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The main idea of the bachelor’s thesis was to conduct a feasibility research for a start-up enterprise
«SUP Online Rental Service». Chosen business activity will be stablished in South of Finland in
the town near the Helsinki — Séderkulla, by the author of this thesis who plans to establish himself

as an entrepreneur.

The proposed start-up enterprise aims to provide a SUP (Stand Up Paddle Boarding) rental service
for residents and tourists in Sipoo municipality. Only a handful of recreational activities are available
in Sipoo. Especially, Séderkulla town area is attracting for chosen leisure service due to rich
amount of beautiful lakes and an exit to Gulf of Finland. Therefore, the situation considered to be

a great opportunity by author, and greatly benefits the development of tourism sector in Sipoo area.

Primary data was collected through online market survey and covered total number of 108 com-
plete responses from residents of Sipoo. Survey’s data was served as a main source of information
for the success of the study as the secondary data on chosen service almost not existing in Finland

due to the fact it is particularly new leisure service.

To provide a realistic and valuable feasibility study, the author investigates the viability of the busi-
ness idea, and analyzed its industry, market, customers and competitors, as well as external and
internal business environment factors and financials. All these data will determine whether the

author’s business idea has an opportunity to evolve into a start-up enterprise, or not.

The conclusion of feasibility study allows the reader to consider the possibility of success or failure
of the proposed start-up enterprise. The feasibility study also will be an assisting tool for creating

a business plan in future.



CONTENTS

TINTRODUGTION ...t 1

2 FEASIBILITY STUDY. FIRST STEP PRIOR PROCEEDING TO BUSINESS

e 3
2.1 Entrepreneurship, start-up and business plan — explained................... 3

2.2 Feasibility Study .......coooeiiiieee 4

2.2.1 Service concept and business description ..........ccccccceeeeeee. 6

2.2.2 Industry analysis and market analysis.............ccccccuuiiiiiiinnnnnns 7

2.2.3 Customer ANalySis ........ooovvviiiiiiiieeeeeeee e 10

2.2.4 Competitor profiling ........ccouvveiiiiiiiic e 11

2.2.5 Business environment............ccooooeiiiiiiiiiiiiineeeeeeeeei e 11

2.2.6 MArKeting ......uuueeuuuieiiiiiiiiiiiiiiii e 12

2.2.7 Financial analysiS..........coouuuuuiiiiii i 15

P24 TN 0o ] o [ox 1111 o] o IS 16

3 FEASIBILITY STUDY ..ottt 18
3.1 Business description and service concept...........ccoovvviiiiieiiiiiiieeiinnnnnn. 21

3.2 Industry analysis and market analysis.............ccccccoiiiiiiiiiie, 23

3.3 Customer analysSiS..........coouuruuiiiiie e 26

3.4 Competitor @NalYSIS...... ... 32

3.5 Business environment analysis ...........cccuiiiiiiiiiiii e 34

3.6 MArKELING ... 35

3.7 FInancial @nalySiS ........uuiiiiiiiiii e 38

3.7.1 Break-Even point.........ccooooriiiiiiiiiiee e 40

3.8 RESUILS ... 41
CONCLUSION ..., 44
LIST OF REFERENGCES ... e 47

APPENDICES



LIST OF SYMBOLS

SUP - Stand Up Paddling

WTTC — World Travel and Tourism Council.
BEP — Break-Even Point

USP — Unique Selling Point

STP — Segmentation, Targeting and Positioning
GDP — Gross Domestic Product

USP — Unique Selling Point



1 INTRODUCTION

World tourism growth forecast in the next ten years forecasted to rise to 5% of total
GDP. In Finland, total contribution of tourism market towards GDP expected to
growth by 1% in 2028. Also, amount of jobs in tourism industry will rise from
227,500 to 298,000 by 2028. (WTTC annual report for Finland, 2018) For small
country like Finland, these numbers are impressive. The more industry grows, the

more demand it creates for leisure activity services.

The aim of the bachelor’s thesis is to study and analyse «SUP Online Rental Ser-
vice» as a relatively new leisure time entertainment product on Finnish market.
The main key question should be answered based on the results of the feasibility
research — What is the probability of a successful realization of the intended busi-
ness idea in Séderkulla’s area in accordance with the current situation on the mar-
ket?

Soderkulla is a small town in Sipoo municipality in the south of Finland with few
lakes and exit to Gulf of Finland surrounded by beautiful nature. As noticed by
author, the water areas are popular among residents. People often do jogging,
hiking and other activities nearby water side. Moreover, local beaches could ex-
ceed 200 people at a time in the summer time. Surprisingly, there are almost no
water activities provided in Sipoo. This situation considered a big opportunity for
the writer’s business idea that will allow people to use local natural water sources

for leisure time.

The main objective of the thesis was to generate a realistic and valuable feasibility
study. An author investigates the viability of the business idea, analyzing its indus-

try, market, customers and competitors, as well as external and internal business



environment factors and financials. All these data will determine whether the busi-

ness idea has an opportunity to evolve into a start-up enterprise, or not.

The research was made on the base of business subjects that are only directly
linked to this case study. Primary data, collected through a potential customers
survey with a total number of 88 responses, served as the main data source for
this research. Availability of secondary data was limited as SUP is a new leisure
service in Finland and only few academic publications were available due to that
fact. Mainly regarding physical active Finnish population and high interest in soft

leisure activities.

The secondary data were collected from various web-sites, reports of different or-
ganizations such as National Statistic of Population of Finland, National Tourism
Organization of Finland, World Travel and Tourism Organization. Writer’s current
residence in Soderkulla area also played an important role to get a better view on

consumer behavior and interest in leisure time activities.

The main purpose of the study was to make a conclusion that shows the reader
whether the possibility of launching rental enterprise will be successful or not, re-
lying on the study facts. The study also considered as a great and valuable tool

for writing a business plan for the start-up enterprise.

Structure of the thesis, first, explains theoretical background where key terms of
feasibility study and its components are described. Then, each component de-
scribed more detailed and tools for accessing the components value presented.
Further, the feasibility study chapter will introduce the main research approach and
data collection methods as well components of feasibility study: industry and con-
cept analysis, customer segmentation, competitor profiling, business environment
analysis, brief market analysis and financial calculations. Then, the results of an-
alyzed data are summarized. The conclusion is executed at the end of the thesis
on the base of study results.



2 FEASIBILITY STUDY. FIRST STEP PRIOR PROCEEDING TO BUSINESS
PLAN.

Before reading the thesis, it is important to understand why feasibility study is done
and what motivates author to make a research. The meaning of the «entrepre-
neurship» and a «start-up» are described, followed by the meaning and concept
of «business plan». The writer plans to develop a business plan on the base of
feasibility study and act towards entrepreneurship and establishment of business.
The market and industry analyses as well as customer and competition analyses,
and financial calculation are considered as vital parts of the feasibility study. (Lee
Ross & Lashley 2009, 123)

2.1 Entrepreneurship, start-up and business plan — explained.

Prior moving to feasibility study, ground base business terms must be defined such

as: entrepreneurship, start-up and business plan.

Big variety of entrepreneurship definitions exists. However, all of them understood
correspondingly. According to Business Dictionary, entrepreneurship means “ca-
pacity and willingness to develop, organize and manage a business venture along

with any of its risks to make a profit.”

Authors Lee-Ross and Lashley (2009, 12-13) defines entrepreneurship as the pro-
cess, where person discovers, evaluates and implements opportunities individu-
ally along with taking all possible risk to satisfy the need for internal focused

achievements, creativity, innovations and growth.



There is no common definition of what start-up enterprise is. Some sources define

it as:

“Early stage in the life cycle of an enterprise where the entrepreneur
moves from the idea stage to securing financing, laying down the basis

structure of the business, and initiating operations or trading.”
(Business dictionary)

In general, start-up companies tend to promise a fast-high growth potential at short
period of time. Usually, these companies start operating in phase of development

and research for the right markets.

According to Business Dictionary, business plan is

“Set of documents prepared by a firm's management to summarize its op-
erational and financial objectives for the near future (usually one to three

years) and to show how they will be achieved.”

The business plan sets the company’s strategy and policies which must be fol-
lowed to achieve its future objectives. The plan is continually modified document

according to new opportunities and threats emerging.

Business plan is a massive document that represents your business model, strat-
egy and goals. However, if potential entrepreneur wants simply to find whether
his/her business idea will work — it is a good idea to conduct a feasibility study

before moving into long and complex planning of business plan.

2.2 Feasibility study

In a business or entrepreneurial sense, a feasibility study or analysis may therefore
be understood as an investigation into something which is capable (or not) of being
successful, such as the initiation and continuation of a new business venture

based on a creative or novel idea (LeeRoss & Lashley 2009, 121).



Baringer and Ireland (2006, 52) provides a simple explanation of feasibility analy-

sis as a process of determining if a business idea is viable.
According to White (2007):

“A feasibility study isn’t magic, although it can have a magical effect on...
profitability... Rather, a feasibility study provides you with data that replace
wishful thinking. The study gives you a rich, detailed and accurate picture
that includes information you really need to know, rather than information

that’s just easily available”.

A Feasibility Study is the first stage of the product or service development cycle.
Its aim is to analyse the viability of a proposed project, product or service. (Rodney
Overton 2007, 7)

A Feasibility Study is the process of defining exactly what a project is and what
strategic issues need to be considered to assess its feasibility, or likelihood of suc-
ceeding. Feasibility Studies are useful both when starting a new business, or iden-
tifying a new opportunity for an existing business, such as a new product, service
or branch. (Rodney Overton 2007, 7)

e There is a market for considered service
e There are adequate sources of start-up and continuing finances

e Entrepreneur has the skills to deliver such a service



2.2.1 Service concept and business description

In the first step, it is important to write a clear business vision of the entrepreneur.
describing how service operates. This simple, but fundamental step can be ana-
lysed using blueprint theory. Blueprint helps to design and develop the service
both, from the customer’s as well as from service provider point of view. Also, it
can be used to find problem in operation leading to service efficiency. (Bitner,
Ostrom, Morgan 2008, 72-73)

There are five elements of typical service blueprint (see Figure 1).

Figure 1. Blueprint components

Onstage | BackStage @ Support

Physical Customer

evidence actions

(visible) (invisible) @ processes

Customer actions includes steps that customers take as a part of service delivery.
Those steps mentioned chronologically from start until the end of actions where
customer is involved. The next component is “onstage”. Onstage means actions
face-to-face of a contact employee with the customer. Third component is “back-
stage”. It simply means invisible interactions conducted by service provider to pre-
pare for the service delivery. The fourth component is “support processes”. In other
words — activities provided by an individual within the company who not the contact
employee but needed to happen in order to provide service operations and deliv-
ery. Finally, the physical evidence is everything that can affect customer quality

perceptions about the service/product.



2.2.2 Industry analysis and market analysis

Industry analysis is a market assessment tool designed to provide a business with
an idea of the complexity of a chosen industry. Industry analysis involves reviewing
the economic, political and market factors that influence the way the industry de-
velops. Major factors can include the power wielded by suppliers and buyers, the
condition of competitors, and the likelihood of new market entrants. (Business

Dictionary)

According to MaRS Business community (2014) a great tool for industry and com-

petition analysis is a PORTER’s five forces tool. (see Figure 2)

Supplier power

Concentration
Extent of substitutes
Importance
Amount of
differentiation
Forward integration

Barriers to entry Threat of substitutes
Economies of scale Switching costs
Switching costs Buyer inclination

Differentiation
Proprietary products
Capital requirements

——— RIVALRY <«——— Costswitching

Buyer power Exit brriers

Number and concentration Industry concentration

Amount of differentiation Differentiation

Changing tastes Industry growth
Diversity

Figure 2. Porter’s five forces. MaRS business community (2014) adapted from
Porter (1985, p. 6)



The framework reveals industry rivalry which can lead to reduced profits due to
strong competition between companies. Also, threat of substitution of products or
services will limit ability to raise prices. Bargaining power of buyers and suppliers
can significantly affect selling price as well as profit. At last, threat of new entrants
acts as deferent against new competitors. All above mentioned factors are vital for
potential business to be considered before entering the industry as it gives clear

picture of whether enterprise has good chances to bloom.

Another tool is “must” list. According to Barringer and Ireland (2006, 61) industry

must:

Firstly, must be large and growing as well as important/interesting to customers.
Secondly, it must not be tired of the products or oversaturated which also lead to
intense price competition and low margins. At last, must have high operating mar-

gins in order to generate profit.

The market is not a virtual term, but a real force field of individual customers who
want to purchase products and primarily fulfil their needs and wishes. The so-
called relevant market consists of the target groups which are addressed by one’s

products and services. (Schwetje & Vaseghi 2007, 65.)

Market analysis builds on customer and competitor analyses to make some stra-
tegic judgments about a market and its dynamics. One of the primary objectives
of a market analysis is to determine the attractiveness of a market to current po-
tential participants. The nature and content of an analysis of a market will depend
on context, but will often include following dimensions (Aaker & McLoughlin 2009,
61):

¢ Actual and potential market size
e Market growth
e Market profitability

e Cost structure



e Distribution systems
e Trends and developments

e Key success factors

The market size is defined through the market volume and the market potential.
The market volume exhibits the totality of all realized sales volume of a special
market. A simple means of forecasting the market growth rate is to extrapolate
historical data into the future. A better method is to study market trends and sales
growth in complementary products. While different organizations in a market will
have different levels of profitability, they are all similar to different market condi-
tions. Michael Porter's Five Forces Analysis framework identifies the five factors
that influence market profitability. Porter’s value chain model is useful for deter-

mining where value is added and for isolating the costs.

Examination of distribution channels helps to understand how service/product
reaches the customers. Describing how directly channels are connected to cus-
tomers as well as following trends can create an opportunity for new channels to
be opened with better added value for customers leading to competitive ad-
vantage. Analysing channel power structure can help to demand a lower buy-in

price from manufacturer/service provider which can create better margins.

Examining the following aspects of the distribution system may help with a market

analysis:

e Existing distribution channels - can be described by how direct they are to

the customer.

e Trends and emerging channels - new channels can offer the opportunity to

develop a competitive advantage.

e Channel power structure - for example, in the case of a product having little
brand equity, retailers have negotiating power over manufacturers and can

capture more margin.
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The key success factors are those elements that are necessary for the firm to

achieve its marketing objectives. A few examples of such factors include:
e Access to essential unique resources
e Ability to achieve economies of scale
e Access to distribution channels
e Technological progress

It is important to consider that key success factors may change over time, espe-
cially as the product progresses through its life cycle. Market trends are the upward
or downward movement of a market, during a period of time. (Aaker & McLoughlin
2009.)

According to Schwetje & Vaseghi (2007, 69), market growth is considerably influ-
enced by trends and fashion, which can be social demographical, economical,
technological, as well as environmental. These trends can seriously affect the
sales development of products as well as the customer’s consumer habits. In tour-
ism management, trends are about the future of tourism; they result from the com-

bination of pressures on the industry as well as changes in the population.

2.2.3 Customer Analysis

The focus of understanding markets is the understanding of customers and buyer
behaviour. (Graham and Zehle 2004, 100). An important element of market feasi-
bility is successfully identifying a niche for the entrepreneur’s product (Lee-Ross
& Lashley 2009, 136). No longer do we see the markets as monolithic, homoge-
neous mass markets. Instead we divide the potential market into segments, or
groups, who share similar characteristics. (Swarbrooke et al. 2007, 160.) Segmen-
tation can be based on several differing factors including customer needs, location,
potential contribution or profit, age, sex, or social status, buying habits, or simple
points of common interest (Butler 2006, 80). Small [hospitality] business often be-

gins by selling to niche markets before broadening their horizons. The key is to
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identify a segment that is large enough to enable entrepreneurial success without

invoking direct competition (Lee-Ross & Lashley 2009, 136.)

2.2.4 Competitor profiling

Competition is rivalry in which every seller tries to get what other sellers are seek-
ing at the same time: sales, profit, and market share by offering the best practica-
ble combination of price, quality, and service. Where the market information flows
freely, competition plays a regulatory function in balancing demand and supply.

(Business Dictionary)

“Once a firm has identified its primary competitors, it needs to assess and analyse
their objectives, strategies, strengths and weaknesses as well as their competitive

reactions”. (Cuellar-Healey & Govez, 2013, 7)

According to Cuellar-Healey and Govez, typical technique for identifying above
mentioned points is called «<SWOT (Strength, Weaknesses, Opportunities and

Threats) Analysis».

2.2.5 Business environment

The combination of internal and external factors that influence a company's oper-
ating situation. The business environment can include factors such as: clients and
suppliers; its competition and owners; improvements in technology; laws and gov-

ernment activities; and market, social and economic trends. (Business dictionary)

One of the best tools for exploring external factors is a Pestle analysis (Political,
Economic, Social, Technological, Legal and Environmental factors affecting busi-

ness).

Internal factors can be assessed through SWOT analysis
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2.2.6 Marketing

Lee Ross & Lashley suggests small companies at the start usually do not have big
budget for expensive marketing. Moreover, they consider the creativity as a key

factor for conquering the customers. (2009, 74)

Marketing strategy not necessarily need consideration in feasibility studies but in
the next step which would be business plan. Nevertheless, a brief marketing plan

can help to answer the main research problem.

As Kotler & Keller (2012, 213) suggests, effective marketing requires STP — Seg-

mentation, Targeting and Positioning.

Authors think market must be divided into groups of buyers majorly based on ge-
ographic, demographic, psychographic, and behavioural segments. After identify-
ing those segments, it is important to decide which target market to enter accord-
ing to chosen segments. Finally, for each target customer group, the firm develops
a “market offering that is positions in the minds of the target buyers as delivering
some central benefit(s)). (Kotler & Keller, 2012, 10)

Philip Kotler in his book Marketing Management (2012, 25) reveals 7 P’s marketing
mix (see Figure 3). The tool made for development of marketing plan and include

following aspects:
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Figure 3.
7P’s Marketing Mix. Pro-
fessional Academy blog

7 'P's
MARKETING

MIX PHYSICAL
PROCESS ~ EVIDENCE

PRODUCT PEOPLE

1. Product

Simply includes what is selling in the market, be it a product or service. Can
be specified by type, quality, design features, etc.

2. Price

Defines price, discounts, special target groups with different pricing, pay-

ment terms and methods.
3. Place

Depending on type of the product or service, place shows main distribution

channels, location, transport and assortments
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4. Promotion

Promotion sets a strategy of how marketer informs the customers about the
products and services at its best satisfies their needs. Promotion can be

done through television, posters, newspapers, the internet, etc.

Types of the promotion depends on customer demographic data and their

needs.
5. Physical evidence

In modern world, one way to conquer customers — add value to the com-
pany. Physical evidence defines how your product or service is seen by
buyers. It could be cheap and bad quality or otherwise. Company should

decide which niche its product will take.
6. People

Mostly important for service-based organisation. It is important to carefully
choose personal for your service as it directly creates customer opinion
about service quality. Great service can conquer customer loyalty to a
brand. Moreover, customer could spread the word about positive experi-

ence to other people.

7. Process

Process can easily mean how customers react to product or service deliv-
ery and how they can be a part of it. In other words, building a long-term
relationship with the customer asking for feedback, signing loyalty pro-

gramme cards or even involving buyers in product manufacturing process.
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2.2.7 Financial analysis

According to (Ross & Lashley 2009, 137), a detailed analysis is not necessarily
needed as we want simply to get the picture whether the idea will succeed or not.

Therefore, it is better to focus on main areas such as:
e Capital requirements
e Rate of return
e Breaking even and other positive aspects associated with the business.

“...a capital requirement simply means how much money (capital) will the business
need to start up and from where will it come? An exact amount is not necessary
for a feasibility analysis, but the estimate should be realistic and account for all
likely financial requirements. A full discussion on raising capital is not appropriate

here but some sources include:” (Lee-Ross & Lashley 2009, 137.)
e personal savings/assets;
e Joans from family, friends, banks or similar institutions;
e business ‘angels’ and venture capitalists.

(Lee-Ross & Lashley 2009, 137.):

Breakeven point - point in time (or in number of units sold) when forecasted reve-
nue exactly equals the estimated total costs; where loss ends, and profit begins to
accumulate. This is the point at which a business, product, or project becomes

financially viable. (Business dictionary)

Barringer & Ireland (2009, 139) draw attention to other issues related to financial
feasibility. For example, steady and high sales growth in the five initial years in a

defined market segment or niche, high amount of repeat businesses, ability to
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forecast income and expenditure, internally generated funds to finance and sustain

growth, availability of an exit opportunity for investors to convert equity into cash.

2.3 Conclusion

Feasibility study should easily find the answer if business idea is viable.

Business description
& Concept

Industry and Market
analysis

Customer analysis

Competitor profiling

Business
environment

FEAIBIITY STUDY

Marketing

Financial
calculations

Figure 4. Elements of feasibility study.
Figure 4 shows all elements of feasibility study.

First, the business concept and description must be clearly stated. Good tool for
this would be service design Blueprint toolkit. Further, industry and market analysis
should be done based on Porter’s five forces and “must” list by Barringer and Ire-
land. Next, customer analysis should define target customer segments. Competi-
tor profiling next important step in feasibility study and can be conducted using
well-known SWOT tool. Next part of study is business environment which shows
different aspects affecting business from outside using Pestle analysis. Least, but
not last — marketing. Brief marketing overview based on Kotler marketing process
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will assist in receiving a sharper picture of: what, to whom and how to sell. Mr.
Kotler advice is to use 7Ps marketing planning toolkit. Finally, financial calculations
and BEP should be conducted in order to see how viable the business idea from

financial point of view.
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3 FEASIBILITY STUDY

This chapter describes the empirical research process of feasibility of “SUP Online
Rental Service”. Approaches and mixed data collection methods described. Re-
search purpose, research question and objectives defined. Further, structured
subchapters include: business description and service concept, industry and mar-
ket analysis, customer analysis, business environment analysis, competitor profil-
ing, marketing and financial analysis. Data in each subchapter is collected, ana-
lysed and concluded using different tools explained in theoretical part of the The-
sis. Finally, at the end of the Feasibility Study chapter, the results of the study

executed.

Research can be defined as an exploratory study based on elements of qualitative
and quantitative data. The feasibility’s study main source of data collected through
customer questionnaire. The survey was sent to 3 local Facebook groups with over
10,000 people viewed as potential customers. The primary data consists of quan-
titative part of resident’s background such as age, type of family and employment
status, and qualitative part of their individual opinions. During research, secondary
data was used prior primary data and plays supportive role to give more reliability
and viability to the final conclusion of the study. Secondary data collected using
quantitative method based on literature review, blogs, statistic, journals and re-
lated to the topic web-sites. Also, author's own knowledge and expertise about
Finnish social-cultural life, trends and mentality helps to draw a conclusion regard-

ing the viability of the SUP business idea.

All data analysed using three phase coding by Straus and Corbin to protect the
data and results reliability. (2008, 136-137)

Using open coding, categories are named and its properties. At this phase many
categories can be generated with any data. Next, axial coding categories subcat-
egories round one category at a time, linking it at the level of properties and di-
mension. At last, selective coding includes coding systematically for those core

categories that best hold categories together as a coherent framework
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The research purpose is to study and analyse “SUP Online Rental Service” as a

relatively new leisure time service on the Finnish market.
The research goal is to answer the question:

What is the probability of a successful realization of the intended business idea in

Soderkulla’s area in accordance with the current situation on the market?

To find the answer, problem analyzed though feasibility study which is the prelim-
inary step before considering writing a detailed and complex business plan for
startup company. The study contains industry and market analysis, customer anal-
ysis, competitor profiling, business environment and financial calculation. Also,
business description and its concept as well as brief marketing plan presented and

being important in finding answer for research question.

According to the research goal and the form of the study, following objectives for-

mulated in questions:

. What is the business proposing to deliver to customers?

. What is the current situation in the industry? Is it attractive?

. Is there a market for considered service?

. Do people ready to use rental service only through online platform?

Based on obijectives, the feasibility study structured in seven chapters explained

below.

First, the business idea is described, service concept and service mission intro-

duced using blueprint tool.

Secondly, market and industry analysed using data collected though Finnish WEB
sources using tools such as Porter’s Five Forces and “must” list by Barringer and

Ireland.

Chapter number three will analyse and explain the customers’ behaviour and mar-
ket segmentation based on data gained from customer’s questionnaires which was
distributed to several Facebook groups of Sipoo region.
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In fourth chapter all direct and indirect competitors will be reviewed and analysed

using well-known SWOT tool.

Fifth chapter reviews external business environmental factors affecting business,
collected from various Finnish internet sources and analysed applying PESTLE

analysing tool.

Chapter six analyses actions to be taken for selling the product. It explains why,
to whom and how. Brief marketing plan conducted following Cotler's 7P marketing

mix model.

Finally, seventh chapter makes clear all financial requirements for starting up the
business as well as shows possible break-even point and period of return on in-
vestment structured in forms of tables, calculations and logical assumptions of au-
thor.

The study was mainly based on survey collected from residents of Sipoo and
Soderkulla area. Residents, who use the Internet and social media viewed as po-
tential customers and therefore, the best and cost-efficient way to collect answers
for the survey was to send it to local official Facebook groups. The groups con-
sisted of over 10,000 residents. The collected data contained quantitative data and

qualitative data.

Complete feasibility research will be a useful tool for assisting development of de-

tailed business plan for SUP rental service.
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3.1 Business description and service concept

Authors ideas is to provide a SUP - Stand Up Paddle board rental gear for leisure
time in Soderkulla, Sipoo located in the south of Finland. The boards reminding
surf-board, but additionally it has a paddle which assists as a rowing tool. Finland
is the “country of thousand lakes”, such a soft leisure activity ideally fits exploring

Finnish nature and culture or just having fun with a family or friends.

The idea is unique due to outsourcing the physical rental office to online booking
system with catalogue and delivery to buyer’s chosen destination. This helps to
cut office rental costs with providing same quality. Service oriented to all people
who goes with the modern trends and would like to order services from “palm of a
hand”.

SUP is yet a new sport in Finland but already saturated and well known in big
cities. The activities diversity starts from simple paddling to wine drinking yoga
classes on the water. However, the competition is not very dense yet and due to
online outsourcing, there might be chance of taking its space on the market of

leisure activities offering to buyer accessible prices.

For describing the service concept, the blueprint scheme is used (See Figure 5

below).
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Figure 5. Adapted from: Service Blueprinting: A practical Technique for Service
Innovation. (Bitner, Ostrom, Morgan 2008, 72-73)
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3.2 Industry analysis and market analysis

Stand up paddle boarding already successfully entered recreational activity mar-
ket in Finland several years ago. The service diversity starts from just paddling to

professional wine&yoga classes on the board.

Considering Finnish population and relatively young age of SUP as a leisure ser-
vice in country, there is no data or researches available on subject. However, some

factors can be beneficial when thinking about establishing the service in Finland.

According to WTTC (see figure 6), Tourism has positive growth forecast in Finland.
Unfortunately, clear report on domestic use of leisure services was not found.
Therefore, tendency and interests of Finnish residents in leisure tourism by cate-
gories could not be identified. However, as a fact, Finland has a strong social trend

for doing sport and leisure time activities with many services available.

Figure 6. KEY FACTS OF FINNISH TOURISM 2017

oA FINLAND
2017 ANNUAL RESEARCH: KEY FACTS'

GDP: DIRECT CONTRIBUTION

The direct contribution of Travel & Tourism to GDP was EUR43bn (USD4.7bn), 2.0% of total
GDP in 2016 and is forecast to rise by 2.8% in 2017, and to rise by 2.8% pa, from 2017-20127, to EURS.7bn
(USD&.4bn), 2.2% of total GDFP in 2027.

GDP: TOTAL CONTRIBUTION
The total contribution of Travel & Tourism to GDP was EURI8.9bn (USD211bn), 8.8% of GDP in 2016, and is
forecast to rise by 1.9% in 2017, and to rise by 2.6% pa to EUR24.9bn (USD27.8bn), 9.7% of GDP in 2027.

EMPLOYMENT: DIRECT CONTRIBUTION
In 2016 Travel & Tourism directly supported 52,000 jobs (21% of total employment). This is expected to rise by
23% in 2017 and rise by 3.1% pa to 72,000 jobs (2.8% of total employment) in 2027.

EMPLOYMENT: TOTAL CONTRIBUTION

In 2018, the total contribution of Travel & Tourism to employment, including jobs indirectly supported by
the industry was 9.5% of total employment (238,500 jobs). This is expected to rise by 1.0% in 2017 to 240,500
jobs and rise by 2.5% pa to 309,000 jobs in 2027 (TL9% of total).

YISITOR EXPORTS

Visitor exports generated EUR3.2bn (USD3.6bn), 4.2% of total exports in 2016. This is

forecast to grow by 10.5% in 2077, and grow by 6.0% pa, from 2017-2027, to EUR6.4bn (USD7.1bn) in 2027, 6.2%
of total.

INVESTMENT

Travel & Tourism investment in 2016 was EURI7bn, 3.7% of total investment (USD1.9bn). It should fall by 0.2%
in 2017, and rise by 2.5% pa over the next ten years to EUR21bn (USD2.4bn) in 2027, 3.9% of total.

000000

All values are in constant 2016 orices & exchange rates
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Analysis through Barringer & Ireland’s “must” list:

As explained above, the industry is growing and will continue to growth in next 10
years. Industry growth brings more tourists and therefore requires more service
providers. The positive investments indicate favourable conditions for new busi-
nesses and development of tourism sector. Moreover, the industry is not yet tired
of young product such as SUP which does not set intense pricing and allows de-
velopment. However, the product competition in Helsinki area next to Sipoo is

quite crowded which might lead to competition and lower margins.

Analysation of market.

Finland is a small country with over 5 million residents. Considering this fact, in the
local level it is extremely hard to find any specific information on chosen service.
Therefore, this academic research can be considered as the first research in Fin-

land for SUP enterprise establishment.

Soderkulla is a small urban area under control of Sipoo municipality with popula-
tion of 3077 residents (31.12.2015 by Tilastokeskus - Centre of Statistics of Fin-
land). The area is one of Sipoo’s key growth centres. Sdderkulla has no recrea-
tional activities provided and therefore it is considered extremely attractive for any

type of leisure time service.

The actual size of tourism market in Sdderkulla is hard to identify regarding the
absence of leisure time activities data among the residents. The picture of the
market can be evaluated by customer satisfaction survey distributed all over the
Sipoo area with total of 108 respondents as well as review of local leisure time

providers and author’'s own knowledge about the area.

Author of the study lives in Finland for 5 years. Considering this fact, due to its own
observations and experience: Finnish people aware of importance in physical ac-
tivity in order to stay healthy and fit. Doing sport, participation in leisure time activ-

ities and workouts can be considered as «national» trend.
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This fact supports information provided by Finland.fi (web-source created by min-
istry of foreign affairs oriented for promotion of Finland internationally) with the link
to European Union commission survey (2010) about Finnish physical activity de-
fines Finland as a top European country with the highest physical activity rate
among residents. In fact, Finnish people especially favour physical activities on

the natural landscape which supports the need for services like SUP rentals.
Further, market is analyzed According to Porter’s Five Forces tool.

Industry rivalry — Helsinki is the biggest city in Finland and it is only 25km from
Soderkulla. However, ordering SUP from Helsinki is not very cost efficient for buy-
ers as it would include (car, driving hours, gasoline, taxes). It is indeed cheaper to
order from local service provider. On the other side, the potential customer could
visit Helsinki for such an experience, but would take long travel time, traffic, tick-
ets/gas costs, megapolis fast-driven life and noise. Author’s service concentrated
on the area with little density of people on square kilometre and natural untouched

nature.

Threat of substitutes — There is always a threat of substitute which depends on
technological progress and new inventions, but so far, no direct substitutes of this
water-based leisure service is available. The water scooters could be considered

as threat, but not available in Sipoo and seems to be highly expensive.

Bargaining power of buyers — Due to absence of substitute for other rental services
and lack of knowledge about this young to Finland product, the buyer’s power is

low.

Bargaining power of suppliers — is low due to saturated global market and popu-
larity of the product. Suppliers from Finland not considered due to fact all SUP

boards are imported.

Barriers to entry — is not high for such a small enterprise, especially on the empty
market. Considering low capital requirement, the obstacles for entering are miser-

able.
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According to data analysed above in this chapter, it is clearly seen that SUP has
a great potential as a leisure time activity in Sipoo area as it is cost efficient, has
low competition degree and it is easily accessible. However, people still might to
use Helsinki as main service area due to the fact big city offers a lot of other ser-
vices and it could be more convenient choice for them to combine for example

SUP with hotel services, shopping and dining which poorly presented in Sipoo.

3.3 Customer analysis

Customer survey was sent to 3 biggest Facebook public groups in Sipoo area:
e Sodderkulla (3609 users on 22.04.2018)
e Nikkila (2722 users on 22.04.2018)

e Sipoo (6070 users on 22.04.2018)

According to statistic of survey visitors (see figure 5), 728 people went through the
link and 108 people have answered the questions. As can be seen, many people
did not answer the survey as at the moment of posting, the mobile version had a
problem with displaying questions which was not noticed by author. (noticed by
some of the group members). Author guesses, according to data on using devices
to open the questions (see figure 7), can be concluded that most of the people left
the survey due to display issue and considered it not worth to visit again after

problem was fixed.

5] QuestionPro  SUP and activities in Sipoo

2 a 728 B 88 m O
@ & 88 =2 100% & 2 mins

Figure 7. Overview of survey visitors.
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Devices
o) | 0, 1 0,

® 2.3% | 18.39% ! ® 79.31%

T t | — sktop/Lapto; ' Smartphon

50% & Android 3 100% =@ Windows 3 87% % Android

50% & iPad ‘ 0% K Mac OS 13% & iPhone
0% [J Tablets-Other 3 0% & Desktop-Othe 1 0% Smartphones

gﬁsﬁ!?ﬁpRISM Thcmoeparrment EQUESTiQnErQ

Figure 8. Statistic of devices, average answer time and views.

According to Figure 8 — Customer survey was mainly answered through
smartphones 78%. This fact highlights the importance of smartphone friendly web-
site and booking system as most of potential customers will use their phones to

make a reservation or to check the information about the rental service.
Survey can be divided in 6 different sections, revealing following data:
e Interest in activity (Figure 9)
e Target customer groups (Figure 10)
e Employment status (Figure 11)
e Service language preference (Figure 12)

e Distribution channels (Figure 13)

(See Figure 9) First four questions of the survey made in a way to understand if
potential customers interested in SUP as a leisure time activity. First question
helps to see if people interested in recreational activities in general. Next question
helps author to find how well respondents know about the product. Question num-
ber 3 reveals the interest in trying the activity if it would be provided as a promotion
when opening the company. Last question on this picture shows the interest in

renting SUP equipment for own recreational purpose.
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Overall, first 4 questions testify favouring outdoor activities among residents of

Sipoo as well as dominating interest in SUP (70% said «yes» and 23% «maybe»)

Do you like outdoor recreational activities?

e 1g% Sometimes

80%

- 1% e

Have you ever heard about SUP? (Stand Up Paddle Boarding )

& 289, vesand | have tried this activity

98%

Yes, but never tried

o 14%w

Would you be interested to try it for free?

& 23% maybe

70%

-~ 7%mw

Would you be interested in renting the SUP for own outdoor leisure time

86% = 12%mw

Yes *———— 2% If not, what could be interesting for you

Figure 9. Interest in SUP.

(See Figure 10) Second part of the survey reveals target groups and their age by

%. First questions clearly show 2 main target groups Friends (39%) and Family
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(38%) following by couple (19%) and 4% of single users. Most of the service users

are 25 to 54 years old following by 24% of younger people 18-24 years old

With whom most likely would you use the SUP?(you can choose several answers)

- 38(}? Family
39%
0
Friends
o————— 19% coupe
4% Alone

What is your age?

7 3 % . 24 % 18-24 years old

25-64 years old

L4 10/:) Under 17 years old

ﬂ% 85 + years old

Figure 10. Target groups and age.

(See Figure 11) Part 3 of the survey reveal 66% of potential customers are em-
ployed. Students take 20% of a share and self-employed and unemployed 8 and
3%

What is your employment status?(You can choose several answers)

T 200/.'—, Student

66%
Employed L4 8% sei-Employed

L, ._:-,’U/:j Unemployed

Figure 11. Employment status.
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Important part of the survey was to find if customers are able to use English
language as main contact language due to author’s language background. (See
Figure 12) 60% replied “Yes”, 24% “Yes, but not confidently” and 15% “No”.
Overall, people are ready to use foreign language as a main contact language but
15% of ones denied, is a significant share of customer segment. Author decides
to include Finnish language as main web-page language as well as learning local

language deeper to confidently provide service in Finnish.

Would you feel comfortable if the service would be provided in English language?

o 24 % Mot comfortable, but | could manage

60%

Yes

Figure 12. Language preference.

Last question (Figure 13) oriented to ask customers through which channel they
would like to rent SUP. Authors original ideas was to use only web-based channel
and 31% agreed to use it as a first source of booking. However, 25% feel more
comfortable with renting on the pop-up spot as well as 21% renting from perma-

nent office. 14% Interested in making orders through phone call.

How would you like to rent the SUP eguipment? (Y ou can choose several answers)

31%

Wabsite Online Booking

Figure 13. Distribution channels
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Summarising all analysed answers, the logical conclusion is followed, and busi-

ness concept changed accordingly.

Within above mentioned data, market demand is positive. More than 86% of po-
tential customers interested in renting SUP for their leisure time. Buyer is not well
acknowledged about the SUP sport but proves the interest to try if free promotions

available.

Based on demographic data, main target groups presented in decreasing se-

quence:
e Families and Friends
e Couples
e Students, unemployed, retired, military service

Based on these 3 groups, it is important to provide promotion packages, pricing

and correlated marketing material to attract every group’s interest to service.

Most of the customers employed, but students, seniors, unemployed and military
service considered to take a significant niche of the market. In fact, paying force
of these groups is not high. Therefore, special pricing should be taken into consid-

eration when planning marketing plan.

Next, the language of the service must have Finnish language due to the fact 15%

of market (significant share) do not feel comfortable with English.

Finally, adding distribution channels beside booking system considered important
as based on survey answer, people would like to buy service also from pop-up

rental spot, phone call or permanent shop/office in almost equal proportions.
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3.4 Competitor analysis

Soderkulla has no competitors within Sipoo municipality area. However, it is im-
portant to take into consideration Helsinki as the biggest city in Finland and wide

range of services it offers.

Whole Helsinki area presented as a main competitor and analysed using SWOT

analysis tool. (See Table 1)

STRENGTHS WEAKNESSES
e Big variety of service providers e Higher prices
e Possibility to combine SUP with e Long traveling time from Sipoo

other activities (shopping, din-

ing, hotels, etc.) e City noise sound

. ) e Absence of natural remoted,
e More creative & exclusive ex-

periences offered by SUP pro- virgin landscapes and forests

viders e High rental office price means
higher SUP rental prices and
less profit.
e Air pollution
OPPORTUNITIES THREATS
e Possibility to sell SUP pack- ¢ Intensive competition leads to
ages in remoted areas such as lower margins
Sdderkulla.
e People start buying their own
¢ Due to strong competition — inflatable SUP boards and de-
partially relocation to nearby lo- creasing demand for service.

cation which does not have
same service could be benefi-

cial to sales.
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Table 1. Swot analysis of Helsinki as a SUP service provider

No doubts, Helsinki has very strong selling points. Nevertheless, author strongly

believes Sipoo has high potential for taking its market share and breaking even in

first year of operations. This opinion explained by following facts:

1.

Long traveling distance to Helsinki takes 45 minutes by bus and cost
of about 15 euro (it is already half of the price if person would rent in
Soéderkulla same service). Traveling by car takes about 30 minutes
and customer must pay for an expensive parking as well as gas. Lo-

cal SUP service would be convenient to reach.

. In Helsinki, indeed, harder to find tranquillity. The city has its never

stopping energy and creates pressure which does not allow to unite

with the nature and get better SUP experience, away from people.

Air clearness in Soéderkulla is much better comparing to Helsinki (as

noticed by author).

Author plans to build a trust connection and value for the service
made in Sipoo based on local recreational “treasures” and land-
scape. Quality photos and videos (author learning professional pho-
tography for selling its product) will be one of the key features for

selling the service.

Overall, price for the rental gear would be cheaper than average
price in Helsinki due to absence of physical renting office which takes

big share of revenue.
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3.5 Business environment analysis

Different external factors affecting company operation analysed through PESTLE

analysis. (Pestle analysis, 2018)
Political:

Finland has one of the most stable political situations in the world. The quality of
legal framework provides strong protection to business, property and people
rights. Zero tolerance to corruption and maximum visibility in all political and busi-
ness-related operations makes Finland to be one of the safest and trustful coun-
tries for establishing the business. However, strict laws requiring many rules to be

followed to open the enterprise.

Finland favoring establishing new enterprises. Opening a company like SUP rental
and registering all the required documents can be done through online on 1 single
web-site. Also, if needed, entrepreneur can apply for a start-up money and there
is a high chance to receive a support. Most of the information for establishing a
new venture available in English. Therefore, any foreigner who would like to enter
a Finnish market, can easily access all needed information for establishing a suc-

cessful business.

Also, government launched a business support web-site (link) where any entre-
preneur could find a lot of useful information regarding establishing business in

Finland.

Economic:

Country has high labor costs, therefore establishing such a small business would
require an entrepreneur to pay most of company’s income as a salary for employ-
ees. On the other hand, high labor costs mean the labor has sustainable income
which leads to a strong consumer buying power. Overall, economic situation in

Finland is stable and banks can offer loans for enterprises easily.

Social:
Trend towards healthy lifestyle is a fact in Finland. People love and support leisure

time activities which beneficial for establishing new services like SUP.
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Technological:

By the fact, Finland is the most tech-developed country in Europe. Vast majority
of people use their cell-phones nowadays to access all needed information. Mobile
applications making a «BOOM!» in city’s guides, travel network, news, legal and
local municipality services. Many establishments nowadays are switching towards

mobile friendly use as most convenient option to reach services.
Legal:

Environment, consumers or employees are highly protected by Finnish law regu-
lations in tourism sector. Regarding the safety regulation in water sport, life jack-

ets, first aid and liability insurance must be obtained by entrepreneur.
Environmental:

Finland has a high sense of environmental responsibility. Therefore, the govern-
ment has a strict control above different types of tourism and leisure businesses
as it should not damage the nature. Different licenses need to be considered be-

fore running the business.

3.6 Marketing

Preliminary marketing plan is conducted to assess bigger picture and help to an-

swer research main question.

For the start, due to small starting capital, author plans to use as little investments
as possible. Full, detailed marketing strategy is not a purpose of the Thesis. There-
fore, marketing plan defined briefly based on using mainly data gained from cus-

tomer survey.

The main target customer are physically active Families, groups of friends, couples
and minor groups such as students, unemployed, seniors and military service.
These group will be targeted with special offers and prices according to their needs
and social status. The service should be positioned for each group in the way it is

at its best satisfies their experience needs and life values.
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Marketing plan conducted using Kotler's 7P marketing mix described earlier in the-

ory part to give only very brief draft view of marketing strategy. This will be a good

base to start when doing complete marketing in business plan document.

1.

Products/Services.
Rental gear for SUP, Special group packages, couple packages and tours.

The product would offer fun and exciting way of exploring water natural re-
sources. From uniting with nature doing meditation while being in the middle
of the lake to an adventurous exploring of Gulf of Finland or maybe kids
fight with soft paddles kicking each other falling into a water? Endless pos-

sibilities, but these are example of option product will offer.

Physical benefits of the product stimulation muscle tones of the whole body
as well as teaches improving the balance. Moreover, it is a fun way of ex-

ploring the water facilities which are hardly accessible usually.

Family packages would include 50% off price for kids if an adult book a SUP
for him/herself. Lower prices would be applied to students, unemployed,
military service and seniors. For big groups, group discounts will be used

as well as team building packages.

. Prices/Fees.

Price for target customer group would be 30€ based on average pricing in
Helsinki for same service. Special discount will be offered for students, re-
tired people and military service. Couples, friends and families can receive

group booking discounted prices.

For easy use and regarding size of enterprise, only credit card or bank
transfer methods available for payment. Payment can be done through
online booking system and online bank or by paying at the sport using re-
mote card reader systems such as iZettle.
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3. Place/Access.

Online Web page, posters at the partners’ local businesses and pop-up
spots on the local beaches. Partners considered to be following: local gro-
cery stores Citymarket and S-Market, Pizzeria Soderpippuri, meeting and

event venue Soderkullan Kartano and local School.
4. Promotion.

Promotion will be done using big posters and pop-up promo stand with en-
trepreneur itself telling about the services and giving away posters with info
and first session booking discount rate if poster used. Also, Facebook group
will be created to keep people updated about special prices and free trial
days. If not enough, Facebook online advertisement can be applied, but not

necessarily due to high cost.
5. Physical Evidence.

The service must be of high quality and care to details. Service positioned
as modern and easily accessible online rental service with a great customer
service and well build loyal customer data base. Service can be provided
on local beaches and Gulf of Finland at any time approved prior the service

delivery.
6. Processes.

It is very important to build along customer loyalty to authors brand. There-
fore, email subscription will be suggested for promotions and news follow-
ing. Authors would post various photos to social media and web-site related
to joy of life and exploring beautiful Finnish nature using its service. This
brand mindset, hopefully, will help to gain customers interest and brand loy-
alty as well as repeat customers. Atmosphere of customer interaction will

be very easy going and cheerful as well as easily accessible.
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Moreover, every customer will be asked for feedback at the end of the ser-
vice and a possibility to subscribe for loyalty programme and special offers

to create long lasting relationships.
7. People.

Authors works in hospitality business for several years and communication
is one of the key success factors in his life. It is, indeed, very important to
keep friends like relationships with customers and always make sure they
leave with happy faces. Happy faces mean the feedback could spread the

word about the service provider in a positive way, gaining more customers.

3.7 Financial analysis

All prices listed in local currency - €. The prices presented in figure bellow are not

fixed and considered as a subject to change during the business planning period.

Owner of the business will be a self-employed person who will not hire any em-
ployees/accountant service due to venture size and the way service will be pro-
vided. Therefore, the costs for staff and wages will not be counted here. The en-
trepreneur’s salary will be considered as the capital of the company and not men-

tioned in calculations.

Calculations will not include variable costs as those found miserable for such a

small enterprise and area of service.

In this chapter, will be presented all preliminary company set up costs to run 1 full

season of operations as well as marketing costs and Break-Even Point.

Business set up and operational costs:

RENTAL EQUIPMENT



SUP with pad- | Rental equipment 5 230 1150
dles and pump
SAFETY EQUIPMENT
Life jackets 5 50 250
big
Life jackets 3 40 120
kids
First Aid Kit 1 30 30
FACILITY EQUIPMENT
Payment regis- =~ Customer data statistical collec- 1 300 300
ter system tion, sales register, receipt printer,

and reporting services.
WEBSITE
Website crea- = Creating selling and advertising 1 20 20
tion platform using the website con-

structor. Registration fee.
Hosting per Website hosting per month 1/12 20 240
month
INSURANCE & COMPANY REGISTRATION
General Insur- 1/12 20 240
ance
Company reg- 380
istration
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3.7.1 Break-Even point
Comparing the prices in the market of Helsinki, the average price to start with
would be 30€ / hour / person.

BEP FORMULA: Fixed Costs / (Price — variable costs) = BEP in units (see table
1)

Break-even Analysis:

FIXED COSTS 2730
VARIABLE COSTS 0
PRICE 30
BREAK EVEN 91 units

As shown on table 1, to break even 91 units need to be sold which looks realistic

to return the investment already during the first year of operation.

According to beach supervisor, in one sunny day one local beach visited by about

200 people.

Based on this important number, author assumes about break-even time require-
ments. If, for example 10% of 200 beach visitors per day would rent SUP — this
estimate as 20 people multiplied by price per hour even as revenue per day (See
table 2).

Assumption of period length to achieve BEP

Visitors of the most popular local beach | 200 visitors

Per day
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10% would by SUP service 20 buyers
Price per Unit 30€
Revenue per Day 600€

According to World Weather and Climate Information web-source (2018), in Fin-
land, there is approximately 1,510 hours of sun from March to September. This

fact is important when drawing a conclusion regarding BEP period length.

Based on the assumption of the author, even if the demand at its worst, break-

even is possible under a period of one summer season.

3.8 Results

Based on the analyzed data, main target customers are families, friends and cou-
ples following by minor target customers such as students, unemployed, retired
and military service. Population of Sipoo is 20,000 while half of potential consum-
ers lives in Séderkulla. The amount of people considered to be enough supported

by fact that at least 200 visitors visits local beach during sunny day.

As per Sipoo — there is no competitors to proposed business concept. However,
main competition can come from Helsinki region with its wide range of services.
Nevertheless, author believes Sdderkulla’s USP is the nature, tranquility and easy,
cheap access for residents as well as for people who want to escape from big city

life.

According to Porter’s Five Forces analysis model, identified that market has high
profit potential, threat of substitute is low while bargaining power of buyers as well
as bargaining power of suppliers of low and, finally, barriers to entry are low with

low capital requirements compared to other industries.

Business environment favoring establishment of new enterprises. All documents

for establishment and taxation as well as insurances can be obtained online. Labor
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costs are high in the country which forces the author to act as the only employee.
However, as labor costs are high — people have more money to purchase services.
Socially, people support and actively using services providing physical activities.
Technological perfection of Finland makes it easier to manage and operate the
enterprise using online platform as well as taxation services and many others. No

safety certificates and expensive insurances needs to be obtained.

To succeed in marketing, it is important to concentrate on target groups which
structured based on questionnaire analysis. Each group should have its own po-
sition strategy with special packages and prices according to group needs. Except
using only online booking, customers want to see pop-up rental points (for ex. on
local beach) and booking availability through phone calls. Promotion and recogni-
tion of the service will be done through posters placed at Citymarket & S-market,
local Pizzeria Séderpippuri, meeting and event venue Sdderkullan Kartano as well
as local school. Also, based on research data, people are interested in free product

promotion using pop-up service at the local water facilities.

To break-even, 91 unit should be sold at the price of 30€ to start earning the profit.
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After feasibility study is conducted, important changes in service design blue-
print must be added and marked as red. The marketing channels are added as

well as second customer journey channel in face of Pop-up point on local beach.

Physical
evidence

Web-site design and
content accesibility

Advertisment:
Posters at
CityMarket, S-market,
— Soder Pippuri
Pizzeria,

Soderkullan Kartano
Meeting venue, local
School.

Accesibilty and
simplicity of the
service

Uniform with logo

Ll Quality of gear

Possible loyalty
discounts

Receipt of payment

Customer
journey
online
booking

Searching the
information though
search engines

Moving to Web-site

1 Gather information

Make decision and
reservation

Recieve an email
confirmation

Arrive at the choosen
place

Recieve the
equipment

= Inrtoduced to safety
aspects

|__| Using the equipment
for paid time

\— Return equipments

Give feedback

Customer
journey
Pop-up
point

Front stage

Back stage

Support
process

t= Notice pop-up point

Come and gather
information

== Chose service and pay

= Recieve equipment

|__| Introduced the safety
aspects

|_| Using the equipment
for paid time

Returtn the
equipment

b Give Feedback

Managing and
\—  updating web-site

Managing and
= confirming bookings
through phone, e-
mails or web-site

Creating and following
| reservations calendar

Delivering the
equipment on booked
time

|, Explaining safety
regulatuins

Recieving the
equipment back,
listening to feedback

Creating and
designing web-site
— content
advertisement

Creating

advertismenets

Arange reservations

Registering customers

to mailing list

- Delivering of
equipment

Cleaning the
- equipment

Taking actions

according to
customers feedback

Create and follow
business plan

Creating marketing
plan

Manage web-site
content

Calculating sales,

™ prices, special offers

Accounting
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CONCLUSION

The start-up company idea is to introduce SUP equipment for rent in Sdderkulla
town. The town has great water facilities including few beautiful forest lakes and

exit to Gulf of Finland. Both are popular local premises for leisure time spending.

SUP considered young and new sport in Finland, but already well-known and rap-
idly growing across the country. Nevertheless, Sipoo has no leisure service pro-
viders using recreational facilities on the water. Moreover, the market of activity
tourism in Sipoo has not much to offer. However, it is important to highlight Hel-
sinki city area as the biggest leisure time activity provider and main competitor
which is only 30km away from Sdderkulla. Despite this fact, Sipoo and, especially,
Soéderkulla are rapidly growing regions with many new houses building every year.
Opening venture of rental gear would be a good investment for the future growing
market. Also, Soderkulla has its unique selling point based on great untouched

natural resources and tranquility which stands apart from Helsinki.

Analysis of customer satisfaction survey reveal positive interest of residents in ser-
vice (86% interested to use rental service, 12% maybe and 2% negative). Main
target customers are Friends, Family and Couples who are employed or students.
Half of them never tried stand up puddling and would like to experience it. Other
half already aware of this sport and would like to use the service. It is important
to consider that language of the service must include Finnish as well as new dis-

tribution channel such as pop-up rental point.

Business environment factors supporting establishment of venture with easy and
inexpensive solutions for start-up. Helsinki area considered to be main competitor,
but SUP online service has USP based on natural resources and tranquility as well
as easy access and good pricing policy. Social trend towards leisure and physical
activity enforce establishment of new service providers in the industry. Financially,
capital requirements are not very high which makes it less risky to enter the mar-
ket. Moreover, break-even is calculated to happen during the first year turning en-

terprise into a “profit maker”.



45

Identifying the success of the business idea entering the market is hard due to lack
of the researches and data on the subject. Even the Finnish association of SUP
does not have any information regarding researches on the subject. Therefore, the
assumption is made relying on author’'s own knowledge about the industry and
area, the customer satisfaction field survey as most important source of data and
analytics of market and industry as well as business environment factors and fi-

nancial calculations.

The thesis actions were clear and well-structured based on multiple theoretical
backgrounds which helps to answer main thesis objectives set up by author. How-
ever, in author’s opinion, more detailed data must be presented to give to the re-
search better reliability. Number of answering the questionnaire could be higher to
get a better, more valuable statistic. Nevertheless, taking into consideration ab-
sence of any data/studies of SUP use in Finland, the research analysis and results
give a good overview of the situation in the industry and on the market of SUP in
Sipoo. The research results are reliable and can guarantee facts and informational

support to answer main research question.

Overall, based on the study provided, SUP Online Rental Service has high chance
of success on the market and it is highly recommendable to proceed towards busi-
ness plan and establishment of the company. Moreover, break-even is likely to
happen during the first season of operations with minimum of 91 units sold with
price of 30€
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Customer survey

nPro SUP and activities in Sipoo

Matle Eagy™

[ Questio

in Sipoo

5728 88 o

4 88 w2 100% & 2mins

Do you like outdoor recreational activities?

80%

Yes

58%

Yes, but never tried

Would you be interested to try it for free?

70%

Yes

86%

Yes

39%

Friends

What is your age?

73%

25.84 years old

What is your employment status?(You can choose several answers)

20% swie

66%

Employed

Would you feel comfortable if the service would be provided in English language?

60%

Yes
15% 1

How would you like to rent the SUP equipment? (You can choose several answers)

31%

Website Online Booking

SECONDERISH

[ QuestionPro

The[TDepartment
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