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The objective of this thesis was to analyze the marketing campaign of Culminatum Ltd Oy. The company represents the government’s perception on increasing regional competitiveness in accordance with national and European policies.
The thesis focuses on the company’s welfare branch and its objective to relaunch a webportal and advertise it.
The special feature in the thesis is that the company that we are analyzing is a
non-profit organization. This has its advantages and disadvantages to the company’s marketing efforts which are discussed in the thesis in detail.
A quantitative research method was used to analyze the marketing campaign and
the functionality of the webportal. A questionnaire was designed and distributed
to 30 people in pharmacy (Kauniaisten apteekki). The results were analysed with
the Statistical Package for the Social Sciences (SPSS).
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Opinnäytetyö tavoitteena on analysoida Culminatum Ltd Oy:n markkinointi
kamppanjaa. Yritys edustaa valtion näkemystä paikallisen kilpailukyvyn edistämisessä kansallisten ja eurooppalaisten säännösten mukaisesti. Lopputyö keskittyy
yrityksen hyvinvointiklusteriin and tämän tavoitetta avata uudelleen jo olemassa
oleva internettisivusto ja mainostaa sitä.
Lopputyön erityispiirre on, että yritys, jonka markkinointia analysoimme, on
voittoa tavoittelematon organisaatio. Tämä asettaa hyöty ja haitta vaikutuksia
yrityksen markkinointiin, mistä kerromme tarkemmin lopputyössämme.
Kvantitatiivista tutkimusmenetelmää käytettiin markkinointikampanjan ja nettisivuston käytettävyyden analysoimisessa. Kyselylomake suunniteltiin ja annettiin täytettäväksi 30 ihmiselle Kauniaisten Apteekissa, jonka jälkeen tulokset
analysoitiin SPSS ohjelmalla.
Tulosten perusteella kehitimme kehitysideoita markkinointikampanjaa ja nettisivustoa silmälläpitäen. Ideoiden tavoitteena on parantaa palvelun tunnettavuutta ja nettisivuston käytettävyyttä.
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Introduction

The entrepreneurs in the welfare sector need affordable and accessible media to
inform the public of their services. The "Development of welfare entrepreneurs’
business knowledge, network communication and networking " project was conducted to help welfare entrepreneurs in their marketing efforts. The project
redesigned an existing internet portal to suit better the needs of the welfare
entrepreneurs. This portal operates as a free marketing channel for welfare entrepreneurs to market their services to the public. A marketing campaign was
conducted to promote the portal to potential users and customers.

It is interesting to discover the difference that a marketing campaign creates to
the number of visitors in the portal. This thesis will discover which aspects hinder or assist the usability of the internet portal.

The main objective of marketing is to attract customers to buy seller’s products
and services and therefore increase the sales and recognisability of the company
and its products/services. At present the competition between companies has
increased and this has resulted in diversification of companies’ marketing methods, which differ in their effectiveness and costs. The challenge for companies is
to receive good results cost-effectively. Because of the increased competition in
different areas of business, companies are forced to invest innovatively to marketing.

The research subject for the thesis was offered by Culminatum Ltd Oy which had
a marketing campaign planned and the company needed post-analysis of the
campaign. The objective of the marketing was to increase the recognisability
and the number of visitors on the webportal. The marketing methods and channels are studied in the thesis.

The subject of the study is Culminatum Oy Ltd, which has a project to renew the
Hyvinvointipalvelut.fi webportal. The portal was previously called Hyvis.fi which
was maintained by Laurea students. The project was conducted in a co-operation
with Uudenmaan TE-keskus, Laurea ammattikorkeakoulu, Stadia ammattikorkeakoulu (currently Metropolia) and Arcada ammattikorkeakoulu. The pro-
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ject’s objective was to increase marketing opportunities to welfare entrepreneurs as well as distribute information about new emerging opportunities in the
field.

1.1

Choice of the research context

Culminatum Oy Ltd is a project-oriented company, that has a objective to increase the market opportunities to different industries. This thesis focuses on
the project of Culminatum Ltd Oy called "Development of welfare entrepreneurs’ business knowledge, network communication and networking
". The project’s objective is to inform welfare entrepreneurs about new market
opportunities and give awareness and knowledge of the emerging challenges
they are encountering in the near future. Also networking and developing these
networks and contacts has a big emphasis to this project.
The Hyvinvointipalvelut.fi webportal is an essential part of this project and the
research of this study is focused on the marketing operations of the web portal
and the usability and the visual appearance of it.
This particular project was chosen for this research object because the opportunity to study and analyse a marketing campaign aroused interest of the researchers. The opportunity emerged while one of the researchers (Mr. Kotobridza) was completing his internship in Culminatum Ldt Oy. Working in the project and with Hyvinvointipalvelut.fi gave a good insight to the project and better
understanding of the benefits and disadvantages the project has. Since marketing is the focus of the researchers’ studies in Laurea University of Applied Sciences, the marketing campaign of a project was a good choice for a thesis.

1.2

Scope of the study

The topic of the study is “Culminatum Ltd Oy: Analysing and developing the marketing campaign and internet portal of the "Development of welfare entrepreneurs’ business knowledge, network communication and networking
" project”. The scope of the study is to analyse the marketing efforts the project
has by using existing marketing theories and a questionnaire that was conducted
specifically for this research problem. The subject of this study was chosen because the researchers could analyse it by using the skills and knowledge learned
in the academic studies. The subject also allowed observing marketing in practice in addition to marketing theories.
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1.3

Purpose of the study

The purpose of the study is to develop marketing practices so that the internet
portal gains public awareness and improve the internet portal’s usability. This
thesis investigates how successful the marketing campaign was and how it could
have been improved. The objective is to examine how the Hyvinvointipalvelut.fi
webportal is received by the public and how that could be improved to be more
user-friendly.
1.4

Research context

Finding the right research methods is crucial concerning the study, since the
reliability of the findings depends on it.
In this study the quantitative research method is used because that is the optimal method to get the results which are needed. A questionnaire is the most
suitable way to gather the information by asking open and closed questions from
the sample group selected. After conducting research the results are analysed
and referred to the chosen theories and general beliefs which are discussed later
in the text.

1.5

The structure of the study

In the first segment of the study the objectives are presented: purpose, the context and implementation. This conveys to a reader an impression of the entity
and the different subjects which are presented in the following segments. The
structure of the study is based on the research problem; the title of the thesis.
The thesis is structured to 6 different segments: introduction, theoretical background, methodology, case, analysis of the results and conclusions.
The thesis is based on basic and specified marketing theories. Existing theories
are utilised to analyse the marketing campaign and innovate improvement ideas
for marketing.
The research methods are reviewed later in the thesis. A questionnaire is an
ideal research method for study because the study is focused on the preferences
of the respondents.
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Figure 1: Diagram of the thesis
As table 1 presents the theoretical context is the foundation for the case study.
The theories discussed in that section are implemented in the case study. In the
methodology segment different methods used in the study are presented. These
methods are implemented when analysing the result. The conclusions present
the final findings of the study and conclude the thesis.

2
2.1

Theorethical Context
Marketing Mix

Marketing mix is one of the basic concepts of marketing. It consists of every feature of a product which is marketed by a company. These features are product,
price, place and promotion, also known as four P’s. By changing these features a
marketer can influence the demand for a product. Marketing mix is included in
the theoretical segment of this thesis because understanding this theory is important in understanding product development and marketing operations. Mar-
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keting mix for services complements a traditional marketing mix. (Palmer
2005,10-11)

2.2

Marketing Mix for Services

The original marketing mix theory is considered too limited for services, because
the theory was originally designed for manufacturing industry. Since services are
intangible and therefore not moveable items, the marketing of the services is
also different. This is the reason why the 4 P’s theory has been developed to suit
services better. Instead of 4 P’s: product, price, place and promotion, there are
7 p’s: product, price, place, promotion, people, physical evidence and processes.
These additional P’s allow more features which help the marketer to market
services in a more consistent way.(Palmer 2005,10-11)
A product is a combination of goods and services which the company is offering
to its customers. Companies offer products to satisfy customer needs, first they
need to determine whether there is any demand for the product which is offered
to the customers. A product can be anything that a organization offers to its
customers and it can be intangible or tangible (tangible product or intangible
service). (Palmer 2005,12)

A product is an essential part of a company’s offering to the market. Thus it is
important to formulate a product that satisfies customer’s need and brings them
value. A product is the foundation on which a company builds a profitable relationship and therefore an important part of marketing mix. (Kotler & Armstrong
2004,277)

The price of the product is the amount of money customers have to pay to purchase the product. For making pricing decisions the average level of price for a
particular product or service should be defined. Public sector companies often
offer services at a subsidized price or for free. It can complicate pricing decisions for private companies in the same field of business.(Palmer 2005, 12)

Promotion refers to communicating the merits of the product and persuading
customers to buy the product. There is a need to emphasize the tangible aspects
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of the service. Often the production personnel become important in promoting
the actual service.(Palmer 2005, 12)

The place refers to the accessibility of the service for potential customers. Decisions about the intermediaries are important for making the service accessible to
the customer. The place does not have to be a concrete place, for example
Internet is a “place” which is not tangible, but by promoting and selling on
Internet a service can be made available to a larger audience.(Palmer 2005, 12)

People are an important element in marketing mix for most services. Every person working for a service industry is a part-time marketer, because their actions
have a direct effect on the quality of the service. This is particularly true in services in which the staff has much contact with customers. For this reason it is
highly important for service organizations to specify to their staff the way they
should behave with customers. (Palmer 2005, 13)

Services have an intangible nature, which makes it difficult for the customers to
judge the service in advance. Therefore there is a need to give the customer
tangible (physical) evidence about the service. At its simplest, it can be a brochure about the service. It can be a more elaborate scheme such as using colors
to assure customers.(Palmer 2005, 13-14)

Production processes are important in service marketing, especially in services
where customer is in contact with the processes. In a restaurant business customers are affected by the way personnel serve them and the length of waiting.(Palmer 2005, 14)

Customer service can have many meanings depending on the organization. In a
service sector the quality of service is determined by customers’ perception of
the quality. Thus it needs to be a concern for the whole production personnel,
not only a concern of a small marketing department. The following theory describes how these features are communicated to potential users.(Palmer 2005,
14)
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Marketing mix explains the different aspects of a product and how to differentiate a product from others. Whereas marketing communication mix presents the
practical aspects of communicating the wanted message to customers. This helps
readers of this thesis to understand how the marketing efforts should be executed for optimal outcome. (Palmer 2005, 14)

2.3

Marketing Communication Mix

A company's total marketing mix includes a certain mix of the possible advertising methods which are available. The mix can consist of advertising, sales promotion, public relations, personal selling and direct marketing tools. Marketing
communication mix explains the different methods a product can be communicated to customers and this helps the reader to understand these tools. Marketing communication tools are advertising, sales promotion, public relations, personal selling and direct marketing.(Kotler & Armstrong 2004, 467)

Advertising is any form of non-personal and paid presentation and promotion of
the brand or organization. Advertising is used increase knowledge for a certain
target group of the product or service. There are different tools which can be
used in order to create the wanted perception in the minds of potential customers.
Advertising is used mostly by businesses but it is used also by non-profit organizations to advertise their causes to the public and increase the awareness of the
public about a certain issue. (Kotler & Armstrong 2004, 467)

Sales promotion means short-term incentives to influence customers to buy a
certain product or service. Sales promotion consists of several communication
techniques that attempt to provide value to the customer and accelerate sales.
Samples, coupons, contests and rebates are good examples of sales promotion.
(Kotler & Armstrong 2004, 467)

Public relations may consist of different activities by the company to promote a
positive relationship or image with customers or potential customers. Creating a
good corporate image means that unfavourable publicity needs to be administered before it becomes unwanted publicity. Personal selling is presentation by a
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company's sales representative for making more sales and building customer
relations. (Kotler & Armstrong 2004, 467)

Direct marketing is direct communication between the company and customer.
The most common marketing methods are telemarketing, marketing by mail and
electronic mail marketing. The objective of direct marketing is to receive a direct response from the customer. (Kotler & Armstrong 2004, 467)

As explained marketing communication mix describes different methods to convey the wanted message to customers. This information should strengthen the
desired image of the product; it is also called branding which will be concentrated next.

2.4

Branding

A brand can be a name, term, sign or symbol which identifies a certain product,
service or organization. The objective of branding is to identify the product or
service and give it an impression that separates the product from a other similar
products. Branding has been used for centuries but in modern world branding has
an important role in consumers’ as well as companies’ lives. This theory is important for understanding the reasons customers choose a particular product.
(Kotler 2000, 274-275)

Commodity refers to any product that has not been undifferentiated. This means
that the product is the same regardless of who is selling it. A good example of a
commodity is milk which can be considered homogeneous product if it is not
differentiated. A commodity is so basic that it cannot be differentiated in the
minds of consumers. But if differentiated the commodity can gain a strong brand
status and give the consumer added value when comparing it to other similar
products. Commodities usually contend with price in consumer markets. (Kotler
2000, 297)

Consumers may identify brands completely differently even if the actual product
is the same. Consumers might have a certain image of a certain brand due to
past experiment with a product or its marketing program. They choose the
brands which satisfy their specific needs. Brands can contain a certain amount of
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quality in order to satisfy consumers for purchasing the same brand again. This
quality is something that can be translated into loyalty, if the consumer is satisfied with the product he/she is also willing to pay a higher price for it, which is
often 20 to 25 percent more. This brand loyalty is something that has been proclaimed to be the ultimate objective of successful marketing. Brand loyalty is a
consumer’s willingness to repurchase the brand again repeatedly. (Kotler 2000,
274-275)

After branding the product advertising should be designed to suit for the brand
image and features. As described later in the case study, planning of advertising
is an important aspect for achieving the wanted results from the marketing efforts. This is considered an important part of the thesis as this theory can be
used to analyse the success of a marketing campaign.

2.5

The Planning of Advertising

Advertising can contact potential customers from different geographical areas at
relatively low costs per contacted customer. A seller can repeat the message
many times through advertising. For example television advertising can contact
large number of people. Using large-scale advertising the advertiser gives a positive impression about the size, popularity and success of the product. Advertising
can be costly, but it allows the company to create an illusion about the product
through the use of visual appearance, print, sound and colour. (Kotler & Armstrong 2004, 482)

Advertising can be used for long-term or short-term purposes. Large companies
such as Nokia use advertising in the long term for strengthening the brand, image
and the message that it is sending to the public. Advertising can also be used for
short-term purposes such as advertising sales. (Kotler & Armstrong 2004, 482)

There are also negative aspects of advertising although it contacts many potential customers fast, it is not personalized and does not allow interaction with the
individual customer. Comparison to personal selling in advertising the customer
does not have to respond or pay attention to the message. Planning of advertising explains the issues related to planning and executing the advertising. The
reader needs to understand this because the success of marketing often depends
on the planning of marketing. Planning of advertising consists of selecting the
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media, deciding on reach, frequency and impact, choosing among major media
types, selecting specific media vehicles, deciding media timing and evaluating
advertising. (Kotler & Armstrong 2004, 482)

Planning of advertising consists of deciding on reach, frequency and impact,
choosing among major media types, selecting specific media vehicles, deciding
media timing and evaluating advertising. (Kotler & Armstrong 2004; 502)

When selecting the media the advertiser must decide what reach and frequency
is needed to achieve the objectives of the advertising campaign. Reach means
the percentage of people in the target market who are exposed to the advertisement during a given time period. Frequency means the number of times the
potential customer in the target market is exposed to the advertisement. (Kotler
& Armstrong 2004; 503)

It is important to know reach, frequency and impact of different media types
when choosing the preferred media. The major media types are newspapers,
television, direct mail, radio, magazines, billboards and the internet. They each
have their own advantages and limitations. Media planners have to consider factors such as the media habits of target customers and nature of the products.
When considering the media habits of target customers media planners are seeking a media that can contact target customers effectively. The nature of the
product affects the media choices in such a way that certain products are best
advertised for example in magazines or on television. Media selection should also
be dependent on the message. For example major sales are best advertised
through radio or newspapers. Cost is also a factor which impacts the media
choice for example television advertising can be very expensive while newspaper
advertising might be cheaper. (Kotler & Armstrong 2004; 503-504)

There is a transition towards micromarketing from large and established media,
meaning that marketers are allocating their focus towards new and smaller media from television and magazines. The smaller marketing channels are making
the marketing efforts more focused. (Kotler & Armstrong 2004; 503-504)

Within media types there are different media for example in Finnish television
these different vehicles are MTV 3 and Nelonen. Those are different channels
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which allow the marketer to advertise during commercial breaks. A media planner should consider the vehicles that are best suited for the target audience, for
example it might not be suitable to advertise alcohol in magazines for children.
(Kotler & Armstrong 2004; 504)

It is important for the media planner to schedule the advertising over the year.
For example if one is selling greeting cards it might be convenient to advertise
them only before major holidays. The advertiser needs to choose the advertising
seasons carefully. (Kotler & Armstrong 2004; 504)

Communication effects as well as sales effects should be evaluated regularly
during the advertising program. Measuring of the communication effect of advertising reveals how well the advertisement is communicating with the customers.
Measurement is done for example in such a way that before advertising people
are asked whether they know or like the product, and after the advertising the
same questions are asked again. This is a way to know the difference how well
the communication affects. The sales effects are more difficult to measure than
the communication effects; this is because there are different factors which
affect sales, such as product features, price and availability. It is possible to
measure the sales effects of an advertising campaign for example by comparing
it with past advertising expenditure. (Kotler & Armstrong 2004; 482, 506)

Once the advertising is planned and budgeted the selection of the correct media
is necessary because that should contact the wanted segments. There are different media to choose from but each media has its own advantages and disadvantages. The media used in the case study will be analysed on the basis of this
theoretical section. (Kotler & Amstrong 2004, 482)

2.6

Advertising Media

These descriptions of different media are needed to understand the individual
features of each media. This helps marketers to choose the media that suits best
to meet their objectives. The different advertising media are newspapers, free
distribution papers, magazines, billboard posters and electronic marketing.
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Newspaper is a news-focused paper that is published at least three times a week,
there are national, provincial and regional newspapers. As advertising and news
media, newspapers’ strength is credibility and locality. As advertising media,
newspapers’ strength is also the exact defining of the publishing interval. It has
also high news value and it conveys always recent information due to its publishing interval. (Iltanen 2000,13-18)

City and city district papers are free distribution papers which reach 65% of the
Finnish population. Free distribution papers are distributed without charge and
their publishing is based on selling advertisement space. In Finland there are
approximately 100 free distribution newspapers. The advertising value of these
newspapers is slightly worse than other media because recipients are not paying
for the newspaper. (Iltanen 2000,13-18)

Magazines are published regularly at least four times a year but at a maximum of
once a week. The main content of magazines is not commercial announcements,
price lists or advertisements, their main content includes articles and other material. This content consists of subjects which are of interest to readers, such as
work, family, home and leisure time. As a media the strength of magazines is the
ability to choose among different demographic and regional factors. One of the
competitive advantages is that magazines are read during a long period of time
among several readers. Magazines are printed in four colours, so pictures can be
presented colourfully and noticeably. (Iltanen 2000,13-18)

Outdoor advertising is one of the oldest advertising tools. These advertisements
can be placed on displays, on the walls of buildings and on public transportation.
Outdoor advertising is often considered as supporting advertising and its share of
the market for advertising is minimal. It has high reach especially in cities and
its advantage is that it can be placed near the purchasing area. It does not compete with other advertising. Advertising in transportation is placed on buses,
taxis, trams, trains and metros both outside and inside of them.(Iltanen 2000,1318)

Billboard media owners consider billboard advertising as a primary advertising
media. Research has proven that poster advertising has increased both sales and
awareness of products and services. The following theory describes the analysis
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that is conducted to marketing during and after a marketing campaign. (Wright
2000)

E-business can be defined as the transforming of key business processes to be
operated through internet technology. These can be for example intranet, extranet and Internet. These technologies give the company the ability to do business faster, more accurately and over a wider range of space and time. Old ways
of doing business such as using paper documents can be replaced by the internet
and other technologies. E-business theory is included in the thesis to inform the
reader about the special features of internet business and marketing. (Chaffey et
al 2003, 11)

Company's efforts to communicate, promote and sell its products and services
over the internet are called e-marketing. The internet can be used with traditional media to deliver services to customers. (Chaffey et al 2003, 7)

Online advertising can be used by the company to build internet brands and to
attract more visitors to webportals. Such advertising methods can be banner
advertisements as shown as an example in figure 2, banner advertisements which
scroll around the screen called tickers, “skyscrapers” which are tall and slim
advertisements on one side of the website, rectangles which are bigger boxes
than banners, interstitials appear when changing a web address, a pop window
which is a new window on web browser and content sponsorships which can be
for example showing a company’s advertisement before an online video. These
advertisements can be placed with the company's message on a website. For
example the company could place a banner on a newspaper’s webportal in order
receive attention of the people who are browsing on the webportal. In this way
potential customers can click the banner advertisements and be transferred to
the company's own website. (Chaffey et al 2003, 331-332)

Figure 2: an example of a banner (Source: Hs.fi)
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Viral marketing is an internet version of word-of-mouth marketing. The concept
of viral marketing is that the company develops for example an email message
that is effective enough that people forward to their peers. Marketing in this way
is very effective because it is done by the customers. The message will be more
likely to be read because it comes from a peer and not straight from the company itself. (Chaffey et al 2003, 359-360)

Online marketing plays a major role in supporting other marketing activities, but
it is not likely to be a rival to the major television and print media. The costs of
online advertising are much lower compared to other advertising media, but
these advertisements can be easily ignored. Although many companies are using
online advertising it usually plays a minor role in promotions. (Chaffey et al 2003,
359-360)

Different media are analysed critically and chosen for advertising channels.
There are limitations for non-profit organisations in regards of marketing and
other business processes, these are described in the following paragraphs. In the
case company there was a requirement to gain approval for the marketing plan
from the funding parties. (Chaffey et al 2003, 359-360)

2.7

Analysing Marketing

The objective of analyzing marketing is to acquire information that helps to plan
and focus advertising. The objective of planning and focusing is to make the
consumer behave in a way the marketer wants. Analyzing marketing can also
study the effects of past marketing. This theory is included in this thesis because
it helps the reader to understand the successes and mistakes made in marketing.

In post-marketing campaign analysis the true visibility of the campaign, the interest to the campaign’s message and the image of the campaign’s effects are
analyzed. In addition the qualities related to the content of the campaign are
also analyzed. The analysis clarifies how the advertisement has been noticed in
different focus groups, the recognition of the brand in the campaign, how customers perceived the commercial, the effects of the commercial on the buying
behaviour and the interest for the product category in general.
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The sales effects of advertising cannot be analysed fully with any research
method. This is because most often most marketing campaigns use other marketing methods in addition to advertising. It is possible to measure advertising share
from the end result broadly. The research activity of advertising concentrates on
clarifying which content in advertising directs the consumers to favouring the
product and increases the sales. There are also studies which analyze the media
choices, meaning which media is the most effective marketing tool. The following theory explains special features in electronic business. (Iltanen 2000, 187-202)

2.8

Public Sector and Non-Profit Marketing

There are differences between private- and public-sector marketing. Privatesector marketing is based on the principle that buyers and sellers can choose to
do business with any organization they wish to. In the public-sector customers
often cannot choose the organization with which they do business. Often publicsector organizations cannot choose their customers because it is their duty to
serve the whole society. (Vuokko 2004, 14-20)

The objective for private-sector companies is to earn profit for share-owners.
Many public-sector companies have other objectives in addition of financial objectives. (Vuokko 2004, 14-20)

Not-for-profit organizations have objectives that are not financially based. The
public-sector and non-profit marketing is included in the thesis for understanding
unique features of non-profit organizations. (Vuokko 2004, 14-20)

There are four sectors in society, private, public, third and fourth sector. The
private-sector consists of companies that are seeking profit. Public-sector consists of government, municipalities, social security funds and etcetera. The importance of the public-sector is great in Finland since its portion of gross domestic product is more 50 per cent. It is typical for the private- and public-sector
that the organizations consist of only hired workforce unlike the situation in the
third- and fourth-sector. The third sector consists of different associations and
trusts, which have a more informal decision-making process and procedures. Like
the public-sector third-sector organizations do not seek profit. The fourth-sector
is the most informal sector of all. It consists of households, families and circles
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of friends. This means that the fourth-sector comprises entities that satisfy people’s social needs. (Vuokko 2004, 14-20)

A non-profit organization is an organization which does not seek profit, it emphasizes the mission. This means that non-profit organizations focus on the target market and the mission. For succeeding on the mission the organization
needs effort from different interest groups. For example in addition to the efforts of personnel there needs to be customer fees, donations, customer purchases and effort from affiliates. The objective of marketing is to link the organization to its current and potential external interest groups. (Vuokko 2004,
14-20)

The operation areas of non-profit organizations can be classified into categories
based on the area of life the operations are based. These are for example cultural and leisure activities, educational and research activities, social services,
health care, religion etcetera. Some of these areas of life have also private competitors, but the non-profit sector also includes many activities that have private
competition, such as universities. Non-profit organizations exist in all countries,
but the amount of these organisations and which areas they operate in depends
on the country. There are five factors that explain the scope of non-profit organizations in each country. The similarity of the population means that the
more similar the population is the more there are non-profit organizations. Another factor is the width of public-sector, non-profit activities complement the
segments where private-sector does not operate. The development of a society
means that less developed countries do not have a middle class that is supporting the non-profit activities in developed countries. Another factor is the development of public law leads to the development of non-profit activities. The last
factor is historical inherit ance, societies have non-profit activities related cultural inheritance. (Vuokko 2004, 14-18)
2.8.1

The Special Features of Non-Profit Organizations

Every organization is unique because of the special features that affect its marketing. For non-profit organizations profit is not a primary objective because
often the operations are profitable. Creating social welfare also for weak and
poor focus groups would be impossible if the financial objective would be most
important. A trade relationship is different in non-profit organizations than in
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profit-seeking companies, companies provide products and services to their customers and receive revenues in return. (Vuokko 2004, 51)

For non-profit organizations the customer does not necessarily purchase the full
cost of the products or services because these organizations are financed by
other financiers, thus the organization needs to market itself to the financiers
and customers. Often the demand for the services that non-profit organizations
offer exceeds significantly the supply, for example food aid cannot be offered to
all the people who need it. Often non-profit organisations offer patterns-ofthinking, for example "it matters what kind of fats you eat", behaviour models,
for example "protect yourself from venereal diseases" and services, for example
education and leisure time activities. For non-profit organisations it is important
to maintain public image for members, financiers, donors, focus groups, political
decision makers, media and partner. The public image of non-profit organisations should convey the reasons why interest groups should finance or donate to
their operations. Negative publicity might have negative affects to the organization. (Vuokko 2004, 51)

Even though non-profit organisation does not seek profit, it still focuses on increasing the popularity of its products, services and objectives. This is defined
even in their mission: an organization’s objective is to offer services to certain
target groups, for example when a charity organization wishes to receive more
donors and volunteers. Non-profit organisations also try to affect the decisions
the focus groups make. Non-profit organisations may also want an opposite outcome, decreasing demand. For example one objective might be decreasing alcohol usage and eradication the usage of drugs and tobacco products. (Vuokko 2004,
51)

The need for marketing is closely related to competition, non-profit organisations are competing for the usage of resources of a customer base and other
interest groups, hence there are two competition methods, primary and secondary. Primary competition develops when more than one organizations offers
similar products or services. When there are several companies offering similar
products or services, the objective of marketing is to emphasize the strengths of
the product or the company. Even though in secondary competition the missions,
products and services differ from each other they still compete for money,
thoughts and time of the same target group. Because of both forms of competi-
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tion, non-profit organisations have a need to affect which organization the customer will choose. (Vuokko 2004, 51)

Understanding the special features of NPOs is important for understanding the
limitations of our case company set by different external financiers. These limitations regarding to advertising are outlined in detail in the next chapter.
(Vuokko 2004, 51)

2.8.2

Planning Marketing for Non-Profit Organizations

Planning of marketing is important but it can be very challenging. The reason for
this is that marketing planning requires knowledge and assumptions of what
should be prepared for. Non-profit organisations have at least four other issues
hindering their marketing planning, these are money, orientation toward marketing, decision makers, the structure of personnel. Non-profit organisations do not
have much capital to spend on marketing because of the nature of the operations. Non-profit organisations do not have a long tradition of marketing. This is
why organizations and decision-making bodies may have negative orientation
towards marketing. Decisions about non-profit organisations are also made outside the organisation, these decisions are not easy to predict. It is difficult to
plan the future of an organization which is dependent on public funding. The
personnel of NPO's might consist of purely volunteer workers who are excited
about activities but not about the planning of the marketing. Even if an organization has hired personnel the expertise of the personnel might not be in the
field of marketing. (Vuokko 2004, 113)

2.9

Theories’ Relation to the Case Study

The theoretical segment of the thesis takes into consideration many basic marketing concepts and theories. These are marketing mix, marketing communication mix and branding. These theories are included in the thesis because they
are the basis of understanding how marketing operates. It is beneficial to understand these theories because different marketing operations make the product
more or less attractive to customers. The objective of these theories is to guide
marketing into creating attraction between customer and the product, in other
words creating an attractive product for customers.
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The planning of advertising and advertising media describes planning marketing
and the different media in marketing. These explain the manner this product
should be presented to customers. The better customers know the product the
more likely it is they to buy the product. These theories are included in the thesis because it is important to compare the actual advertising campaign and the
internet portal to the theoretical background. The campaign of Culminatum Ltd
Oy had some issues that could have been done differently, be more cost effectively etcetera.
Public sector and non-profit marketing and planning marketing for non-profit
organisations describe special features of a non-profit organization. There are
specific rules which non-profit organizations must abide. These rules are set by
the government, municipalities, trust that donate funds to the organizations.
The rules often hinder the way organizations can operate and compete in the
market place. The case company is a non-profit organization and the theories
described in the theoretical segment of this thesis explain the decisions that
have been made in the marketing. For example since the funding for the project
was strictly only for the Uusimaa area, it restricted the marketing operations.

Figure 3 depicts how the different theoretical entities are connected to each
other regarding to the case study. Marketing for non-profit organizations is central for this case study. Marketing mix, marketing communication mix and branding each support the concept of marketing for non-profit organisations. These
concepts about advertising media and planning of advertising support the analysis of the execution of a marketing campaign.

3

3.1

Methodology

The Meaning of the Study

A study always has some reason or a meaning, it could be to inquire, describe,
explain or predict the object of a study. The study can include several meanings
or the meaning can change during a study. (Hirsjärvi et al 2003, 127)
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Figure 3: Linking marketing concepts

The meaning of an inquiring study is to find new viewpoints and phenomena,
view objectively, explain little-known phenomena and improve the hypothesis.
The meaning of an inquiring study is to present precise descriptions of people,
events or situations and to document the essential features of phenomena. A
descriptive study explores causality of explanations and recognizing probable
cause and effect chains. A predictive study predicts events and human functions
which are caused by the phenomenon. (Hirsjärvi et al 2003, 128)

3.2

The Progress of Research

A thesis that is carefully planned and has objectives is a creative process. Studying the subject, creating a plan, executing research and creating a research de-
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scription are part of the thesis. There are many different ways to describe the
research process. One of them is described in detail later. In this description
there are five phases. This concept describes empirical research as well as other
written text such as essays. Each phase consists of different activities. These
phases are choosing a subject, gathering information, assessing material, organizing ideas, results and notes, writing research. (Hirsjärvi et al 2003, 57)

3.3

Choosing a Subject

A concept for choosing the subject and defining the borders of the subject is one
of the most important and challenging tasks. The final subject is developed after
many negotiations and planning phases. The subject that is first developed is
usually not ready to be studied, it has to be developed more. The mentor for the
research can accept or dismiss the subject. The task of the mentor is vital for
the research; he/she can guide the researcher towards more meaningful research. (Hirsjärvi et al 2003, 60-64)

There are at least three different methods when choosing a subject for the research. One method is to give the researcher the subject or list of subjects, but
some researchers think that wring a research from given subject should be
avoided. Other researchers think that if a writer of the thesis is interested about
the given subject, can actively participate in the research and the subject does
not limit the researcher’s free thinking, it is beneficial to choose that subject. A
readymade subject makes the research process faster. (Hirsjärvi et al 2003, 6570)

The subject can be related to a course, to the general themes in the field of
research or to the themes of publications. The researcher has the ability to
choose a specific subject, but it has to relate to the given themes or subject
matters. The researcher can also have free choice of subject. Choosing the subject can be a problem since no guidance for the subject is given. (Hirsjärvi et al
2003, 65-70)

3.4

Setting Borders for the Subject

When a subject for a research is found it usually needs to be defined. This is
done by setting borders for the subject. If borders are not set for the research
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subject it can become too incoherent to be researched. A research subject needs
to be clearly defined so that reliable results can be found. (Hirsjärvi et al 2003,
75-79)
There is a good technique that aids in setting borders for the subject. The researcher should study carefully the original subject from existing research studies and reports. When a person knows what has been researched before in the
same field of research he/she can define a subject that has not been studied
before. (Hirsjärvi et al 2003, 75-79)

3.4.1

Research Strategies

There are three different research strategies; they are experimental, quantitative and qualitative strategies. Experimental research measures how one variable affects on another variable. Typically experimental research relies on systematic tests. A researcher selects a sample and analyses the sample during the
tests. The objective is to achieve desired results in one or more variable by systematically changing the circumstances. (Creswell 1994, 119-121)

Quantitative research is based on collecting standardized information. A survey
is a good example of quantitative research. In surveys a sample of the population
is chosen and information is collected from the sample in standardized way. The
results should be measured in a numerical form. (Creswell 1994, 119-121)

3.5

Quantitative Research

Quantitative research emphasizes the laws of cause and effect. Conclusions from
previous studies and previous theories are typical characteristics of quantitative
research. A researcher needs to define the central concepts of the research. The
hypothesis of the research should be formed if it is possible depending on the
subject. (Creswell 1994, 119-121)

3.6

Population and Sample

Identifying the population of the study is important. Describing the general characteristics of the population is necessary. In rare cases there is a possibility to
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conduct a survey in which the whole population is surveyed. For this reason
there is a need to choose a sample of the population. After describing a population the research sample needs to be selected. There are two types of sampling
methods; these are a random sample and a judgmental sample. Research conducted with the random sample has the advantage that each individual has an
equal probability of being selected to the sample. The random sample enables
the researcher to generalize the findings to the entire population. The judgmental sample means that the respondents are chosen on the basis of their convenience and availability. In this method it is more difficult to generalize the
findings of the study. (Creswell 1994, 119-121)

3.6.1

Basic Concepts of Sampling

There is always a sampling error margin when a sample is used to conduct a survey. This needs to be taken into consideration when interpreting the results of
the study. There are several different ways of conducting sampling for a survey.
One of the methods of sampling is convenience sampling. A sample is chosen for
example from a particular place, this is called convenience sampling. This means
that the results of the survey are not reliable for the whole population. Sometimes it is not practical, cost-efficient or time-efficient to use random sampling
which can be generalized. Convenience sampling is often more practical when
the researched population is large and there are limited resources to conduct
the research. (Nardi 2006, 108-118)

3.6.2

Methodology Used in the Research

Quantitative research methods were mainly used in conducting this study, since
there are many existing theories about marketing in different situations. These
theories were relatively simple to apply to the case study. Some features in the
case were so unique that they required the use of qualitative methods.

This is an inquiring study, the objective is to discover the perceptions of people
about the marketing campaign and internet portal. The researchers were given a
broad area that the research should include. The subject should be connected to
the "Hyvinvointipalveluyrittäjien liiketoimintaosaamisen, verkkoviestinnän ja
verkostoitumisen kehittäminen" project.
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Setting the borders for the subject was an interesting task, since there are two
people creating this thesis, it has to be more extensive than a thesis made by
one person. This is the reason the thesis includes the marketing efforts in general for the project and the success of the webportal. Both of the subjects are
closely linked.
In quantitative research the problem is that if the researchers only have limited
amount of resources in conducting the research the sample is small and it does
not represent the entire population. This is true in this research also.

The concepts being used in the research were basic marketing concepts such as
marketing mix and more specific theories such as the ones focused on non-profit
organizations and internet marketing. These concepts and analysis of the marketing material were used to form the hypothesis, that the marketing efforts of
Culminatum Oy Ltd were not sufficient to reach the target audience.

To test the hypothesis a questionnaire was created. The questionnaire included
issues relating to the visibility of the marketing to customers, a preferred
method of searching information and the usability of the service being studied.
The survey was conducted in a pharmacy called Kauniasten Apteekki. Since the
population being studied is all the people who are at least 18 years old living in
Finland, the sample of the population is convenience sampling. The researchers
did not have the resources to create a random sample of almost the whole population of Finland. This means that the results of the survey are not applicable to
the whole population being researched. The reason the survey was made was to
receive suggestion to improve the service and to receive feedback about the
different features of the service.

There are different question types in questionnaires, open and closed questions.
Open questions mean that the respondent can freely answer anything to the
question. Closed questions mean that the respondent has limited choices from
which to choose the answer. The questions in the questionnaire were mostly
closed, but there were also a few open questions. The answers to closed questions were analyzed with a help of a computer program called SPSS. Answers to
open questions were analyzed individually. Open questions made it possible to
discover new information that the researchers were not anticipating. Data was
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also gathered from people answering the questionnaire by giving them short and
structured interviews that were based on the topics in the questionnaire. The
conclusions to the research are based on the theories described earlier, the answers to the questionnaire and the interviews.

When starting to analyze the research result, a computer and statistics software
is almost always used. These analyzing tools make the analyzing and processing
the data faster and easier. The research material and the researcher define
which software is the most suitable for the specific research. One of the most
popular analyzing programs is Statistical Package for the Social Sciences (SPSS).
SPSS develops complete charts from the questionnaires which are explained in
the further in the written analysis. In the actual report only a part of the charts
received from the statistic were included in the thesis. (Heikkilä 2004, 121-122)

In quantitative research the gathering and the processing and analyzing of the
data are two different separate phases. The traditional method is to gather the
data first by having people fill in a paper questionnaire from which it is entered
into the computer. The answers from the questionnaire are entered into a data
editor where in one horizontal line shows one of the respondent’s data. The
variables are put on the vertical lines. The empirical research studies several
variables at the same time and this enables studying the dependences between
the variables and the importance of the given information. The connection of
two variables is studied by cross tabulations. If the variables are on ordinal scale
statistical correlation called Spearman’s correlation can be used. In these correlations the coefficients are noted so that they can vary from -1 to +1.

(Heikkilä 2004, 123, 183, 203)

Reliability and validity measure the research’s qualitative basic requirements.
There are several errors which affect the reliability and the validity of the research, such as processing, measuring and sample errors. Processing errors might
happen when entering the data into the statistics program if the researcher does
not have the needed knowledge about the program. Measuring errors might happen when for example the measured data is extremely difficult or if the scales
are set in a difficult way. (Heikkilä 2004, 183-186)
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The greatest validations of the research come from the researchers. A statisticsprogram produces information on the correlations and averages between variables but how well the research problem has been answered must be defined by
the researchers. The researcher must evaluate if there is an important reason
why some of the research sample did not answer the questionnaire. (Heikkilä
2004, 188-189)

The validity of the research improves if the information gathered from the research responds to information that was searched for in the beginning of the
research. In a research which uses questionnaires, the designing of the questions
so that they will respond to the research problem affects greatly the validity of
the research. It is difficult to study the validity after the research has been done.
If many people have not answered the questionnaire it will create a systematic
mistake to the study. For the validity it might be good to study what type of
people did not answer the questionnaire. People answering the questionnaires
might not answer totally truthfully the questions, which also reduces the validity
and reliability. (Heikkilä 2004, 186-187)

The reliability of a study means that the study results are as similar to each
other as possible, regardless of who replied to the questionnaire. Reliability can
be measured after receiving the final results of the study and it can be done by
using the correlation significant coefficient. (Heikkilä 2004, 187)

4

Case Study: Culminatum Ltd Oy

Culminatum Ltd Oy is a part of The Centre of Expertise Programme which is a
programme that promotes the utilisation of the highest international standard of
knowledge and expertise that are situated in different regions. The Finnish national programme has 21 regional centres of expertise and 13 clusters of expertise. (Oske centre of expertise programme – operation definition 2010)

The centre of expertise programme represents the government’s perception on
increasing regional competitiveness in accordance with national and European
policies. The programme began in 1994 and its objectives are to create employment and to improve regional development in specified fields of expertise. The
premise of the program has been effective co-operation between universities,
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research and development institutions, companies and municipalities. (Oske
centre of expertise programme – operation definition 2010)

An expertise centre forms a nationally significant and high-level centre of expertise in its fields of expertise. The centre’s know-how is usable regionally and
nationally within the whole cluster. Within a centre of expertise there can be
several different competence clusters. The objectives and actions of the centre
of expertise are defined by the needs and possibilities of cluster’s companies and
other operators. This is why the objectives within different regions might be
different from each other. The centre of expertise is a network of different
types of operators such as companies, universities, universities of applied sciences, research institutes and technology centres. (Oske centre of expertise
programme – operation definition 2010)

As the figure 4 shows Culminatum is a centre of expertise which has nine different clusters in nine different fields of expertise. These fields are:
In Finland there are 21 centres of expertise which cover different regions of
Finland. Culminatum Ltd Oy's operates in Uusimaa. (Culminatum Ldt Oy – Operations 2010)

4.1.1

Cluster of Expertise

Centres of expertise coordinate the operations that occur in the clusters. Clusters consist of companies and communities which are linked together and interact. The interaction is beneficial for all the parties. The Clusters’ most important task is to create collaboration between the networks. One cluster of expertise consists of at least two centres of expertise from different regions. They
have different fields of knowledge that will compensate each other. The cluster’s main objective is not to develop the whole branch of industry but to help
the main sectors and potentially developable divisions. (Culminatum Ldt Oy –
Operations 2010)
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Digi-business cluster
Environmental Technology Cluster
Food Processing Development Cluster
HealthBIO - Health Cluster
Living Cluster
Nanotechnology Competence Cluster
Tourism and Experience Management Cluster
Ubiquitous Computing
Well-being Cluster
Figure 4: Different clusters within Culminatum

The well-being cluster in Culminatum is a part of the national well-being cluster.
Its objective is to improve the products and services of the companies of the
well-being cluster by customer orientation and innovation. By developing the
business knowledge of the branch, new interesting international concepts can be
created. Especially the aging of the population entails pressure to revise the
services in the well-being field. (Culminatum Ldt Oy – Operations 2010)

4.2

The Project

The project’s main objective is to help entrepreneurs who are working in the
welfare branch. These entrepreneurs are usually unable to market themselves
and the Hyvinvointipalvelut.fi webportal was created for that particular reason.
There are also other objectives for the project. A large percentage of the Finnish
population is retiring in the near future. Many of the welfare service entrepreneurs are also going to be retiring in the same time period. This increases the
demand for services while there are smaller amount of qualified people to serve
in these professions. If independent welfare services can be found from one
internet database it will be easier for entrepreneurs to reach customers and vice
versa. The project’s objective was also to help welfare entrepreneurs to network
and collaborate with other companies in the same field of business and with the
public sector. (Appendix 1: Projektipäätös ja Projektihakemus)
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The project was conducted in collaboration with Culminatum Ltd Oy, Uudenmaan TE-keskus, Laurea University of Applied Sciences, Stadia University of Applied Sciences (currently Metropolia University of Applied Sciences), Arcada University of Applied Sciences and other parties which were involved in building of
the Hyvinvointipalvelut.fi webportal. These other parties included the welfare
service entrepreneurs on the websites. The project’s objective is to develop
welfare entrepreneurs’ business knowledge as well as networking skills. This will
increase founding of new companies which will lead to new jobs and increase
companies’ growth. During this project an existing web service will be improved
to serve the end-users and the entrepreneurs and their needs. This enables for
the supply and the demand to converge. (Appendix 1: Projektipäätös ja
Projektihakemus)

Because the public sector is not able to respond to the growing demand, it is
important for the public and private sector to collaborate. This means functioning markets and several potentially growing companies. This especially requires
the developing of business know-how and deeper understanding of the markets.
One of the objectives was to develop two new different education and networking concepts. The target market for these educational workshops is companies
which operate in the welfare field, the potential entrepreneurs and end-users.
The objective of the workshops is to connect the different operators of the same
business field and network while discovering new ideas and inventions. The project tries to help the private and public sectors to network and collaborate. One
of the project’s objectives is to creating a database (Hyvinvointipalvelut.fi)
which will be the leading database for the end-user when searching for welfare
services. Helping female entrepreneurs is emphasized because of majority of
welfare entrepreneurs are women. The two new educational networking concepts are developed mainly for women. (Appendix 1: Projektipäätös ja
Projektihakemus)

4.2.1

Hyvinvointipalvelut.fi

The Hyvinvointipalvelut.fi webportal is a search engine for anyone searching for
healthcare services. The portal finds the nearest healthcare service provider to
the location which has been searched. The objective of the portal is to be the
largest database of healthcare services from where people can easily find
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wanted services. The web portal is also a free tool for healthcare entrepreneurs
to market their services.
The Hyvinvointipalvelut.fi webportal is divided in to two sections: the green
section is for the visitors to find welfare services and the blue section is for the
welfare entrepreneurs to submit their company information and be part of the
Hyvinvointipalvelut.fi search results.
On the green section, which is developed for customers who are trying to find
welfare services, there is also other useful content such as healthcare news,
events relating to healthcare and other useful information for end-users. The
webportal’s main objective is to help end-users to search for healthcare companies from the database. For example a customer in need of a physiotherapist can
log on to the website and find the service which is nearest to him/her. After
each search a map appears which shows the nearest search results and also information about the companies.
The blue section is for entrepreneurs and companies who are offering healthcare
services for the public. The webportal is free for everyone so this offers the entrepreneurs a tool for free marketing. After submitting the company information
to the web portal the maintenance of Hyvinvointipalvelut.fi staff verifies the
information and publishes it on the web portal. On the blue section there are
news, events and other information which are created for healthcare professionals. (Appendix 2: ESR rahoituspäätös)

4.2.2

The Funding of the Project

The budget of the project was €323 575,00 of which €129 430,00 came from the
European Social Fund and the rest of the budget €194 145,00 came from the
Finnish government. (Appendix 2: ESR rahoituspäätös)

4.2.3

European Social Fund

The main task of the European Social Fund (ESF) is to prevent unemployment,
increase the skills of employees and support the needed know-how in the new
challenges phased in working life. The objective is to improve opportunities in
working life as well as gender equality. (European Social Fund – defining the
operation 2010)
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In Finland the Finnish Ministry of Labour is responsible for the ESR and the activities are implemented in cooperation with the Ministry of Education, the Ministry
of Trade and Industry and Ministry of Social Affairs and Health. ESF seeks activities which implement new solutions for the national labour market, education
and training as well as industrial policies. ESF funds projects developing new
methods to boost human resources and to secure employment. (European Social
Fund – defining the operation 2010)

The ESF project is a defined assignment entity which is limited by its objectives,
task areas, duration and budget based on a project plan. The plan is the foundation of the guidance and monitoring of the project. The project plan should include the objectives of the project, results, impact of the project, target group,
content, administration, time scheme, the monitoring and reporting of the project, expenses, financing and the resources available. (European Social Fund –
Participation 2010)

4.2.4

European Social Fund and The Project

For the project to receive funding from the European Social Fund, there were
different terms which the project had to follow. There are specific terms and
rules in cooperating with a large organization such as ESF. They have to be followed in order to be authorized for the funding.

Materials, office
supplies
Human resources
Transportation
Rent
Purchasing of services
Announcement and
marketing

Figure 5: Project costs

38
The financing of the project was divided throughout the project as shown in
figure 5 the staff of this project consisted of one project manager and two project assistants and as shown in the chart the staff expenses were the largest
expense of the project. If during the project there were some other costs which
were not eligible for ESF, the money in such a situation was taken from the parent organisation, which in this case was Culminatum Ldt Oy. (Appendix 2: ESR
rahoituspäätös)

4.3

The Objective of Marketing

The objective of marketing was to raise more awareness of the Hyvinvointipalvelut.fi webportal and increase the number of visitors as well as the company register database. The marketing campaign began at the same time as the new layout was ready and it continued until the project was finished, time period was
approximately 2 months. The target regions for the marketing were Uusimaa and
Itä-Uusimaa. Culminatum Ltd’s objective was to market the web portal nationally later as a part of a new project.
The marketing budget was divided as follows: €20000 for the planning of the
marketing material, €30000 for the implementation and publication of the advertisements and €5000 for the printing of advertisements. (Appendix 2: ESR
rahoituspäätös)

4.3.1

Implementing the Marketing Campaign

In order to start marketing in newspapers and in other media it was important
that all different options were considered and the most cost-efficient media
used. The pricing was executed in this manner because that was one of the rules
of the European Social Fund. After the pricing comparison was made it was obvious that free distribution newspapers and internet marketing is the best option
budget- and region-wise. (Appendix 2: ESR rahoituspäätös)

4.4

Public Marketing

The marketing campaign was targeted to the whole public in the regions of
Uusimaa and Itä-Uusimaa. At first all the different types of marketing alternatives were considered but the limitations of the marketing budget narrowed the
marketing alternatives. Marketing media such as television, radio and magazines
were considered too expensive methods to use in this project. The media which
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were considered were marketing in public transport, local media such as free
distribution newspapers and internet marketing. When the topic was brought to
the steering group, public transport marketing was excluded from the marketing
plans because this marketing method would not reach the whole marketing area;
it would only reach the capital area.

4.4.1

Newspapers

Because the marketing is directed towards Uusimaa and Itä-Uusimaa it was crucial that the marketing tools that were used would reach the targeted areas
efficiently. Regional free distribution newspapers were used as a main marketing
tool for this project to achieve the objective. Since there are several newspapers
which reach the target area as a whole it was important to discover which newspapers appear in which parts of the target area.
Metro,100, Länsiväylä, Kirkkonummen Sanomat, Vartti were the newspapers
which were chosen as the matketing media for theHyvinvointipalvelut.fi webportal. These newspapers have high visibility in the target area and many of these
newspapers are also published almost throughout the whole area, meaning that
for example in Espoo Länsiväylä, 100, Metro and Vartti are visible for the people
living in the circulation area. This means the possibility to see the Hyvinvointipalvelut.fi advertisement is much higher than if only one newspaper would be
available in Espoo. (Appendix 1: Projektipäätös ja Projektihakemus)

4.4.2

Webmarketing

Helsingin Sanomat is the highest circulating newspaper in Finland with 958 000
readers. With its reputation and public acceptance Helsingin Sanomat is considered a reliable and accurate source of information which gives the advertisers
also an advantage when advertising in Helsingin Sanomat. The readers of
Helsingin Sanomat regard advertising more positively than rest of the Finnish
population according to www.hs.fi. (Helsingin Sanomat, Medianetti - Tavoita
ostovoimainen yleisö 2010)

The Hyvinvointipalvelut.fi web portal was advertised in the Helsingin Sanomat
website www.hs.fi but not in the actual newspaper. The web page has 1 118 200
visitors in one week and the visitors consist of people of all ages but the majority
is 25-34 years of age.
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The project team decided to market in HS.fi because the website has a large
visitor base and a large percentage of the visitors inhabit the region of Uusimaa.
The advertising in HS.fi is also cheaper than advertising in the paper version of
the newspaper.
The actual advertisement which appeared in the hs.fi website was the same one
which appeared in the free distribution papers and the banner showed in the
hs.fi front page for several weeks. During these days the number of visitors in
Hyvinvointipalvelut.fi tripled. (Appendix 1: Projektipäätös ja Projektihakemus)

4.4.3

Additional Marketing

The marketing campaign did not only consist of public marketing for the campaign it was also important to inform the companies which were in the register
that the new layout of the website was now visible for everyone. This was also
important to inform the entrepreneurs and in this way to spread the message to
other entrepreneurs as well as end-users. This was done by sending the entrepreneurs an email. Emails were also sent to everyone who was related to the
project itself, the purpose of this was also to inform people about the portal as
well as hoping that the information about the webportal will circulate further.
The objective of Culminatum was to inform the media about the website by giving announcements on the media such as press, radio and television as well as
the labour unions such as the labour union for masseuses, physiotherapists, dentists etc. The announcement in media was planned to be interviews, information
bulletins and such. This is considered free marketing. Due to the lack of time
these announcement in the media were not made. Some of the labour unions
were contacted but there was not enough time to produce articles or advertisements for the union publications. Some of the labour unions were contacted and
these unions sent an information package via email to their members.
The Hyvinvointipalvelut.fi webportal was also marketed in different events and
seminars by one or more representatives. These events included for example a
seminar for entrepreneurs in the capital city area. (Appendix 1: Projektipäätös
ja Projektihakemus)

4.5

Layout and Branding

When launching the new improved Hyvinvointipalvelut.fi webportal the objective
was to design a new more sophisticated, simple and clear and visible layout even
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for the elderly. The new layout was created by two students from Stadia (nowadays Metropolitan University of Applied Sciences). The layout was designed to
have a calm and warm colour scheme which would attract everyone not depending on the age, sex or other background. The colour scale fluctuates from dark
green to light green and different colourful pictures give the portal the needed
colours which keep the website interesting. In the website there are two different sections: one for consumers who are searching for welfare services and one
for entrepreneurs who offer a service. The green section was made for consumers and on the entrepreneur section the colour scheme changes to blue, otherwise the layout stays the same.

It was very important that the layout was designed to be as simple as possible
and as easy to use as possible. It was important since a large percentage of the
users of the portal will be older people whose sight might not be perfect.

4.6

Competition

There are few similar websites on the internet as the Hyvinvointipalvelut.fi webportal. At the time when the project was active one of the main competitors was
Hoivapalvelut (www.hoivayrittajat.com) which was a very similar web portal.
The difference was that Hoivapalvelut listed only companies and entrepreneurs
who have a license to practise their occupation unlike in Hyvinvointipalvelut.fi
which registered also companies which are alternative healthcare entrepreneurs
such as people practicing aroma therapy. The other difference was that in order
to be listed in Hoivayrittäjät.com the entrepreneurs had to pay €50 per year
whereas in Hyvinvointipalvelut.fi the registration is free. The companies also
had to pay in order to be listed in the Hoivapalvelut search engine; however the
Hyvinvointipalvelut.fi service was free for people to search for healthcare professionals.

4.7

The effects of the Marketing

The marketing campaign was active from the beginning of March 2008 to the end
of April. The campaign consisted of marketing in the free distribution newspapers and online marketing in several webportals. Before the marketing campaign
began, the average number of visitors in a month ranged between 100 and 500.
Since the marketing campaign started the number of visitors rose steeply to
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10122 in March and to 21425 visitors in April 2008. After the marketing campaign
ended the figures declined but they still stayed higher than before the campaign
started. In May there were 9042 visitors and in June the number rose again to
13464 and after June it has stayed at 6000-8000 visitors per month.

It must be also noted that contacting entrepreneurs was also active during the
marketing campaign and that also might have been affecting slightly the figures.
The welfare companies were contacted by project assistants from November
2007 to the end of April 2008 and during this time 2294 entrepreneurs were contacted. So this also affects the visitor results in the website since the entrepreneurs had to visit the web portal in order to be listed in the Hyvinvoitipalvelut.fi
register.

Since the web portal is not receiving any financial gain from the visitors of the
website, there is not a possibility to gather information about sales. It would be
very interesting to compare the sales activity before the marketing campaign
and after it. In webportals which sell products or services online or otherwise
promote them, it would be more likely that the success of a marketing campaign
would be measured in increased sales activity. Hyvinvointipalvelut.fi only measured its success by the visitors and by the number of welfare companies which
registered on the website.

5

THE RESULTS

30 people responded to the questionnaire in Kauniaisten Apteekki. People from
different ages responded to questionnaire, which allowed evaluation on how
people in different ages considered the service.

Since the survey was conducted at noon on a working day, it limited the number
of respondents of certain age groups because at that time people were occupied
with school and work. Table 6 show at frequency column that half of the respondents were between the ages of 20-35.
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Table 6: Age groups of the respondents
There were more women responding to the questionnaire, as shown at table 7 at
second row titled woman, 19 from the 30 respondents were women. Women also
were present in each age group, whereas men were missing from two age groups.

Table 7: Age distribution by gender
Table 8 shows at row four titled internet, at first column titled frequency that
most respondents seek information from the internet, but there are still more
than 10 percent of respondents who use alternative sources. According to the
result the reach of the service is high, almost 90 percent. This result is not applicable to the entire population, because of issues relating sampling.

Some people might have difficulty in changing their habits for searching for information. Especially elderly people might be reluctant to use internet services
for finding information, old methods of searching for information might be considered more reliable by older people.
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Table 8: Information source
The important issue to consider is how well people can use the internet, since
the service being studied is on the internet. According to the study the older the
respondent is the less frequently that respondent uses the internet. This can be
seen at table 9 row four columns one to three. This is a major concern since the
service is designed for people of all ages.

As stated before some people, especially the elderly, might have problems using
the service. Some tend to use the internet only once a month or less frequently,
these people are less likely to become customers of the service. Although the
elderly would have benefits from the service, it is unfortunate that half of over
50-year-olds are not using the internet frequently.

Table 9: Crosstabulation between age and the usage of Internet

The following table 10 shows at columns one to three that, people who do not
use the internet use other tools to find information. These are telephone book,
telephone search services, newspapers and circle of acquaintances. The result
indicates that there might be a problem to attract older people to use the service.

45

Table 10: Crosstabulation between information source and the usage of Internet
As table 11 shows there is a correlation between the usability of the service and
the usability of the search engine. The respondents who answered that the
search engine was very useful were more likely to answer that the usability of
the entire service was very easy. This leads to a conclusion that a large share of
the service and its usability is linked to the usability of the search engine. Most
respondents considered the service to be either very easy to use or easy to use.

The results indicate that if the project is going to be continued, it might be important to improve the search engine since it seems to be a large share of the
user experience for many people.
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Table 11: Crosstabulation between usability and usability of search engine

The fifth question on the questionnaire was an open question which asked where
people search for welfare services. As seen at the table 12, 28 of 30 of the respondents replied to the question. Since respondents answered to an open question the respondents were able to give multiple answers. The most frequent
answers among the respondents were internet (20 answers), circle of acquaintances (6 answers), public healthcare centre (3 answers), and healthcare entrepreneurs (2 answers). The following responses were answered only by one respondent: newspapers, telephone book and telephone search service.

Since a portion of the respondents searched for welfare services from public
healthcare centres, one marketing option for the project could have been posters. The posters could have been distributed to different healthcare centres
where they would have been showcased on the walls of these centres. Also brochures about Hyvinvointipalvelut.fi could have been distributed to healthcare
centres, which would have allowed more visibility to the portal. Marketing in this
manner is a cost-effective tool for marketing to elderly people. This does not
necessarily mean that elderly people would begin to use the internet portal, but
it would increase the recognisability of the service.

Table 12: The number of respondents to information source

The seventh question was also an open question which specifically asked where
the respondents received information about the Hyvinvointipalvelut.fi webportal.
There was only one respondent who had previous knowledge of the webportal.
The respondent had received the information through the circle of acquaintances.

This might indicate the marketing efforts of the project were not sufficient to
reach the target population. After all people cannot use the service if they do
not have previous knowledge of its existence.
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The response rate to the open question, which asked respondents to list improvement ideas about the webportal, was high. As table 13 states at column
two, half of the respondents had ideas for improvement. The most frequent improvement idea was that the internet service could be also in Swedish. One of
the respondents also requested that the service should be translated into English.
There were other improvement ideas which received more than one response,
these were adding more healthcare service providers, improving the search engine by adding city districts and increasing advertising of the web portal.

There were a number of improvement ideas which concerned the visual appearance of the web portal. Respondents suggested that the webportal should be
visually livelier with a larger, clearer font. One of the respondents also stated
that the web portal should be less confusing and the layout should have more
contrast for elderly people to understand the context. One of the respondents
also suggested that the web portal should have a shorter name.

This indicates that people found the service useful, but there was also a need for
improvements, such as adding new languages and a more elderly-friendly layout.

Table 13: The number of respondents with improvement ideas

5.1

Conclusions from the Replies to the Open Questions

The marketing efforts should be mainly focused on the internet since the majority of respondents to question five tend to search for information about healthcare services from the Internet. The other answers to the question were not as
frequent.

The results of the question number seven indicate that marketing efforts were
not successful since only one of the 30 respondents had previous knowledge of
the web portal. The webportal’s target market is the whole population of Uusimaa region
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The results of the questionnaire indicate that there is a demand for having the
service bilingual since Finland has two official languages, Finnish and Swedish.
Since Finland is becoming a more multicultural country the need for having the
service in English is growing. There is also a need to simplify the domain and
brand name (hyvinvointipalvelut.fi), it is too long to remember and it is difficult
for foreigners to write. A simple, short domain name would be easier to remember. It would benefit the service if the name of the service would be multilingual.

Table 14: The recognisability of the webportal

The replies to the question about if people recognize the hyvinvointipalvelut.fi
internet portal imply that the marketing efforts have not been successful. As
seen at table 14, column one, only one of 30 respondents was familiar with the
portal.

Overall the results of questions concerning the usability, usefulness, visual appearance and functionality were good. However the respondents commented on
the portal in a negative way. Interpreting this conflict between the written and
spoken answers leads to a conclusion that respondents gave more optimistic
answers in the questionnaire. In reality respondents were not as pleased at the
portal as the results of the questionnaire infer.

Age did not have a significant impact on how people considered the portal. An
interesting result from the questionnaire is that the age of the correspondents
did not seem to affect significantly the perception of usability, usefulness, visual
appearance and the usability of the search engine. This result is apparent in the
following correlations table 15 and table 16 cross tabulation. The table 10 at row
five titled as the usability of search engine, column two titled as usability there
is a correlation between usability of the internet service and the usability of the
search engine. There is another correlation on the visual appearance and the
usability of the search engine. The conclusion from this is that people of all ages
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were able to use the service well. The internet service was responded well in all
of these factors.

Table 15: Correlation between age, usability, usefulness, visual appearance and
the usability of search engine

Table 16: Crosstabulation between age group and usability, usefulness, visual
appearance and the usability of search engine

5.2

Theoretical Context and the Results of Study

The results show that there is a need to develop the product as described in the
marketing mix since there were several improvement ideas and features that
hinder the user experience such as the layout’s pale colour scale which could
make the user experience less convenient. Also the creators of the service
should have considered people who use other languages than Finnish.
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The branding of the service was not conducted as rigorously as it could have
been. For example the name of the portal is too long and not as easy to remember as it could have been. The name consists of two different words put together,
which is too long for marketing purposes. For foreigners as well as Finnish people
the name is too difficult and long. When considering well-known brands these
usually do not have more than ten letter in their name and if they have more
they use abbreviations, for example Hennes & Mauritz Ab(H&M).

The lack of branding in advertising was visible in the marketing campaign. The
advertisement had only the address of the webpage and nothing more. Also the
colour scale of the advertising was the same as in the webpage and it did not
differentiate from other advertisements in local newspapers.

The media used in the advertising did not deliver the message to potential customer as well as it could have. Focusing on internet marketing and public relations could have made the brand and service more recognisable.

The advertising was affected by the nature of the organisation and its funding.
Since the organisation is a non-profit organisation the financiers can limit the
execution of the marketing and this was also the case in this case study. Since
the project was funded by ESF it created limitations to the marketing budget as
well as the marketing channels.

6

Conclusions

The main research question was to analyse how successful Culminatum Ltd Oy’s
marketing campaign was. The number of unique visitors on the website per
month is one method of measuring the success of the marketing campaign. The
objective after the finished project was 12000 unique visitors per month. According to the final report of the project the number of unique visitors per
month after the project was 10289 visitors during the period of 24th of March 23rd April 2008. This time period was also the last month of the project. The
recognisability of the subject of marketing is a commonly used method to measure the effectiveness of marketing, for example the percentage of people who
recognize the marketed brand. According to the questionnaire that was conducted the percentage of people in the sample group that recognized the brand
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was 3.3. This sample cannot be generalized to the entire population, but the
result suggests that the percentage of people familiar with Hyvinvointipalvelut.fi
is not high. The advertisements were created in very light colours which made it
difficult for people to notice them.

The usability of the service is an important factor in the user-experience. Customers do not visit a webpage repeatedly if they do not think that the page is
usable. According to the questionnaire respondents thought that the web portal
was usable, but the search engine did not meet everyone’s expectations. However the respondents had many ideas for improving the web portal. People would
have wanted the page to be multilingual, Swedish and English versions were suggested by the respondents. People wanted more healthcare service providers,
better search engine for the portal and more advertising about the portal.

The marketing of the web portal was relatively successful when considering the
project’s official objective of 12000 unique visitors per month. The objective
was almost reached. The project can be considered successful in this aspect. The
recognisability of the service is quite low. There was only one respondent of 30
respondents who recognized the brand. The campaign did not manage to raise
recognisability of the brand amongst the target group. This can be considered a
failure because it is marketing’s objective that potential customers receive information about the brand and recognize it.
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Appendixes:
Appendix 1: Projektipäätös ja Projektihakemus

Appendix 2: ESR rahoituspäätös

Appendix 3: Markkinointisuunnitelma

Appendix 3: Questionnaire
Peruskysymykset:
(rasti oikea vaihtoehto)
1. Ikä:

2. Sukupuoli :

□ alle 20
□ 20-35
□ 36-50
□ yli 50
□ Mies
□ Nainen

Johdantokysymykset:
(rasti oikea vaihtoehto)
3. Mistä etsit ensisijaisesti tietoa palveluista?
□ Puhelinluettelo
□ Puhelinhakupalvelu (esim. 0 100 100, 118, 02 02 02)
□ Sanomalehdet
□ Internet
□ Tuttavapiiri
4. Kuinka usein käytät internetiä?
□ Kerran kuukaudessa tai harvemmin
□ Useammin kuin kerran kuukaudessa mutta harvemmin kuin kerran viikossa
□ Kerran viikossa
□ Päivittäin

Asiakysymykset:
5. Mistä etsit hyvinvointipalveluja tarvittaessasi ? (Hyvinvointipalveluita ovat
hyvinvointia edistävät palvelut kuten apteekit, hierojat, fysioterapiat, hammaslääkärit, yleislääkärit ym.)
_____________________________________________
_____________________________________________
6. Oletko kuullut Hyvinvointipalvelut.fi -verkkopalvelusta aiemmin?
□ Kyllä
□ Ei
□ En ole varma
7. Mistä lähteestä olet saanut tietoa Hyvinvointipalvelut.fi -verkkopalvelusta?
_____________________________________________
_____________________________________________
8. Millainen on palvelun käytettävyys? (ympyröi oikea vaihtoehto)
(Vaihtoehdot 1-5, 1 helppokäyttöinen ja 5 vaikeakäyttöinen)
9. Onko palvelu mielestäsi hyödyllinen?
(Vaihtoehdot 1-5, 1 hyvin hyödyllinen ja 5 hyödytön)

1234
123

10. Onko verkkopalvelu mielestäsi visuaalisesti miellyttävä?
(Vaihtoehdot 1-5, 1 hyvin miellyttävä ja 5 epämiellyttävä)

123

11. Hakupalvelun toimivuus?
(Vaihtoehdot 1-5, 1 erittäin toimiva ja 5 epäkäytännöllinen)

123

12. Miten parantaisit palvelua?
______________________________________________
______________________________________________

