikylä Järvikylä Järvikylä Järvikylä 

Pirkka Pirkka Pirkka Pirkka  

Rainbow Rainbow Rainbow Rainbow  

Deliverde Deliverde Deliverde   

Täti Vihreä Täti Vihreä Täti Vihreä   

Vihrea keiju Vihreä keiju    

Wääksyn sa-
laatti 

    

     

 

FIGURE 4. Customer decision-making example 

 

3. Evaluation of alternative 

 

 Looking at various competitive products or brands, it is always logical for a consumer to 

scrutinized or evaluates these alternatives with a view of buying the product that will 

satisfy the need in accordance with information at hand. For example, observation made 

on other products competing with Järvikylä product brand, packaging is defective, not 

attractive enough to draw attention of consumers (display stand) and no match to Jä-

rvikylä range of products. (Blythe 2001, 34) 

  

Some factors may affect decision-making process, which includes: 

1) Circumstance stimuli: stand display in stores (Product display), attractive pack-

aging, etc. 

2) State of mind: instant need for the product, change of mind on a product 
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3) Defect in information: change in product display at shop or change in product at-

tributes may affect the consumer’s purchase. 

 

4. Purchase 

 

After problem recognition, information search and evaluation of alternatives is actual 

purchase. At this stage consumer makes purchase of the product after careful consider-

ations of brand and mode of payment and putting all the factors early enumerated into 

consideration.  

 

5. Post-purchase evaluation 

 

 This is evaluating of product purchased. At this stage consumer needs to know whether 

the product is positive or negative in terms of satisfaction derives. Consumer compares 

the expected satisfaction of product with derived satisfaction. In the final analysis, it is 

always important for consumers to get relevant and appropriate information about a 

product to avoid post-purchase evaluation and unnecessary additional expenses, when 

need to return the product bought arises. The result of the evaluation can also be posi-

tive after purchasing the product the consumer will use /consume the product and as-

sessment is always automatic either consciously or unconsciously done.   

 

6. Divestment (dispose of) 

 

The final stage where consumers disposed of the used (waste) away, it could be throw-

ing used can into the trashcan or very complex as taking unused car to crash center 

(recycle). In practical sense, these stages in consumer’s buying behavior are fast than it 

appears theoretically. (Blythe 2001, 36-40) 

 

Types of consumer buying behavior  

 

Consumer buying behavior could be defined as ‘decision process and act of people in-

volved in buying and using products and services for satisfaction’. (Blythe 2001,46) 

The following are various buying processes: 

1) Routine buying 

2) Occasional buying 

3) Impulse buying. 

4) Complex or high involvement buying. (Stages of the consumer buying process 

2014)  
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1) Routine buying: This is a low involvement product that is daily needed; there is 

no need to plan or budget huge amount of money on these products before buy-

ing. These products are purchased any day and time for household consump-

tion, such as milk, sugar, toiletries, bread, etc. (Blythe 2001,46) 

  

2) Occasional buying: These are the products consumers buy on certain period of 

the year: winter wears, summer wears and Christmas decorations, these prod-

ucts are seldom sold. The products come at certain time of the year to satisfy 

customer’s need. (Blythe 2001,46) 

 

3) Impulse buying: Consumers buy these products without planning but due to cer-

tain sudden interest (stimuli). It might be a new product on display, due to prod-

uct offerings and discount might prompt buying. Consumers might be in for 

shopping certain products but display of some new product might sometimes 

change the actual plan and end up buying the new product on display. Impulse 

buying (stimuli) has on many occasions affected the author while shopping on 

line for shoes and shirts. (Blythe 2001,46) 

 

4) Complex or high involvement buying: these are expensive products that do not 

necessarily mean changing frequently. These products demand high economic, 

performance and psychological risk. Examples cars, houses, boats etc.  

 

3.2 Buying criteria 

 

There is reason behind every buying decision and purpose for money spent, likewise 

consumer will always buy a product based on criteria, which is beneficiary and derive 

satisfaction.  

1) Price: Price is the cost value of the product, the price of the product might not be 

low but value of the product after a well considered factors of production.    

2) Consistent quality: Consistent in value, quality and products devoid of defect 

makes consumers willing to buy the brand of product and recommend to friends 

and family. In the case of Järvikylä products, production quality control depart-

ment always check on products during and after packaging before supplying to 

avoid defective products.   

3) Specification: Product specification mean producing what the consumers need 

and the products meet the desired satisfaction of consumers. 
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4) Steady supply: Consumers needed to be assured that the products would be 

available at any given time. Meaning the supply for the product is guaranteed.  

5) Customer service: Consumers needed to be sure that any defect to the products 

will be the responsibility of the producer through a effective customer service. In 

case of any problems with the products consumers complain and need effective 

feedback or response. (Brassington and Pettitt 2007, 105) 

 

Factors influencing consumer buying behavior  

 

Under this subheading the author is looking at certain factors that have direct effect on 

purchasing abilities of consumers. Many factors responsible for consumer behavior it 

could consist of both controllable and uncontrollable factors such as: personal, psycho-

logical, social and culture has a way of influencing consumers purchasing behavior. 

Consumer’s emotional attachment to particular product brands too has a grater psycho-

logical influence. (Blythe 2001, 41) 

 

3.2.1 Personal factors 

 

Consumer’s personal characteristic such as occupation (job), gender, lifestyle (influen-

tial) and economic statues are the implications of purchasing decisions. Emotional at-

tachment to a particular product brands and taste (brand loyalty) plays a major role in 

consumer’s decision-making process. (Blythe 2001, 42) 

 

1) Lifestyle: Lifestyle can be described as ways in which consumers relates to envi-

ronment in terms of values, ways of life and attitudes. Many consumers place 

values on food, clothing, house and electronics etc. The demand for products 

and services depends largely on consumer taste and lifestyle, which is a variable 

tool for any production company to take cognizance. For instance, Järvikylä 

brand has links with consumer’s taste in terms of eating green and fresh, thus 

challenges from competitors they still strive to achieve. (Blythe 2001, 42) 

 

2) Personality: Personality traits influences behavioral approach to consumer’s buy-

ing response to products. Some personality traits such as confident, shy attitude, 

aggressiveness, introvert and extrovert, this tends to determine the type of 

clothes to wear, car to use even perfume to wear and most importantly food to 

eat and shopping place. Personality traits affect the demands and supply chain, 

these consumer behaviors apply to marketers categorizing consumer into differ-

ent groups based on personality trait. (Blythe 2001, 42) 
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3) Peer group: Peer group plays a determinant role on some products like clothe, 

food, cars and shoes because these products appeals to different age with 

friends and family lifestyle influencing their purchases. (Blythe 2001, 44) 

 

3.2.2 Psychological factors 

 

Psychological factors are elements that affect consumer’s mental faculty processes. 

Some of these factors include motivation, attitudes, perception and beliefs. 

  

1) Motivation: Motivation could be said to be internal drives or force that motivate a 

consumer towards buying a product or brand. Internal forces could be attractive, 

benefits and after service for such product, it could be any (stimuli) product that 

draws the attention of consumer towards buying the product. (Blythe 2001, 42) 

 

2) Perception: Perception is the way a consumer perceives a product; it could be 

advertisement, packaging or product display in shops. Marketer has to use 

communication effectively to convey or appeal to the minds of potential consum-

ers. (Blythe 2001, 42) 

 

3) Attitude: Attitude is the predisposition of consumer to either respond favorably or 

not to certain products, it could be in the area of religion, belief and culture. Atti-

tudes play a major role in consumer’s mind towards making a purchase of a par-

ticular product because consumer’s minds are consistent and somehow difficult 

to change. Author has seen positive attitude both from marketers of Järvikylä 

and the consumers towards the products at stands in shops. (Blythe 2001, 42) 

 

3.2.3 Social factors 

  

The social factors influences consumer’s buying decision in many ways, reference 

group, family and social status. Social factor has ways of influencing consumer’s deci-

sions, some factors might be controllable or uncontrollable based of the product sensitiv-

ity. (Blythe 2001, 44) 

 

Family factor 

 

Family factor plays a prominent role in home buying behaviors, parents, brothers, sis-

ters, spouse and their children. Let look at husband dominancy, in taking decisions on 
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furniture, type of cars, while the wife dominancy in kitchen furniture, washing machine, 

plates and cups. Main while equal influence plays out in the choice of house building, 

decorations, foodstuff and numbers of children to bear. (Blythe 2001, 44) 

 

Reference group 

 

 Reference group has direct or indirect influence on purchasing behavior of individual as 

a consumer. The group could be classified as follows: primary, secondary, aspirational, 

dissociative, formal, informal and automatic groups. (Blythe 2001, 44) 

 

1) Primary group: refers to informal groups in which individual as a consumer relate 

with on regular basis, it could be friends, family and colleagues at work place, 

they are information, persuasions sometimes influences consumer’s buying be-

haviors especially when the issue is on discussion on face to face. (Blythe 2001, 

44) 

 

2) Secondary group: this is refers to as formal groups; the group is seen occasion-

ally with whom they share idea. The groups such as trade unions, Religion bod-

ies and professional bodies have a way of interfering with consumer’s buying 

behavior. (Blythe 2001, 44) 

 

3) Aspirational groups: these are groups to which individual wish to belong. Those 

in the group can be powerful to influences individual behavior towards buying a 

particular product. Group such as sportsmen and women have a way of influenc-

ing the younger one coming behind. (Blythe 2001, 44) 

 

4) Dissociative group: groups no one wants to be associated with, they usually with 

bad characters and have no oral value; drug addicts, thieves and prostitutes. 

(Blythe 2001, 44) 

 

5) Formal group: Formal group are well known group and registered under the law 

and also have registered members. For example; professional body with laid 

down principle and code of conduct that is he guiding principle for all members. 

(Blythe 2001, 44) 

 

6) Informal group: Informal group can be to be friends coming together without any 

formality for the formation. (Blythe 2001, 44) 
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7) Automatic group: The group we all belong at a stage in life; age, education, 

communities, these is where we belong in one-way or the other that influences 

our behavior. (Blythe 2001, 44) 

 

3.2.4 Cultural factors 

 

Culture is beliefs of human societies, this reflects in their behavior, roles, customs and 

traditions. It explains reason why certain behaviors are accommodated and shared with-

in member of society. It’s also reflects in their way of life and association with others.     

Culture means ways of life of people leaving in a geographical area. Culture to a very 

large extent influences what the people want and their buying character. For instance, 

ways of dressing in Africa and types of food they eat is far different to what is obtainable 

in Europe.  

 

Marketers are looking at situations where consumers will wear same cloths; eat same 

food, as the changes in global culture are gradually becoming reality on consumers. 

Marketers are over coming cultural and economic boundaries to explore new challenges 

and win consumer’s buying behavior towards their products. (Dr. Durmaz, Celik and 

Oruc 2011) 
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4 MARKETING CONCEPTS  
 

Marketing can be defined as “management process, which identifies, anticipates and 

supplies customer requirements efficiently and profitably”. (UK chartered Institute of 

Marketing). Another school of thought said “Marketing is process of planning and exe-

cuting the conception, pricing, promotion and distribution of ideas, goods and services to 

create exchange and satisfy individual and organizational objectives” (American Market-

ing Association) (Blythe 2001,1) 

 

Marketing can be said to be what marketers do to sell their products and services in the 

hands of potential customers. Marketing is a social and managerial process by which 

consumers obtain their needs, want through creating, offering and exchanging products 

and services. The principles of marketing concept states that keys to organizational 

achievement (goals) is to be more proactive than competitors in developing marketing 

activities that will satisfy consumers’ needs and want of target market. (Dr. Narayana 

2011) 

 

 

      CORE MARKETING CONCEPTS  

 

 
FIGURE 5. Competing marketing concepts to conduct marketing activities (Marketing 

theory 2014)   
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Core marketing concept is a “social and management process by which individual and 

group obtained what they need and want through creating, offering and exchanging 

products of value with other” (Kotler: Summary Srivastava September 2011) 

 

1) Production concept: This is marketing concept that believe in products and ser-

vices that are cheap and widely acceptable.  

2) Marketing concept: It achieving organizational set goals through creative, effi-

cient service delivery and effective communication to the target market better 

than competitors.  

3) Selling concept: Consumers will not buy all the company’s product to this end, 

company must device a means through aggressive marketing communication; 

promotion and advertising to sell its products. 

4) Product concept: Marketing concept that believes in products that offer quality, 

performance and innovative is what consumers willing to buy.  

5)  Social marketing concepts: It is the responsibility of organization to determine 

the need, want and interest of the target market and offer products and services 

that will be best satisfy it in the most cost effective way. 

 

Needs: is the fundamental force that drives customer to be willing (action) to engage in 

exchange. There are basic and psychological needs that must be satisfied on daily basis 

such as: food, shelter, warm and cloth, while the psychological needs consists of self-

esteem, love, security. This need motivates consumer’s consumption behaviors.  

 

Wants: is the desire of human being to have goods and services. Thus, the wants are 

meant to satisfy consumer’s particular thirst. The need includes, food, car, house, while 

services are medical, Tailoring, Mechanics, Carpentry and many more. Wants are gen-

erally describe as insatiable because means of satisfying such is limited or scares, 

meaning all needs cannot be satisfied.  

   

Desire: means a desire for a product backed by willingness and ability to pay. The de-

sire, willingness and ability to pay for such products make effective demand. Companies 

should be able to measure not only how many potential consumer want their product but 

those actually willing to pay the price.  
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4.1 Market segmentation  

 

‘Marketing segmentation as the process of dividing a market into groups of consumers 

that similar in the way they react to elements of the marketing mix, and selecting the 

most appropriate group(s) for firm to serve’. (Peter, Olson and Grunert 1999, 332) 

Subdividing the market into segments will make marketers to easily identify and be able 

to reach potential customers with distinct marketing mix.  

 

Bases for segmenting consumer market: 

1) Geographic segmentation: The mean segmentation of customers based on their 

location. Many multinational companies segments geographically; reason could 

be for efficient management structure, it could also be differences in lifestyle, 

taste, culture and demand. It very easy to get necessary statistic from public 

source (government).    

2) Demographic segmentation: A demographic segmentation describes more about 

the customer’s household in a way such as age, gender, income, social status 

and occupation.  

3) Psychographic segmentation: Psychographic segmentation could be simply de-

fined as segmenting by personality, values, attitudes and lifestyles of customers. 

4) Behavioral segmentation:  Behavioral segmentation could to said to be the way 

customers respond to use or know the product such as: benefits, usage rate, us-

er status, loyalty and occasions.  (Blythe 2001, 59-60) 

 

Conditions for effective segmentation 

 

The aim of market segmentation is for each segment to be reached with distinct market-

ing mix and each segment should be measurable, profitable, appropriates for company’s 

policies and must be followed with action. 

  

For effectiveness, market segment must be: 

1) Measurable: meaning size, attitude, purchasing power and characteristics of the 

segment can be measured.  

2) Profitable: the segment should be large enough and profitable to serve. 

3) Accessible-meaning the segment should be reached and served with a distinct 

marketing mix, promotion, communication and distribution channel. 
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4) Appropriate for company’s policies and resources: meaning any segmentation 

decision must be within the scope and budget of the company. 

5) Action (performance) marketers should be able to formulate effective programs 

that will attract and serve the segments efficiently. 

 

Järvikylä products are offered and sold to two main segments: 

1) Individual customers (Business to customers marketing) 

2) Business customers (Business to business marketing)  

 

Individual customers: (end users) are the customers who buy their products from shops 

for use. The customers have direct contacts with the products from shops and make 

choices from various products available at their disposal. The researcher observered in 

some shops: Prima, Lidl, City market shops, where Järvikylä products are sold, that cus-

tomers usually checks on products name and read nutritional content at the back of the 

package before making purchases. (Shodeinde 2014) 

  

Business customers: restaurants and catering, fast food and Cafeteria are the Järvikylä 

business customers who use the products for their own businesses. The restaurants use 

the lettuce for food production and their customers usually demands type of lettuce they 

want in their food. Fast food such as: Gun Smoke Restaurant, Hesburger Restaurants 

and Pizza Posti Restaurants usually use lettuce in their food processes.    

 

Pirkka Oy is a company on its own selling Järvikylä products packaged in their name 

(Pirkka) to customers. Pirkka Company does not produce lettuce but uses the products 

from Järvikylä as their own product and sells it using its own brand name, logo and 

packaging boxes.  

 

Benefits of market segmentation: 

1) Profit oriented: Segmenting the market, gives marketer to charge premium prices 

for their products and subsequently enhance profits. 

 

2) Effective use of marketing resources: This is made possible by tailoring market-

ing programs towards individual market segments. Famifarm Oy with limited re-

sources (capital investment) can compete effectively in the local market and in 

countries (international market) closer with which the resources can attain. 
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3) Customer retention: Offering products to all categories of customers, individual 

and families stages, marketers can retain them by offering products that will sat-

isfy customer who would otherwise switch to competitive brands.  

4) Communication: Segmentation makes communication easy for marketers by ef-

fectively providing offers that will meet the needs and aspirations of potential 

customers. 

5) Analyzing competitors: It is important for marketers to always recognize the 

presences of competitors and dealing with competitions while concentrating on 

market penetration. (Blythe 2001, 59) 

  

4.2 Competitive advantage  

 

Competitive advantage could be defined as “favorable position an organization seeks in 

order to be more profitable than its competitors. This mean gaining advantage over 

competitors through offering consumers with better value, for products by providing low-

er price or higher price and benefits to justify the prices.  

Competitive advantage involves communicating a greater perceived value to a target 

market than its competitors can provide. This can be achieved through many avenues 

including offering a better-quality product or service, lowering prices and increasing 

marketing efforts”. (Competitive Advantage 2012)  

 

 Factors determining competitive advantage 

 

 
           

FIGURE 6. Porter’s five competitive forces (Porter 1979, 6) 
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1) New entrants: A new competitor coming into the market poses as a treat to the 

existing producers. New entrants will share in the market there by creating chal-

lenges for the existing producers.    

2) Rivalry in industry: Rivalry amongst the existing competitors and any new en-

trants will make it more intense. There is always a knee competition that means 

an improvement in competitor ‘A’ will definitely affect the profit of ‘B’ if care is not 

taken. 

3) Substitute products: Substitutes are all the products are alternative to the com-

pany’s products and services. The products that perform same function as the 

company’s products are threats.  

4) Suppliers bargaining power: Suppliers using their power to keep increased price 

for input materials.  

5) Buyer bargaining power: This the way in which consumers influence and organ-

ize to decrease prices of products to a reasonable price level. Consumers al-

ways look for products with improved quality and added services at reduced 

prices.  

 

Competitive advantage can be built by companies by effectively and efficiently taking 

care of some fundamentals principles such as: safety, speed, service, low price, quality 

and reliability, etc. competitive advantage is often obtained by companies with the com-

bination of all the above listed factors.    

  

In the area of farming Famifarm Oy has competitive advantage over others in the indus-

try. Some of the competitive advantages at Famifarm Oy: 

 

1) Oldest farm: In farming industry Famifarm Oy is the oldest greenhouse grower in 

Finland with specialty in growing of lettuce and herbs. The growing of these 

products is done every year both in Juva and Järvikylä. The farm was estab-

lished in 1987 with total production area of 50,000 m2. Full-scale production of 

lettuce and herbs started in 1987 and the production have continued to be of in-

crease yearly. (Järvikylä report 2013) 

   

2) Biggest farm: Famifarm Oy is the biggest in Finland with production area of 

50,000 m2. The farm has 20 production lines within Järvikylä alone, while Juva 

have 4 production lines. (Järvikylä 2013) 

  

3) Large product range: Famifarm Oy has the largest range of products available 

and some from contractor. The products from Järvikylä are about 46 lettuce and 
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herbs. The number of products from Järvikylä makes it the largest production 

output from a single farm. (Järvikylä 2013) 

 

4) Quality product: The quality of lettuce and herbs from Järvikylä is one of the best 

in the market because of the hygienic environment it’s come from. The products 

are well nurtured from seeding to planting, harvesting and the final packaging. 

The production and quality department nurtured and measured the growth of the 

products on daily basis with records. For instance, checking the growth, weights 

and looking at leaves of the products daily to make sure that the products are 

growing steadily.  

     

5) Packaging and labeling: May be describing as all activities of designing the con-

tainer or wrapper for a product. The author has gone to shops and stands to 

check on lettuce packages from other producers but the packaging of all Jä-

rvikylä products stands out. The packaging is unique both the primary and sec-

ondary package. 

 

4.3 Four P’s of marketing 

 

“Marketing mix is set of controllable tactical marketing tools that the firm blends to pro-

duce it response it wants in market. Marketing mix consists of everything a firm can do 

to influence the demand for its products”. Marketers are in control of marketing mix and 

used to influence buyers towards their products and services in the target market. (Ko-

tler, Armstrong, Wong and Saunders, 2008, 157 – 158) 

 

 
FIGURE 7. Four P’s of marketing (Kotler, Armstrong, Wong and Saunders 2008, 157 – 

158)  
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Products 

 

“Marketers defined a product as being a bundle of benefits”. This means that character-

istics of products is more than it physical appearance; likes of brand image, packaging, 

mode of delivery, quality, warranty and after sales services to final consumer.  

 

Products characteristics 

 

1) A unique feature that differentiate the products from its competitors; it might be 

benefit, packaging or other feature that make customer purchase the product 

over the competitors’. 

2) Characteristics of products determine the price and target market for such prod-

uct; consumers look for needs the product is might to satisfy.  

3) Products are created with specific features in mind; it is either to promote the ex-

isting products or unfilled needs of customers. 

4) The demand and price of products really determine the marketing mix for such 

product.  

 

Promotion marketing communication  

 

The process of communicating business with customers, promotional mix consists of 

advertising, personal selling, sales promotion and public relations. It provides infor-

mation about products and services for customer to make purchase. Cost is associated 

with promotion of goods and services, which add up to cost of production of such item. 

In the year 2013, Järvikylä experience a turnaround increase in the total turnover due to 

some program, adverting of its range of products; on Facebook (social media), TV sta-

tions LIv, JIM and Nelonen, contributed in no small measure to the sale increase.  

Increase promotional activity made be due to competitors in the market and introduction 

of new product to the list of the existing ones, however successful advertising increases 

sales. The advertising on Internet and social media create a better opportunities for 

products contact; customers to make research, purchase and evaluate products and 

services. The Facebook page of Järvikylä is visited on daily basis with various recipes 

various comments and likes are witness to show consumers are following the post and 

appreciative of the information.  
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Characteristics of effective promotion: 

1) Purpose of promotion must be clearly communicated to all concern. 

2) Management should be consistence in philosophy and values, decision making 

management should careful in making effective decision that will promote the 

growth of the company.  

3) Consistence in policy framework, there should be framework for promotion for 

instance geographic region, workers (employees).  

4) Low cost per exposure- meaning management should always look for a cost effi-

cient ways of promotion that will not affect much on production cost. (Business 

case studies 2014) 

 

Price 

 

This is what is paid in monetary value for a value of product bought. The price of an item 

clearly is an important determinant of value of sales made. (Business case studies, 

2014)  

Pricing policy of organization varies due to time and circumstance; production time and 

cost associated to production of goods and services.  

Price is important and could be seen in three ways; firm, economy and relation to prod-

uct quality. 

 

Characteristics of effective pricing:  

1) Setting the price with going rate; following the existing price level and differential 

business from price and focuses on attaining good customer relationship.  

2) Setting premium price- this works when firms differential its products from that of 

competitors and add value that customer really appreciated. (Business case 

studies, 2014)  

3) Price as a marketing tool includes also discounts on products: price discount 

promotes more sales because customers are willing to buy products at discount-

ed rate.  

 

Place 

 

This concerns majorly on various convenient ways of making the products available to 

target market; channel of distribution, warehousing, market coverage, order processing 

and logistics. (Business case studies, 2014) Products availability form the point of cus-

tomer is very important when considering buying a product.  
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5  IMPLEMENTATION OF THE SURVEY AND RESEARSCH RESULTS 
 

‘Marketing research refers to a series of processes that contain systematic and objective 

identification, collection, analysis, dissemination such information in order to improve 

decision making process related to identifying and solution to problems and opportuni-

ties in marketing. Marketing research deals with collecting full information about cus-

tomers and finds the needs and expectations of customers. It helps to solve marketing 

problems quickly, correctly, systematically and timely.  (Malhotra 2010, 39) 

The research was based on customers purchasing behaviour using Järvikylä products 

as a case study. The idea was to know what the desires of customers are in buying a 

product or product brand. Customer’s expectations and ability of product producer to 

meet there demands and build the products in the minds of customers.  

 The research purpose was to understand the reasons behind customers purchasing 

behaviour towards Järvikylä products using Famifarm Oy as case study. Quantitative 

research method was used to gather information by providing questionnaire to respond-

ents. About 16 questions formed the questionnaire and it was responded to, this gave 

the author understanding about customer behaviour and other challenges in deciding 

about products and brand to buy.  

 

Observation is another method used by the researcher to gather information. The re-

searcher was in shops in Varkaus such as Prisma, Lidl, City Market, K-market and Tok-

manni to gather information on product display stands and product availability. This is 

very important to customer when making choice on product to buy. The results of the 

researcher observation are as follows: 

1) Customers check on the freshness of the products looking at the front and back 

of the product package. 

2) Customers read the nutritional advantages at the back of product package be-

fore making purchase. 

3) Products display stands gives customer easy access to the products. 

4) Attractive product package captures the attention of prospective buyers. 

5) Some of the customers are particular about brand. (Shodeinde 2014)  

 

5.1 Background information about respondents 

 

Questionnaires were prepared by the researcher to get the facts on consumer behaviour 

towards Järvikylä products range. The questionnaire was designed to allow quick un-

derstanding and answers from respondents. Through the questionnaire the researcher 

got 32 respondents. The questionnaire is basically designed for those in the age bracket 
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15- 45 years old because that was the age limit required by the marketing manager of 

Järvikylä. 

 

In the Figure 8, it comprises of age groups of respondents. The age group between 15 – 

25 years got 43.75% of the respondents. This is closely followed by the age group be-

tween 26 – 35 years with 40.63% of respondents. 

 
FIGURE 8. Age groups of the respondents (n=32)  

 

The age group that is available to respond to the questionnaires and within the target 

age. Thirdly, age group between 36 – 45 years old were 13% of the respondents. While 

the last age group to respond to the questionnaire was 45 and above years with just 

3.13%.The respondent figure is low due to language barrier in the research. It is a clear 

indication that the researcher worked within scope of age group wanted by the market-

ing manager of the company. The results of survey would help the company in its mar-

keting efforts in order to make the products more appealing and accessible to the con-

sumers. 
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Frequency of using lettuce and herbs 

The graph in Figure 9 shows the usage of Järvikylä products; frequency in the product 

usage by the respondents. 

 
FIGURE 9. Frequency of using lettuce and herbs (n = 32) 

 

About 31% of the respondent uses the products from 4 to 6 times a week; the percent-

age indicates that the respondents use lettuce and herbs frequently. The graph shows 

those who use the products every day and 1 to 3 times week that is 25% each, indicat-

ing that the respondents eat lettuce and herbs in their home daily. It implies product ac-

ceptability in the market.  

 

The respondents mostly use Järvikylä herbs such as Tilli, Ruohosilpuli, Basilika and 

Korianteri these listed products are some of the herbs from Järvikylä product range and 

also products from other greenhouses. 
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5.2 Knowledge about Järvikylä products 

 

The percentage of respondents that know Järvikylä products very well were 9 out of 32 

respondents which means 28%. The survey was conducted in Varkaus and not too far 

from Joroinen the farm location. 

 
FIGURE 10. Knowledge about Järvikylä products (n=32) 

 

The level of awareness is low as compared to closeness; it may also affect the numbers 

of products produced from the farm. Those who know the product range quite well were 

47% of the respondents. This number is very good and encouraging thus they do not 

know the entire product range of Järvikylä but they know handful of it. The next re-

spondents who do not know the products quite well were 19% of the respondents. This 

group knows few of the products. This percentage is low considering the range of Jä-

rvikylä products in the market within the locality. The last group were those who do not 

know about the products at all, they were 6% of the respondents. The researcher evalu-

ates the circumstance of these group which is either they are new to the products or 

they do not have a particular brand in mind when purchasing lettuce and herbs.  
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Frequency of buying Järvikylä products 

 
FIGURE 11. Frequency of buying Järvikylä products (n=32) 

 

In Figure 11, shows the frequency of buying of Järvikylä products by the respondents. 

The respondents usually buy, about 28% each of the respondents either buys some-

times or often. This percentage indicates a good number of buying respondents, and 

16% of the respondents also buy the products very often, while about 28% of the re-

spondents never bought the products before, this indicate that this 28% never know 

about the product brand or they buy without a specific brand in mind.  

 

Identifying Järvikylä on display in shops 

  
FIGURE 12. Identifying Järvikylä product on display in shops (n=32) 
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Product display in shops is very important for easy identification by customers, 50% of 

the respondents can identify Järvikylä products very easy, and indicating the products is 

visible in shops. 38% of the respondents also can identify the products quite easy in 

shops while some respondents says not very easy and not easy at all to identify the Jä-

rvikylä products with 9% and 3% of the respondents respectively.  

 

Buying Järvikylä products ever 

 
FIGURE 13. Buying Järvikylä products ever (n=32) 

 

In Figure 13 can be seen that about 78% of the respondents have bought Järvikylä 

products. This means that the brand is acceptable and meets target market. While 22% 

of the respondents did not buy the products for some reasons such as problems of 

products identification or they do not eat lettuce.  
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5.3 Knowledge about Järvikylä Facebook page 

 
FIGURE 14. Knowledge about Järvikylä Facebook page (n=32)  

 

Figure 14 shows the awareness of the respondents to Järvikylä Facebook page. 34% of 

the respondents were aware of the page, while 66% of the respondent do not know Jä-

rvikylä Facebook page. The percentage of those who are unaware is high compared to 

those who know. The Järvikylä Facebook page creates awareness about the product 

and daily recipe for customers. This social media page is highly essential to products 

users, thus informal way of advertising products. 

 

Visit frequency Facebook page 

 
FIGURE 15. Visit frequency of Järvikylä Facebook page (n=32) 
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posted on it on daily basis. Those who browse the page 4- 6 times in a week takes 3% 

while those with 1 to 3 times in a week has 13%, these percentages shows low level of 

page browsing by the respondents. This means a lot is needed to be done to create 

more awareness about the page and importance of the page. Those who do not browse 

the page has the highest percentage with 72% of the respondents, meaning some 

knows about the Järvikylä Facebook page but they do not have time or see no reason to 

visit the page whilst some do not have knowledge about the page at all. 

 

Seen Järvikylä recipes on Facebook 

 
FIGURE 16. Seen Järvikylä recipes on Facebook (n=32) 

 

Figure 16 indicates that only 28% of the respondents’ sees recipes displayed on Jä-

rvikylä Facebook page. The recipes advertisement placed on this social media is meant 

to create product information to customers and show some daily recipe picture of pre-

pared lettuce (salad) and herbs on Järvikylä Facebook page. Those who have not visit-

ed or seen the recipes take the highest percentage with 72%, this indicates that most of 

the respondents of the questionnaire do not visit or see the recipes advertisement 

placed on the page.   
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Information on recipes  

 
FIGURE 17. Information on recipes on Järvikylä Facebook page (n=32) 

 

Figure 17 shows the level of information on the Facebook page of Järvikylä; some says 

it is very informative with 13%, while quite informative takes 16%, these percentages 

shown are low and a lot needs to be done for proper update on the page on daily basis. 

Those with no response have 72% meaning they do not have information about the 

page. 

 

5.4 Knowledge about Järvikylä sales promotion       

 
FIGURE 18. Seen Järvikylä consultants in shops (n=32) 
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Figure 18 shows whether respondents have had the opportunity to be in shop while Jä-

rvikylä consultant visits to prepare lettuce and herbs. About 13% respondents were in 

shop and know about the consultant’s visits while 88% of the respondents do not have 

the knowledge and information about consultants. There is need for adequate infor-

mation on the purpose, place of visit and time for customers to be aware and prepare. 

 

Järvikylä Consultant performance in shops 

 
FIGURE 19. Järvikylä consultants work performance (n=32) 

 

Figure 19 shows the level of performance evaluated by the respondents, only 6% of the 

respondents evaluated the performance to be good while 88% of the respondent left the 

blank space open, this means no answer because they are not aware of consultants 

existence. 

 

Knowledge about product information ABC brochure 

 
FIGURE 20. Knowing Järvikylä product information ABC brochure (n=32) 
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Figure 20 gives precise information about respondents who knows about the ABC bro-

chure with 25% respondents knows about the products information brochure. While 

larger respondents of 75% does not know about the products brochure.  

 

 

Järvikylä display stand in shops 

 
FIGURE 21.  Evaluation of product display stands in shops (n=32) 

 

Figure 21 shows rating of Järvikylä display stands in shops, some say poor with 6% of 

respondents, while some says fair with 16% of respondents, most of the respondents 

say stand is good with 56% in support of the stands in the shops. A few respondents of 

6% say it is excellent while some respondents give no for their answer due to lack of 

knowledge about the products and the brand.  
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Seen products advertisements in magazines 

 
FIGURE 22. Seen products advertisements in magazines (n=32) 

 

Figure 22 putting an advertisement in the advertising magazine for consumers to know 

about the products, 31% of the respondents appreciated it and have seen the adver-

tisement whenever it is placed in magazine while 69% of the respondent did not see any 

advertisement of Järvikylä in any magazine. The high level of respondents not seeing 

products advertisement is not good. Advertising is a reminder of the products in the 

mind of potential customers and promotes sales of products.   

  

Customer care desk  

 
FIGURE 23. Customer complaints services (n=32) 
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service desk were good according to them. While 97% of the respondents have not rea-

son whatever to call customer care desk not because they do not have the phone num-

ber but because they have no reason to complain about the products, meaning that they 

are satisfied with the products.  

 

Järvikylä mobile App 

 
FIGURE 24. Proposed Järvikylä mobile App (n=32) 

 

In figure 24 most of the respondents about 53% say yes to Järvikylä mobile App, which 

will help for more effective interaction on products uses and preparation. Considering 

respondents ages between (15 – 35) years are young people with many other Apps on 

their phone. Having Järvikylä mobile App will create effective information and product 

knowledge and promote increase in sales. About 47% of the respondents says no to 

idea of Järvikylä mobile App for reasons best known to them. 

 

Most of the respondents suggested that more awareness of the Järvikylä brand of prod-

ucts through advertising is very important both in electronic and print media (TV and 

magazines). Some suggested a careful packaging of the products to avoid putting a 

product in different primary package.   
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6 SUGGESTIONS AND CONCLUSIONS 
 

6.1 Main suggestions based on the research results 

 

The researcher observed through the questionnaires the products acceptability and 

consumers feedbacks. After a critical analysis of the responses from respondents about 

products, the researcher came up with the following suggestions: 

1) There is a need to do more in the area of advertising the products through elec-

tronics and print media to form brand image in the minds of potential consumers. 

2) There is a need also to make available copies of ABC products information bro-

chures to avail other potential consumer on the Järvikylä range of products and 

how they can be used. 

3) When co-sponsoring Järvikylä brand with other products in any electronic media 

let the product logo be visible for potential customers to see. 

4) Information about Järvikylä consultancy days in shops and exhibitions should be 

on social media Järvikylä Facebook page and have a place on Facebook page 

where all the products are available for all to be seen. 

5) Do more on products displays on Järvikylä Facebook page and recipe uses.  

6) Finally, promotion of Järvikylä products like pick 3 pay for 2 promo, this will boost 

sales and it can be done once a while especially during Christmas period and 

mid-summer holidays. 

 

6.2 Conclusions  

 

The marketing department has done a very good work in putting the activities together 

the last year, which has yielded positive result in turnover for the year 2013. The Face-

book page with daily recipes is working fine, consultancy days in shops for lettuce and 

herbs uses and ABC brochure on information on the products can be improved on and 

made available to customers in form of handbills.   

 

The researcher discovered a weak approach to advertising and this gives edge to com-

petitors in the market. I will advice that Järvikylä brand products should be advertised 

more aggressively. Advertising activities could just be twice a year (winter and summer) 

time to create more awareness about the products and up coming products (billboards). 

   

In conclusion, marketing focus should be more on level of the products knowledge 

through promotional marketing tools: Publicity, Sales campaign, Advertising and Per-

sonal selling can be used to leverage on customers purchasing behaviour.  
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ABC brochure is another way to enlighten the customers on preparing and bundle of 

benefits of eating green. ABC brochure should be made available to customers in all 

shops or handbills that will contain lettuce and herbs preparations, this will provides cus-

tomers with some information about all Järvikylä brand of products and customers will 

have opportunity of tasting other products from the company. 

 

Some promotional idea for Järvikylä brand: 

1) Rebranding of the products packaging both primary and secondary package. 

2) The theme of advertising and pictures in both electronic and print media should 

focus more on family. 

3) Advertising content should inform about advantages of eating green. 

4) Discount sales of products are very important and it increases sales.   

5) Pick 3 pay for 2 sales promotions is good it encourages customers to buy more 

for less. 

6) Using of billboards and handbills will also promote products sale. 

 

The author was convince beyond reasonable doubt that Järvikylä brand is one of the 

market leaders but more needed to be done to retain market leadership. 
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Appendix 1 

 

 

                                                                        

   
QUESTIONNAIRE ON PURCHASING BEHAVIOUR OF JÄRVIKYLÄ PRODUCTS 
This survey is designed to give an idea of customers’ purchase behaviour to-
wards Järvikylä products. This survey is voluntary and responses will only be use 
for the research and thesis report purposes by Savonia student Ebenezer Sho-
deinde. 
Kindly tick the box for your appropriate answers and spaces provided for open 
answers as well.   

1. How old are you? 

          15-25 

         26-35 

       36-45 

        45 or above     

2. How well do you know Järvikylä products?    

             Very well 

             quite well 

             not quite well 

            not at all  

3. How often do you use salad (lettuce and herbs)?  

     every day 

     4 – 6 times a week 

   1 – 3 times a week 

     less than ones a week 

     never 

 Name of the products ---------------------------------------------------------------------------- 

----------------------------------------------------------------------------------------------------------- 
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4. Which one of the Järvikylä herbs do you frequently buy? 

_______________________________________________________________    

_______________________________________________________________ 

5. Do you buy randomly or specific Jävikylä products? 

 sometimes 

 often 

 very often 

 never  

6. How easy can you identify the Järvikylä products on display in shops? 

   Very easy 

   quite easy  

   not very easy   

   not easy at all  

7. Have you ever bought Järvikylä products?            Yes              No       

If No, why not?  

______________________________________________________ 

8. Do you know about Järvikylä Facebook page?     Yes              No     

     If yes, how often do you visit the page?  

 often 

 4 – 6 times a week 

 1 – 3 times a week 

 never 

 

     If No, why not?  

 

 

9. Have you seen the recipes on Järvikylä Facebook page?     Yes          No    

      If yes, how informative they are?  

  very informative 

  quite informative 

  not quite informative 

  not informative 

10.  Have you had chance to meet Järvikylä consultants in a shop?  Yes      No  

      If yes, what is your opinion about their work?   

  very good 

  good 
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  poor 

  very poor 

11. Do you know about Järvikylä product information as ABC brochure?   

Yes    No                 

12. Have you visited Järvikylä stand in shops and how do you rate it?  

 poor 

 fair 

 good 

 excellent 

13. Have you noticed Järvikylä advertisements in magazines?  Yes         No     

14. Have you had any cause to call Järvikylä’s customer service for complains?       

Yes                No         

If yes, how was the response and customer service like? 

 Poor 

 Fair 

 Good 

 Excellent 

15. Would you like  ‘Järvikylä Mobile App” for effective interactions on products 

uses and preparations?               Yes             No      

16. What else would you like to suggest to Järvikylä concerning their products and 

marketing?  

      __________________________________________________________________ 

 

Thank you for your responses! 
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