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The thesis content and scope is built around the needs of the franchise chain X which 
had over 50 stores in Finland and a few stores in Europe and North America in late 
2015. The internalization of the chain created new challenges for the launch marketing 
planning. The launch activities play always a crucial role in the future success of a store 
but are even more important for a franchise chain as the success or failure of one shop 
affects the image of the whole chain. The target of the thesis was to standardize the 
launch marketing planning process, and create a launch marketing communications 
planning guide for the Company X franchisees. The main research questions of the 
study were: what background information is needed for a good launch marketing com-
munications plan, and what the marketing communications plan should contain. The 
secondary research question was how to reach the defined target groups effectively.  
 
The marketing and marketing communications theories used in this thesis was reviewed 
in the context of launching new services to consumers. The impacts of international 
marketing, different cultures and the special features of the franchise business were tak-
en into account where applicable. Information was also collected from the Company X 
internal materials, and several discussions with the CEO of the chain. The empirical 
data was collected by qualitative theme interviews from the Company X’s franchisees 
abroad. The writer’s own experience in international marketing communications was 
used throughout the project. 
 
There were three deliverables created as a result of the thesis: Company X’s launch 
marketing planning process; launch marketing communications planning guide; and 
operational launch marketing communications plan template. The base for all planning 
is the company strategy, and the profound knowledge of the target groups. The compa-
ny brand ties everything together, and it should be visible in everything what the com-
pany does. The importance of analysis and collecting relevant background information 
is higher when entering a totally new market; and the importance of internal launch 
marketing communications can’t be ignored especially when the company is working in 
the service industry. The new guide and standardized process will help for their part in 
eliminating risk factors hindering the rapid growth of the franchise chain.  
 
The confidential material has been excluded from the public report. 
 

Key words: marketing communications plan, launch marketing, service marketing 
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GLOSSARY 

 

 

4Ps product, price, place, promotion 

7Ps 4Ps added by people, physical evidence, process 

AIDAS Awareness, Interest, Desire, Action, Satisfaction  

App application 

B2B Business-to-Business 

B2C Business-to-Consumer 

CDA Competitive Differential Advantage 

EBITDA Revenue – Expenses (excl. tax, interest, depreciation, amor-

tization) 

IAB Interactive Advertising Bureau 

IFA International Franchise Association 

IMC Integrated Marketing Communications 

ISMC Integrated Services Marketing Communications 

PEST Political, Economic, Social and Technological factors 

PPT Ms PowerPoint program 

POS Point-of-sales  

ROI Return on Investment 

SEM Search Engine Marketing 

SEO Search Engine Optimization 

SWOT Strengths, Weaknesses, Opportunities, Threats 

TBD to be defined 

WOM Word of Mouth 
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1 INTRODUCTION  

 

 

The thesis content and scope is built around the needs of the case Company X which is 

a franchise chain established in 2008 in Finland. Nowadays a franchise agreement is 

most often understood as a contractual agreement between two legally independent 

firms. In the Company X case there are two parties: the franchisee that pays the other 

company i.e. the franchisor for the right to sell the franchisor’s products and services, 

and to use its trademarks and business format in given location for a specified period of 

time. (Blair & Lafontaine 2005, 3-4.) The Company X franchise chain currently has 

more than 50 stores in Finland, and their internationalization process started by opening 

the first store abroad in 2013. There were five stores in four countries in Europe and 

North America, and ongoing negotiations with several new locations in the end of 2015. 

The company X is the Europe’s biggest operator in its field of business.  

 

Launch activities play a crucial role in the future success of a store; it is especially im-

portant for a franchise chain as the success or failure of one shop affects the image of 

the whole chain. The franchisees buy a turnkey package including launch marketing 

materials when starting the business; however the internalization of the franchise chain 

has created new challenges. The markets differ from each other a lot; the marketing 

activities that work in one place don’t necessarily work in others even if the target group 

is the same. The second challenge is an unknown brand when opening the first or one of 

the first stores in a new country; the target region around a single shop is quite small. 

The third challenge is the different backgrounds of the franchisees; for example the lev-

el of their marketing experience varies, and yet the market research and analysis as well 

as creating the launch marketing proposal are franchisees’ responsibilities. The Compa-

ny X has defined a shop opening process (appendix 1) but it is lacking the marketing 

communications part; it only mentions the window tapes and global corporate website.  

 

The target of the thesis was to standardize the Company X franchise chain’s global 

launch marketing communications planning process by creating a guide to help the 

franchisees to find out the relevant background information, and to  create the launch 

marketing communications proposal for the franchisor. The benefits of the standardized 

process include cost and time savings by reducing the amount of franchisor’s and fran-

chisees’ extra work created by incomplete guidance and unstandardized process; and 
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higher profitability and return on investment (ROI) by franchisees collecting the right 

information for decision making, and finding the best possible marketing channels to 

reach the target groups instead of spending on activities that don’t work. The items 

listed before will also lead to giving a professional image of the company right from the 

beginning, and reaching the break-even faster when right people are attracted to the 

shop quickly and effectively.  

 

The main research questions of the study were: what background information is needed 

for a good launch marketing communications plan; and what the marketing communica-

tions plan should contain. The secondary research question was how to reach the de-

fined target groups effectively. Some of the marketing plan components are given to the 

franchisees as a part of the concept but as they are an essential part of the launch mar-

keting planning, and they were not all clearly defined and easily found therefore the 

formatting and defining them were included in the thesis. Some of the elements must 

also be tested in case any adaptation is needed when entering a new market. There were 

three deliverables created as a result of the thesis: Company X’s launch marketing plan-

ning process; launch marketing planning guide; and operational launch marketing 

communications plan template.  

 

The Company X works in the business-to-consumers (B2C) market. The stores offer 

both services and their own product lines but as their main focus is in services, the 

products are excluded in this study. The marketing and marketing communications the-

ory used in this thesis has been reviewed in the context of launching new services to 

consumers. The impacts of international marketing, different cultures and the special 

features of franchise business have also been taken into account where applicable. The 

availability of theoretical data on launch marketing was limited; not too many books 

exist due to the complexity of the topic, and the once existing are some years old and 

mostly related to launching of physical products. However some of the theories were 

still applicable today despite the year of publication. The writer’s own about fifteen 

years’ of experience in international business-to-business (B2B) marketing communica-

tions of products was used as well; even if the Company X and its field of business, 

B2C marketing, marketing of services, and franchise business were less familiar in the 

beginning of the process. The thesis project offered a good opportunity to expand the 

knowledge from another angle. Information was also collected by studying the Compa-
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ny X’s internal materials, having several discussions with the CEO of the Company X, 

as well as by interviewing most of the Company X’s franchisees abroad. 

 

The structure of the thesis is divided into nine chapters: introduction, methodology, 

marketing planning basis, launch marketing process, framework, and analysis, launch 

marketing communications plan and the planning guide, and discussion.  

 

The first chapter gives a brief introduction to the topic of the thesis, the Company X, 

and the challenges the franchisor is facing. The chapter contains also the thesis targets, 

research questions, and discussion about the theory and focus. The structure of the the-

sis is also introduced in this chapter. 

 

The second chapter introduces the methodology used in this thesis. The chapter explains 

theory of qualitative research, and the method of data collection used. The data analys-

ing method part will describe how the interview materials were analysed. The profiles 

of the interviewed franchisees are also included in this chapter.   

 

The third chapter focuses on marketing planning basis theories; the framework of the 

study. The chapter starts with the definition of strategies relevant to marketing commu-

nications planning, and the brand concept. They are followed by descriptions of the con-

tents, relationship and differences of services marketing and marketing communications 

mixes, as well as an introduction of more recent term social marketing mix. The chapter 

ends with launch marketing specific topics.  

 

The fourth chapter discusses about the launch marketing processes. The Company X 

launch marketing process created as part of the thesis project is introduced and de-

scribed in this chapter.  

 

The fifth chapter presents the Company X launch marketing plan framework. The chap-

ter is divided into three parts. The first part includes the basic Company X company 

details such as strategy, mission, vision, values, and brand definitions. The second part 

consists of strategic key decisions such as strategic goals, competitive strategy, and 

marketing communications strategic decisions. The last part defines the Company X 

service marketing mix elements: product, price, promotion, place, people, physical evi-
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dence and process. This chapter is mostly based on the Company X internal materials, 

and the discussions with the franchisor.  

 

The sixth chapter gives guidance on the launch marketing analysis the franchisees must 

do. The analyses are divided into market, competitor, environment, and company analy-

sis. The feedback received from the franchisees’ interviews is included in addition to 

theoretical elements.  

 

The chapter seven contains the parts of the actual launch marketing communications 

plan. It presents the process starting from the definition of the launch objectives, target 

groups, main message, and media selection criteria. This chapter includes also discus-

sions of the marketing communications tools and channels, marketing materials, testing 

of the planned actions, and assessing the potential risks. The implementation plan clari-

fies the budget, schedule, and roles and responsibilities. Internal communications is 

handled as its own due to the importance of it in launch marketing. The chapter seven is 

ended by the follow-up i.e. the measurement of the planned marketing actions.   

 

The chapter eight introduces the contents of the actual launch marketing communica-

tions planning guide, and the operational launch marketing communications plan tem-

plate; which are the main deliverables of the thesis. The guide and templates can be 

found in the appendices 9-10.  

 

The final chapter nine draws together the results of the research. It includes also discus-

sions of the reliability of the study, and development suggestions and further research 

topics.  
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2 METHODOLOGY 

 

 

2.1 Research method   

 

Researches can be divided roughly into two types, quantitative and qualitative. Quanti-

tative research refers to collection of a data that can be expressed numerically and the 

analysis can be done mathematically, unlike quantitative research which focuses on the 

quality of the data instead of quantity. (Tuomi & Sarajärvi 2009, 74.)  

 

In qualitative research the sample size doesn’t matter. The aim of qualitative research is 

not to do statistical generalizations but to describe a phenomenon or an event, under-

stand certain activity, or to give a theoretically meaningful interpretation of a phenome-

non. Therefore it is important that the persons giving the information knows as much as 

possible of the phenomenon, or have personal experiences about it. The qualitative re-

search answers to questions what, how and why. The quality criterion of the material is 

defined by the diversity of the data, and how well it meets the research content objec-

tives and target group’s needs. (Kananen 2015, 59; Tuomi & Sarajärvi 2009, 85; Vilkka 

& Airaksinen 2003, 63-64, 150.) 

 

Data can be collected for example by interview, printed or online survey, observation, 

or the data can be based on different kinds of documents. The advantage of an interview 

is its flexibility i.e. possibility to repeat, clarify, discuss, change the order, and thereby 

to get as much information as possible. However interview is an expensive and time 

consuming data collection method. The format can be structured, unstructured, or semi-

structured. A structured survey is based on a form which includes questions and ready-

made answer options whereas an unstructured interview’s content is free discussion 

purely formed by the terms of the interviewee. Semi-structured interviews are some-

times also called a theme or focused interview, and are something in between.  The 

themes or topics are defined and discussed with all interviewees but the form and order 

of the questions can vary. (Eskola & Suoranta 2003, 86; Hirsjärvi & Hurme 2011, 35, 

47, 106; Ruusuvuori & Tiittula 2005, 11; Tuomi & Sarajärvi 2009, 73-74; Vilkka & 

Airaksinen 2003, 63.) 
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2.2 Data collection method 

 

The Company X, its industry and franchise business were not familiar to the writer in 

advance. In addition to the theory, background information for the thesis was gathered 

by reading public Company X related materials, print and electronic, as well as internal 

materials such as the franchise manual, training materials, customer satisfaction survey 

results, and samples of the Finnish launch marketing plans, an international business 

plan, and a weekly launch follow-up report. There were also several one-to-one discus-

sions with the CEO of the franchise chain.   

 

The target of the empirical research was to gather experiences and information from the 

franchisees that had opened Company X store or stores abroad; and to reflect the fran-

chisees’ feedback to the information and input collected from the franchisor. Qualitative 

research was selected as the research strategy for the study due to the low number of 

franchisees to be interviewed. There were six international franchisees existing abroad 

in early October 2015 when the interviews were conducted, and four of them took part 

in the research.  

 

Semi-structured theme interview was selected as the interview type since there were 

certain topics that had to be covered when discussing with the franchisees. Basic princi-

ple of theme interviews is that there are no definite questions but the main discussion 

topics are defined and same to all interviewees; in addition all the questions are open 

despite the type. (Eskola & Suoranta 2003, 86; Hirsjärvi & Hurme 2011, 106.)  

 

The research and interview type decisions were followed by the planning of the inter-

view themes. According to Hirsjärvi & Hurme (2011, 66) it is important define what 

kind of conclusions are planned to be drawn from the data; the aim of the interviews is 

to collect such a data on which to make reliable conclusions of the studied phenomenon. 

The target of the interviews was to gather franchisees experiences on the launch market-

ing communications planning process, collection of background information for the 

planning, definition of the target groups, selection of the marketing channels and tools, 

evaluation of the implemented actions, and marketing materials. According to Kananen 

(2013, 27) specific questions are impossible as the phenomenon is not known. There-

fore the interview themes were created starting from the research problems, to defining 
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the main categories of the phenomenon, and finally the theme areas (Hirsjärvi & Hurme 

2011, 66, 68-69). The open interview themes can be seen in the appendix 2.  

 

Each main theme included additional support questions for the actual interview, and the 

sub questions were designed according to a checklist for questionnaire that the writer 

collected from different sources. The guide included remarks such as hypothetical and 

yes/no questions should be avoided, better option would be to ask the interviewees to 

describe the topic; the interview should be started with easy and broad questions and 

continued towards more specific questions; questions should be short and easy to under-

stand instead of using unclear and imprecise questions or academic language; and two 

to three simple questions are better than one complicated. (Hirsjärvi & Hurme 2011, 

105; Kananen 2013, 27; Vilkka 2015, 129.)    

 

The initial contact with the interviewees is normally done via cover letter. The cover 

letter and its visual layout is a part of the credibility and plausibility, and the good re-

search practise requires that the interviewees have enough and correct information about 

the study to be able to decide whether to participate in the research. Research ethical 

issues also include anonymity and confidentially of the interviewees and their respons-

es, and the transparency of the researcher and commissioner. It is also important to mo-

tivate the interviewees by explaining why their participation is important. (Eskola & 

Suoranta 2003, 93; Kananen 2015, 85; Ruusuvuori 2005, 17; Tuomi & Sarajärvi 2009, 

73; Vilkka 2015, 190.) All these items were considered and included when writing the 

cover letter which can be seen in appendix 3. The writer contacted the franchisor when 

planning the interviews in order to get some background information, find out the best 

way to contact the franchisees, and the level of their English language skills. Based on 

the information it was decided that an English cover letter can be used for introducing 

the research, and in order for higher attention value it was sent via email by the CEO of 

the Company X. More information on the themes and practicalities such as language, 

time estimation and the online meeting tool was given to the interviewees on the second 

email sent directly by the writer. The second message included also a request for an 

interview time proposal, and an option to test the online tool in advance.  

 

Face-to-face interviewees were not possible as the interviewees were around the world; 

the time difference between interviewer and interviewees was 1-10 hours. The initial 

plan was to use an online meeting tool called GoToMeeting which advantages were the 
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possibilities to talk over the internet, share material like the interviewee themes on the 

screen and record the interviews. According to Ruusuvuori & Tiittula (2005, 14-15, 24) 

the research interviews are usually being recorded as it offers an option to return to the 

interview and therefore possibility to check the interpretations; interviewee’s permission 

for recording is always needed.  

 

The tool GoToMeeting was familiar to the interviewee and considered to be easy to use; 

interviewee would only need to send an invitation link and the interviewees would have 

a direct connection to the tool by clicking the link. It is important to make sure that the 

interviewees have the technical opportunity and knowhow; both interviewer and inter-

viewee must get along with the technology and master the technical solution that has 

been selected for use (Kananen 2015, 69, 85). Therefore the franchisor was contacted in 

advance in order to find out how technology savvy the interviewees are. According to 

the franchisor the franchisees were used to using an online meeting tool, mostly Skype 

which offers video and voice calls, and a chat tool via internet. Skype includes the 

screen sharing capability but the recording option was missing; therefore the online tool 

GoToMeeting was introduced to the interviewees together with an advance testing pos-

sibility. The tool and recording option was tested by the writer in advance.  

 

A guide including some tips for the interview situation was created as well. The target 

was to have a relaxed and free discussion. It is important to ensure in the beginning that 

the interviewee is aware of the research target and still willing to take part in the study; 

and to motivate the interviewees to share their experiences (Vilkka 2015, 133). It is also 

important to listen to all answers carefully and confirm the interviewer’s own under-

standing by asking for clarification if needed. It is also advisable to be as neutral as pos-

sible and not the comment the responses in order not to influence the content and there-

by the reliability of the study. (Hirsjärvi & Hurme 2011, 109, 124-125; Kananen 2015, 

99-101.) 

 

The four interviews were done within two weeks period in the beginning of October 

2015. Despite the preparations, the selected tool GoToMeeting was not used in any of 

the interviews as all franchisees preferred to use the tool Skype which was familiar to 

them. Video interview was used and it created a nice face-to-face interview feeling via 

cameras. The writer’s observation was that the atmosphere in all interviews was very 
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open and relaxed, and one interview took approximately two hours. One of the inter-

views was done in three parts due to conflicting schedules.  

 

The missing recording opportunity caused that all notes had to be written as carefully as 

possible during the interviews. There is no exact rules on how precisely the transcribing 

has to be done; it depends on the research method and questions (Hirsjärvi & Hurme 

2011, 138-139, 142; Ruusuvuori & Tiittula 2005, 16; Vilkka & Airaksinen 2003, 63-

64). Three of the interviews were conducted in Finnish and one in English, and the 

notes were done in the same language as the interview in order to write down the com-

ments as precisely and quickly as possible during the call. All interview notes were 

translated in English and transcribed on a computer immediately after the calls when the 

content was still fresh in mind. At the same time the content was roughly organised un-

der the defined interview themes. All three versions i.e. hand written and scanned notes, 

translation in original order and according to the themes were saved for potential future 

need.  

 

 

2.3 Data analysing method  

 

Analysing of qualitative research material can be difficult and laborious due to the huge 

amount of data collected and lack of existing clear working techniques. The purpose of 

the qualitative research data analysing is to create clarity to the collected material and 

thereby generate new knowledge about the studied phenomenon. The target of the anal-

ysis is to intensify the material yet without losing any information; on the contrary the 

target is to increase the information value by clarifying the fragmented data into some-

thing meaningful. (Eskola & Suoranta 2003, 137; Hirsjärvi & Hurme 2011, 135; Vilkka 

2015, 164.) Vilkka & Airaksinen (2003, 64) write that the collected qualitative research 

data doesn’t necessarily need to be analysed but it can also be used as a reference simi-

lar to consultation. Typological or thematic approach is often sufficient depending on 

what kind of information is looked for. However Eskola & Suoranta (2003) consider the 

describing level not to be true interpretation; instead finding similarities or differences 

and diversity in the data creates more precise analysis. Interviewer’s interpretation of 

the interviewees in addition to reader’s interpretation of the report will all affect the end 

result; there is no formal guideline on how to make interpretations. However the most 

important thing in the beginning is to know and internalize the collected material and 
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therefore it should be read through several times. (Eskola & Suoranta 2003, 139, 141, 

145, 151; Hirsjärvi & Hurme 2011, 143; Kananen 2015, 117-119.) 

 

Several theories such as Eskola & Suoranta (2003), Hirsjärvi & Hurme (2011), Kananen 

(2015), Tuomi & Sarajärvi (2009), Vilkka (2015) and Vilkka & Airaksinen (2003) were 

read about the data analyzing techniques and even though all of the authors described 

similar techniques and processes, the analysis of this research was finally done mostly 

according to Kananen’s (2015, 112-129) model of segmenting, coding and categorizing 

or classification. Segmenting is done in for example MS Word program and it means 

that the raw text i.e. longer sentences are separated into different segments according to 

the content by an Enter; a new content topic will start on a new line. The material is 

transferred from MS Word to MS Excel after segmenting; then each part of the raw text 

will be in its own cell and row. After that each segment is coded and categorized ac-

cording to the content. Tuomi & Sarajärvi (2009, 92) write that the encoding of the ma-

terial can be done as wished by the researcher however the codes have important tasks 

such as they act as written notes and tools for describing the text, they structure the ma-

terial according to what is being studied, and they help in testing the structure and 

searching and checking of the different parts of the material.  

 

At first the interview materials were all combined together under the main themes as 

well as identified by numbers from one to four according to which interview the com-

ment belonged to. The analysis of the material continued by splitting them into smaller 

parts, sentence by sentence without losing any important information, the link to the 

interviewed person, or the order of the sentences. Each phase of the analysis was created 

into a new document in order to make sure that it was possible at any time to go back to 

any of the previous versions. There were in the end thirteen different phases in organiz-

ing the interview data. The first phases i.e. combining all raw texts into one file under 

themes, adding some categories into the main themes, segmenting the sentences and 

adding them into table format according to Kananen’s (2015, 116-117) model were 

done in MS Word. After that the data was transferred to MS Excel and three columns 

were added: one for the table row number in order to be able to return to the original 

order whenever needed; interviewee identification number which allowed the writer to 

review the content by interviewee; as well as a column for reduced i.e. simplified ex-

pression on the raw text. After this exercise the themes, categories and keywords were 

defined, added, and modified. One column was also added for defining if the comment 
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was considered positive, negative or neutral (Hirsjärvi & Hurme 2011, 178). A sample 

of the final format of the interview master data is illustrated in the table 1. The raw texts 

and reduced expressions were removed from the sample table. MS Excel’s filter tool 

enabled easy arranging and filtering the data, yet it was always possible and easy to re-

turn to the original starting point and thereby not to lose the context of a single com-

ment.  

 

TABLE 1. Sample of the final interview master data table format 

 
 

The data from master sheet was copied in different Excel sheets in order to ease the ana-

lysing task and make sure that all the relevant data was considered. There material was 

divided into fifteen different sheets such as backgrounds, target groups, analysis, plan-

ning, marketing tools, follow-up, and brand. In the end there were nine different main 

themes and all together about seventy different keywords. Excel proved to be an easy 

and simple analysing tool, and after the proper categorizing work it was easy to analyse 

the data when going through different parts of the report. The main positive and chal-

lenging elements were also easy to see after the categorizing; same as the topics that 

were outside of this study’s scope.  

 

 

2.4 Background information of the interviewees 

 

Four franchisees were interviewed out of the total number of six international fran-

chisees at the time of the interviews. Two of the interviewees were women and two 

men, but since there was no relation between the answers and the gender of the inter-
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viewee, and the total number of interviewees was so low; the writer made a decision to 

refer to all franchisees by term ‘he’. The background information of the franchisees 

concentrated in store opening, and knowledge of the market and marketing. Because 

there were no fixed questions the interviewees didn’t provide similar responses; there-

fore there are some unknown factors when comparing the data with each other.  

 

At the time of the interview i.e. in October 2015 the first international store had been 

launched almost two years before, whereas the newest franchisee was only about to 

open his first shop in the near future. There were four stores open, two of the fran-

chisees had one shop, one franchisee had two shops, and one didn’t have his shop open 

yet. The franchisees experience on the Company X business after shop opening varied 

between 22, 7, 4, and 0 months. All of the franchisees had plans to open more shops, 

and three of the four franchisees had plans to become a franchisor in the area. Three 

franchisees had personal connections to the franchisor; the topic was not mentioned in 

the discussions with the fourth one.  

 

Education and work experiences are summarised in the table 2. Educational background 

was divided into general business, marketing and the field of Company X business. Two 

of the franchisees had both business and marketing education but they were lacking the 

field of business knowhow. One of the franchisees on the other hand had the field of 

business education but no business or marketing education. One response was missing. 

Work experience responses were divided into entrepreneurship, marketing, field of 

business and training.  The experiences varied a lot. Two of the respondents had experi-

ence on entrepreneurship, two had marketing, and two the field of business experience. 

Only one had prior working experience on training people.  

 

TABLE 2. Summary of the franchisees’ education and work experience by the number 

of respondents 

education yes no empty 
 

work yes no empty 

business general 2 1 1 
 

entrepreneurship 2 1 1 

marketing 2 1 1 
 

marketing 2 1 1 

field of business 1 2 1 
 

field of business 2 2   

     
training 1 3   
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The experience on the country of the business varied also. Only one of the franchisees 

was native and originally born in the particular country. Three of the interviewed fran-

chisees were Finnish origin although one of them had lived already twenty years in the 

country of business. The other two franchisees had lived 1-2 years in the country before 

opening the first shop. The nationality of the franchisee naturally affects the cultural 

perception, and therefore has an effect on the interview responses. This together with 

the low number of interviewees restricts the generalizability of the research results 

which needs to be kept in mind when reading the report; however a lot can be still 

learned from the samples of franchisees’ experiences. The franchisees’ estimation about 

their own market knowledge was mostly good, only one of the interviewees considered 

the knowledge level being average.  
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3 MARKETING PLANNING BASIS 

3.1 Corporate and marketing strategies 

Launch process and decision has a direct connection to company’s strategic long-term 

planning and goals (Rope 1999, 17). Whereas strategy or creation of a strategy is not the 

topic of the thesis, the marketing planning is so tightly connected to the corporate and 

marketing strategies, that it can’t be ignored. The strategy also offers the framework and 

contexts for the launch marketing planning and decisions. The process and context 

are illustrated in the figure 1 (Vuokko, Haarti-Kuokkanen & Koskiniemi 2003, 132). 

When going through the Company X internal materials it was also noted that some of 

the key elements and definitions needed in order to start the launch marketing planning 

were not easily found and clearly defined. As it will be essential for all franchisees to 

know and understand the basics crystal clear, these definitions were included in the 

work.  

FIGURE 1. Launch marketing planning in the context of the overall strategic planning. 

(Vuokko et al 2003, 132, modified) 

Corporate strategy is the overall plan, the foundation upon which all other strategies, 

plans and operations are based on. It is the overall scope and direction, the way in which 

the operations work together in order to achieve the defined common goal. It consists of 

the fundamental decisions and choices made, such as selected customer, product and 

service groups. (Sipilä 1999, 86.) Strategic planning is long-term, usually 3-5 years 

means for a corporation to adapt into the business environmental changes. Strategy is 

based on the corporate’s vision i.e. description of what the organization would like to 

achieve or accomplish in the long-term future. (Raatikainen 2010, 73.)  

Marketing strategy is one element of the corporate strategy; it combines all strategic 

and operational marketing goals as well as action planning, implementation and follow-

up into one comprehensive plan. It is a list of all the essential decisions; it defines how 

the company is planning to act in the market and create value for its customers, owners 

Corporate 
strategy 

Marketing 
strategy 

Launch 
marketing 
planning 

Launch 
marketing 

communications 
planning 
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and other stakeholders. Marketing strategy can contain further strategies like product, 

price, communications, service, specialization, and distribution strategies. One company 

can also have several marketing strategies for example per target country. (Sipilä 1999, 

86, 92; Raatikainen 2010, 79-85; Tikkanen & Vassinen 2010, 23, 25; Lehtinen & Ni-

inimäki 2005, 20.) 

 

The marketing strategy is the foundation of a marketing plan. The strategic choices will 

profoundly affect what kind of marketing plan will be; and elements such as the corpo-

rate identity must be in line with the strategy (Lehtinen & Niinimäki 2005, 23; 

Pelsmacker, Geuens, & Bergh 2004, 12). The role of the strategic marketing is to trans-

form the corporate strategy into operational business. The content and execution of the 

marketing strategy can be a central element steering profitable operations when imple-

mented in a right way. Strategic marketing expertise plays a key role in long-term suc-

cess of the business.  (Tikkanen & Vassinen 2010, 41.) In franchising business the defi-

nition of the franchise concept is the strategic base for operational business (Kautto & 

Lindblom 2004, 35).  

 

Implementation of a launch is mostly implementation of marketing communications 

(Raatikainen 2008, 199). Marketing communications is also the most visible part of the 

marketing mix, and it should always be clearly connected to the corporate and market-

ing strategy. Strategic marketing decisions relevant for marketing communications in-

clude market segmentation i.e. identification of the potential target groups, focus i.e. 

evaluation of different segments, and selection and definition of the own target groups; 

and positioning i.e. evaluation and selection of the approach and concepts suitable for 

different segments – how does the company differ from competitors and what makes it 

unique.  Branding, product or company factors, field of business, competitors and target 

groups all affect the marketing positioning. Defining the positioning targets requires 

good knowledge on the current situation i.e. what do the potential customers think about 

competing services, and what do they value in the service group. Especially when 

launching a new company or service the knowledge of the competition situation is vital; 

what kind of services there are on the market and how the consumers relate to them. 

Only after that it can be defined what kind of position is wanted for the new company. 

Positioning is normally planned on a four-field diagram where both axels have opposite 

attributes at the ends; dimensions can be for example trendy/casual and affordabil-

ity/high quality. The most important point is that the selected dimensions are relevant 
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for the target group. It is notable that the company or product positioning materializes 

only when it has been successfully communicated, and the service promise redeemed 

i.e. the positioning in the market defines the company’s or product’s identity foundation 

which is then expressed in all marketing communications. (Rope 1999, 82-84; Vuokko 

et al. 2003, 25, 129, 139, 141.) If the positioning is done well the service can have a 

competitive differential advantage (CDA) over the rest of the market, especially for the 

designated target group of customers (Ruskin-Brown 2005, 73). 

 

All the strategic decisions mentioned above define what to communicate and to whom; 

what does a company want to be and to whom. After making the decisions it can be 

considered and defined what are the marketing communications means and possibilities 

to implement the marketing strategy. (Vuokko et al. 2003, 25-26, 133.) Strategy defines 

the long-term term goals, it is often made for 3-5 years, and the more detailed opera-

tional marketing communication plan is usually made annually (Raatikainen 2010, 58-

59). 

 

 

3.2 Brand 

 

One of the major objectives of marketing communications is to build and maintain 

strong brand, and all marketing must support the brand building (Pelsmacker et al. 

2004, preface). Brand includes a name, logo, symbol, shape, or their combination that 

identifies specific company’s services and differs them from competitors’ offerings. 

Strong brand is easier to sell, creates brand loyalty, gives flexibility in pricing, creates 

resistance against competitors’ campaigns, and makes it more difficult to copy the 

product or service. Brand is the added value that customers feel they receive; and even 

if the brand is finally created in customers’ mind it is important for company to define 

the brand first. These definitions include brand’s special vision and purpose, and an-

swers to questions such as what makes the brand different and distinguishable, what 

customers’ needs the brand satisfies, and what are the brand’s features and values. The 

brand defines what kind of image needs to be created and to whom, what special fea-

tures are highlighted, what elements need to always be included, and what are the bene-

fits and values to be communicated. Marketing communications always affect the crea-

tion of a brand. Both are needed, a good product and good communications. 

(Raatikainen 2008, 97; Vuokko et al. 2003, 119-123, 127.)   
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Corporate brand and image are affected by different elements such as people’s infor-

mation, experiences, perceptions, rumors and beliefs, attitude and prejudice as well as 

values. Corporate can’t decide what the brand is formed of; it’s created of everything 

possible. Communication planning should always be based on precisely defined image 

targets. It is also important to communicate the target image internally: where the com-

pany is aiming at and why. Especially in service business the personnel plays a key role; 

and everything what a company does, says or presents affects the brand image. (Vuokko 

et al. 2003, 111-112, 116.)  

 

In a franchise chain the brand is defined in the franchise concept. All units and stores 

use the united corporate identity, logo, name, slogans, pictures etc. Corporate identity 

and brand is one of the most important pillars of the business success; it is the most ef-

fective mean to influence customers’ purchasing behavior. In business format franchis-

ing model that the Company X represents every company and store of the chain use 

identical business model, both internally and externally. Therefore the corporate identity 

is unified and the creation of customer expectations and redeeming service promises are 

executed in the same way. External marketing is implemented by the same tools and 

means, and the aim is to create united and tight image of different stores’ operations and 

differentiate the chain from competitors. The target corporate image plays an important 

role in all actions, communications and channels. In the building phase of a franchise 

chain it is essential to identify the corporate image; the true challenge is to get all the 

franchisees and their personnel committed to the common goal. (Laakso 2005, 55-58.)  

 

According to Ellish (2012), who was talking in the International Franchise Associa-

tion’s (IFA) summit about the critical steps to positioning a franchise into a world-class 

brand, it will be difficult to communicate a clear and meaningful message about the 

brand without a concise brand positioning statement with a competitive point of differ-

ence, and complete management alignment behind that positioning. The three test ques-

tions that should be asked from each executive team member are: what business is the 

brand in, what the target market for the brand is, and what the maximum of three points 

of difference of the brand are. The responses should be consistent and the points of dif-

ference should be real differentiators compared to other brands. 
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Kemp (2014) talks about social brands and reminds that when it comes to people’s at-

tention, interest and engagement, a brand is not competing with only with the competi-

tors but with everything that really matters to people. Therefore marketing that doesn’t 

add value will simply be ignored; shouting for attention rarely helps, and there is a very 

big difference between being aware and caring about something. According to Kemp 

the secret for better marketing is not about finding more efficient ways to interrupt peo-

ple but finding new ways to engage people as effectively as possible. In order to engage 

companies must understanding what people want, and in adding value at every possible 

opportunity; offering people things that make their lives better, and adding to their ex-

periences instead of interrupting them. People should be engaged around their passions 

and not the company’s products.  

 

 

3.3 Service marketing mix  

 

Services require more complex marketing communications compared to products; all 

external communications channels must be coordinated but with services both external 

and interactive communications channels must be organized and communicate to pro-

duce the service promise in addition. Employees and company must be in agreement 

about what is communicated to the customers. Integrated services marketing communi-

cations (ISMC) requires that everyone involved with communications clearly under-

stand both the company’s marketing strategy and its promises to customers. (Zeithaml, 

Bitner & Gremler 2006, 450.) But as Grönroos (2010, 359-361) writes it’s important to 

recognize that it is not only the planned communications such as marketing campaigns 

via media that effect; the messages can come from other sources such as via service 

processes as well. Service personnel’s appearance, attitude and behavior, systems’ and 

technology’s mode of operation and the environment sends different messages to cus-

tomers. There are also unplanned messages which are sent by the other customers who 

are either present within the service process or give positive or negative statements 

about the company in media or other occasions. These kinds of unplanned messages are 

considered the most reliable ones.  

 

Traditional marketing mix 4Ps is one of the most basic concepts in marketing and an 

essential part of marketing strategy; it defines the elements an organization controls and 

that can be used to satisfy or communicate with customers. The concept includes the 
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basic decisions on corporate’s competitive edges and the 4Ps was originally created by 

McCarthy in the 1960s. The four Ps are product, price, place and promotion. These el-

ements were later found insufficient when marketing intangible services, because ser-

vices are produced and consumed simultaneously and service delivery people are in-

volved in real-time promotion of the service. Therefore nowadays it’s more common to 

talk about 7Ps; the three additional Ps being namely people, physical evidence and pro-

cess. (Brown & Suter 2012, 4; Omar 2009, 289, 291; Pelsmacker et al. 2004, 3; 

Raatikainen 2008, 205; Zeithaml et al. 2006, 23-24.) In a good launch process and plan-

ning all marketing mix elements are tested and modified to fit in the corporate’s strate-

gic targets before starting the actual launch program (Raatikainen 2008, 206); therefore 

the elements are defined next.  

 

Product or service is the starting point of the marketing mix. The objective is to make a 

competitive product which main buying decision criterion will not be the price. In order 

to do that the company must find out what the selected target group values. Product has 

different layers: the core product, value adding features, and brand image. The core 

product is made as appealing as possible for the target group by marketing means. Ele-

ments such as name, packaging or design and colors create differentiation from compet-

itors. High attention value and differentiation from competitors is especially vital in the 

launch phase in order to raise interest and get the potential customer to try the product 

or service. (Rope 1999, 73-75, 79, 81.)  

 

Price defines the value of the product or service, it is one of the basic elements that af-

fects directly to both competition and profitability, as well as the positioning of the 

product. Price includes for example discounts and payment terms in addition to the 

standard price of the service. (Rope 1999, 88-89.) Price also affects the brand and quali-

ty image of the product.  

 

Promotion i.e. marketing communications is the most visible part of the marketing mix 

and the relationship between the marketing and communications mix is illustrated in the 

figure 2 (Smith & Taylor 2004, 8). Marketing communications includes all instruments 

which the company uses to communicate with its target groups and stakeholders to 

promote its products or the company as a whole (Pelsmacker et al. 2004, 3). Marketing 

communications mix is discussed more in details in the chapter 3.4. 
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FIGURE 2. How the communication mix feeds into the marketing mix (Smith & Taylor 

2004, 8)  

 

Place is the central element affecting the launch; it includes elements such as distribu-

tion channels, location, storage and transportation, and the target is to ensure that the 

product is available within the selected target group. Information is needed to be able to 

define the decisions regarding place. This background information includes for example 

the number of potential customers, geographical location of the customers, how often 

customers buy, who makes the purchase decision versus who buys, where the customers 

are used to getting similar services, what additional products and/or services the poten-

tial customers want to engage. (Rope 1999, 93-94.) Additional questions to be asked are 

what would be the best location of the store for potential customers, and in order to 

maximize the demand what does the service availability and delivery or waiting time 

mean to customers; and how these things can be found out. Place can also be the ele-

ment that differentiates the company from the competitors. (Lehtinen & Niinimäki 

2005, 83.) 

 

People are a critical element which includes all humans who play a part in service de-

livery and therefore influence the buyer’s perceptions. People include not only the com-

pany’s personnel and the customer but also the other customers in the service environ-

ment; their actions can have an influence on the buyer. Everyone’s appearance, attitude 

and behavior all affect. (Zeithaml et al. 2006, 24.) The person delivering the service will 

communicate the spirit, value and attitudes of the service corporation; even more than 
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the service itself. The service person is both the producer and the marketer of the ser-

vice. (Czinkota & Ronkainen 2010, 511.) Because the company’s personnel hold such a 

key position in influencing customer perceptions of the product quality it is important to 

pay particular attention to the quality of employees and to monitor their performance 

(Omar 2009, 290). Everything begins with people with right aptitudes, skills and atti-

tudes and proceeds to policies for their empowerment, training, motivation and control 

(Ruskin-Brown 2005, 40). In service franchise chain the personnel’s importance is even 

higher, as the customer experience should be similar and according to the concept in 

every store. In the same way a bad customer experience in one store will affect the 

brand image of the whole chain. Major emphasis must therefore be placed on the re-

cruitment and training of suitable personnel.  

 

Physical evidence refers to the environment in which the service is delivered and where 

the company and customer interact; as well as any tangible components that facilitate 

the performance or communication of the service. Brochures, signage, letterheads, 

equipment etc. are also part of the physical evidence. Performance of a service is as 

such intangible. Customers will associate the physical items of that service with the ser-

vice being provided at that place and time; whether they are deliberately managed or 

not. Therefore it is important that the service marketer takes charge of these tangible 

elements, and makes sure that they communicate to the customer the required impres-

sion and image. Physical evidence can also be one of the differentiators compared to 

competitors. (Ruskin-Brown 2005, 40; Zeithaml et al. 2006, 25.) 

 

Process means the actual procedures, mechanisms and flow of activities by which the 

service is delivered (Zeithaml et al. 2006, 25). Unlike products, services are performed 

and consumed simultaneously, they are not produced nor have any shelf life. Service is 

an experience and therefore it will be essential to manage the customer’s experience at 

the point of deliver and to control the so called ‘moment of truth’ to the service provid-

er’s best advantage. (Ruskin-Brown 2005, 40.) According to Lehtinen & Niinimäki 

(2005, 84) the service provider should consider for example what kind of service pro-

cess the customers and personnel desire, what is the customer’s role in the process, how 

the service quality can be monitored, and can the service be differentiated via produc-

tion and delivery process.  
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Ruskin-Brown (2005, 41-42) includes also time and resources into the marketing mix. 

Time is the only objective dimension on which the quality of a service can be judged 

and which can be used to gain considerable competitive advantage. Competitive ad-

vantage can be punctuality, availability of the service, duration, speed of response or 

speed of innovation. Resources on the other hand are the cement that holds all the other 

elements of the mix together because service is performed and consumed at the same 

time. Both customer demand and resources vary and the service provider therefore must 

create and adopt strategies and policies to ensure that their business is always able to 

optimize and match the demand and resources capacity in such way that it either doesn’t 

lose valuable customers because of poor service at times of peak demand, or the busi-

ness doesn’t suffer with unused spare capacity during times of low demand.  

 

Whereas the promotion is the marketing communications part of the marketing mix, it is 

important to remember that all marketing mix elements communicate, and there can’t be 

any conflict between the 7P elements. A poor-quality service generally says more to the 

user than any amount of advertising, and misleading communications can destroy op-

portunities in the market and create long-term negative attitude towards the company. 

(Smith & Taylor 2004, 7; Vuokko et al. 2003, 24.)  According to Ruskin-Brown (2005, 

39-40) much of the failure of service firms to reach their full potential in terms of long-

term customer relationships and profit optimization is caused by the lack of understand-

ing of how the various elements of the extended mix work. Especially in sectors of the 

service industries which are facing increasing competition the emphasis is too often on 

operations or on sales orientation. Pelsmacker et al. (2004, 3-4) also reminds that in a 

good marketing mix all the elements are working in the same direction in synergy. 

When the instruments are designed in such a way, the effects are also reinforcing and 

the brand will become stronger. Successful marketing depends on a well-integrated, 

synergetic and interactive marketing mix.  

 

Grönroos (2010, 324-327) on the other hand criticizes the whole marketing mix concept 

that it can never include all needed elements, it can’t be applied to every situation and it 

gets outdated. He also judges the approach which starts inside the company making cus-

tomers the targets of the marketing actions instead of being subjects with whom the so-

lutions are being developed. Another issue is that in many cases the personnel who are 

marketing minded and therefore work in marketing department often lack interaction 

with customers; whereas those people who are in contact with customers don’t usually 
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have marketing training. Due to the fact that most of the employees in many cases don’t 

have marketing education, customers’ benefits are stressed only in some parts of the 

total customer relationship lifecycle. The marketing mix concept doesn’t often include 

all resources, actions and processes that exist in the different stages of the customer re-

lationship especially when marketing services. This is worth keeping in mind and to 

recognize when making marketing plans for services.  

 

 

3.4 Marketing communications mix 

 

Marketing communications involves all the tools and means by which a company com-

municates with its target groups and other stakeholders to promote its products and ser-

vices or the company as a whole (Pelsmacker et al. 2004, 3). There can’t be any demand 

in case the potential customers are not aware of the product or service. The objective of 

the marketing communications process is to influence the perception, understanding and 

actions the target audience has towards the organization and/or its product and services. 

(Czinkota & Ronkainen 2010, 397; Vuokko et al. 2003, 12.) 

 

Grönroos (2010, 359-361) reminds that it is not only the planned campaigns that people 

consider as marketing and base their opinions on; marketing communications is every-

thing a company says and does but also what other people say and do. Customers re-

ceive a lot of information and messages, and they don’t define from which source the 

messages came. Integrated marketing communications (IMC) means that all messages 

about the company or its products or services, company’s positioning, images and iden-

tity are planned in such a way that they support each other and create a consistent im-

pression. It doesn’t happen automatically; all the elements have to be carefully planned 

in such a way that they form a consistent and coherent integrated communications plan.  

IMC doesn’t mean that there is exactly the same visual and message in different media 

but they must be according to the brand and have the same ‘look and feel’. An im-

portant requirement of IMC is therefore the improvement of strategic thinking and the 

most important requirement is that the internal communications, positioning, marketing 

communications and marketing solutions are all based on the corporate vision and strat-

egy. The need of integration has increased when the communications world and pro-

cesses have become more complex; there are more actors, channels, audiences and gen-
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eral noise. (Pelsmacker et al. 2004, 9; Vuokko et al. 2003, 323-324, 335-337, 327; 

Zeithaml et al. 2006, 450.) 

 

Traditionally the marketing communications tools have been divided into advertising, 

sales promotions, personal selling, public relations, and direct marketing but additional 

categories such as sponsoring and word of mouth exist as well. The different tools com-

plement and complete each other and they all have pros and cons. The boundaries of the 

tools are not always clear; internet is an example of a media that can be used for differ-

ent marketing communications needs simultaneously. Whereas the internet was still 

seen as a support media in 2002-2003 literature, today its importance is remarkable. Yet 

the most effective form of communications is still one-to-one communications when the 

disturbing noise that for example other advertisers cause is missing. What makes the 

selected communications mix effective depends on the selected target group, other mar-

keting mix elements, and the strategic goals set for the launch. The company should 

create such a communication mix that it takes the service from complete unfamiliarity 

to the market in such a way that it makes the selected target group at least try it. 

(Czinkota & Ronkainen 2010, 384; Rope 1999, 103; Vuokko et al. 2003, 17, 32-33, 

148, 150; Zeithaml et al. 2006, 449.) The different marketing communications tools are 

introduced further below.  

 

 

3.4.1 Personal selling 

 

Personal selling refers to oral presentation or demonstration of a salesperson aimed at 

selling services of a company. It is a two-way face-to-face communication between 

company’s representative and a potential customer, where salesperson needs to correct-

ly understand buyer’s needs and match those needs to company’s services. The possibil-

ity to listen to the prospect and being able to react and respond to his questions, feed-

back and comments allows salesperson to tailor the message according to the person 

and situation. This opportunity is the main advantage of personal selling and it should 

not be missed; however the success of personal selling depends greatly on what kind of 

personnel has been recruited and how they have been trained and motivated. The more 

important the personal selling is for the company, the more important it is to invest in 

the recruitment (Omar 2009, 381-382; Pelsmacker et al. 2004, 5, 458; Raatikainen 2008, 

141; Vuokko et al. 2003, 168-169, 179; Zeithaml et al. 2006, 449.) According to Rope 
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(1999, 112) selling is extremely important in launching companies or services. However 

personal selling must be supported by other means that are more effective and better in 

creating brand image (Vuokko et al. 2003, 170). 

 

 

3.4.2 Advertising 

 

Adverting is one of the most visible tools of communications mix. It includes any non-

personal communication through various media, and the content is defined and paid by 

the company. The media advertising includes newspapers and magazines, TV, radio, 

outdoor, internet and movies. Other advertising tools are direct mail directories, store 

advertising, sponsoring, business gifts, packaging etc. Advertisements or ads can be 

seen in the strangest places and the new communication tools and technologies have 

increased direct marketing. Advertising is used for informing, persuading and remind-

ing, and the targets can be to raise awareness of the service in the market, change or 

strengthen the company image or create purchase intention. The goals are often set for 

long-term but it is clear that people need to be aware of a company before they can use 

its services. Advertising has two roles in launch marketing; on the other hand it creates 

brand awareness and builds a corporate image but it also creates sales and supports con-

crete sales. The importance and market share of different media varies between coun-

tries. (Pelsmacker et al. 2004, 5, 181, 200; Raatikainen 2008, 136-137; Rope 1999, 109-

111;Vuokko et al. 2003, 193, 195-197, 200, 202.)  

 

 

3.4.3 Public relations 

 

Marketing public relations is very strategic element of the marketing communications 

mix; it manages the reputation and supports marketing communications objectives. Edi-

torial publicity is received when an editorial is published about company’s service in a 

print or broadcast mass media. Editorial publicity is attractive due to its cost effective-

ness and credibility; it is not free but less expensive than any other element of the pro-

motions mix. The effectiveness is enhanced enormously by the very high levels of cred-

ibility that can be obtained as people have a tendency to skip the ads whereas editorials 

are considered to be produced by an objective journalist. Whereas the cost is lower 

compared to advertising, the content is more difficult to control by the company; the 
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journalist decides if and when he will publish the news, what parts will be included and 

if the tone of the news will be positive or negative. In order to be successful and take 

advantage of the editorial publicity the company must be proactive, take charge and 

create its own news; learn how to write a press release and to whom to send it, establish 

a contact with the journalists and get to know them. The news must be also interesting 

and relevant to the defined target group. (Czinkota & Ronkainen 2010, 589; Pelsmacker 

et al. 2004, 5, 296; Ruskin-Brown 2005, 202-203; Vuokko et al. 2003, 291-293, 295-

296; Zeithaml et al. 2006, 449.) The means of getting media publicity are writing press 

releases, arranging press conferences or opening event for the press, sending materials 

such as brochures, videos or pictures to media, giving interviews, writing articles to 

magazines, giving presentations or speeches, or taking part in charity etc. (Raatikainen 

2008, 143; Vuokko et al. 2003, 295). According to Rope (1999, 108) as much as possi-

ble positive publicity should be created around the company or service both before and 

during the launch period as it will create advance interest towards the new company and 

enhance the impact of the paid advertising.   

 

Public relations include also internal communications which is an important tool for 

creating the corporate culture. Internal communications and sharing of information is 

needed when personnel and their knowledge is considered as one of the important com-

petitive advantages. The purpose of internal communications is to ensure personnel’s 

awareness and motivation to act as wanted when launching a company or service. This 

should be done well in advance in order to execute the training effectively (Czinkota & 

Ronkainen 2010, 589; Raatikainen 2008, 143; Rope 1999, 108.) Crisis communica-

tions is also part of the communications and companies must be prepared for those situ-

ations. The media is very active during any potential crises and the damages can be ex-

tensive. It is important to be able to communicate in all situations to avoid rumors and 

false interpretations. Crisis communications guidelines are rarely needed when launch-

ing a new company however they should not be ignored in a franchise chain. (Vuokko 

et al. 2003, 297-301.) 
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3.4.4 Sales promotions 

 

Sales promotions support other marketing communications elements and can be used 

for attracting new customers, making existing ones loyal, increasing market size, rein-

forcing other communications tools, and rewarding loyal customers. Sales promotions 

can also be used for building a customer database. Consumer promotions are often di-

vided into three categories; price-reducing such as discounts, coupons or saving cards, 

prizes such as competitions and product promotions such as sampling or premiums. 

Sales promotions don’t always need to be giving out free items; special service or 

treatment can work too as they add value for customers. Sales promotions can include 

also all the elements in the store; the design and style, lightning, air conditioning, music 

and other elements that make the experience more convenient. An optional extra can be 

for example a sports match shown on the screen in the shop. Which technique should be 

selected depends on the objectives of the campaign. As the promotions can increase 

trials and lead to substantial increase in sales and market share in the short run they are 

well suited for launch campaigns; however in the long run they may potentially cause 

negative impact on brand image which needs to be taken into account. The best sales 

promotions therefore support the brand strategy and values, and deliver real customer 

benefits. It is also important to remember that the sales promotion tools fall under dif-

ferent kinds of regulations; something can be permissible in one market but illegal 

somewhere else. Local laws and cultural differences must be taken into account when 

planning campaigns. (Czinkota & Ronkainen 2010, 587; Omar 2009, 382-383; 

Pelsmacker et al. 2004, 352, 358; Raatikainen 2008, 142; Smith & Taylor 2004, 357, 

359-360; Vuokko et al. 2003, 246-247, 252-253, 264-265, 270, 273.)  

 

Sales promotions’ target group can also be internal i.e. the personnel. They are in direct 

contact with potential customers and it is therefore important to inform them about any 

matters related to the company and its services and future plans, create interest and mo-

tivate the personnel and offer equipment and materials that ease the selling task. The 

target is to increase personnel’s ability and willingness to sell company’s services. In-

ternal sales promotion tools include meetings, information sharing, training sessions and 

news, as well as sales support materials and sales competitions. It is especially im-

portant to inform the personnel about the target groups and any possible changes in 

them. (Vuokko et al. 2003, 250, 260.) 
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3.4.5 Direct marketing 

 

Direct marketing is a personal and direct way to communicate with customers and pro-

spects. Personalized brochures and leaflets, direct mailings or email campaigns, and 

telemarketing actions are possible ways of using direct marketing communications. The 

effectiveness of the personalized direct mailing depends on the availability and quality 

of the mailing lists; whether they are available and if they are up-to-date or as precise as 

the marketer would want. Efficient direct mail campaign requires extensive market-by-

market planning of materials, format and mode of mailing. Direct marketing can also be 

non-addressable for example by distributing leaflets to nearby companies or resident 

houses; however depending on the country it may require permission. Direct marketing 

has grown because of the cost of advertising and sales promotion has arisen and tech-

nology has developed. It is possible to create high quality direct marketing materials in-

house and distribution costs have decreased. The internet has also increased the availa-

bility of interactive facilities and tools. (Czinkota & Ronkainen 2010, 388-389; Omar 

2009, 388-389; Pelsmacker et al. 2004, 5, 387-388.)  

 

 

3.4.6 Sponsorship 

 

Sponsorship means renting or taking advantage of an image of a person, group, event or 

other activity for a certain marketing communications purpose. For example sports, art, 

media, education, science, social projects and institutions or TV programs can be spon-

sored; sports being the most popular internationally. Sponsorship is always based on an 

agreement, has a clear marketing communications target, and the publicity of the spon-

sorship is important. Target group knowledge is vital as the company needs to know 

what represents the target group those values and characteristics the company wants to 

connect to itself. Sponsorship targets can be for example creating media publicity, creat-

ing or improving company’s or product’s image, motivating personnel, or showing cor-

porate social responsibility. (Czinkota & Ronkainen 2010, 592; Pelsmacker et al. 2004, 

5; Vuokko et al. 2003, 303-304, 309, 311, 312, 319-320.) 
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3.4.7 Events and exhibitions 

 

Events and exhibitions are particularly important in business-to-business and industrial 

marketing but also in consumer marketing. Events can be an effective place to introduce 

new products; there a company can reach a great number of key target groups within in 

a short time period. Exhibitions combine advertising and personal selling functions. 

Like other marketing communications activities it is important to define the objectives, 

an exhibition strategy and target groups; also the right shows must be selected. Events 

include many elements from pre-show promotions, booth design and concept, training 

the staff, and evaluation of the results. (Pelsmacker et al. 2004, 5, 504-509; Rope 1999, 

111-112.)  

 

 

3.4.8 Word of mouth 

 

Word of mouth (WOM) marketing i.e. people talking to each other about the company, 

its services and personnel, and customer experiences; it is by far the most powerful 

marketing tool. No amount of advertising can compete with a trusted friend or colleague 

recommending or on the other hand criticizing a service or company. The benefits of 

WOM are reputation, referrals and recommendations which are difficult to copy by 

competitors, and the number of recommendations seems to directly correlate with how 

much a company grows compared to other companies in the same field of business. 

WOM can be generated and partly managed although it is more difficult compared to 

traditional marketing tools; customer satisfaction and customer experience management 

are the key elements and the reality must match the expectations created by marketing. 

The negative experiences will increase WOM faster and more frequently compared to 

positive experiences, and the internet provides an easy platform for that in blogs, chat 

groups, discussion forums, and other social media channels such as Facebook and Twit-

ter. Positive WOM decreases the need of marketing communications whereas negative 

WOM creates resistance towards company’s marketing activities. Complains will al-

ways exist and they actually give helpful feedback by identifying problems which is in 

many cases difficult; companies can in many cases even save money by actively listen-

ing to their customers. Handling complains in a right way is important. The WOM 

communications can also have immediate effects on the moment of purchase or con-

sumption; for example a remark made by a sales person or another nearby customer can 
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change a person’s perception of the service received. (Grönroos 2010, 361, 364-366; 

Pelsmacker et al. 2004, 590-594.) 

 

 

3.4.9 Online marketing communications 

 

E-marketing means achieving marketing objectives via use of electronic communica-

tions technology or simply just marketing online (Chaffey 2009, 417). The importance 

of online or e-communications can’t be ignored by any company nowadays. The online 

communications is a wide concept including basically all the elements of the communi-

cations mix i.e. for example advertising via online banners or search engine marketing, 

selling via web shops, sales promotion via online coupons, public relations via blogs or 

social networks, sponsorship via sponsoring a website, direct mail via email campaigns, 

exhibitions via virtual events or word of mouth via social media (Chaffey 2009, 462). 

The e-communications include anything from company and campaign websites to mo-

bile marketing and social engagement. Not only are consumers’ media attention frag-

mented and the playground complex, but the online world and digital media changes 

extremely rapidly which makes it difficult for companies to keep up with the develop-

ment. What was relevant just a while ago may not be any more; the best marketers are 

the ones who can adapt.  

 

Online marketing is sometimes also called inbound marketing. The traditional outbound 

marketing like advertisements, direct mail, TV and radio commercials doesn’t easily 

reach the potential customers whereas inbound marketing techniques like blogging, 

website and search engine optimization, social media, email marketing and public rela-

tions allows companies to build a strong online presence. The online presence is critical 

not only in order to reach the target audience but also to enhance brand awareness, get 

found by potential customers via search engines, increase sales as well as connect and 

engage with the prospects. Benefit of the inbound marketing is that it attracts those with 

genuine interest in services instead of targeting general public. (Cloud 2015.) Online 

channels are also interactive two-way communications channels that offer possibility to 

get feedback; they can also decrease the load on other customer service channels such as 

phone calls if the opening hours and location details are easily found online, or for ex-

ample the real-time queue situation is visible via mobile phone application. Online 

world makes it also easy to benchmark, to follow competitors’ activities and take ad-
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vantage of the best practices. Maybe the biggest advantage of online marketing is the 

viral communications i.e. when a company is able to create an interesting ad, picture or 

video that spreads around the internet like a virus when people are sharing it to their 

networks.   

 

According to recent ‘Digital in 2016’ report (Kemp 2016) statistics mainly collected 

from GlobalWebIndex there are 3.4 billion internet users compared to total world popu-

lation of 7.4 billion people. The trend is also going towards mobile; today mobile 

phone’s share of the total number of webpages accessed is already almost 40% and 

there are 3.8 billion mobile users. Mobile is the primary driver in bringing people 

online; the gap between fixed versus mobile subscriptions is increasing (Internet.org 

2016). According to Kemp (2014) Google told already two years ago that more people 

around the world owned a mobile phone than a toothbrush, while according to the UN 

more people had access to mobile phones than toilets. Yet only a few brand advertisers 

have a mobile strategy or consider mobile to be very important to their current market-

ing. People are also increasingly emotionally connected to their phones which are also 

very personal; people can decide which activities they participate in, what content they 

consume, and where and when they do so. However it is more important to understand 

how people are using the devices than just to know how many are using them. By ex-

ploring the internet and current hot topics the top trends in 2016 seem to be social me-

dia, mobile and videos.  

 

Naturally it is a must for a company to have a website that can be found by the target 

group. According to We Are Social’s study majority of people (for example Germany 

76%, the USA 71% and Spain 66%) searched online for a product or service to buy in 

the past month when the study was done (Kemp 2016). Tools like search engine optimi-

zation (SEO) and search engine marketing (SEM) are used in order to improve the 

findability. SEO concentrates on the technical elements of the website as well as opti-

mized content, and it affects the so called organic or natural search results; the better 

optimized the website is the higher it ranks on the search results. SEO can be tricky as 

the search engines like Google don’t reveal all its policies on how the ranking is done 

but they also change the rules from time to time; they can also punish companies trying 

to trick them and you don’t want to get on Google’s blacklist. SEM on the other hand 

means paid advertising on search engines pages; it is possible to increase the visibility 

by using promotional advertisements. Basically the company selects keywords and geo-
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graphical areas, and normally pays depending on the number of times people have 

clicked the link. There are also different kind of tools to analyze the website perfor-

mance and visitors’ performance; some of them are free like Google Analytics but there 

are also companies offering different kinds of user-friendly analytics tools.  

 

Social media consists of communities and networks. There are many definitions for the 

term, the following being very describing: “it is the collective of online communications 

channels dedicated to community based input, interaction, content sharing and collabo-

ration” (TechTarget 2016). The most common social media channels are briefly intro-

duced in the appendix 4. Social media usage continues to grow around the world, there 

are currently 2.3 billion users making the penetration already almost 30% of the popula-

tion (Kemp 2016). Facebook still dominates the global landscape with almost 1.6 billion 

users as seen in Kemp’s (2016) figure 3. Even though there are little signs that its popu-

larity is declining among both users and marketers, there are still around half a million 

new users joining daily. (Kemp 2016; Stelzner 2015, 32.) Notable is also that the social 

media is no longer used by teenagers only; more and more middle aged people are join-

ing in. According to Stelzner (2015, 5, 23, 27, 29) the top platforms used by B2C mar-

keters were Facebook (65%), Twitter (10%), LinkedIn (9%); Google+, YouTube, Pin-

terest and Instagram had almost equal shares (3-4%). The same study revealed also that 

most marketers were planning on increasing their activities in Twitter, YouTube and 

LinkedIn, and that those marketers who were more experienced with social media pre-

ferred Facebook, LinkedIn, Google+, YouTube, Twitter and Instagram. (Stelzner 2015, 

30-31, 39). Social media marketing includes paid advertising in addition to the free 

posts that companies can make. According to Stelzner’s (2015, 40) study the majority of 

marketers use Facebook ads (84%), followed by Google ads (41%) and LinkedIn ads 

(18%); however all of them dropped a few percentages from previous year. Facebook 

advertising is more common among B2C than business-to-business (B2B) marketers.  
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FIGURE 3. The most popular social platforms globally by the number of active users 

(Kemp 2016) 

 

Even though social media offers lots of opportunities there are many challenges as well. 

According to Stelzner (2015, 5-6) the top social media questions marketers want to be 

answered include what social tactics are most effective, what are the best ways to en-

gage the target group with social media, how to measure the return on investment 

(ROI), how to find the target audience with social media, and what are the best social 

management tools. Marketers also don’t know if their social media marketing is effec-

tive. Okimo’s (Berg 2016) smaller research revealed also that in many companies the 

media content’s targets and responsibilities are not clear neither are there clear meters or 

indicators for social media content. There are challenges like understanding the target 

groups, visual content, and optimization of content. Resources for monitoring and main-

taining social marketing are one remarkable issue which was also seen in the Company 

X interviews. Social marketing often requires time before relationships lead to sales; 

however a large percentage of marketers who take the time will find great results 

(Stelzner 2015, 18). Stelzner (2015, 19-20) also continues that the more time marketers 

invest in social media, the more they gain business partnerships; more than half of mar-

keters who have invested at least two years in social media marketing reported that new 
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partnerships were gained, and more than half of those who spend at least six hours per 

week on social media efforts saw a benefit of reduced marketing expenses.  

 

In addition to the social media platforms such as Facebook, LinkedIn, Twitter and In-

stagram there are new mobile chat applications i.e. apps overshadowing the growth of 

the more conventional social networks. WhatsApp which is nowadays owned by Face-

book is the world’s fastest growing big platform with 900 million active users; whereas 

there even weren’t any statistics about WhatsApp users in 2013. Other big chat apps are 

Chinese WeChat (Weixin) and Viber which is similar to Skype. (Kemp 2016.) A nice 

example of WhatsApp’s sharing power was seen already in 2014 when a Spanish soccer 

club Valencia tested it by adding its website a WhatsApp share button that appeared on 

mobile devices only. The analysis showed that when looking at the mobile sharing only, 

WhatsApp bet clearly its competitors Facebook, Twitter and Google+ in sharing, and 

the difference was even more obvious when looking at the number of visits created by 

the sharing. This is of course just a one example of a good content created in a country 

that has high WhatsApp user percentage. (Benton 2014.) 

 

Videos were one of the 2016 trends as well; mobile users globally are also watching 

more video content than ever, both short clips and longer videos such as films. IAB 

(2015) surveyed 5,000 smartphone users in 24 countries and according to the study mo-

bile video consumption is on the rice; globally 35% of respondents said they are watch-

ing more videos. Surprisingly according to the study people watch also advertisements, 

and were overwhelmingly open to tailored advertising when watching mobile videos. 

Almost half of the videos were found via social media, and 68% of people say they 

share videos on their smartphones; the opportunity for viral marketing and brand en-

gagement is huge. As a sample, there are 8 billion videos being watched in Facebook 

alone daily. According to estimation as much as 80% of the global web traffic consists 

on videos by 2019, and the growth of video traffic in mobile devices will grow annually 

55% until year 2020. (Ericsson Mobility Report 2015; IAB 2015.) Stelzner’s (2015, 5) 

study says that the importance of videos is also recognized among marketers, more than 

half use videos in their marketing, and 72% of the interviewees wanted to learn more 

about video marketing and planned on increasing their use of video. 

 

Internal communications should not be forgotten when talking about online 

communications. It offers possibilities such as intranet or extranet for communicating 
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with internal people inside the franchise chain. Even though there are nowadays more 

elements to manage; there are also new opportunities to develop and streamline 

operations. (Franchising Suomessa 2015, 24.) In the end integration is again the key; all 

online marketing and communications should support and contribute the overall brand 

and company strategy. Yet online marketing usually requires its own strategy and plan 

as well as policy and guidelines for all employees. (Rider 2015.) 

 

 

3.5 Social marketing mix 

 

Success in social media marketing is not just about the reach such as likes, followers or 

retweets. Since the platforms are evolving and even disappearing rapidly Kemp (2014, 

2015, 2016) advices to focus on social sharing and customer engagement instead of in-

dividual platforms. He talks about social brands and social marketing mix driving social 

conversation; success in social is not just about what the company posts or says but the 

success lies in what other people say about the company and what do they share. The 

companies should use their full marketing mix to inspire valuable organic social con-

versation and adopting a whole brand view of social i.e. using everything the company 

does to inspire organic social conversations that increases brand awareness and increas-

es social engagement.  

 

The optimized social marketing mix is planned for sharing, and it includes elements 

such as products, advertising, recruitment, customer service, point-of-sale (POS) activi-

ties and packaging. According to Kemp (2015) people are more likely to share their 

own product shots than company’s social posts therefore companies should give people 

products worth sharing. All communications and advertisements should also be sharea-

ble whether it is a TV or outdoor ad; the online discussion doesn’t necessarily need to 

start online. Product packaging can be informative or entertaining and inspire in shar-

ing, same goes for store environment. People like to share great experiences; companies 

should offer people experiences they want to tell others whether it’s customer service or 

an event. Companies should also be innovative in search terms and hashtags1 and also 

explore experiences that are often associated with the brand. Kemp’s one example was a 

                                                 
1 The # symbol, called hashtag, is used to mark keywords or topics in a Tweet i.e. a short message or a 
post in social media platform Twitter. It was created originally by Twitter users as a way to categorize 
and search messages. (Twitter 2016.) 
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Thai beer; people were posting photos of the bottles in conjunction with beaches. Peo-

ple also like sharing their location and finding other people. One other interesting point 

that was mentioned was related to social pricing models where Groupon type of models 

i.e. customers buying the offer via external service providers instead of the company 

itself, would not be focused on discounts only but tactics such as ‘pay-with-a-tweet’. 

This could be something worth exploring when thinking about the Company X launch 

marketing. Social brand and customer engagement can also ease up recruitment process 

and make a company as an attractive employer; it may help in finding excellent em-

ployees.  

 

It’s worth remembering that the key in succeeding in social branding and marketing, 

same as in all marketing is to understand consumer behavior, and the reasons why 

people choose to talk about brands and share certain content; to understand people’s 

wants, needs and desires. And above all, it’s important to add value to potential custom-

ers’ lives at every opportunity. Companies need to start by identifying what they want 

the conversations to be about, and then explore the most engaging and motivating ways 

of inspiring those conversations. Before making any investments the companies should 

be very clear about why the audience might want to be a part of the conversation, and 

really think about if anyone will actually care. One valuable way to learn about the 

company’s target groups is social listening; listening to the organic conversations of the 

people that matter to the company, and using these insights to develop richer, more tai-

lored strategies. For example a good tool to figure out how people are behaving and 

what they are sharing is to check the hashtag words in Instagram; people share billions 

of public posts across social media every day, and many of those offer valuable insights 

into what people really care about. (Kemp 2014, 2015, 2016.)  

 

 

3.6 Launch marketing 

 

Launch is at its simplest releasing a product in a market. Launch marketing is a broad 

and complicated topic, and perhaps that is the reason there aren’t many books about it. 

In the marketing literature launch is often seen as the final step of a product develop-

ment process but according to Rope (1999, 16-18, 21, 45, 61) it is a broader decision 

and operational process including the planning, execution and follow-up of the product 

release in order to ensure a successful launch. Launch can be a new or revised product 
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but also for example an old product introduced to a new market. A product launch can 

also be a launch of company in the case of opening a totally new company or start-up.  

 

When the launch is done by expanding the market segment for example geographically 

the target group and its purchasing criteria remains similar; therefore similar marketing 

solutions can be used. Launch risk will be reduced due to the experiences on the current 

target group. However the risk increases when the company moves from the current 

markets to totally new markets where experiences on market segment consumers’ selec-

tion criteria, purchasing behavior and the factors affecting the target group’s marketing 

are missing. The only certain thing is that the exact same marketing actions won’t most 

likely work on the new market. Analysis on the new target groups are therefore needed 

in order to avoid failure risk. (Rope 1999, 64-65.) This was also noticed in the Company 

X chain; the launch marketing process and activities were well established in Finland 

but the same model didn’t work as well abroad.  

 

Competitive strategy needs to be considered when launching a company, product or 

service i.e. what are the features creating attraction in the market, what is the competi-

tive advantage compared to the existing services in the market, and why the selected 

target group will choose this service. Competitive strategy can be either price or refine-

ment strategy; bringing out the product or service to the market by lower price, or by 

offering benefits the competitors are not able to offer. These benefits can be for example 

physically unique product, high quality, or more attractive corporate or product image. 

It is important to make a clear selection of the strategy when launching a company, 

product or service, otherwise there is a high risk in being somewhere in the middle 

which makes competitors always better in either one. (Rope 1999, 48-51.)   

 

Rope (1999, 139-140) suggests that companies have two options for operational policy 

when entering a totally new market; either prudential trial or bold market intruder. The 

careful approach is used when resources are small, market and volume targets are lim-

ited, and target customers well known. In order to be successful it is important to define 

the target groups carefully, identify the key customers and target the communications 

means accurately by person to person, as well as use efficient personal selling and/or 

strictly targeted individual level direct marketing. Bold market intruder approach is used 

when a product has broad mass markets, target groups are impossible to define in per-

sonal level, company has lots of resources, volume targets are big, and a quick market 
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entry is needed. The approach requires large investments and lots of image advertising. 

Main approach in the case of Company X is the careful approach as the resources are 

limited, and on the other hand the target group is geographically nearby the shop; there-

fore the marketing is very local and there is no additional value in creating broad na-

tionwide brand awareness in the beginning. On the other hand the target group defini-

tion is very board and limited by gender only; perhaps identifying the key customer 

group better would be advisable. Target group and the related dilemmas are discussed in 

more details in chapters 5.2 and 7.2. 

 

Launching a new product or service, and creating a new product image is always more 

difficult than marketing of existing products; it requires very different kind of more 

fundamental marketing planning and more investments and resources. The launch will 

be easier in case the product or service has unique features which customers value and 

which differ from the competitors. (Lehtinen & Niinimäki 2005, 62; Raatikainen 2008, 

138; Vuokko et al. 2003, 99-100.) 

 

Starting a business is always the most critical phase as it defines the direction of the 

success in the future; therefore it must be prepared well. In franchise business the suc-

cess of a new franchisee’s company launch is critical for the entire chain’s success, and 

it is the stage were biggest mistakes can be made. In consequence it is important to in-

vest in training and support, and in that way ensure that the customers will get the same 

quality service in the new store starting from the day one. The reputation of the whole 

chain is at stake. (Laakso 2005, 82, 227; Rope 1998, 19.) Even if the amount and type 

of start-up support varies from chain to chain the franchisors often help new franchisees 

in the beginning for example in planning and implementation of the launch marketing; 

and the franchisee will take the total responsibility of the business only after the launch 

(Laakso 2005, 77, 108, 160).  
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4 LAUNCH MARKETING PROCESS 

 

 

Launch should be seen as a clear process which is carried out step by step on schedule 

and budget. There is no such thing as ‘one fits all’ action plan guide for launch imple-

mentation because the process has many stages, and the execution varies depending on 

the situation. Launch activities vary for example depending on the field of business, 

competition situation, objectives of the launch, company’s strategy, resources and 

knowhow. Launch can take from a couple of months to even a couple of years depend-

ing on the business. (Raatikainen 2008, 199; Rope 1999, 150.) 

 

Successful product launches are difficult, and not even a good product and successful 

communications always guarantee the success. Launch planning is goal-oriented, long-

term and purposeful work, and the responsibility of coordinating marketing communica-

tions requires know-how and understanding on how to plan the media solutions. 

(Raatikainen 2008, 198; Rope 1999, 14.) According to Nielsen Index research many of 

the launches fail and the failure can happen in both planning and/or implementation of 

the launch (Rope 1999, 30, 241). In most cases one practical problem is that companies 

don’t have any comprehensive system for product launches, only very few have concep-

tualized launch process model to base the implementation on (Rope 1999, 139). Mattila 

(1998, 122) also stresses the importance of documentation; every franchise chain has 

collected good and bad experiences on launching new shops but unfortunately these 

experiences are often not collected. Even though documented launch process and writ-

ten guidelines would make the implementation of a launch plan considerably easier; and 

at the same time benefit the development of the launch process.    

 

The risk of failure is very big; then how to guarantee a successful company launch? 

Rope (1999, 14-15, 239-241) lists items that clearly support successful launch process; 

such as a systematic way of working in order to create positive synergy benefits, linking 

the launch planning into company’s strategic goals, as holistic approach as possible, 

logic and consistency between selected launch activities, and aiming at measurable tar-

gets. Comprehensive know-how on marketing and competitive tools as well as the mar-

kets and market situation are extremely important in order to be able to make strategic 

and operational decisions, target the service, and use versatile and integrated launch 

actions. Clear responsibilities assist the process; one person should be named responsi-
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ble for launch process as his main task instead of handling it alongside other tasks. An-

other key point is the courage to invest on the launch phase as in order for company to 

be successful it has to start strongly. In case the launch will be weak it is nearly impos-

sible to obtain growth curve. Mattila (1998, 121) also states that the success of a fran-

chise store launch depends on several factors such as if the location of the business and 

the market of operation is correct; if the entrepreneur is competent and well enough 

trained; and whether a successful launch program has been created. Rope (1999, 42) 

summarizes that launch requires strong knowledge on marketing, and the recipe of suc-

cess includes 60% systematic work, 30% skills and knowledge, and 10% luck.  

 

The Company X has defined a shop opening process (appendix 1) but it is lacking the 

marketing communications part; it only mentions the window tapes and global corpo-

rate website. According to Tuominen (2015, 26) there is a discussion with the launch 

team in the beginning of the process; there the expected targets, quality, budget, and 

schedule are defined. Emphasis is paid on that everyone understands the objectives and 

how they are achieved. Communications between the franchisor and franchisee are 

close during the launch process. A follow-up discussion and evaluation with franchisor 

and franchisee are done after the launch.  

 

According to Laakso (2005, 139) at least the following points regarding launch market-

ing should be clarified by the franchisor: how the launch will be carried out in practice, 

how will the franchisor be involved in the launch process, how the tasks will be divided 

i.e. who is responsible in which details, does the franchisor have a detailed operational 

guidelines for starting the business, will the franchisor do any kind of brand marketing 

in the area before or after the launch or is it franchisee’s responsibility to create aware-

ness, is the franchisor’s representative co-working with the franchisee after the launch 

and for how long, and what support functions are included in the franchise fee and 

which are charged separately.  

 

In Company X the launch marketing is included in the start package and paid by the 

franchisor. The launch planning process starts by franchisee collecting information, do-

ing analysis and making a detailed launch plan proposal. The proposal is then discussed 

together with franchisor that makes the final decision. Marketing materials come via the 

franchisor but the implementation and follow-up are franchisees responsibilities. The 

planning process responsibilities are illustrated in the figure 4.   
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FIGURE 4. Company X launch planning process responsibilities 

 

The launch process models by Rope (1999, 240) and Raatikainen (2008, 199) were used 

as a foundation when creating the launch process model suitable for this case. The orig-

inal figures are illustrated in appendix 5, and the new Company X process model creat-

ed in appendix 6. The Company X launch process consists of two main parts; launch 

marketing communications framework that mainly is defined by the franchisor, and the 

launch marketing communications plan that will be created by the franchisee. The parts 

are illustrated with different colors in the figure. The process starts from the definition 

of the important basic details such as the company strategy, mission, vision, values, and 

the franchise concept; the core of the whole franchise chain. Basic service marketing 

mix items are defined as well. The framework elements were summarized and defined 

within the process, and described in more details in chapter 5.  

 

The actual franchisee’s launch planning work starts after the franchise contract has been 

signed, location of the store has been fixed, and the final launch decision has been 

made. The franchisee’s launch planning process will be described in more details in the 

chapters 6-7, but the main phases are: 

  

•collection of information and analysis Franchisee 

•Detailed launch plan proposal 
Franchisee 

•Discussion about the plan proposal  
Franchisor & Franchisee 

•Final decision 
Franchisor 

•Marketing materials 
Franchisor 

• Implementation of the launch plan 
Franchisee 

•Follow-up 
Franchisee 
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1. Analysis – market, competitor, business environment and company analysis  

2. Plan – definition of launch targets, target groups, selection of launch marketing 

communications tools and channels, setting up the schedule and budget, appoint-

ing roles and responsibilities, and assessing potential risks 

3. Implementation of planned action – both internal and external 

4. Follow-up – evaluation and measurement of the implemented activities and the 

whole process 

 

Launch planning process will also work as a checklist; it will clarify, simplify and re-

mind about the things that must be done and considered during the launch process in 

order to reach the targets set. The launch plan will help the company to create an inte-

grated entity, and the documentation will enable exploitation of the process in future 

launches. When the targets are included in the launch plan it will be possible to evaluate 

them during and after the project. (Raatikainen 2008, 207; Rope 1999, 35, 138.) 

 

The interviewed franchisees didn’t have a certain planning process, and their marketing 

communications plans varied from precisely defined tables to deliberately not having a 

fixed plan at all. In many cases franchisees’ launch plan was flexible and adjusted for 

example weekly depending on what seemed to work and what didn’t. A flexible plan 

was seen as an asset in order to be lean and agile in the new market. Most used ap-

proach was to try out everything possible, and test randomly what might work. Even 

though the loose plans were found working a good common template or checklist for 

planning is advisable in order to scale the franchise chain up, ease up franchisor’s part 

in approving the plans, and gain synergy effects. Sharing the lessons learned experienc-

es within the franchisee network would also be productive.  
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5 LAUNCH MARKETING PLAN FRAMEWORK  

 

 

5.1 Basic company details 

 

Company X launch marketing planning began by gathering the basic company details 

starting with company in brief description, mission and vision. A mission statement is 

a written declaration of an organization's core purpose and focus, its reason for existing, 

and it normally remains unchanged over time. A vision statement on the other hand is 

the company's road map indicating what the company wants to become. Vision also sets 

a defined direction for the company's growth and it normally undergoes only minimal 

revisions during the life of a business, unlike operational goals which can be updated 

annually. (Business Dictionary 2016.) Company X values and corporate strategy were 

also included. To summaries it briefly, mission is the purpose why, values tell how, 

strategy what, and vision the objectives where. Together they define the area or play-

ground where the personnel can operate. The values guide company’s personnel and 

form the corporate culture which according to William Wolfram from DealDash means 

what happens when no-one is watching. (Luukka 2016.) All these elements need to be 

visible in marketing and marketing communications (Vuokko et al. 2003, 132).  

 

The basic company details were originally collected from several internal materials and 

discussions with the Company X CEO during autumn 2015, when the interviews were 

also conducted. When going through the different materials, there wasn’t a clear picture 

of these central elements. Since good marketing communications planning is based on 

company’s strategy, mission, vision, and values the writer felt it would be very im-

portant for the franchisees to clearly and truly understand the common goals. The writer 

was happy to learn in the finalizing stage of the thesis project that the Company X had a 

project ongoing in order to clarify these matters, and they had just redefined a new vi-

sion, mission and values. Based on the writer’s experience, Company X did an excellent 

job in a difficult task; they managed to create understandable values and targets which 

are both clever and easily remembered and implemented on everyday work on all levels 

of the company.  The results of this exercise will clarify many things but also profound-

ly affect the launch marketing communications planning and implementation processes, 

both internally and externally. There is a solid foundation on which to build-up the 
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business. The basic company details and the whole planning framework presented next 

are defined in the appendix 7. 

 

Company X success concept has been summarized in the franchise concept visual. The 

concept defines the operational model for the service in the shop, and provides instruc-

tions for various situations which may come up in customer service or when marketing 

the business. The first priority and core of the concept is formed by franchisees; they 

must internalize and understand the concept and implemented it in their daily work. The 

core is surrounded by different layers including the concept, brand, and customer. In 

case the concept’s components are not visible to the end-customer via every employee 

the whole concept will collapse. Franchisor sees also that the main difference from 

competitors is created by focusing the efforts on making sure that the concept is being 

followed.  

 

Franchisees feedback and experiences on the concept were mainly positive. The concept 

was found proven, and it was clearly understood by the franchisees that the concept 

works if it is followed precisely. The competitive advantage compared to competitors 

was clear on the underserved markets. The interviewees agreed also on the fact that cus-

tomers like the service concept; in some markets they were surprised as they weren’t 

used to that kind of service however they all enjoyed it. Most negative comments were 

related to personnel, and their internalization of the concept; they are discussed more in 

details in chapter 5.3. One of the franchisees also commented that even if the concept 

includes easy and understandable elements there are many of them in terms of numbers. 

Whereas the technical systems such as point-of-sales (POS) were praised by the fran-

chisees it was also seen that some employees found them complicated. The franchisees 

saw that the concept and systems should be constantly simplified; however the new val-

ue process that was introduced only after the interviews may solve some of the current 

issues once implemented throughout the chain. There were also some culture related 

comments such as ‘no need for appointment’ is not a selling point in some countries 

even if it differentiates the Company X from competitors in Finland. Therefore it is im-

portant to listen to the local franchisee when fine tuning the marketing communications.  

 

Basic company details also include visual and brand guidelines such as how to use the 

logo and other brand elements, font, style of photos and images etc. When a company or 

service is launch in a new market, the visual appearance is the first thing that the poten-
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tial customers see; in case it doesn’t raise interest, a lot of marketing work is required 

(Rope 1999, 85). Company X graphical guidelines from stationary to promotional mate-

rials, store design and car tapes are all described in the franchise manual.  

 

 

5.2 Strategic key decisions 

 

Launch planning is driven by the corporate strategic goals, which in the Company X 

franchisees’ case is penetration into new markets and beating possible existing competi-

tors in the market segment, and in later point of time either strengthening the market 

positioning or increasing the market share, and keeping out the potential competitors. 

(Raatikainen 2008, 204; Rope 1999, 52-56.)  

 

Competitive strategy can be either price or differentiation. According to Porter (1990) 

with differentiation a company is able to offer its customers unique and superior value 

in the form of product quality, special features or after sales services. The selected strat-

egy defines also the strategic goals of the launch. (Raatikainen 2008, 77; Rope 1999, 

52-57.) The Company X has clearly chosen the competitive strategy of offering a 

unique service concept; that together with the membership concept are the main differ-

entiators. Another important element is the Company X’s own product lines. Competing 

with price is not really an option as the price variation within the field of business is 

tremendous; the difference between the cheapest and most expensive service providers 

is often as high as hundred times.  

 

The marketing communications strategic decisions as described in chapter 3 include for 

example segmentation (identification of the potential target groups) and focus (evalua-

tion of different segments and selection and definition of own target groups); which 

define to whom to communicate. Company X doesn’t want to limit the target group 

too much, and therefore it defines the customer segment only according to gender; it 

potentially includes all the men that regularly visit the near surroundings of the store. 

Based on franchisor’s experience, the customer base varies a lot within each store; the 

bigger determinant on the main customer group is the location of the store whether it is 

for example in a city center or in a business district. The target group can be categorized 

for example by income level, hobbies etc. but according to the franchisor the categories 

don’t really effect on what the Company X does. They even have customers they didn’t 
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think was possible, people who didn’t used to buy the offered service anywhere before 

as they performed the service themselves. Therefore the focus target group has created 

lots of discussion within the company, and the common factor is yet to be identified if it 

even exists. As the demographics don’t seem to provide the answer the factor may be 

psychographic; therefore there are plans to study it more. One potential answer for a 

common denominator could be the women that affect men throughout most of their 

lives; from mothers to potential girlfriends and wives.  

 

Even though the definition of the target group is broad there is also one unofficial defi-

nition of the main focus group which is the ‘men who wear collar shirts on weekdays’. 

This group is in general more likely to buy memberships. According to the franchisor 

men are a grateful target group also in the way that once they find a good service pro-

vider they rarely change it. Men change the service provider on average only every 12 

years compared to women’s 3.5 years; and even then it is often caused by external fac-

tor such as moving to another city.  

 

The franchisor has been very active in collecting customer feedback; therefore it knows 

its customers and their needs well. Thanks to the thought-through tools they have in 

place they also learn more constantly. In addition to the quick real-time data the franchi-

sor has conducted more profound studies in the Finnish market. Their customer satisfac-

tion rate is extremely high, and it correlates directly with how well the concept that has 

been created based on the men’s needs has been followed. The needs that are fulfilled 

are roughly divided into two: some men are looking for effortless and simple service 

whenever they have a spare moment without planning it beforehand; whereas the others 

require special service enabled by the professional staff specialized in the niche seg-

ment.  

 

When discussing about the different cultures, consumer behavior, and implementing the 

franchise concept the franchisor claimed that in many cases there are prejudice against 

the concept, and whether it fits into the new cultural environment. The biggest challenge 

has been the local personnel’s strong pre-assumptions that the service concept doesn’t 

work in the area, and certain things can’t be done in particular country or culture. The 

franchisor’s experience from the current countries however has proven that the real dif-

ferences are minor, and no matter where the customers come from they behave the same 

way in the end if they are served according to the concept. Even if the assumptions have 
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been so far proven wrong this is still an important matter for all the franchisees to keep 

in mind when training their employees and implementing the internal launch marketing; 

the personnel must be fully on board before the opening. Franchisees’ views on target 

groups are discussed more in chapter 7.2. 

 

Marketing communications plan often includes also positioning targets i.e. selecting the 

approach and concepts suitable for different segments. Company X franchise service 

concept defines the operational method, purpose and goal. The concept defines also the 

operational model for the service processes in the shop, and provides the instructions for 

various situations which may come up in customer service, or when marketing the busi-

ness. The instructions are defined for the franchisor, franchisee and their employees. 

The service concept is illustrated in appendix 7, and described in details in the franchise 

manual. Since defining the positioning targets requires good knowledge on the current 

market situation, and information on potential customers’ values and thoughts about 

competing services; it will be advisable to double check that the selected attributes are 

appealing to the target group also in a new market. As mentioned earlier especially 

when launching a new company or service the knowledge of the competition situation is 

vital; what kind of services there are on the market, and how the consumers relate to 

them (Vuokko et al. 2003, 139).  

 

Profiling means defining the three main spearhead features or adjectives of the brand to 

be communicated to the target groups and it is also one of the strategic decisions the 

franchisor must do. The features can be purely functional such as quality, service, dura-

bility or image based such as youthfulness or internationality. The image or style factors 

are the most important ones as once the company has owned certain image features it is 

hard for competitors to use them without giving an impression of being a copycat which 

is always a poor solution. In order to create a brand, the silver bullet features are includ-

ed both visually and verbally in all communications, starting from the launch. (Rope 

1999, 86-87.) The profiling details are described in the appendix 7.   
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5.3 Service marketing mix 

 

Service marketing mix consists of several elements such as product, price, promotion, 

place, people, physical evidence and process. The elements are discussed in this chapter 

and summarized in the Company X marketing plan in the appendix 7.  

 

Product 

Company X products are divided into main and additional services, own product lines, 

and membership program. Their own service technique enables fast, efficient and indi-

vidual service whereas the additional services enable tailoring each visit a personal and 

unique experience. The tested and well-thought-out service concept is the main differen-

tiator from the competitors; customers’ wishes and feedback has been an essential tool 

in modifying the concept to suite the men’s needs. Another strength is the own product 

lines which offer an opportunity to respond to customers’ needs in a flexible and fast 

manner; but also enable advertising at customers’ homes. The membership program on 

the other hand provides customers easy and effortless service, and added value via part-

ner network’s offering. It also creates customer loyalty and regular income for the fran-

chisees.  

 

The core products and services are tightly connected to additional brand and image ele-

ments which are classic masculinity, high quality services including guarantee for the 

professional service satisfaction, as well as a friendly and casual ambiance. Service 

availability, simplicity, and ease of use are the key parts in each service and customer 

contact.  

 

The interviewed franchisees saw the unique service concept as an absolute strength of 

the franchise chain. They also realized the importance of product sales even if it was 

seen difficult in some cultures where the customers were used to buying products from 

supermarket instead of a specialty shop. The number of products sold is also one of the 

key figures measured. The interesting thing found out was that the number of products 

sold correlates directly on how well the Company X concept was followed; the more 

precisely the service concept was followed the more products were sold. 
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Price 

Price competition seldom pays off in the long run. When the franchisor asked the cus-

tomers in Finland the main reasons they use the Company X’s services, the ease of use 

and the services themselves were on top of the list whereas price didn’t really come up 

at all. However prices created a lot of discussion when interviewing the franchisees. The 

pricing in the field of business is challenging as despite the general price level of the 

country, the difference between the cheapest and most expensive service providers is 

huge, and the price competition is fierce.  The Company X service prices vary per coun-

try but the price level is somewhere little bit above the average price. The brand image 

target also affects the price level; cheap prices and high quality service offer don’t really 

go hand in hand. Franchisees saw also that a certain price level is required both in order 

to be able to offer the level of service and in maintaining the brand image. One inter-

viewee summarized it as “good service for moderate price” whereas another franchisee 

described the general price level as “premium light”; something above average but be-

low high-end luxury.  

 

The basic prices of services and product are set before the launch marketing planning 

and therefore not discussed here in details. However discounts and free services are of-

fered during the launch campaigns in order to remove any possible obstacles for poten-

tial customers to try the services. What surprised some of the franchisees was their own 

personnel’s reaction and attitude towards the marketing campaigns; some franchisees’ 

employees especially the most skilled ones experienced discounts or free services dur-

ing the launch campaign as a personal insult towards their professionalism. This was 

something the franchisee wasn’t prepared for. As a lesson learned the importance of 

recruitment and proper internal training before launch can’t be stressed enough.  

 

Promotion 

Promotion i.e. marketing communications includes all the means to communicate with 

the target groups and stakeholders to promote the company and its services. In franchise 

chains it is important to clearly divide the responsibilities between franchisor and fran-

chisee: who is doing what, in which area, what are the franchisees’ freedoms of doing 

local marketing communications, and on the other hand what items needs to be ap-

proved by the franchisor in advance. The launch related marketing communications 

planning process responsibilities within Company X were illustrated in figure 4 and the 
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graphic guidelines to be used are defined in the franchise manual. Marketing communi-

cations tools and channels are discussed in more details in chapter 7.  

 

Place 

Place is one of the central elements of a launch; location of a store is also extremely 

important in the case of Company X, and certain requirements are defined to make sure 

that the criteria are met. The details are out of the scope of this thesis as the location has 

been fixed before the launch marketing planning starts; however the importance of the 

store location was clearly identified by the interviewed franchisees. The location affects 

also some of the launch marketing planning elements; for example the location of the 

store influences directly the potential target group as the geographical target area in this 

case is very small.  

  

People 

The most critical element especially within service industries is the people; the person-

nel are the link between customer and company, they redeem the service promises that 

marketing sets. Employees’ behaviour, appearance and attitude have a direct impact on 

how the customers experience the service. The unified service experience is important 

for a franchise chain as the same experience should be guaranteed in every store. The 

franchise manual therefore includes detailed instructions on clothing and the behaviour 

in the service process. The people in this context include also the other customers within 

the store; however affecting their behaviour is extremely difficult.  

 

Employees were causing the main challenges for the franchisees, and the personnel re-

lated matters were brought up many times during all interviews. Whereas the fran-

chisees had internalized the franchise concept well; the biggest task seemed to be get-

ting the local employees to understand the value of following the concept. The precon-

ceptions were strong especially among more experienced professionals. According to 

the franchisees their employees know the concept but they were not implementing it in 

practice; the issue was more of an attitude problem in many cases. Franchisees’ back-

grounds varied, and some of them were struggling with the recruitment process because 

they were not experienced on the business field themselves. They felt like they had two 

choices; to hire professionals who perform high quality service act but have attitude 

problems and issues in following the concept, or freshmen or rookies who follow the 

concept but can potentially fail the technical service.  
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It was also mentioned by one interviewee that the concept requires all employees master 

and perform variety of tasks which was new for personnel in some countries, something 

they were not used to. There were also some other culture related issues found such as 

internal issues among one franchisee’s employees; the interpretation was that the partic-

ular culture didn’t support teamwork or entrepreneurial thinking. The employees were 

also found more heterogeneous and multicultural compared to the teams in Finland; and 

it was seen that the motivating tools need to be adapted into the particular culture.  

 

One interviewee summarized it well: “the concept is about good service, not about art-

ists”. Therefore it is important to include the concept thinking and the chain’s values 

already in the recruitment process in order to hire the right kind of personnel that fit in 

the concept and values from the beginning. The importance of recruitment was under-

stood among the franchisees however in many cases it was more of a lesson learned 

from opening the first store; most of the interviewees agreed that they should have spent 

more time in the recruitment process. The writer’s view is that the new value implemen-

tation will also improve the recruitment process as well as solve some if not all issues 

mentioned above.  

 

The importance of training can’t be stressed enough either. Whereas the training is 

needed in the concept and service technique themselves; the internal launch marketing 

must not be forgotten. The training topic seemed to be a hot potato among the fran-

chisees as it created lots of discussions during all interviews. This feedback was mostly 

out of the scope of this study, and will therefore be shared with the franchisor separate-

ly.  However sharing launch and other marketing communications experiences between 

the franchisees would be helpful in many cases; for example one solution for the inter-

nal issues towards discounts presented by one of interviewees was to make a quick in-

ternal study from the POS system, and show the so called artists how many member-

ships were sold based on the discount campaigns. As a summary, the recruitment pro-

cess, efficient training on the concept and internal implementation of the launch is cru-

cial for successful launch of a service company.  

 

Physical evidence 

Physical evidence refers to the environment where the service is delivered, and any tan-

gible components such as physical products or brochures. The ‘look and feel’ of the 
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store itself i.e. how it looks from outside and inside has been defined precisely and de-

scribed in details in the franchise manual. According to the brand and concept the store 

environment offers men their own dedicated social meeting place, and therefore the 

right atmosphere in the shop is important. The atmosphere is stylish and masculine yet 

casual with cosy waiting are equipped with defined entertainment. One of the inter-

viewees described that the shop should represent a place where a customer can and 

wants to hang around while waiting for example his friend; like going to a pub or simi-

lar. Franchisee’s other example for describing the desired feeling was when friends go 

to sports match; they support the same team, like the experience and talk about it after-

wards. It should be that easy to talk about the experience in Company X as well.  

 

According to one of the interviewees the launch of the first international shop kicked-

off a brand renewal process. The requirements created by a big metropolitan were dif-

ferent compared to cities and towns in Finland. There was also a need to match the vis-

ual appearance to the price level and competitors; there were good looking high quality 

shops nearby that cost less. The visual identity update was a necessity in order to be 

able to market in the new areas, and to be a credible international franchise chain. In 

Finland the brand was well known but unknown brand made launching a store abroad 

more difficult in most areas; the only exception was Spain where is a big Finnish popu-

lation in the area. The areas differ and some cultural adaptation may be required in some 

regions; however even if two shops would be somewhat different, it doesn’t mean that 

they wouldn’t look like Company X and be according to the brand. It is important to 

have a capable brand manager who keeps the threads on his hands at the franchisor’s 

end.  

 

Process 

Process refers to the actual procedures and flow of actions when delivering the service. 

The service concept is a vital part of the total franchise concept, and it is described step 

by step in the franchise manual from the moment the customer arrives all the way until 

the customer leaves the premises. The franchise concept related comments received 

from the franchisees were discussed already in the chapter 5.1. 

 



58 

 

6 LAUNCH MARKETING ANALYSIS 

 

 

6.1 Situation analysis 

 

‘Where are we now?’ 

 

The situation analysis must be done in totally different depth when marketing new 

products, or to new markets compared to familiar market. Planning a launch requires 

fundamental information about the company and its environment; without sufficient 

information the launch will be based on guesses only. Situation analysis include analy-

sis on the market, business environment, competitors, and the company itself – it is es-

sential to process each analysis to some extent because only a comprehensive review of 

all them will create a solid foundation for the launch process. (Rope 1999, 35, 38-39; 

Vuokko et al. 2003, 135.) One of the most important attributes of a successful company 

is its ability to analyse external factors, and aim its resources into those product or mar-

ket areas where it can stand out positively from its competitors. The basic requirement 

of a new product or service is its customer orientation i.e. the ability to respond to cus-

tomers’ wishes and expectations better than competitive products. (Rope 1999, 17.) 

 

Marketing intelligence means all the information needed and used for planning. Infor-

mation for analysis can be found both from inside and outside of the company; the 

source can also be either secondary i.e. existing information or primary i.e. specifically 

collected for a certain need. Typical secondary information used for marketing commu-

nications planning is for example market area situation report, or consumer group’s me-

dia usage information bought from a research institute. Primary information can be col-

lected by quantitative survey or qualitative interview, and used when company specific 

details are needed; such as how the target group values company’s product compared to 

competitor’s comparable item. (Omar 2009, 77-79, Vuokko et al. 2003, 136-137.)  

 

In many cases primary research is essential for the formulation of a marketing plan; 

however due to the required time and expenses needed for the collection of primary data 

the use of secondary data in international marketing research continues to grow. It is 

worth remembering though that the evaluation of secondary data is even more critical 

for international than for domestic projects. With the rapid growth of the secondary data 
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in the internet the data has become more available and accessible. The need to systemat-

ically evaluate the data before using it will become even more crucial. (Omar 2009, 77-

79, 81.) Analyses are used for improving the quality and reliability of decision making, 

streamlining the decision making process, minimizing risks, collecting current up-to-

date and reliable information, and perceiving new market opportunities. 

 

Making the analysis is the franchisees’ responsibility, and the analysis made by the in-

terviewees varied a lot. One interviewee used one year for collecting information on the 

market whereas another trusted in his own experience and didn’t see any added value on 

doing a market research. The difference correlated with the time spent in the country in 

case of the Finnish franchisees; the shorter time the franchisee had lived in the country 

the more information and analysis he felt was required. In addition to the existing 

knowledge the information was collected from marketing agencies; not necessarily by 

hiring them but by having meetings, requesting quotations, and asking lots of questions. 

Personal networks and membership of a local trade association were used as sources of 

information as well. External help was used in some cases when franchisees’ own expe-

rience on the local market and culture was considered insufficient.  

 

 

6.2 Market  

 

Analysis begin with a research of the new potential market; the situation at the moment 

and forecast of the future outlook. The market analysis includes also a research on the 

potential customer groups. Proper analyses require separate studies however existing 

basic information can often be found in many businesses and product fields; this sec-

ondary data can be basis for conclusions and forecasts. (Rope 1999, 39, 42.)  

 

Size and saturation degree of the market 

Market is defined as a certain geographical area that can also be divided into different 

regions. The market size is formed by the number of potential customers, and the aver-

age amount of money they use for equivalent services. Market saturation i.e. how broad-

ly the use of similar services has spread enables the company to find out how the cus-

tomers’ needs are satisfied at the moment, and how much demand there will be in the 

future for the particular services. With the collected information it is possible to esti-
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mate the total volume of the whole business in the area in pieces and money; today and 

2-3 years from now. (Raatikainen 2008, 200-201; 2010, 65; Rope 1999, 40.) 

 

Structure of the market 

After the initial regional definition it must be studied what kind of customer target 

groups the market consists of. For example following facts should be clarified in order 

to create a clear picture on what kind of potential consumers form the market: who 

makes the final purchasing decision, gender, age groups, education level, occupational 

groups, income levels, family stage, and lifestyle factors.  (Raatikainen 2008, 200-201; 

2010, 65; Rope 1999, 40-41.)  

 

Consumer purchasing behavior 

Purchasing behavior studies are part of the market analysis. Purchasing behavior ex-

plains what are the buyers’ purchasing habits related to this kind of services i.e. for ex-

ample from where and how often they normally buy, and is there any seasonal variation 

(Rope 1999, 41). Raatikainen (2008, 200) also lists additional open questions to be 

asked such as how a certain customer is reached i.e. what kind of ad interests him; how 

should he be approached, and what type of consumer he is; what is the customer’s need 

or a problem the company’s service satisfies or solves; how the needs are fulfilled now; 

when will the customer buy; is there purchase loyalty in the market, or are some cus-

tomers willing to change the service provider? 

 

Future development 

Future development and potential should also be considered within the market analysis. 

What are the potential changes and the direction of the development; what could be the 

company’s market share; in which direction is the purchasing power going i.e. will there 

be more or less money to be used in the future, and which direction the market devel-

opment is in general going; is the market growing, regressive or stable? (Raatikainen 

2008, 200.) Different kinds of future trends should also be considered, there are for ex-

ample are reports available on global or country specific consumer trends.  

 

The Company X individual store’s geographical market area is very small, only maxi-

mum of 2 km around the store. This makes the location of the shop extremely im-

portant, and the basic requirement set for the location is a certain number of people vis-

iting the 1 km radius daily. Chain’s location analysis template includes estimations for 



61 

 

example on customer flow, number of parking lots, and the Company X store’s visibil-

ity in the area. It includes also identification of other businesses, shops and large corpo-

rations in the area; any potential special features of the area should be also considered.  

 

According to the interviewees a good location of the store depends on the size and 

structure of the city; for example in some cities the people who earn money live in city 

center whereas in another place they may live outskirts. The variation was also seen 

within a country as those franchisees that had or were close to having more than one 

shop also claimed a big difference between markets and target groups inside different 

cities, even if the stores were very close to each other in some cases. Price level also 

varied within different parts of the cities, and the Company X brand set also some re-

quirements for the location; even if the company is not aiming at high-end luxury mar-

kets, a shabby neighborhood would conflict with the targeted unique high quality brand 

image. Some of the interviewees also suggested that a local external consultant or other 

help should be used in order to learn about the market and consumer behavior in case 

own knowledge is not sufficient on the particular market.  

 

 

6.3 Competitors 

 

Competitors include all the companies that offer any services that fulfil the same needs 

of potential customers within the business region. First task is to identify the competing, 

similar or substituting services. Competitor analysis can be done for example by using 

Raatikainen’s (2008, 201) sample table 3 illustrated below. The central items to be ana-

lysed are competitors’ market share and competitive power; turnover and market share 

growth rate can be added as well. The most important element to be analysed is the rea-

sons why some competitors are successful in a certain area and others not; it is good to 

define the success factors of the key competitors. (Raatikainen 2008, 201; Rope 1999, 

42-43.)  Own company’s or service’s sales arguments and/or key advantages should be 

analyzed correspondingly. The competitors can also be something else than actual com-

panies; for example such a change in the environment that people wouldn’t be buying 

the service from external service providers at all. It is good to keep an open mind and 

use imagination when doing the analysis.  
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TABLE 3. Sample of a competitor analysis table (Raatikainen 2008, 201, edited) 
Competitors Strengths Weaknesses Other comments 

Company A    

Company B    

Potential future competitors 

Competitors Strenghts Weaknesses Other comments 

Phenomena C    

How the competition develops in future Conclusions: How to react 

Example: Competition will increase, new compa-

nies will be formed 

Example: Do marketing, maintain quality level, 

offer good service, keep an eye on the competi-

tion situation 

 

 

Raatikainen (2008, 201), Rope (1999, 43-44) and Vuokko et al. (2003, 135-136) list 

some things to be considered when analyzing the competitors; such as the competitors’ 

 Number and quality, 

 Strengths and weaknesses, success factors, opportunities and threads, 

 Product or service features, advantages and benefits for customers, image, 

 Status and positioning in the market, 

 Marketing and competitive strategies and their influence, 

 Future prospects and plans, 

 Assumed reactions towards a new competitor entering the market, 

 And threat of potential new competitors.  

 

Predicting existing companies’ reaction towards newcomers is often vital in order to 

secure the entrance and future success of the launched company or service. Especially 

those companies whose competitive advantage is in danger or will disappear should be 

watched carefully. It is likely that these companies will invest strongly in maintaining 

their market shares. (Rope 1999, 44.) 

 

According to the Company X interviewees the competitor analysis affected for example 

the pricing and location of the new store. Three of the four franchisees said that the 

competition in the area in general is hard; there are many competitors, and especially 

price competition is tough. It was also seen that most likely the competition will only 

get harder. However since the geographical target area is so small around the shop; in 

many cases there weren’t any real competitors near the shop. The interviewees also saw 
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that the Company X concept and service level was so different compared to the compet-

itors that they saw an opportunity on the underserved marked. It is a real advantage if 

the offered service is very different compared to existing companies when launching a 

store in a new area. However it is still always important to keep an eye on the situation 

which can change any moment.   

 

 

6.4 Environment 

 

Marketing communications are constantly affected directly or indirectly by the business 

environment, and its many uncontrollable factors. The so called PEST factors are politi-

cal such as new laws and regulations, economic such as recession or boom, social such 

as changes in values or attitudes, as well as technological factors like the development 

of internet and social media. This part of the analysis is often neglected on the pretext 

that predicting some things is difficult and the company can’t affect them anyway. 

However this analysis provides lots of important information on the needs of the chang-

ing world, and the most remarkable future trends. Also for example the development of 

political economy affects directly the purchasing power, and therefore the sales poten-

tial. (Raatikainen 2008, 201-203; Rope 1999, 44-45; Smith & Taylor 2004, 216; Vuok-

ko et al. 2003, 135-136.) 

 

When a company is operating and for example executing an advertising campaign in a 

foreign country it should be familiar with the culture and legislation of the particular 

country (Vuokko et al. 2003, 136). The chances or differences in values and culture 

affect the amount and structure of the demand; changes in the set of values are reflected 

in the way people view on the central elements of life such as work, family, free time, 

hobbies and environmental protection (Rope 1999, 46). The changes can happen slowly 

within one culture but the differences can be seen more clearly between different coun-

tries and cultures. Even geographically close nations can differ culturally more than 

assumed; therefore the culture and its effects on marketing and communications can’t be 

ignored.  

 

The interviewed franchisees, especially the Finnish entrepreneurs working in a different 

country all stressed out the importance of knowing and understanding the culture in 

order to succeed in the market. Culture had also effects on some practical matters like 
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opening hours, payment methods, and bureaucracy which was affecting both the process 

of starting a business and different kind of permissions needed for example for distrib-

uting marketing flyers. It was also seen that things don’t get so massive in big cities 

compared to Finland where a new company or hit product that breaks through can 

quickly be known by majority; most people have often even tested or own the product 

themselves. Other differences the franchisees mentioned were that in bigger cities it is 

common that companies or people don’t help each other – everyone must survive on his 

own. Customers are also more skeptical if the company will stay around – in some cities 

new companies pop-up and disappear in no time. 

 

 

6.5 Company  

 

Company analyses include reviewing the internal matters and comparing the company 

to its competitors in a particular market, today and in the future. Most common and per-

haps known company analysis tool is SWOT i.e. listing company’s strengths, weak-

nesses, opportunities and threads. In this case the view should be concentrated on things 

relevant to launch marketing planning, and reflected on the specific market the franchi-

see works in. According to Lehtinen & Niinimäki (2005, 71) creating a table alone is 

not enough but in order to specify the objectives and plan, the content needs to be care-

fully analysed; especially criss-cross examination i.e. how the opportunities can be ex-

ploited and threads prevented by taking advantage of the strengths; how the weaknesses 

can be decreased and their effects prevented with the help of the strengths; and how the 

strengths can be further strengthen and weaknesses decreased or eliminated.  

 

Company analysis includes items such as marketing knowledge level, economical situa-

tion, amount and skills of human resources, and company’s brand and image. It also 

includes analysing the basic company details such as values, vision, strategy, brand tar-

gets, and positioning which were discussed in chapter 5. The analysis can also be done 

both at company and service level. (Raatikainen 2008, 203; Vuokko et al. 2003, 135.)  

Company analysis weren’t really discussed during the interviews. However based on 

the interviews the writer suggests that special attention should be paid in analyzing per-

sonnel’s general skill level, and special skills in the case of Company X. 
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7 LAUNCH MARKETING COMMUNICATIONS PLAN 

 

 

7.1 Targets 

 

‘Where do we want to go?’ 

 

The actual launch marketing communications plan starts by defining the objectives of 

the launch. Marketing actions to reach the targets will then be planned for each and eve-

ry target set. Targets define where the company wants to go, and what it wants to be. 

Clear objectives are necessary in order to give a focus to the organization, and direction 

to creative planning. Good objectives are SMART: Specific, Measurable, Actionable, 

Realistic, and Time specific; they are also based on the company and marketing strate-

gies and goals. Launch targets can be roughly divided into awareness and image targets 

and financial targets; the main targets will be divided further on to sub targets. Targets 

can be quantitative such as increasing market share to 60%, or qualitative like creating 

interest in trial, or concurring new market area. In most cases the objectives should be 

as quantitative as possible. (Czinkota & Ronkainen 2010, 569; Lehtinen & Niinimäki 

2005, 75; Rope 1999, 131-138; Smith & Taylor 2004, 43; Vuokko et al. 2003, 137-

139.) 

 

Awareness and image targets follow the communications process known as AIDAS. 

The phases start from Awareness of the company or service, followed by customer be-

ing Interested in the service, and Desiring the service that will satisfy his needs. After 

that the customer will take an Action and try the service; if everything goes well the 

customer will be Satisfied. When launching a new company or service the primary goal 

is to create awareness among potential customers; to explain which needs are better 

fulfilled with the new company or service, and how it differs from the services the con-

sumers were using before. Awareness is best created by traditional marketing and the 

basic selling points i.e. the central functional advantages must be stressed. Setting image 

targets means defining the image attributes the company wants customers to combine 

with the company or service; image targets affect the concrete content of communica-

tions and the features to be emphasized per target group. Awareness targets can be for 

example such as a certain number of potential target customers knows the company 

after a defined time period or has tried the services. Image targets set for the company 
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or service can be for example quality, easy to use, internationality or youthfulness. The 

defined objective can be for example that the selected image targets have been realized 

and correctly understood by the target group. (Grönroos 2010, 341; Lehtinen & 

Niinimäki 2005, 78; Pelsmacker et al. 2004, 148; Raatikainen 2008, 206–207; Rope 

1999, 131-132; Vuokko et al. 2003, 135–136.) 

 

Financial goals are often a bit complicated when talking about company or product 

launches as the cumulative profit is almost always negative. Therefore the importance 

of other targets will be higher. Financial targets can include expectations on for example 

profitability, gross profit and EBITDA, estimations on sales volumes or market shares, 

and definition of the breakeven point. Financial targets can also include more detailed 

targets for instance for prices. (Raatikainen 2008, 206–207; Rope 1999, 20-21, 132-133; 

Vuokko et al. 2003, 135–136.) 

 

The marketing communications targets should be divided into more detailed sub targets 

that represent the efficiency of communications. They should also be defined per com-

munications tool, communications channel, customer target group, sales person, or for 

example region; the positioning targets described in chapter 5.2 are also marketing 

communications targets. It is impossible to create a plan without the sub goals as each 

action requires a concrete target according to which it will be planned. The targets 

should also be set separately for internal and external communications.  (Raatikainen 

2008, 206–207; Rope 1999, 137-138; Vuokko et al. 2003, 135–136, 139.)  

 

According to Company X franchisor, the main target for franchisee’s store launches is 

to get a certain defined number of people to the new store as soon as possible in order to 

reach the breakeven. Company X’s experience shows that once a certain number of dif-

ferent customers has visited the shop and experienced the service concept, the breake-

ven realizes and positive financial results will follow there onwards. The process of 

changing a first-time-visitor into a member is well established; however the challenge 

for the launch marketing is how to get the mass of right kind of people aware and inter-

ested in testing as fast as possible. The interviewed franchisees also stated that the cus-

tomers were needed inside the shop in order to present the service offering most effec-

tively. In addition to the main launch target the franchisor sees the number of products 

sold as an important key figure to be followed as it correlates directly with how well the 
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service concept has been executed, and how good the customer feedback is. Franchisor 

also sets some financial targets for the franchisees.  

 

Target setting among the franchisees varied a lot from no defined targets at all to very 

specific targets. Initial target for most of them was to get as many potential customers as 

possible inside the shop. One interviewee also mentioned membership related targets; 

the target was to get 10 people inside off the street and turn an average one of them into 

a member. Financial targets were not defined specifically during the interviewees but it 

was clear that they existed.  

 

 

7.2 Target groups 

 

A good knowledge of the customer target groups is essential in matching the marketing 

activities according to target groups’ needs and operating methods; it will assist in 

achieving sales. Due to the importance of the target groups when planning launch mar-

keting activities the concept is discussed more in details. Effective and efficient com-

munications is needed for creating awareness or brand image; for informing prospective 

customers about the availability of products and services. The goal of marketing com-

munications is to create an impact on the recipient; in order for sender or the company 

to be able to communicate effectively it needs to know the target group, be able to for-

mulate the message, and communicate the message so that the target group receives it. 

In other words the target group defines what should be said and where in order to 

achieve the communications goals. The receiver (customer) must also have the ability to 

decode the message i.e. understand the language, terms and symbols. The target groups 

will be the starting point for all marketing communications planning. (Czinkota & Ron-

kainen 2010, 397; Raatikainen 2008, 22; Vuokko et al. 2003, 13, 27-29, 203.)  

 

Raatikainen (2008, 21-22) writes that the consumers differ by demographic, geographic, 

situational, and psychographic factors. Demographic factors include age, gender, race, 

nationality, income, education, size of the family, stage of life, civility, profession, lan-

guage, and living conditions; the demographics can be easily be found in existing statis-

tics and registers. Geographic factors include details such as zip code, city, country, or 

whether the people live in a city environment or countryside. These things are also rela-

tively easy to find out. Situational matters such as if the service is consumed during 
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work hours or free time, and what time and where the consumption happens are often 

figured out by conducting a marketing research. Psychographic features include person-

ality, lifestyle, values, attitudes, and culture; it is often difficult to figure out why con-

sumers act the way they do, many things happen without the person being aware of it 

himself. According to Kautto & Lindblom (2004, 19) the customer target groups need to 

be defined and segmented in sufficient detail in order to be able to build a successful 

brand. In addition to the basic demographical factors the importance of potential cus-

tomers’ appreciations, life styles, and purchase behaviour is becoming more and more 

important.  

 

A targeted marketing plan starts with identifying the primary audience segments. The 

potential customers’ purchasing behaviors i.e. demand is studied and analyzed, the 

segmenting criteria is selected, and the customers are divided into the segments. Deci-

sions must be made on how to reach each of the intended target audiences without wast-

ing valuable resources. Therefore it is often selected which customer segments are 

worth spending marketing resources. Strategy can be centralized when a certain target 

group is selected; selective when several customer target groups are addressed accord-

ing to their characteristics; or unsegmented when the service is offered to all possible 

target groups via mass marketing – however the latter requires that all customers have 

similar needs.  (Czinkota & Ronkainen 2010, 397; Raatikainen 2008, 23.) According to 

Ruskin-Brown (2005, 14) marketing should be addressed to a specific group of custom-

ers only; no firm today can achieve success by trying to be all things to all people. The 

companies must be close to particular customers in order to build profitable relation-

ships; this means some potential customers will be ignored. Service marketers must 

address this issue and it should be clear on what basis the choice is made: is it for long-

term profit, market penetration, short-term gains, or something else. Ruskin-Brown 

(2005, 14-15) continues that the service marketers should never be satisfied with what 

they know about the customer. Although information costs money the 80/20 rule often 

applies i.e. the first 20% of information will be cheaper per quantum than the remaining 

80%, and will often enable the service marketer to make 80% of the key decisions.  

 

It will be possible to interpret the selection criteria that guide target groups’ purchasing 

decision only by identifying the target groups’ characteristics (Rope 1999, 106). Ac-

cording to Vuokko et al. (2003, 14) the best way to know the target group is by experi-

ence, by meeting up with them. It is important to know how to listen to the target groups 
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whether it will be via face-to-face communications, received feedback or studying the 

target groups. It should be known how to actively take an advantage of these situations 

in order to get to know the target group better. 

 

As a summary an exact definition of the target groups is essential in order to be able to 

select what communications tools and channels should be used in order to influence the 

target groups. Different channels and tools can have different target groups; depending 

on which target group a certain channel reaches the best. (Vuokko et al. 2003, 142-143.)  

 

Company X targeted marketing strategy is mainly combination of demographic and 

geographic strategies; its target audience consists of all the men within a certain location 

i.e. defined area around the shop. The franchisor’s comments regarding the target group 

were discussed in the chapter 5.2. One of the interviewed franchisees struggled with the 

target group thinking in the beginning; the marketing person in him was convinced that 

there must be a more specific definition for target group i.e. a certain age, income and 

type of work. However he admitted that his thoughts were changed after opening the 

shop; he felt the franchisor was right after all, the main target group includes all men. 

Yet the broad target group makes it difficult to do good marketing, and therefore this 

franchisee is planning to study the behavior and psychologic factors of current custom-

ers, both members and non-members. His view was that figuring out the common thing 

between the customers, in addition to gender, would increase the percentage of how 

many people out of all visitors will be turned into members; it would also ease up the 

marketing planning. This psychological strategy that looks for certain desired personali-

ty would be a good addition if the common factors between the customers can be identi-

fied. As mentioned earlier by the franchisor, the common nominator may be the women. 

Some franchisees also mentioned women being one of the target groups; a mean to in-

fluence men. There were for example campaigns were flyers were distributed in events 

targeted to women only. 

 

Based on the franchisee’ interviews there was some variation in customer target group 

between countries, such as age related. Some defined customer target group being 18-65 

or 25-50 years old where as one included all ages. Even if the total age group was wide, 

the main marketing target group was at some cases for example 20-40 years old men. 

Children i.e. boys were a customer group in Spain whereas in Germany they were total-

ly missing. In Spain the visit to the shop was sometimes seen as a family event as well, 
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their main target groups were young adults, and fathers with their son. In general even if 

the target group included all ages it was seen that different marketing tools were needed 

in order to reach the people; for example in one country the older generation was listen-

ing to radio and reading newspapers whereas younger generation was better reached via 

social media.  

 

In some countries there has been a long history and existing traditions in the particular 

field of business, and that created high expectations and standard levels among the cus-

tomers. In some cultures it was also seen that people were suspicious by nature; nothing 

can’t be free, there must be something hidden. Gaining trust in these cultures had been 

slow and difficult; customers had to visit the store for a long time before they were 

ready to recommend it to someone.  

 

Consumer behavior related features were discussed in interviewees. Some franchisees 

described the customers as people who dress-up and take care of themselves. Dressing-

up didn’t necessarily mean suite or white collars; it could also mean being classy, styl-

ish, artistic or hipster; freelancers and designers, people interested in dressing up. Span-

ish culture was seen to support the field of business as tidiness, stylishness and trendi-

ness are valued; whereas in Sweden the service was seen in general more as something 

that takes time from more important things i.e. the more convenient the service is the 

better. 

  

Location was an obvious topic. Geographical targeting was used a lot and all interview-

ees signed the franchisor’s definition of the target area around the shop being small, and 

the main customer target group being people near the shop. However in one shop people 

walking around the store didn’t necessarily belong to the target group as there were lots 

of tourists as well. Description of the area around the shop varied between 2-7 blocks or 

1-2 km. All franchisees agreed that the variation between customers in one shop is 

amazingly huge even if the location of shop does affect the biggest customer group. A 

shop in a business district or financial center has lots of business people as customers 

whereas the so called white collar men were missing in some shops totally as there 

simply were no companies nearby where men would be working. At the same time two 

shops in a same country, even being very close to each other can have very different 

markets and target groups. In general franchisees agreed that the customers were mainly 

people who bypass the shop regularly anyway.   
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In Spain the target group was also divided very clearly by nationalities; different lan-

guage versions were also required. The biggest group was Spanish men, second biggest 

Finnish men, and the third group consisted of different nationalities such as British and 

Swedish.  

 

Income was mentioned in one of the interviews. In the particular country the Company 

X price level made it a bit expensive; therefore the marketing activities were targeted 

towards working people with good education and income. The income level of custom-

ers varied but students and unemployed people didn’t really visit the shop. On the other 

hand in another country the students were part of the customer group. 

 

Some of the interviewed franchisees had experiences on purchased marketing contact 

lists but they were not seen useful or efficient without brand recognition or ability to 

target better. However some of the franchisees had done targeted campaigns for exam-

ple for city employees or distributing direct mailing to companies nearby.  

 

It is also worth remembering that launch marketing has other target groups as well in 

addition to the potential customers. These other target groups can be for example local 

media, local community such as sports clubs and associations, and potential partners; 

companies that have the same target group and can offer additional benefits for the 

Company X members. A company can also be willing to influence on its suppliers, fi-

nanciers or authorities. One extremely important target group not to be forgotten is the 

own personnel; especially in service marketing the campaigns must be sold to own per-

sonnel first (Vuokko et al. 2003, 16). According to Rope (1999, 138) it is very im-

portant to define all the groups that can benefit or contribute the launch of a company or 

service. The better and more specifically all the target groups are defined, the easier it is 

to plan and execute the launch communications.  

 

Most of the franchisees were targeting only potential customers with their launch mar-

keting activities. One main issue that caused many problems was the lack of internal 

marketing and communications before the launch. Creating a local partner network was 

on every franchisee’s agenda however it was not seen as part of the launch marketing 

due to the lack of Company X brand awareness. Getting partners before or soon after 

opening the first shop was seen difficult also because it was either common that compa-
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nies or people were not used to helping each other, or the potential partners didn’t see 

the benefit for them. The franchisees that had been on the business longer or had more 

than one shop had partners but the general view was that creating the partner network 

should only happen after the launch marketing activities.  

 

 

7.3 Service promise and main message 

 

Content of marketing is based on customer, or service promise as in the case of Compa-

ny X. A company can succeed well in giving promises but fail in keeping them if the 

experienced quality becomes poor. Therefore the service promises must be fully con-

sistent with the store concept, marketing, and all operations. Often the long-term im-

plementation of original customer promise combined with a high quality performance, 

and consistent marketing leads to best results. Creating positive experiences and image 

requires always long-term working whereas bad experiences and images occur in a 

flash, and are often extremely difficult and slow to fix. Therefore when launching a 

company the first impression is crucial; it is important to do things correctly right from 

the beginning. (Grönroos 2010, 342; Kautto & Lindblom 2004, 22, 30.) Ruskin-Brown 

(2005, 15) also adds that a successful service marketer doesn’t promise what can’t be 

delivered; he rather under promises and over delivers. Company X service promise is to 

make happy and handsome men; professional service satisfaction is guaranteed.  

 

When a company is launched in a new area the company needs to communicate about 

the services or organization to someone who has never heard anything about them. The 

most challenging situation is faced when the target group’s whole frame of reference is 

different and strange, for example if they speak different language. Even more im-

portantly they may value very different things, and their operating environment and 

experiences can differ a lot. Therefore it is not always enough to just translate the mes-

sages and texts; it is also important to promote those service features that are important 

in the particular culture, and do it in a way that is appealing in that context. Customer 

oriented marketing means that the barrier is not that the customers don’t know the com-

pany but the company doesn’t know the customers. Therefore the message content 

should always be planned starting from target groups’ buying motives i.e. what the con-

sumer is really buying. Despite the goal the sender must study receiver’s characteristics 

before encoding the message in order to achieve maximum impact. Encoding a message 
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means that it must be converted into a form that the receiver will properly understand it. 

The idea may be global but it may require some tailoring in order to suite the local mar-

ket conditions and regulations. (Czinkota & Ronkainen 2010, 376-377, 577-578; Rope 

1999, 107; Vuokko et al. 2003, 14-15, 325.)  

 

The franchisor has local franchisees to support but the franchisor need to acknowledge 

this when making decisions that affect the whole chain; the franchisor must make a de-

cision on whether to standardize or localize marketing, and to what extent. Standardiza-

tion means that only minor modifications or proper translations are used in all countries; 

the advantages include maintaining consistent image and identity, cost savings, and less 

confusion among people who travel frequently. According to standardization view there 

is an assumption that consumers have similar buying motives. Assumptions can be even 

dangerous as there may be huge differences between countries such as cultural, eco-

nomic, legal, media etc. Therefore different messages should be used to reach buyers in 

different markets. The franchisor needs to determine which adaptations are needed or 

most appropriate in different situations; the most important thing is that the decisions 

have been made consciously. (Omar 2009, 374-377.)  

 

Company X franchisor says that in general the message is planned according to the se-

lected media, and its target group. For example a motorbike, sports or women maga-

zines can have the same visual image, the look and feel, but the message would be dif-

ferent. Based on this information the Company X leans towards the standardization 

strategy. The interviewees’ comments were focused mainly on the visual side, however 

there were some points mentioned. One concern was that the so called elevator speech 

was missing, how to tell a potential customer in thirty seconds what is so special and 

different about the Company X; at the time of the interview the best way to describe it 

was to ask people to visit the store and experience it themselves. According to one of 

the franchisees the content should be something more interesting in general like telling a 

story. The writer’s view is that the brand-new value, mission and vision process is a 

good step towards better direction in this sense as well. The other franchisees’ com-

ments were related to cultures; that the messages must be aligned with the particular 

culture and habits. For example some of the selling points used in Finland were not rel-

evant in some countries as they didn’t differ from other competitors at all.  
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7.4 Media selection 

 

In media selection the decision is made on what media and vehicles will be purchased, 

at what time, and what price. When selecting the launch marketing communications 

media it is important to keep in mind the basics of integrated marketing communica-

tions i.e. that the strategic marketing decisions such as target group selection and posi-

tioning are same for all communications means. This enables synergy benefits, and de-

creases the amount of communications and resources needed. (Pelsmacker et al. 2004, 

234; Vuokko et al. 2003, 325-326.) When launching a company or product it is also 

important to find the most effective channel to communicate the desired message to the 

selected target group, in such a way that the targeted image comes across as planned. 

The most important thing when selecting media is not the media itself but its ability to 

deliver the planned communications message to the target group. There are many phas-

es where things can go wrong; for example if the target group will not be exposed to the 

ad at all due to wrong media selected, ad doesn’t stand out from the surroundings, or it 

is not interpreted correctly. The order of the planning process is also important; starting 

from defining the desired impact continued by considering how to create the impact on 

the selected target groups; what are their motives, and which media meets the needs the 

best. The media selection must be done only after defining the content of the message. 

(Rope 1999, 107-108; Vuokko et al. 2003, 209, 211-212.)  

 

Marketing means can differ a lot depending on the target; for example if the target is to 

keep the current customers, or to get new ones. According to Grönroos (2010, 341) in 

the beginning when potential customers don’t have any information or interest towards 

the company and its services, the main purpose of marketing is to create attention and 

interest towards the company. This is often done via traditional marketing i.e. advertis-

ing, sales promotion and public relations. It may also be that one tool is used for inform-

ing, another for creating an image, and the third one for triggering a try-out. In most 

cases the definition of the most effective, rational and economical way requires external 

special expertise. (Vuokko et al. 2003, 149, 151.) 

 

Czinkota & Ronkainen (2010, 570), Omar (2009, 377-378) and Vuokko et al. (2003, 

228-230) list the following quantitative media selection criteria to be considered: 
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 Media availability – are all medias available in the area 

 Coverage or circulation – how many percent of the defined target group can be 

reached 

 Selectivity – how well a certain target group is reached, what are the media hab-

its of the target group(s) 

 Frequency – how often or many times the target group will be exposed to the ad 

 Geographical flexibility – media’s ability to take into account the different needs 

of different regions 

 Speed – how fast the message can be delivered if necessary 

 Costs – total costs including media space, planning and production but also the 

cost per contact  

 

Effectiveness and especially how to measure it can be difficult due to lack of reliable 

data in some markets. It is always advisable to be critical when reading the media data 

as for example the circulation data may be fabricated. (Czinkota & Ronkainen 2010, 

572; Pelsmacker et al. 2004, 234.) 

 

There are also qualitative criteria to be considered; such as image-building capacity, 

ability to deliver the desired message content and form, amount of noise i.e. how easy it 

is to notice the ad within a certain media, and media attention value i.e. what is the me-

dia’s ability to get target group’s attention, and how important the media is to the target 

group. The image of the media will affect the image of the company or service that is 

advertised in the media; however media can also be selective as they want to have as 

good material as possible. As a summary, the media selection must fit the target group, 

service of the company, marketing message, objectives of the campaign, media mix, 

competition situation, budget, and corporate strategy i.e. where the company wants to 

be seen. It is important to reach the target group both physically and emotionally. 

(Vuokko et al. 2003, 231- 232, 235.) 

 

Once the media has been selected there are tool specific decisions to be made when cre-

ating the media plan, such as target, target group, message and channel. Even though 

they all have one common goal, each of the channels will have its own more detailed 

target. The common target can for example be the successful launch of the service with-

in the market; but for example the target of public relations can be to get the opinion 

leaders to test the service, and the target of consumer advertising can be to create 
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awareness of the company. The strengths and weaknesses of each mean need to be 

known, and as mentioned earlier all selected tools must be integrated into a single whole 

to reach synergies. (Vuokko et al. 2003, 158-159).  

 

 

7.5 Marketing communications tools 

 

The interviewees’ launch marketing tactics used were more or less ‘test and see’ method 

i.e. trying as many different things as possible and continuing with those that were 

working. The franchisees mainly started doing same activities that their Finnish col-

leagues had found effective; however it was quickly noticed that some of the launch 

activities used in Finland didn’t necessarily work in different regions. Almost every-

thing else but sponsoring was tested. A lot more marketing is needed when a totally 

unknown brand enters into a new market which in this case was often a much bigger 

city compared to towns in Finland. There is also more noise i.e. other marketing and 

events around in larger cities which makes it more difficult to stand out.  Marketing 

must be planned and executed longer-term, for example in Finland most people know 

about a certain thing after a 3-day promotion but it doesn’t work similarly in the bigger 

cities. There were different views among franchisees on whether general brand aware-

ness marketing should be done or not, if it makes sense as the geographical target area is 

so small. The dominant view was that the brand awareness should be created bottom-up 

meaning through business itself but there was also an opposite view from top to down; 

fulfilling the brand by creating general brand awareness via more marketing.  

 

The franchisees also acknowledged that some of the unsuccessful launch marketing 

activities might have worked with better preparation; especially better and more struc-

tured training of personnel on launch marketing before opening the store. This was 

mentioned in many cases; therefore some of the bad experiences described next may be 

avoided and turned into success by simply increasing the internal launch communica-

tions.    

 

Personal networks were seen as a huge advantage and an important marketing tool 

among the franchisees that were local, or had lived in the country or area for several 

years. Networks were used for word of mouth and direct marketing campaigns. One 

franchisee ranked the network as high as the second most important marketing channel. 
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Personal connections with marketing specialists and some local culturally aware people 

were found beneficial as well.  

 

Personal selling is an important part of the Company X marketing as it was clearly seen 

by the franchisees that the potential customers are needed inside the shop in order to be 

able to present the service concept. Personal selling is done during all customer interac-

tion situations due to the nature of service business. One form of personal selling called 

‘street fishing’ was commonly used at least in Spain. The employees stand at the door 

greeting people when they don’t have customers. It is natural and part of the Spanish 

culture that everyone greets everyone; therefore it worked well and it was seen as an 

important channel to bring in new customers. Nearby hotels and their reception person-

nel including concierges were also a remarkable target group in most areas. Hotels have 

their own databases and whenever guests request for any services they are able to rec-

ommend service providers. Hotels and their important employees were personally visit-

ed, and marketing materials were left behind. Franchisees expressed that they have re-

ceived many customers via hotels; one franchisee considered hotels to be the third most 

important marketing channel after e-commerce marketplace Groupon and the personal 

networks. In addition to the examples mentioned before, personal selling is also an es-

sential part of most of the marketing communications tools and channels discussed fur-

ther. 

 

Pure print advertising was seen inefficient, expensive and hard to measure, and there-

fore unpopular. Another struggle was how to identify and select the right newspapers 

among for example twenty existing local newspapers? There were also cultural differ-

ences; for example in Spain the print coupon ads worked well for Finnish people in the 

area as they cut out the coupon whereas Spanish would never do it. The franchisee in 

Germany did a six-month trial on a free local biweekly magazine concentrated on 

events and happenings but didn’t use it any more when opening the second store. Poster 

advertising on the other hand was done in partner premises and inside own stores. One 

franchisee had also done a small general brand awareness TV spot with the local televi-

sion; some people came but the franchisee considered the real effects to be difficult to 

evaluate.  

 

Outdoor advertising played an important role in franchisees’ launch campaigns due to 

the small geographical target area; it should be utilized as much as possible. Window 
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tapes where one part of the outdoor marketing and they were installed together with the 

opening advertisement as soon as the store space was rented. Experience has proven the 

window tapes being an essential part of the launch marketing. A-stand posters outside 

the store were used a lot as well. Big outdoor banners were used in squares and train 

stations at least in Germany. Especially the huge banner in the plaza received good 

feedback from the customers; it was noticed and cost efficient. Another creative outdoor 

campaign mentioned was a use of a street painter.   

 

Public relations campaigns were also used when opening the stores. A few articles 

based on press releases and interviewees were published in different regions. In some 

areas the franchisees were having difficulties in getting them through, and they were 

planning on putting more efforts on the press relations when opening the next stores. 

The identification of the right newspapers and magazines as well as creation of good 

relationships with the journalists are important. The best scenario is if the journalists 

can be invited for a free trial in the store; the concept can be explained and answers giv-

en to their questions at the same time. However ensuring extra ordinary good service 

would be essential in order to get positive publicity. Getting news, stories or articles 

published may also require paid advertising. The franchisees found the impact of arti-

cles hard to evaluate.     

 

One of the most used sales promotion tool during launch marketing was called the 

‘free week’ campaign; it was offered in all locations during the opening week. Free 

service was given either with or without a flyer or coupon; but there was no remarkable 

difference between the two approaches. The main target was to get as many men as pos-

sible into the shop in order to be able to present the concept idea. The free week cam-

paign has been very successful in Finland but the experiences abroad varied a bit; how-

ever it was also seen that some of the obstacles could have been avoided with better and 

more proper preparations.  

 

The main issues were related to either cultural or internal issues. In some cultures peo-

ple appeared to be very suspicious by nature, and simply refused to believe that some-

thing can be free; discounts worked better in those areas. The ‘pay-with-a-tweet’ men-

tioned in the social marketing mix chapter 3.5, or other social media recommendation 

could be worth trying. Whereas some franchisees struggled, in some other countries 

people were extremely happy about the campaign. Unknown brand also partly created 



79 

 

the difficulties.  Internal issues were seen by all franchisees, and they were related to the 

lack of personnel training i.e. explaining the targets to avoid possible resistance towards 

discounts and free offerings and to ensure the membership and product sales. Interview-

ees also proposed that it would be good to have one or two more experienced employees 

leading by example during the opening week.  

 

Flyers were another tool used a lot during the launch period, but other street promotion 

campaigns were conducted regularly at other times as well. The content of flyers varied 

from service or membership discounts to advertising the opening and free week. They 

were distributed via other shops and on the streets by personnel or interns. In some 

countries they worked well and were seen important whereas in some other areas they 

didn’t really work. In some big cities flyers were very common and huge amounts of 

them were given out daily; the amount of flyers made it difficult to stand out, and re-

quired distribution of thousands of flyers. It should also be noted that in some regions 

permission is needed to distribute flyers. Flyers were considered to have two sides as on 

the other hand they may be seen negative as well by giving a cheap image. Discount 

coupons were given to new customers but coupons in magazine on the other hand were 

mostly seen useless.  

 

The parent company’s support in training matters was missed by the franchisees; such 

as tips on what kind of people should be approached when distributing advertising fly-

ers on the street, how should they be approached, and what should be said. It was 

learned for example that men walking alone were not good targets, neither were bums 

part of the target group. The person distributing flyers affects a lot, as one of the inter-

viewees said the game can be over before the flyer is even seen. Both Company X per-

sonnel and external non-professional people were used in flyer distribution. In many 

countries it is possible to hire professional promotional staff to do the distribution how-

ever the higher cost may be an issue. Despite on who were used for distributing the fly-

ers it was agreed by all franchisees that a proper training is needed. Therefore some 

franchisees also saw the online channels being a lot easier when the people effect and 

the numerous things that come along were missing.  

 

Direct marketing campaigns done were both print and electronic. Purchased contact 

list were considered as waste of money due to the missing brand recognition and ability 

to target properly. Printed direct mailing was targeted to men working nearby the shop 
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i.e. the companies in the area. Targeted campaigns were also used according to male 

dominated professions; for example city employees, police force, and firemen were tar-

geted. Franchisees also used existing customer database whenever opening second or 

third store; non-addressable campaigns had to be used when opening the first store. Di-

rect email campaign contacts were done either via business-oriented social networking 

service LinkedIn, other personal networks, or purely by looking for potential contacts 

via internet. One franchisee used LinkedIn to send out personal messages with a cou-

pon, and gave the recipients permission to share the message with their contacts. He 

also sent one reminder note. The campaign was time consuming but effective; the open-

ing percentage of both emails was a remarkable 60-70%. Another direct marketing tool 

mentioned was bulletin boards but it was only at planning phase.     

 

Promotional events were used mostly in Germany only; there they were seen more 

efficient than distributing flyers only, especially when during events there was a chance 

to talk to people. There were several different kinds of events such as customer events 

and happening inside the own stores, and small promotional stands in partners’ or other 

companies’ premises. Own Company X men’s evenings had entertainment such as beer 

and DJ, and basic services were offered during the events. However attracting people 

was considered challenging in a big city full of happenings every day. Own events were 

advertised via flyers, customer emails and social media, but also by music and candles 

outside the shop in order to attract people passing by the store during the event. Office 

promotions were often ordered by companies who wanted to offer the services to their 

employees or customer. During those events the Company X had a chance to promote 

the concept by talking to prospects, performing their services, and distributing promo-

tional materials. Usually the best way had proven to be arranging the external company 

events in their premises rather than in a Company X’s shop. Manly happenings were 

also arranged around fashion events, local cigar club, and for example Movember which 

is an annual event to race awareness of prostate cancer. Experience has shown that the 

best events were arranged together with partners, and it will be best to hire the promo-

tional girls via an agency as will guarantee that they show up. It is also notable that even 

though the promotional events work well there must be enough staff to release to the 

events. The German franchisee’s next plan is to visit the companies nearby, and try to 

get promotional stands for a couple of days for example in their lobby.  
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Creation of partnerships was seen extremely difficult in the launch stage mainly due to 

lack of the Company X brand awareness when opening the first store in a new country. 

The franchise concept model includes the partnership element where local partners and 

Company X offer additional value, benefits and marketing support to a common cus-

tomer group. Marketing support can be for example distributing each other’s flyers, 

arranging joint promotional events, or offering free Company X services in the partner 

company’s events. Additional marketing added value was also seen for Company X 

when a customer uses the Company X member card in another local company, and 

someone may ask what the card is about; there will be an opportunity for word of mouth 

communications. According to the interviewees it was easy to identify suitable potential 

partner companies with the similar target group but it was difficult to get them con-

vinced about the mutual benefits of the partnerships. There were also some cultural re-

strictions as in some countries it was said to be common that companies don’t help out 

each other. One franchisee also commented that the partnerships are a good idea and 

can add value after the membership exists, however they don’t really affect customer’s 

decision making when they are purchasing memberships. Samples of existing partner 

companies included local coffee shops or pubs, sports club and wellness spa chain, 

gyms, hotels, golf companies and clubs but also online shops like Outfittery and Zalan-

do.  

 

Basic word of mouth marketing was seen valuable but sometimes slow; in some areas 

it has been very slow and it only started to add value after some years. Gaining trust 

seems to be difficult; people must visit the shop for a long time before they can recom-

mend it to someone. Word of mouth is perhaps easier and more effective in the online 

world, and the best scenario is when word of mouth can be combined with for example 

an online offer; someone recommends a person the Company X and the person checks 

if there are any available discounts online. Both are often needed, and the online dis-

counts are commonly used for service trials. One way to use WOM marketing is to use 

spokes persons such as celebrities or known bloggers. One franchisee for example had 

an idea to use known hockey players as spokes persons.  

 

Online communications and especially social media and email campaigns were recog-

nized as an important and modern way to communicate and advertise by the franchisees. 

The experience level varied a bit but everyone was using e-communications. Main ob-

stacle was definitely the lack of resources; especially time as franchisees were mainly 
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creating social media marketing by themselves. The corporate website including the 

language and country versions is the franchisor’s responsibility. There was some kind of 

renewal project ongoing while writing this report, and therefore the website is not dis-

cussed here. Online or social media strategy or guidelines were not discussed with the 

franchisees but the writer’s assumption is that such strategy or policy doesn’t exist at 

the moment. Every bigger company and especially a franchise chain should absolutely 

have a strategy and guidelines in place. Crises communications is also something that 

franchisees should be prepared in advance as bad publicity can make huge damage 

quickly in social media if not handled correctly.   

 

An important remark received from one of the franchisees was related to the naming 

policy of the different stores in social media. According to the franchisee the most im-

portant thing is to name the company or store exactly the same way throughout the dif-

ferent online channels, as well as keep the details such as address, opening hours and 

business licence uniform. The most important thing for Google search engine is that it 

can trust that the store really exists. If the names and details conflict in different chan-

nels it may decrease the search engine visibility. The franchisee also added that it is 

extremely difficult or sometimes even impossible to change the naming after creating 

the accounts. Therefore it would be advisable for franchisor to define the naming policy 

for franchisees. Unified naming would also help customers to find different stores 

where to utilize their memberships.  

 

Franchisees also commented some of the content of franchisor’s social media channels 

like Facebook. The franchisor’s view was that the social media channels are different or 

used differently across countries; however whereas there may be differences between 

the most popular channels it seemed like the consumer behaviour was not so different 

after all at least in the particular regions. It may be that the franchisor’s knowhow on 

social media hasn’t been adequate, or the chosen strategy has originally been wrong. 

Maybe it would be worth researching if the Finnish people are really behaving different-

ly, or if there is an improvement need in the strategy in Finland as well. The content 

must be interesting, social and interactive as discussed earlier.  

 

The social media channels and tools mentioned in the thesis are briefly described in 

appendix 4. There are regional differences on the social media platforms’ popularity and 

this is important to note when starting to plan the launch marketing campaigns. For ex-
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ample according to the We Are Social’s report the top active social networks in Germa-

ny were Facebook (38%), Google+ (9%) and Instagram/Twitter (7%); whereas in the 

United Sates they were Facebook (41%), Twitter (17%) and Pinterest/Instagram (15%); 

and in Spain Facebook (44%), Twitter (24%) and Google+ (21%). Similarly whereas 

WhatsApp is the number one social chat app in Germany and Spain, it is not at all on 

the United States’ list. The other top social app in Germany and Spain is Facebook 

Messenger whereas in the USA the two most common are Facebook Messenger and 

Snapchat. (Kemp 2016.) 

 

Facebook is still clearly the number one platform even though it may be used a bit dif-

ferently. Interviewed franchisees all had a Facebook account, and it was usually the first 

channel to start with. The targets concentrated mainly on increasing the number of 

‘likes’; for example one of the franchisees was planning to do a campaign in order to get 

more likes, and offer some kind of benefits for likers. One franchisee also mentioned 

that his store has received more reviews in Facebook compared to the other online 

channels. At least one franchisee had also used Facebook advertising but the results 

were not discussed during the interview.  

 

Kemp’s (2016) statistics also included Facebook user profiles divided by age groups 

and gender in Germany, the United States and Spain. There were in total 29 million 

users in Germany, 192 million in the USA, and 22 million in Spain. Interestingly the 

Facebook was more popular among male than female within the 20-49 years old group 

in Germany, whereas in the United States it was the opposite, and in Spain equally 50-

50%. The number of men’s Facebook profiles according to age groups in these coun-

tries is defined in more details in table 4 (Kemp 2016, modified).  

 
TABLE 4. Active Facebook user profiles by gender and age group including percentage 

of the total users in Germany, the United States and Spain (Kemp 2016, modified) 
 Germany United States Spain 

13 – 19 years old men 1.9 million (7%) 7.3 million (4%) 0.6 million (3%) 

20 – 29 years old men 4.8 million (17%) 27 million (14%) 2.7 million (12%) 

30 – 39 years old men 3.3 million (11%) 19 million (10%) 2.8 million (13%) 

40 – 49 years old men 2.4 million (8%) 14 million (7%) 2.3 million (10%) 

50 – 59 years old men 1.5 million (5%) 10 million (5%) 1.3 million (6%) 

60+ years old men 0.9 million (3%) 9.7 million (5%) 0.8 million (4%) 

Total  14.8 million men (52%) 87.5 million men (46%) 10.5 million men (50%) 
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Google+ is similar to Facebook, and the channel was mentioned by only one franchisee: 

the impression was that it is not used very actively. Anyhow it is still advisable to create 

a Google+ account and add the company details there in order to support findability via 

Google search engine. Google AdWords, the paid advertisements on the other hand 

were seen extremely important at least by one of the franchisees. The AdWords cam-

paigns can be geographically targeted quite precisely.  The same interviewee mentioned 

also that the AdWords campaigns were supported by the franchisor.  

 

The photo and video sharing portal Instagram wasn’t much talked about by the inter-

viewees; one mentioned that the account is opened and another that it is sometimes 

used. A quick check at the time writing the report revealed that three of the four inter-

viewed franchisees had an Instagram account, and the impression was that they were 

getting more active. Twitter that allows users to send short messages called tweets 

wasn’t much explored or used either, and the photo sharing website Pinterest wasn’t 

mentioned at all. LinkedIn which is more of a business-oriented social networking ser-

vice was used only when sharing the message throughout franchisees’ own networks.  

 

Groupon is a global e-commerce marketplace connecting subscribers with local service 

providers and other merchants, and it was most commonly used online tool by the fran-

chisees. Franchisees’ experience was that it worked better with services only compared 

to if product offers were included. It was also found that many of the customers gave 

feedback and recommendations via the platform; and for example in Germany as many 

as 92% of the people who gave feedback recommended the Company X services. 

Groupon offers brought many new customers and good contacts which made it especial-

ly suitable for launch marketing. In the United States it was considered the number one 

marketing tool and channel; there Groupon was also considered easier compared to dis-

tributing flyers due to the need of training people. Despite the many positive sides 

Groupon wasn’t totally carefree either; there were some misuses and problems in Ger-

many, such as people entering the store in large groups, and discounts eating up re-

sources in the long run. In the USA the issues were mainly internal and related to per-

sonnel as discussed before in chapter 5. Groupon brought also some new customers 

from further away outside the target region; those were mainly one-time visitors only 

but it wasn’t seen as a major issue. Groupon offers are mainly aimed at women but the 

experience had proven that message was reaching men via them. It is notable that there 
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are again regional differences with this tool as well as; for example the Groupon recent-

ly quit its services in Finland after almost five years of service.  

 

There are also other similar services such as Let’s Deal, Amazon Local, and Living 

Social which is an online marketplace that allows people to buy and share things to do 

in the city they live in. Both Amazon Local and Living Social also worked well in the 

USA although according to news released in the end of December 2015, it looks like 

Amazon Local has stopped selling the daily deals. This just shows how quickly the 

things can change in online marketing. All Groupon, Amazon and Living Social were 

considered being easy to keep track.  

 

Other channels were also used by the franchisees. Social review site Yelp was used in 

Germany, however the ads didn’t work as effectively as Groupon, and the number of 

reviews was also lower. One franchisee also tested marketing via fashion blogger how-

ever no benefit was seen due to undeveloped blogger scene in the country at the time. 

Different kind of apps were also discussed with one of the franchisees but the existing 

apps were considered being either city apps aimed for tourists, or appointment reserva-

tion apps that were not relevant for the Company X. Very basic geographical and de-

mographical targeting was used in social media campaigns in general.  

 

Marketing materials are used in launches to introduce the service to potential custom-

ers. Uniform elements and materials both in shops and advertising media are an im-

portant part of franchise chain’s marketing; the manual includes guidelines for the cor-

porate identity. (Kautto & Lindblom 2004, 23.) According to Mattila (1998, 113-114, 

132-133) the development and controlling a unified profile in all operations is one of 

the most important tasks of a franchisor. The local franchisees are entrepreneurs and 

responsible for local marketing. Sometimes the franchisees can have innovative ideas; 

therefore it is important to guide the local activities with detailed instructions and ex-

amples on how the campaigns should be implemented locally. This applies to launch 

marketing as well. It is also advisable to check centrally the basic materials including 

stationary when a business is opened, in order to avoid most common issues within lo-

cal marketing right from the beginning. It is also important to ensure that the franchisees 

know how and in what ways the logos, other brand elements, and for example market-

ing materials can and must be used in different occasions. Well prepared profile guide-

lines make sure that every franchisee is able to operate according to the defined concept 
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and the franchisor can follow-up and guide the implementation in practice. The guide-

lines should also clearly define which materials must have franchisor’s approval in be-

forehand.    

 

The current Company X franchise manual includes guidelines for promotional materials 

such as leaflets, flyers, posters, bonus cards, ads, coupons, and shelf talkers in different 

sizes. The brand book includes examples of materials that can be used during the launch 

period, even though the launch marketing operations may vary locally. The marketing 

materials used before the opening can include flyers and email campaigns; during the 

opening week stand posters outside the shop; and later for example local newspaper ads 

or coupons – everything is supported by online marketing. But the detailed opening 

marketing plan is always designed for each case.  

 

When launching the first shop abroad it was clearly seen that a broad visual guideline 

update was needed as there was a mismatch between the concept, brand, message, and 

the visual appearance. The materials need to reflect what the company wants to be, they 

must be credible, and high standard similar to the service offered. The brand and logo 

were not known, and the materials which first impression appearance relied heavily on 

the Company X logo didn’t tell anything to potential customers; the logo by itself on 

leaflets’ cover was even connected to a gay or striptease club by potential customers. As 

these are not the Company X fields of business this clearly shows the importance of 

testing marketing materials. There may be a possible need for adaptation to the sur-

rounding market and culture. Despite the visual identity update done a few years ago 

comments still arose regarding the materials not having international look and feel. The 

Company X marketing materials are strongly visual, and brand stories were missed in 

addition to images; more feelings, something inspiring and emotional. The pictures of 

men used in the materials created some discussion as well; the franchisees’ message 

was that more international models, men with different ethnicity were needed. It was 

very obvious to all franchisees that the models looked too Finnish or Scandinavian, 

even for the next door neighbor Sweden.  

 

The importance of video materials was discussed before. Company videos that were 

shared via social media received some criticism. One opinion was that they should be 

technically better, and look more produced and not like they were shot by a smart 

phone. One comment was that the videos should be shared by people because they are 
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cool, and not because they are funny in a wrong way. In general videos were considered 

as a good tool to introduce the Company X and its products and services, and to create 

the brand image. Videos were also shown inside the stores for example in waiting areas 

in addition to online sharing. Even though different media affects the style and content 

of the material, the vision and mission and brand should be kept in mind when creating 

different materials.  

 

Marketing material creation process was also discussed with some of the interviewees. 

In most cases the materials were created in co-operation with franchisee and the fran-

chisor; the ideas and needs came mainly from franchisees, and franchisor’s graphic de-

signers were creating proposals based on the brief. Franchisees’ experiences with the 

parent company varied a bit; some were very satisfied with the support whereas some 

struggled with the missing guidelines and processes, and the difficulty of integrating 

local external marketing support into the system. There was a clear difference in opin-

ions depending on if most of the materials were produced in Finland, or whether more 

things were done locally – the latter being more unsatisfied. The franchisees’ own activ-

ity in innovating and creating campaigns also had an impact; it looked like the more the 

franchisee demanded and was involved in the process, the more satisfied he was. How-

ever the resource issues will most likely occur once the chain will grow; therefore more 

formalized process such as more detailed guidelines, ready-made templates, and perhaps 

assigned media agency partners are needed.  

 

 
7.6 Testing and risk assessment 

 

The selected marketing communications activities should always be pre-tested some-

how but it is especially important when launching something in a new environment and 

culture; only one non-functional element such as wrong communications style or non-

appealing advertising message can ruin otherwise potentially successful launch. Launch 

tests are often very small-scale studies but it is essential to test only one element such as 

message content, message style or visual design at a time. Testing is a cost-efficient 

way to confirm that the planned marketing activities work as wanted within the target 

group; if any risk factors can be fixed and in that way ensure a successful launch, the 

test has already paid back. Even though testing is often neglected, the costs are always 
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small compared to the mistakes that can be done when planning the marketing and 

communications mix. (Rope 1999, 112-118.) 

 

Testing of marketing communications elements were not discussed during the inter-

viewees; perhaps there were no tests done. Tests are anyway advisable; even if done in 

very small scale among a small group of people. For example the following elements 

can be tested before launching a company in a new region: product and service features 

such as price, name, colours, and image; and features of the company message, advertis-

ing concept, and creative design. The functionality of the elements can also be tested 

within different target groups. (Rope 1999, 248.)  

 

Risk analysis 

Risk analysis is always worth doing in order to be able to be prepared in potential risks 

that can put the launch in jeopardy; without any risk management the cost of damage 

may be high. The first phase is to identify any potential risks. Risks may be internal or 

external, and related to resources such as time, money or human resources, or to 

knowhow or skills, pricing, products, or for example the market. Brand risks such as 

name or image risk, or communications risks like inefficient message or choosing 

wrong communications channels can also exist. (Laakso 2005, 158; Pihlajarinne 2014; 

Rope 1999, 120-122.) The risks were not specifically discussed during the interviewees 

but a couple of potential risks could be seen in the collected material, they were related 

to resources and personnel. One franchisee mentioned the lack of resources as he was 

doing everything by himself; such as training, supervising, operational management, 

marketing planning, and financials. Trying to manage and control everything made exe-

cution slow. Another franchisee was concerned about the professional expertise of the 

personnel and worried about a potential risk of bad publicity in social media in case a 

customer will receive poor service.  

 

Identification of the potential risks is purely a list of risks; however it is only the first 

step. It is even more important to recognize the most important risks to focus on. There 

may be risks that need to be managed or avoided, and risks that the company can live 

with. The analysis is often done in parallel with the identification of the risks. The anal-

ysis can be done by comparing the risk probability versus its impact; a simple sample of 

a tool is presented in table 5 (Pihlajarinne 2014; Rope 1999, 123). The probability as-

sessment describes if the risk is highly unlikely, unlikely, or likely to realize; and the 
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impact assessment analyses if the risk is slightly harmful, harmful, or extremely harmful 

in case it will come true. The most important risks to focus on are the risks that are like-

ly to occur and which impact is extremely harmful. Those risks should be either reduced 

or eliminated. The importance of a risk will be medium in case the risks are either un-

likely or highly unlikely to happen, and the impact is either harmful or slightly harmful. 

The low importance risks are those that despite the impact are highly unlikely to hap-

pen, or on the other hand those risks which impact will be only slightly harmful despite 

if it is likely or highly unlikely to realize. (Pihlajarinne 2014.)   

 
TABLE 5. Sample of a risk analysis probability versus impact (Pihlajarinne 2014; Rope 

1999, 123, modified) 
Identified risks Probability Impact Risk importance 

Visualization risk (creative design 

not fitting the culture) 

2 2 medium 

Name risk (name not fitting the 

language or culture) 

1 2 low 

Marketing channel risk (target 

group not reached) 

3 1 low 

Message risk (message not under-

stood correctly) 

3 3 high 

Personnel risk (staff not delivering 

service promise) 

2 3 medium 

 

 

7.7 Implementation plan 

 

The implementation of the plan needs to be considered once the actual launch marketing 

communications plan has been created. In this phase the decisions will be transformed 

into a concrete action plan. The implementation includes defining the budget, schedule 

and other resources, roles and responsibilities, as well as all the internal and external 

actions.  

 

Schedule means planning on what will be communicated and when; defining the timing 

of the individual launch campaign elements; and for example outlining when the mar-

keting materials should be ordered. The order of the sub campaigns has also an impact 

on the affects as some campaigns will support each other. For example when launching 

a service or company the first targets will be to create media publicity; to get the jour-

nalists interested and try out the services. Internal communication should be done simul-

Probability 
1. Unlikely 
2. Possible 
3. Very likely 

Impact 
1. Slightly harmful 
2. Harmful 
3. Extremely harmful 
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taneously; everyone needs to know the targets, and how to achieve them. Consumer 

marketing should be started only after informing personnel and the media. The re-

sources may be internal or external depending on what makes sense and suites the needs 

best. It will also be important to define the roles and responsibilities; there should be 

one main responsible person for the whole launch project, and additional sub project 

owners if needed. Despite if the human resources are internal or external the responsi-

bilities must be clear; who is responsible of what, who reports to whom, what kind of 

teams there are, and what are the expectations.  (Lehtinen & Niinimäki 2005, 98-99; 

Vuokko et al. 2003, 161-163.) Budget, schedule, roles and responsibilities, and internal 

communications are discussed more in details in the next chapters.  

 

 

7.7.1 Budget 

 

The opening marketing materials are paid by the franchisor, and the budget for each 

launch is set case by case. In order to be able to make a final decision on the executed 

actions and the budget the franchisee must look for all the related cost details on the 

marketing communications tools and channels before making the plan proposal to the 

franchisor. The more detailed the budget and cost estimations are, the less surprises will 

there be. Depending on the situation the decision is often done either on how much 

money will be spent, or how much money will be available when making the initial 

budget. Marketing communications should be seen as an investment rather than cost as 

the target is to reach long-term effects.  

 

According to Vuokko et al. (2003, 145) the marketing communications costs can be 

divided into three classes which each include both fixed and variable costs: planning 

costs such as flyer design or promotional event planning; implementation costs such as 

media space or space rental; and monitoring costs such as reporting or conducting a 

feedback survey. It will also be important to define the money allocation for different 

tools according to the target setting. The most important marketing tools depend on the 

target of the campaign, company’s policies, product or service, and target group. For 

example advertising and sales promotions are especially needed when launching some-

thing new. (Vuokko et al. 2003, 147.) Rope (1999, 141) also reminds that even if the 

launch should be cost-efficient, the savings should not be the main target. The danger is 

that the launch profits will decrease double compared to cost savings, and therefore it’s 
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often better to execute the launch properly even if it costs more compared to the conse-

quences of saving in wrong place.  

 

 

7.7.2 Schedule 

 

Schedule together with the budget creates the framework for the whole planning and 

implementation of the launch marketing project. The schedule and time required in each 

step depends on several things such as field of business, type of launch, market situa-

tion, target group, resources, and launch strategy. Launch process model presented in 

chapter 4 and visualized in the appendix 6 is used to ensure that all central launch steps 

are considered and executed professionally. The launch plan including schedule often 

makes the implementation firmer and improves the power and results of the launch 

campaign. The schedule should be seen as something that boosts and eases, and not as 

something that restricts the process. (Raatikainen 2008, 206; Rope 1999, 19-20, 35-36, 

142.)   

 

The interviewed franchisees did their planning and implementation quite flexibly. One 

franchisee said that he did weekly planning, implementation and follow-up, and it 

worked well for him and allowed to adjust the activities immediately based on the feed-

back and experiences. He also mentioned that he was doing launch activities for about 

4-5 months after the opening, thereafter he switched to monthly planning mode. Anoth-

er franchisee informed that he was doing strong launch marketing starting 2-3 weeks 

before opening. The launch planning and implementation schedule is often quite inten-

sive, and the franchisees have an extensive to do list when the contract has been signed 

and location selected; the stores are usually opened as soon as possible. Therefore the 

launch marketing activities planning should start already alongside the other planning 

work as soon as the contract has been signed. The target schedule according to the fran-

chisor includes three months of planning before the launch, three months for imple-

menting the launch marketing activities followed by measurement of the executed activ-

ities. The schedule is illustrated in the figure 5. 
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FIGURE 5. Launch marketing target schedule set by the franchisor  

 

The launch marketing schedule should include all the elements starting from the situa-

tion analysis, target setting and definition of launch objectives, target groups, and roles 

and responsibilities to the actual planning of the tools and channels; followed by the 

internal and external marketing implementation, and measurement of the executed ac-

tivities as listed in the Company X launch process in the appendix 6.   

 

One simple schedule sample can be seen in figure 6 (Rope 1999, 142). The schedule 

shows that the launch marketing plan should be ready clearly before the launch, and the 

internal communications should also start on time. Another more detailed Finnish fran-

chise chain launch marketing process plan sample including the schedule can be seen in 

appendix 8. The launch process is very extensive and detailed, and the planning process 

is longer, starting six months before the actual opening but it gives a clear example on 

how to schedule the planning. It is interesting also because it was created for a franchise 

chain.  

 

 
FIGURE 6. Launch schedule sample (Rope 1999, 142, translated) 

 

 

  

planning  
3 months 

implementation 
3 months 

follow-up 

 LAUNCH 
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7.7.3 Roles and responsibilities 

 

Launching a company or a new product is always a remarkable financial decision and 

launch requires a comprehensive management of marketing methods; therefore the top 

marketing management must own the main responsibility of the launch marketing pro-

ject. The overall launch marketing process should also be one person’s main responsi-

bility at the time as it consists of so many activities. All the possible resources must be 

connected to the process, and the best possible knowledge should be used to guarantee 

the success of the launch; external resources such as market research, advertising and 

media agencies or consultants should be used in case the company doesn’t have the re-

quired knowhow or human resources inside the company. Ensuring the launch 

knowledge and resources is one of the elements where companies should not save; well 

prepared, successfully implemented and a bit more expensive launch is always better 

solution compared to poor, unsuccessful and cheap launch. (Rope 1999, 143-144.) 

 

The interviewed franchisees were responsible for the making the launch marketing plan 

proposal for the franchisor who made the final decision on the actions. Franchisees act-

ed as the main responsible person for launch marketing within their stores, and in most 

cases they actively participated the hands-on implementation themselves which ate lots 

of resources from other tasks. The resources were seen limited, and the marketing 

knowledge level of the franchisees varied. External support was sometimes used for 

example for traditional acquisition marketing as well as email and social media cam-

paigns; mostly because of the lack of franchisee’s time. External support varied from 

marketing specialists to interns and voluntary helpers, and the street marketing for ex-

ample was also done by the shop personnel. Most franchisees had a separate store man-

ager to share the responsibilities with however some franchisees struggled with the 

manager’s competence to take responsibility. Another issue was the store managers’ 

insufficient integration in the franchise concept which leads once again to the recruit-

ment process and training matters discussed before.  

 

Integrating external local marketing people into the Company X concept was found dif-

ficult, the system or process was missing. This caused the franchisee being forced to act 

as a middle man between the franchisor and the local marketing assistant. There were 

also several comments regarding the lack of high level international marketing 

knowhow within the franchisor organization; partly due to lacking resources. Fran-
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chisees felt also that the brand management guidelines needed further development as 

there was no freedom at all for doing local marketing. Probably one reason is the history 

of the chain being a Finnish only, and the implementation of the global requirements 

were not yet on the level where they should be. Developing the brand guidelines and 

deepen the marketing knowhow in the franchisor organization would enable the integra-

tion of external resources in the concept to ease up franchisees’ stress and workload.  

 

Even though there was criticism towards the marketing knowledge level and the lack of 

marketing focus, integration, planning and authority; there were also many positive 

comments regarding the parent company’s support during the launch marketing plan-

ning and launch period. In most cases the support and relationship between franchisees 

and franchisor was very tight and personal, and communications was open and frequent. 

The franchisor was described as supportive, understanding, good listener, and easy to 

talk to also in conflict situations. However nice the personal support seems it will not be 

scalable in the long run when there will be more stores opened faster. One franchisee 

also had an opposite experience on the support; he felt that he didn’t really get support 

from the franchisor but on the other hand he mentioned that in many cases it is not even 

possible to support from Finland; the support needed should rather be local. Once the 

network grows and there will be local franchisors in many countries, this will of course 

improve.  

 

 

7.7.4 Internal communications 

 

Poorly handled internal communications before the launch caused many issues for the 

franchisees; it was acknowledged and mentioned several times during the interviews by 

all franchisees. Therefore a special attention must be paid for the internal launch. Inter-

nal communication or marketing is not always included in the marketing process as it is 

often assumed that when the marketing decisions have been made, the execution is done 

as well. However these kinds of assumptions can be dangerous especially in service 

business where the marketing program and actions must be marketed internally to them 

who are expected to implement them externally. Accurate, complete and consistent 

communications from company to the employees ensure consistent communications to 

customers who form their image of the company based on everything they hear or see; 

including for example marketing activities and personal experiences in the store. One of 
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the key reasons for service communication problems is inadequate internal marketing 

communications; whereas on the other hand managing internal marketing communica-

tions is one of the strategies to match the service promises with the delivery. (Czinkota 

& Ronkainen 2010, 494; Grönroos 2010, 313; Zeithaml et al. 2006, 448, 450-452, 466.) 

 

Rope (1999, 144-146) also reminds that the launch marketing plan needs to include both 

internal and external activities. The objectives for the internal launch are to ensure the 

personnel’s awareness and required level of knowhow; make the employees to commit 

to the main and sub target of the launch, and motivate them to execute the launch activi-

ties as efficiently as possible; make sure that the staff knows the external launch activi-

ties and is able to connect their own tasks into them; and last but not least to create team 

spirit and faith on the success. The tools for internal launch marketing can include such 

as internal communications, training, and incentive systems like bonuses or internal 

competitions. Team building can be created in internal launch events where the target is 

to enhance the excellence of the new company or service. Depending on the culture, 

common symbols can also act as a connecting factor. It is worth keeping in mind that 

the external activities can’t succeed without the own organization’s trust and faith on 

the success.  

 

 

7.8 Follow-up 

 

It will be important to evaluate the success of the launch campaign and how the defined 

targets, schedule and budget were achieved; this is the only way to know if the commu-

nications process was successful. It may for example be that the company has had a 

wrong image of the target group which may have caused that inefficient or even harmful 

approach has been used. The evaluations should also be done before and during the 

campaign in order to do the right things right way; during the campaign it will still pos-

sible to make needed corrections. The collection of the data will improve the planning 

and decision making process which leads to cost savings; the risks will also be reduced 

and communications will be more efficient. Company’s knowhow will also increase 

when more information is available on what works and what doesn’t. (Vuokko et al. 

2003, 31, 163-164.) The measurement means should be defined for each communica-

tions channel and tool, and it should be done when making the launch marketing com-

munications plan proposal to the franchisor.  
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As an example, the success of a press release can be measured by in how many and 

witch media the story was published, and how big the news was. How many people 

especially those belonging to the target group was reached; and how was the quality and 

content of the news. Did the publicity create any enquires, interest towards the compa-

ny, orders, trials, or real purchases. (Vuokko et al. 2003, 297). Customer feedback plays 

an important role in addition to the financial targets. According to Berg’s (2016) study 

the latest trends in social media measurement are quality of the sales leads, cost savings, 

sales, SEO ranking, social media shares, higher conversion rates, growth of the number 

of subscribers, time spent on website, website traffic, qualitative customer feedback, 

and inbound links. The following figure 7 (Chaffey 2009, 502) gives another example 

on what kinds of sophistication levels there are on campaign objectives depending on 

the knowledge level, and how advanced the online campaign is. The initial measure is 

volume i.e. number of unique visitors, followed by the quality of the visitors and cost 

per click or visitor; all the way to lifetime value of the campaign.  

 

 
FIGURE 7. Measures used for setting campaign objectives or assessing campaign suc-

cess increasing in sophistication from bottom to top (Chaffey 2009, 502)  

 

The interviewed franchisees were following up their launch activities in many ways, 

often directly from the beginning when starting the launch activities. It was recognised 

that it is important to do only the things that work. The Company X franchise chain’s 

POS system was praised for being easy to use and proving excellent reports. The system 

allowed franchisees to follow-up different kinds of data, for example the 10-3-1 figures 
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i.e. the number of products and memberships sold per certain number of customers. 

This is the most important figure the chain follows as it has a direct connection to how 

well the Company X service concept has been followed and how satisfied the customers 

are. Financials such as sales increase percentage were followed as well.  

 

Customer feedback collection was also well established as a short customer satisfaction 

survey was sent to each customer after a visit. Customer feedback and reviews are also 

received via social media, such as Facebook, Groupon, Yelp, Amazon, Living Social 

and Google+. Therefore these tools are easy to monitor. Customer feedback has been 

positive to great extent, and the franchisees mentioned having mostly returning custom-

ers. The bigger challenge was getting the new ones.  

 

Other online measures used by the franchisees were number of likes, followers, and 

content shares. For example Yelp also provided details such as number of clicks and 

visitors; however it was unclear to franchisees how these kinds of data shows in cash 

flow. The quality of publicity in social media was also followed in addition to quantita-

tive data.  

 

Number of coupons or flyers returned; and customers coming via hotels or street fishing 

were counted too. Print ads, TV spot and press release were found difficult to measure.  
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8 LAUNCH MARKETING COMMUNICATIONS PLANNING GUIDE 

 

 

The launch marketing communications planning guide made as a result of the thesis 

consists of two documents: the launch marketing communications planning guide and 

template, and launch marketing communications action plan template. The launch mar-

keting communications planning guide and template is the main deliverable, and it was 

created in the MS PowerPoint (PPT) format as requested by the franchisor. The tool was 

considered to be well known and easy to use, and the Finnish franchisees use it as well. 

The guide includes guidelines and samples written in the notes section, and the fran-

chisees can create their plan proposal into the actual slides. The second document i.e. 

the implementation or action plan template was created by MS Excel. The main purpose 

of the template is to be used as an easy everyday operational follow-up tool and check-

list after the background analysis, definitions, and decisions on the actions to be execut-

ed have been made.  

 

The launch marketing communications planning guide and plan template is includ-

ed in the appendix 9. The guide follows the structure of the thesis by starting with the 

company in brief, strategic framework, service marketing mix, and the planning process 

roles and responsibilities between the franchisor and franchisee. The important elements 

are summarized on the slides, and more detailed information is given on the notes sec-

tion. The second part of the guide consists of the market, competitor, business environ-

ment, and company analysis the franchisee must do. The third part consists of the plan-

ning process, launch marketing goals, target groups, and marketing communications 

tools. Guidelines for follow-up, testing the marketing communications activities, and 

risk assessment are also presented. The guide ends with a template model where the 

different actions and relevant details should be added for presenting the proposal to the 

franchisor. The template table can be used in PowerPoint or copied to Excel or Word if 

wanted.  

 

The launch marketing communications action plan template illustrated in the ap-

pendix 10 is a sample of an operational tool that can be used after the final decision on 

the actions to be executed has been made. The template is based on writer’s experience 

in the field of marketing communication. The launch implementation or action plan 

includes also the schedule overview; the timeline starts three months before and contin-
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ues three months after the launch until the follow-up. Actual months and calendar week 

numbers can be added once the dates for signing the contract and launch are set; the 

launch marketing planning should be started right after the agreement has been signed. 

The action plan overview should include all the selected actions, schedule and dead-

lines, budget details, as well as named responsible persons. The notes column can in-

clude more details of the items listed on the first column. This type of an overview plan 

is an easy tool to keep track on several items; it can also work as a checklist. It is also 

possible to add more detailed steps on different actions if wanted, as seen on the win-

dow tape sample. Another option is for example to list them in the notes column after 

the schedule.   

 

There are two other simpler Excel template models included in the action plan template; 

one for easy budget follow-up, and the other one concentrated more on the deadlines. 

The sample of the budget follow-up table illustrated in table 6 includes the broad de-

scription of the marketing communications activity, for example the window tapes. The 

budget is divided into two columns where the total amount is first placed into the cost 

estimation or budget column. The amount in that column is decreased whenever an in-

voice is received or paid. With the tool it is easy to keep track on the budget i.e. how 

much will still be invoiced, and how much has been paid. The notes column can include 

more details on what the costs consist of.  

 

TABLE 6. Sample of a budget follow-up template 

 
 

A sample of a ‘to do’ table is presented in table 7. This kind of template can ease up 

following up the different actions by deadlines. In the tool the lines are added according 

to the sub tasks which are listed in the task column. The main action or project the task 

belongs to is defined in the action or project column on the left; each action can have a 

color code for easier recognition. Deadline is defined in a separate column; this is the 

main column to arrange the whole table. With the Excel filter tool it is possible to sort 

the deadline column from oldest to newest which enables the tasks to be shown in time 

order. Done column is added in order to easily hide the rows or tasks that are already 

done. When an X is market on the actions that are done; it is possible to filter the tem-
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plate so that only the empty cells are visible. Similarly it is possible to easily filter the 

view according to the main action or project, or by responsible person.  

 

TABLE 7. Sample of a ‘to do’ template 

 
 

 

 

 

 

Action/Project Deadline Done Task Actions done
Responsible 
person

PR 12.4.2016 identify correct contact persons per media most important newspapers and magazines identified AA
Window tapes 15.4.2016 x measure windows BB
Personnel 20.4.2016 training on launch activities materials prepared OK CC
Window tapes 1.5.2016 order installation (delivery of materials by 15.5.2016) email sent to installer BB
Facebook 14.5.2016 set-up the profile DD
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9 DISCUSSION  

 

 

Launching a company is an extremely important phase as it defines the future success of 

the business; it is very difficult if not impossible to improve the situation after a poten-

tially poor start. In the franchise business the launch period is even more important as 

the performance of the new store affects the whole chain’s image; therefore the service 

level must be on the same level starting from the day one. Like Rope (1999, 128) said 

the launch moment is always a time for celebration and it should be seen and heard. The 

profitability of the launch period is partly based on the human nature of being curious 

about new things. Therefore the companies should take advantage of the natural attrac-

tiveness of the new company and service, and the extra boost it gives.  

 

The Company X is on an early stage of its internationalization process, and therefore 

there are still elements and processes to be developed. However it was very clear that 

the Company X service concept has proven to be very successful and liked by the fran-

chisees and customers. The target of the thesis was to create a launch marketing com-

munication planning guide for the Company X franchisees. It is the franchisees’ respon-

sibility to analyse the regional market and the marketing channels and tools that are ef-

fective and available in the area. It was important for the franchisor that the varying 

launch marketing communications analysis and plans would be standardised, and the 

process would be duplicable and as similar as possible around the world. The desired 

outcome of the thesis project was to have a list of items and elements the franchisee 

needs to find out before the decision on the launch activities can be done; a marketing 

tool for the start.  

 

The thesis includes theories of marketing and marketing communications planning pro-

cess; and marketing communications channels and tools. The base for all planning is the 

company strategy, and the profound knowledge of the target group. Brand is the glue 

that ties everything together, and it should be visible in everything what the company 

does. The importance of analysis and collecting enough and correct background infor-

mation is higher when entering a totally new market. The information is needed in order 

to make right decisions and not wasting resources. The marketing communications tools 

and channels were introduced but since the scene especially on the online side is evolv-

ing extremely fast, it is important to stay alert and monitor the development. Particularly 
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for that reason the presented theory of social marketing mix is interesting, it concen-

trates on the social engagement and sharing instead of focusing on different platforms 

that can pop up and disappear in a flash.  

 

The new guide and standardized process developed as part of the thesis will help for 

their part in eliminating risk factors hindering the rapid growth of the franchise chain. 

The guide gives instructions on what kind of background information is needed for a 

good marketing communications plan, and what the marketing communications plan 

should contain. The benefits of the standardized process include cost and time savings 

by reducing the amount of franchisor’s and franchisees’ extra work created by incom-

plete guidance and unstandardized process; and higher profitability and return on in-

vestment (ROI) by franchisees collecting the right information for decision making, and 

finding the best possible marketing channels to reach the target groups instead of spend-

ing on activities that don’t work. The key for finding the most effective marketing 

communications channels lies in knowing the target groups properly.   

 

B2C service business is heavily dependent on the personnel who are delivering the 

brand and service promises to the customers; one of the key reasons for service com-

munication problems is inadequate internal marketing communications. The personnel 

were also clearly the number one challenge for the franchisees; most of the issues were 

related to either recruiting unsuitable people, or not implementing the internal launch 

marketing properly. Therefore the importance of constant internal communications, 

training, and motivating the personnel can’t be stressed enough. The personnel need to 

be internalized in the service concept, and be aware of the external marketing activities 

and the targets of those actions; also after the launch marketing period.   

 

Once the launch marketing communications period is over it is worth remembering that 

the marketing activities can’t stop there. Without establishment marketing the target 

groups’ interest towards the new company may decline quickly as the company hasn’t 

stabilized its position yet. Therefore the reminder marketing should be continued for a 

couple of months after the launch marketing until the brand has earned its position, and 

the so called basic marketing can start.  
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Reliability and limitations 

The purpose of the qualitative research is not to generalize but to describe or understand 

certain phenomenon, and therefore the sample size doesn’t define the quality of a quali-

tative research. More important is that the interviewees know as much as possible, or 

have personal experience on the research phenomenon. (Tuomi & Sarajärvi 2009, 74, 

85; Vilkka 2015, 150.) According to Vilkka (2015, 196) the results must also be placed 

into the social and cultural context of the interviewees; the collected data represents the 

phenomenon the way it is experienced by a certain person in a certain situation, time 

and place. Four out of the six available interviewees were able to attend the research and 

even though the interviewees represented the majority of the total group, the experienc-

es offer still a limited view on the phenomenon. The purpose of the research was to col-

lect the existing franchisees’ experiences on their launch marketing process, and where-

as the data describes their experiences widely it is notable that the cultural background 

limits the variety of the viewpoints as three of the four interviewees were Finnish fran-

chisees living abroad. Their own nationality and cultural background filter somewhat 

how they experience things in another country. Therefore the presented data must be 

reviewed as individual experiences and not to draw general conclusions. 

 

The credibility of the research is evaluated by its reliability and validity. Reliability re-

fers to the reliability and objectivity of the perception and findings; the researcher’s 

background and values affects what is being observed and heard, and how the interpre-

tations are made. Validity refers to if the conducted research studied what it was sup-

posed to study. However the concepts have been created for the needs of quantitative 

research, and therefore there are no clear guidelines for evaluating the credibility of 

qualitative researches. (Eskola & Suoranta 2003, 213; Kananen 2015, 293; Tuomi & 

Sarajärvi 2009, 135-136, 140-141; Vilkka 2015, 198.) The objectivity can be at risk if 

the researcher is a part of the community or its operational culture. In this case the re-

searcher was external, and not part of the Company X personnel or the field of business. 

Therefore the researcher didn’t have any bias in advance. The researcher acknowledges 

that her values, cultural background, and own experiences on the particular countries 

may have caused impartiality of the observation and interpretation, and therefore special 

attention was paid to the reporting of collected data as neutrally as possible. One way to 

confirm the credibility is to have the researcher’s interpretations read and confirmed by 

the interviewees themselves (Kananen 2015, 281). Unfortunately it wasn’t possible 

within the project schedule. To support the credibility of the study every phase of the 
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planning, execution and reporting of the research was documented properly and as de-

tailed as possible as described in the methodology chapter. The interviews and report 

were also conducted according to the good research practice by committing to honest 

way of working, and general carefulness and accuracy in collecting, analyzing and re-

porting the data. The copyrights and other authors’ publications were respected accord-

ing to the guidelines.  

 

The writer also acknowledges the possibility of unintentional or random errors and oth-

er limitations of the study. The effects of occasional mistakes are not necessary mean-

ingful for the research; they may happen for example if someone remembers something 

incorrectly, understands differently than the researcher, or the researcher records some-

thing incorrectly. The risk gets higher when there are many steps in recording like in the 

particular research where the interviews were not recorded but the notes were mostly 

done in Finnish during the calls, and translated afterwards. In order to minimize the risk 

the hand written notes were all translated and transcribed right after each interview in 

order not to forget anything. The other limitations relate to the availability of time and 

the theoretical data. The available time for the thesis was limited due to the writer’s 

fulltime job in another company, and the schedule defined by the university. However a 

lot of time and effort was used in order to make the thesis and the guide as useful as 

possible for the commissioner. The availability of the theoretical data on launch market-

ing was also limited. The available material was partly old, and mostly related to prod-

uct launches instead of company or service launches which were the topic of the thesis. 

The theories were used as applicable based on researcher’s years of experience on the 

field of marketing communications. 

 

Potential development suggestions and research topics 

The marketing communications planning guide created as a result of the thesis should 

be tested; feedback should be collected from the interviewed franchisees, and a few new 

franchisees that are able to test the guide in practice. The feedback and potential devel-

opment proposals should be evaluated, and the guide updated accordingly.  

 

It would also be advisable to create an internal portal such as intranet, extranet, or social 

business platform in order for franchisees to network and share experiences. Such a 

platform could for example include tips for different launch or other marketing tools as 

well as marketing material templates, logo originals, and other important information 
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like the franchise manual. In that way all the franchisees would always have the latest 

up-to-date information and materials available; the platform would also work as a 

communication platform for the franchisees.   

 

The writer also suggests that the franchisor will create social media policy or guidelines 

for the franchisees; potentially also a high level social media strategy. This guideline 

should include the defined naming policy for creating social media accounts and pro-

files. Crises communications is a topic that should also be covered in the franchisees’ 

training program as bad publicity can make huge damage quickly in social media if not 

handled correctly. Franchisees should be prepared in these situations in advance. 

 

The Company X branch opening process (appendix 1) included in the franchise manual 

should also be further developed. At least the following steps or milestones should be 

added in the process flow: launch marketing communications plan proposal from fran-

chisee to franchisor, final decision on the actions to be executed, and internal and exter-

nal implementation of the launch marketing communications plan.  

 

Social media usage and consumer behaviour especially the differences between genders 

could be a potential further research topic, similar to marketing to men. Social media 

strategy’s validity in Finland could also be checked based on the feedback collected 

from international franchisees. The selection of the most efficient marketing communi-

cations tools and channels could also be further explored by consulting international 

media or communications agencies. Benchmarking of other franchise chains’ launch 

planning would also be beneficial, although not easy due to the confidentiality of fran-

chise manuals. One source could potentially be the international franchise associations’ 

events.    

 



106 

 

REFERENCES  

Business Dictionary. 2016. Online dictionary for business terms. Read 14.4.2016. 
http://www.businessdictionary.com  
 
Benton, J. 2014. Here’s some remarkable new data on the power of chat apps like 
WhatsApp for sharing news stories. Nieman Foundation at Harvard. Published 
20.11.2014. Read 5.4.2016. http://www.niemanlab.org/2014/11/heres-some-remarkable-
new-data-on-the-power-of-chat-apps-like-whatsapp-for-sharing-news-stories/  
 
Berg, M. 2016. Sosiaalisen median sisällöt: vuoden 2016 trendit. Presentation Feb 2016. 
Read 7.4. http://www.slideshare.net/OkimoClinic/sosiaalisen-median-sisallot-vuoden-
2016-trendit 
 
Blair, R. & Lafontaine, F. 2005. The economics of franchising. New York: Cambridge 
University Press. 
 
Brown, T. & Suter t. 2012. MR. Mason, Ohio: South-Western, Cengage Learning. 
 
Chaffey, D. 2009. E-business and e-commerce management: strategy, implementation, 
and practice. 4th edition. Essex: Pearson Education. Read 6.4.2016.  
https://geomart25.files.wordpress.com/2014/05/dave-chaffey-e-business-and-e-
commerce-management-strategies-4th-ed-qwerty80.pdf  
 
Czinkota, M. & Ronkainen I. 2010. Principles of International Marketing. Mason, Ohio: 
South-Western. 
 
Cloud, A. 2015. Inbound marketing: how to attract, engage, and convert. Digital Mar-
keting Magazine 9.6.2015. Read 6.4.2016. 
http://digitalmarketingmagazine.co.uk/articles/inbound-marketing-how-to-attract-
engage-and-convert/2066  
 
Ellish, W. 2012. The three critical steps to positioning your franchise into a world-class 
brand. International Franchise Association (IFA) summit 13.2.2012. Read 11.1.2016.   
http://www.franchise.org/sites/default/files/ek-pdfs/html_page/World-Class-Brand-
Warren-Ellish-Handout_0.pdf  
 
Ericsson mobility report: on the pulse of the networked society. 2015. Report. Stock-
holm: Ericsson AB. Published Nov 2015. Read 7.4.2016. 
http://www.ericsson.com/res/docs/2015/mobility-report/ericsson-mobility-report-nov-
2015.pdf  
 
Eskola, J. & Suoranta, J. 2003. Johdatus laadulliseen tutkimukseen. Tampere: 
Vastapaino, 1998.  
 
Franchising Suomessa 2015. Suomen Franchising-Yhdistys ry. Published March 2015. 
Read 28.7.2015.http://www.franchising.fi/sfy_vuosikirja_2015_ejulk/desktop/  
 
Grönroos, C. 2010. Palvelujen johtaminen ja markkinointi. Helsinki: WSOYpro. 
 

http://www.businessdictionary.com/
http://www.niemanlab.org/2014/11/heres-some-remarkable-new-data-on-the-power-of-chat-apps-like-whatsapp-for-sharing-news-stories/
http://www.niemanlab.org/2014/11/heres-some-remarkable-new-data-on-the-power-of-chat-apps-like-whatsapp-for-sharing-news-stories/
https://geomart25.files.wordpress.com/2014/05/dave-chaffey-e-business-and-e-commerce-management-strategies-4th-ed-qwerty80.pdf
https://geomart25.files.wordpress.com/2014/05/dave-chaffey-e-business-and-e-commerce-management-strategies-4th-ed-qwerty80.pdf
http://digitalmarketingmagazine.co.uk/articles/inbound-marketing-how-to-attract-engage-and-convert/2066
http://digitalmarketingmagazine.co.uk/articles/inbound-marketing-how-to-attract-engage-and-convert/2066
http://www.franchise.org/sites/default/files/ek-pdfs/html_page/World-Class-Brand-Warren-Ellish-Handout_0.pdf
http://www.franchise.org/sites/default/files/ek-pdfs/html_page/World-Class-Brand-Warren-Ellish-Handout_0.pdf
http://www.ericsson.com/res/docs/2015/mobility-report/ericsson-mobility-report-nov-2015.pdf
http://www.ericsson.com/res/docs/2015/mobility-report/ericsson-mobility-report-nov-2015.pdf
http://www.franchising.fi/sfy_vuosikirja_2015_ejulk/desktop/


107 

 

Haapala, H. 2013. Avausmarkkinoinnin prosessin kuvaus, Case: SOK 
Ravistemuskaupan ketjuohjaus. Laurea University of Applied Sciences. Bachelor’s the-
sis. http://urn.fi/URN:NBN:fi:amk-2013060613405  
 
Hirsjärvi, S. & Hurme, H. 2011. Tutkimushaastattelu : teemahaastattelun teoria ja 
käytäntö. Helsinki: Gaudeamus Helsinki University Press. 
 
IAB (Interactive Advertising Bureau). 2015. On device research – Mobile video 2015: 
A global perspective. Report. Read 8.4.2016. https://ondeviceresearch.com/blog/iab:-
mobile-video-usage,-a-global-perspective  
 
Internet.org by Facebook. 2016. State of the connectivity 2015: a report on global inter-
net access. Published 21.2.2016. Read 8.4.2016. 
https://fbnewsroomus.files.wordpress.com/2016/02/state-of-connectivity-2015-2016-02-
21-final.pdf   
 
Kananen, J. 2013. Case-tutkimus opinnäytetyönä. Tampere:  Tampereen Yliopistopaino 
Oy - Juvenes Print. 
 
Kananen, J. 2015. Online research for preparing your thesis: a guide for conducting 
qualitative and quantitative research online. Tampere: Suomen Yliopistopaino Oy - 
Juvenes Print. 
 
Kautto, M. & Lindblom, A. 2004. Ketjuliiketoimintamalli. Sisältö, logiikka ja 
johtaminen. Turku: Turun kauppakorkeakoulu. 
 
Kemp, S. 2014. Social brands: the future of marketing. We Are Social Singapore. Pub-
lished 27.4.2014. Read 6.4.2016. http://www.slideshare.net/wearesocialsg/we-are-
social-presents-social-brands-the-ebook  
 
Kemp, S. 2015. The Social Marketing Mix. We Are Social Singapore. Presentation. 
Published 15.7.2015. Read 6.4.2016. http://www.slideshare.net/wearesocialsg/we-are-
social-presents-the-social-marketing-mix  
 
Kemp, S. 2016. Digital in 2016. We Are Social Singapore. Presentation. Published 
15.7.2015. Read 7.4.2016. http://www.slideshare.net/wearesocialsg/digital-in-2016  
 
Laakso, H. 2005. Franchising - Malli yrittäjyyteen ja ketjun rakentamiseen. Helsinki: 
Edita. 
 
Lehtinen, U. & Niinimäki, S. 2005. Asiantuntijapalvelut - tuotteistamisen ja 
markkinoinnin suunnittelu. Helsinki: WSOY. 
 
Luukka, P. 2016. Kulttuuri, arvot & menestys – Company X. Presentation 8.2.2016. 
Read 17.3.2016.    
 
Mattila, K. 1998. Franchising-käsikirja: yhdistä osaaminen, yhteistyö, resurssit ja 
yrittäjyys kilpailueduksi. Helsinki: Yrityksen tietokirjat.  
 
Omar, O. 2009. International Marketing. London: Palgrave Macmillan. 
 

http://urn.fi/URN:NBN:fi:amk-2013060613405
https://ondeviceresearch.com/blog/iab:-mobile-video-usage,-a-global-perspective
https://ondeviceresearch.com/blog/iab:-mobile-video-usage,-a-global-perspective
https://fbnewsroomus.files.wordpress.com/2016/02/state-of-connectivity-2015-2016-02-21-final.pdf
https://fbnewsroomus.files.wordpress.com/2016/02/state-of-connectivity-2015-2016-02-21-final.pdf
http://www.slideshare.net/wearesocialsg/we-are-social-presents-social-brands-the-ebook
http://www.slideshare.net/wearesocialsg/we-are-social-presents-social-brands-the-ebook
http://www.slideshare.net/wearesocialsg/we-are-social-presents-the-social-marketing-mix
http://www.slideshare.net/wearesocialsg/we-are-social-presents-the-social-marketing-mix
http://www.slideshare.net/wearesocialsg/digital-in-2016


108 

 

Pelsmacker, P. & Geuens, M. & Bergh, J. 2004. Marketing communications: a Europe-
an perspective. Harlow: Prentice Hall. 
 
Pihlajarinne, H. D.Sc. 2014. Risk management in international projects. Lecture materi-
als Sept – Nov 2014. Tampere University of Applied Sciences. Tampere. 
 
Raatikainen, L. 2008. Asiakas, tuote ja markkinat. Helsinki: Edita Prima Oy. 
 
Raatikainen, L. 2010. Tavoitteellinen markkinointi, markkinoinnin tutkimus ja 
suunnittelu. Helsinki: Edita Prima Oy. 
 
Rider, B. 2015. Choosing the right social media channels to communicate your 
brand. We Are Social Singapore. Published 31.3.2015. Read 6.4.2016.  
http://digitalmarketingmagazine.co.uk/social-media-marketing/choosing-the-right-
social-media-channels-to-communicate-your-brand/  
 
Rope, T. 1999. Lanseerausmarkkinointi. Porvoo: WSOY. 
 
Ruskin-Brown, I. 2005. Marketing your service business. London: Thorogood. 
 
Sipilä, J. 1999. Asiantuntijapalvelujen markkinointi. 3rd edition. Porvoo. WSOY. 
 
Smith, P. & Taylor, J. 2004. Marketing communications: an integrated approach. Lon-
don: Kogan Page. 
 
Stelzner, M. 2015. Social media marketing industry report: how marketers are using 
social media to grow their businesses. Social Media Examiner. Read 6.4.2016.  
http://www.socialmediaexaminer.com/social-media-marketing-industry-report-2015/  
 
TechTarget. 2016. WhatIs.com information technology glossary. Read 21.4.2016. 
http://whatis.techtarget.com/definition/social-media  
 
Tikkanen, H. & Vassinen, A. 2010. StratMark: Strateginen markkinointiosaaminen. 
Helsinki: Talentum. 
 
Tuomi, J. & Sarajärvi, A. 2009. Laadullinen tutkimus ja sisällönanalyysi. Helsinki: 
Tammi. 
 
Tuominen, S. 2015. Ydinprosessin mallintaminen: uuden parturiliikkeen avaus. Laurea 
University of Applied Sciences. Bachelor’s thesis. http://urn.fi/URN:NBN:fi:amk-
201504073951  
 
Twitter. 2016. Using hashtags on Twitter. Read 21.4.2016. 
https://support.twitter.com/articles/49309  
 
Vilkka, H. 2015. Tutki ja kehitä. Jyväskylä: PS-kustannus. 
 
Vilkka, H. & Airaksinen, T. 2003. Toiminnallinen opinnäytetyö. Helsinki: Tammi. 
 
Vuokko, P. & Haarti-Kuokkanen, J. & Koskiniemi, S. 2003. Markkinointiviestintä: 
merkitys, vaikutus ja keinot. Helsinki: WSOY. 
 

http://digitalmarketingmagazine.co.uk/social-media-marketing/choosing-the-right-social-media-channels-to-communicate-your-brand/
http://digitalmarketingmagazine.co.uk/social-media-marketing/choosing-the-right-social-media-channels-to-communicate-your-brand/
http://www.socialmediaexaminer.com/social-media-marketing-industry-report-2015/
http://whatis.techtarget.com/definition/social-media
http://urn.fi/URN:NBN:fi:amk-201504073951
http://urn.fi/URN:NBN:fi:amk-201504073951
https://support.twitter.com/articles/49309


109 

 

Zeithaml, V., Bitner, M & Gremler, D. 2006. Services marketing: Integrating customer 
focus across the firm. New York: McGraw-Hill/Irwin.  
 
 
UNPUBLISHED REFERENCES 
 
Company X. 2015-2016. Various discussions with CEO.  
Company X. 2015. Brand Book. 
Company X. 2015. Email discussions with International Relations Manager. 
Company X. 2015. Franchise manual. 
Company X. 2015. Company presentation. 
Company X. 2015. Customer survey results (Finland). 
Company X. 2015. Launch plans (Germany, Järvenpää, Lohja, Sweden).  
Company X. 2015. Sample of weekly marketing plan (Spain, USA). 
Company X. 2015. Sample of training materials.  
Company X. 2015. Sample of business plan (Spain).  
Company X. 2015. Sales catalogue. 
Company X. 2015. Template for store location proposal.  
Company X. 2015. Template for weekly financial report. 
Company X. 2015. Sample of weekly reports (USA).  
Company X. 2016. Value materials.  
 
 
 



110 

 

APPENDICES  

Appendix 1. Company X branch opening process  

Note: CONFIDENTIAL  
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Appendix 2. Interview themes  

Company X Franchise Chain – Launch Marketing Communications Planning 

 

1. Implemented launch plan, in advance if possible 

 

2. Background information 

• Store opening  

• Market knowledge 

• Marketing knowledge 

 

3. Planning Process 

 

4. Targets 

 

5. Target group(s) 

 

6. Background information and analysis before the opening; what information was 

collected and how? 

• Market, environment 

• Target group  

• Competitors 

• Company analysis 

• Marketing channels and tools 

• Others  

 

7. Marketing tools and channels; which were selected and why 

 

8. Marketing materials; message and visual identity 

 

9. Follow-up and measurement of the implemented activities 
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Appendix 3. Interview cover letter 

Dear [Company X] Franchisee, 

  

My name is Rosanna Kivinummi, and I am a Master of Business Administration student specialized in 

International Project Management at Tampere University of Applied Sciences (TAMK) in Tampere, 

Finland. The research I wish to conduct for my Master thesis involves creating a launch marketing com-

munications planning guide for [company name]’s international franchisees. This project will be conduct-

ed under the supervision of [name], CEO, [Company X], and Hanna Pihlajarinne, Thesis Supervisor, 

TAMK. 

  

The main purpose is to standardize and develop the Company X franchise concept’s launch marketing 

planning process and the results of the study will be used by [Company X]. The results and final report 

will be shared with the interviewees and the [Company X] franchise manual will be updated based on the 

research. The study is estimated to be completed by the end of 2015. 

  

The material for the research is collected by interviewing the existing [Company X] franchisees outside of 

Finland. Your participation in the research is important and will benefit the whole [company name] chain 

and make the future launch marketing processes more effective. After all, launching activities play an 

important role in the future success of a store.   

  

The interview materials will be used only by the interviewer and the original materials will be destroyed 

after analyzing. All materials will be handled anonymously unless something else will be agreed with 

single interviewees. The interviewer has signed a confidentiality agreement with [Company X]. 

  

The interviews will be conducted either in English or Finnish via online meeting tool called ‘GoToMeet-

ing’. The tool can be accessed via internet or phone and it can be tested together prior to the interview if 

wanted. 

  

The interviewer will contact the franchisees in the near future in order to set-up a time for the interview 

and give more details. Meanwhile, in case you have any questions, please don’t hesitate to contact the 

interviewer. 

  

Looking forward to talking to you soon, your kind co-operation and support is much appreciated. 

 

With kind regards, 

Rosanna Kivinummi 

Tampere University of Applied Sciences, TAMK 

Email [email address] 

Mobile [mobile number] 

Skype [Skype name] 

More information [LinkedIn profile link] 
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Appendix 4. Sample of social media channels 

 Amazon Local – e-commerce marketplace connection subscribers with local service providers 

and other merchants, https://local.amazon.com  

 Facebook – online social networking service, www.facebook.com, Facebook advertising 

www.facebook.com/Business      

 Foursquare – local search and discovery service mobile app, https://foursquare.com   

 Google+ - online social meeting place, https://plus.google.com   

 Google AdWords – advertising in Google, www.google.com/adwords  

 Groupon – global e-commerce marketplace connecting subscribers with local service providers 

and other merchants, www.groupon.com  

 Instagram – photo and video sharing portal, https://www.instagram.com, advertising 

https://business.instagram.com/advertising  

 Let’s Deal – e-commerce marketplace connection subscribers with local service providers and 

other merchants, www.letsdeal.com  

 LinkedIn – business-oriented social networking service, www.linkedin.com, LinkedIn advertis-

ing https://www.linkedin.com/ad/start  

 Living Social - online marketplace that allows people to buy and share things to do in the city 

they live, www.livingsocial.com    

 Periscope – live video streams via mobile phone (for example backroom of events, launches, in-

terviews, announcements), www.periscopeblog.com/2015/04/09/the-periscope-official-faq  

 Pinterest – photo sharing website, www.pinterest.com, advertising https://ads.pinterest.com  

 Snapchat – sharing images, used by young people, www.snapchat.com, advertising 

www.snapchat.com/ads  

 Skype – online calls and chatting, www.skype.com 

 StumbleUpon – social bookmarking, discovery engine that finds and recommends web content 

to its users, www.stumbleupon.com, advertising http://ads.stumbleupon.com  

 Tumblr – microblogging platform and social networking website, www.tumblr.com  

 Twitter – short messages called tweets, www.twitter.com, advertising https://ads.twitter.com, 

most used hashtags https://2015.twitter.com/top-trends 

 Viber – instant messaging and VoIP app, www.viber.com  

 Vine – entertainment network for video materials, https://vine.co  

 Yelp – social review site, www.yelp.com  

 YouTube – video sharing website, www.youtube.com, advertising www.youtube.com/advertise  

 WhatsApp – cross-platform mobile messaging app, www.whatsapp.com  

 Wikipedia – free encyclopedia built collaboratively, www.wikipedia.org  

 

Qzone, Baidu Tieba, Sina Weibo and Yy are Asian and VK (former Vkontakte) Russian platforms and 

therefore not described here.  

 

 

  

https://local.amazon.com/
http://www.facebook.com/
http://www.facebook.com/Business
https://foursquare.com/
https://plus.google.com/
http://www.google.com/adwords
http://www.groupon.com/
https://www.instagram.com/
https://business.instagram.com/advertising
http://www.letsdeal.com/
http://www.linkedin.com/
https://www.linkedin.com/ad/start
http://www.livingsocial.com/
http://www.periscopeblog.com/2015/04/09/the-periscope-official-faq
http://www.pinterest.com/
https://ads.pinterest.com/
http://www.snapchat.com/
http://www.snapchat.com/ads
http://www.skype.com/
http://www.stumbleupon.com/
http://ads.stumbleupon.com/
http://www.tumblr.com/
http://www.twitter.com/
https://ads.twitter.com/
https://2015.twitter.com/top-trends
http://www.viber.com/
https://vine.co/
http://www.yelp.com/
http://www.youtube.com/
http://www.youtube.com/advertise
http://www.whatsapp.com/
http://www.wikipedia.org/
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Appendix 5. Launch process models 

 

 
FIGURE Z. Launch process model (Rope 1999, 240, translated) 

 

  
FIGURE Z. Launch process (Raatikainen 2008, 199, translated) 
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Appendix 6. Company X launch marketing process 

 
(Raatikainen 2008, 199; Rope 1999, 240 modified) 
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Appendix 7. Company X launch marketing plan framework 

Note: CONFIDENTIAL  
 

Basic company details 

 

1. Company in brief  

M Room is for men, who want traditional, easy and effortless barber service with current styles. 

The basic idea of M Room’s service concept is to offer services without appointment and queu-

ing. M Room chain works as a forerunner by following a new kind of member-thinking model, 

where members can acquire services at all M Rooms. M Room’s service offering includes tradi-

tional barber and shaving services, color services, skin services and relaxing massages.  

 

2. Mission – Purpose 

A mission statement is a statement of the purpose of a company, organization or person; its rea-

son for existing; a written declaration of an organization's core purpose and focus that normally 

remains unchanged over time. 

 

[Company X] makes happy and handsome man 

 

3. Company strategy – What? 

Precise recruiting, following the concept, developing the brand constantly, developing partner 

relations, active training and inspection, targeted marketing 

 

4. Vision – Objectives/where? 

A vision statement is a company's road map, indicating both what the company wants to become 

and guiding transformational initiatives by setting a defined direction for the company's growth. 

Vision statements undergo minimal revisions during the life of a business, unlike operational 

goals which may be updated from year-to-year. 

 

[Company X] is everyman’s right 

 

5. Values – How? 

The following values are explained in more details in the Company X handbook.  

• We are [professionals] by choice 

• You own the initiative 

• We are here for you 

• For us happiness is both a way of life and a goal 
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6. Brand 

Company X brand is based on the unique service concept and high quality personalized custom-

er service; the brand image is stylish and classic masculinity yet easy and casual. Professional 

service satisfaction is guaranteed. Graphical guidelines are defined in the franchise manual.  

 

 

Strategic key decisions 

 

1. Strategic goals 

Strategic goal of the launch is penetration into a new market region, and beating possible exist-

ing competitors in the market segment. 

 

2. Competitive strategy 

Main competitive strategy is differentiation through the unique service and membership concept, 

secondary strategy is the own product lines.  

 

3. Marketing communications strategic decisions 

 

• Segmentation i.e. identification of the potential target groups: all men, the total market 

is illustrated in the image below (source: Company X internal materials) 

 
 

• Focus i.e. evaluation of different segments and selection and definition of own target 

groups: to be defined case by case by franchisees, sample ‘men who wear collar shirts 

on weekdays’  

 

• Positioning i.e. evaluation and selection of the approach and concepts suitable for dif-

ferent segments: Company X franchise concept defines the operation method, purpose 

and goal. The concept defines the operation model for the service in the shop and pro-

vides instructions for various situations, which may come up in customer service or 

when marketing the business; defined separately for the franchisor, franchisee and per-

sons working with these parties. The concept is illustrated in the image below and de-

scribed in details in the franchise manual.  
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• Profiling i.e. strategic key factors how the company differs from competitors:  

M Room is more than a barber; the key factors are overtly masculine branding, service 

always without appointment, complete customer service concept, member orientated 

service model, M Cut haircutting technique and systematized haircut collection. M 

Room’s personnel are specialized on men’s hair and beard; M Room provides experi-

ences and dedicated place for men with a special waiting area designed for men. In ad-

dition, M Room offers its own pure and high quality product lines developed and de-

signed for men.  

 

 

Service marketing mix 

 

1. Products and services 

Main products and services  

• Grooming services i.e. haircuts and beard services  

• Own haircutting technique enables a fast, efficient and always individual haircut  

Additional services 

• Special treatments for face and scalp 

• Enables tailoring each visit a personal and unique service entity 

Own product lines  

• Two own product lines, strength, opportunity to respond to customer’s needs in a flexi-

ble and fast manner 

• Enables advertising at customer’s home  
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Membership  

• Annual membership fee includes an unlimited number of haircuts and other benefits, 

three service levels  

• Provides easy and effortless service for customers, customer loyalty  

• Added value for customers via partner network (companies with same target group, city 

specific)   

Brand image elements 

• Classic masculinity – Essentially classic is the ethos of Company X with a nod to mod-

ern day style.  Masculinity and respect for taking care of our customer’s as individuals 

and in a personal manner are firmly held values. 

• High quality services for men – A complete and accurate service concept ensures com-

pliance with the customer’s highest expectations, and guarantees a consistent quality 

service experience in all Company X shops; Company X’s attitude is dedication to the 

concept and the brand. 

• Friendly and casual ambiance – Company X is the place for men who value the indi-

viduality of being a man. Service availability, simplicity and ease of use are key parts in 

each service and customer contact 

 

2. Price 

The price level will be so called ‘premium light’, and the local price level will be defined by the 

franchisor case by case. The franchisee will do the situation analysis on the competitors’ pricing 

in the area; the selected price level needs to be justified.  

 

3. Promotion 

The launch marketing communications plan process and responsibilities are divided as illustrated 

in the figure below. The launch marketing operations may vary locally, and will be determined 

case by case. The franchisee will make a launch marketing communications plan proposal to the 

franchisor with the help of the particular guide.  

 

 

•collection of information and analysis Franchisee 

•Detailed launch plan proposal Franchisee 

•Discussion about the plan proposal  Franchisor & Franchisee 

•Final decision Franchisor 

•Marketing materials Franchisor 

• Implementation of the launch plan Franchisee 

•Follow-up Franchisee 
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Visual guidelines and brand identity are defined by the franchisor. The specific instructions that 

can be found in the franchise manual include for example logo, graphic guidelines and marketing 

materials; all external materials must be approved by the franchisor. The opening marketing 

campaign materials are provided by the franchisor. 

 

4. Place 

Geographical target region around the store is small, and therefore the location of the shop is es-

sential. The shop location requirements are defined by the franchisor, and the template is used by 

franchisees when making a shop location proposal before signing the contract.  

 

5. People 

Includes all humans who play a part in service delivery and therefore influence the buyer’s per-

ception; Company X handbook includes detailed guidelines related to training, employees’ ap-

pearance, working clothes, and behavior according to the franchise service concept. The franchi-

see’s employees have their own handbook in addition.    

 

6. Physical evidence 

Includes the environment in which the service is delivered as well as all the tangible items that 

facilitate performance or communication of the service such as physical products and marketing 

materials in the space. All items are defined by the franchisor and the Company X handbook in-

cludes space definition and graphical guidelines.  

 

7. Process 

Includes all the elements i.e. the actual procedures, mechanisms and flow of activities by which 

the service is delivered. The Company X service concept is described in details in the handbook.  
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Appendix 8. Sample of a launch marketing process schedule 

 
(Haapala 2013, 53, translated) 
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Appendix 9. Company X launch planning guide  

Note: CONFIDENTIAL  
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Appendix 10. Company X launch marketing communications action plan template 
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