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The objective of the thesis is to gather information on the process of market planning and
the development of a marketing plan for the video production company ETE MEDIA,
which is owned by the author of this thesis. The purpose of the marketing plan is to help

ETE MEDIA improve its business model, attract more customers and attain profitability.

The author aims to answer the following questions: Why is it essential for small companies
to have a marketing plan? How does such a plan differ between large and small companies?
To answer these questions the author studied the literature regarding internal and external

analysis of companies, SWO'T analysis and the basics of market planning,

In the first theoretical part the author gives information on the market planning process,
which includes identifying a market situation, the target market, the four Ps and SWOT

analysis.

In the following part the analysis of the market planning process for a small video produc-
tion companies is described. This marketing plan for ETE MEDIA covers the year 2015
and describes the products and services to be launched next year. It also identifies its poten-

tial target groups and the strategies with which the business will be marketed.

The result of the thesis work is a strategic marketing plan for ETE MEDIA. The marketing
plan for the year 2015 puts forward new ideas and offers a marketing strategy for further

development of the business.
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1. Introduction

1.1. Background to the Thesis topic

When it comes to small businesses (Oy), freelancing or private entrepreneurs (I'mi) the marke-
ting campaigns differs from the medium-size and big companies. The literature mostly covers
the traditional ways of marketing the companies, so this Thesis is a collection of key ideas

about smart marketing for small companies.

The topic of this thesis is a marketing plan for ETE MEDIA for the year 2015. And a new
marketing plan must be written each year. The marketing plan will provide a map of all marke-
ting activities which should be performed by the ETE MEDIA next year. The bigger compa-
nies long before the end of the year should begin planning for the next, but for most small
companies planning could start 3-4 months before the end of the year. That means that the

marketing plan should be completed at the same time when setting of budget and goals are

finished.

This Thesis is not a guide for launching a start-up but for those entrepreneurs who already
decided that entrepreneurship is right for them, who registered the Trademark for a company

name and got the funding capital.

ETE MEDIA is a video production brand located in Helsinki, Finland. It provides a full range
of high definition video services. These include creating commercials, documentaries, marke-
ting videos, real estate and music videos. In this company the creativity meets the production

of the sound, animation and motion pictures.

Though ETE MEDIA is a brand which concept was created and launched by the Kirill Kry-
sanov Toiminimi, what means that there is one person operating the business, the brand is a
collaboration of several private entrepreneurs working on the contract based business rela-
tions. Additionally ETE MEDIA is using services of two suppliers, an equipment rental com-

panies, which provide the company with necessary equipment, software and studio premises.

1.2. Thesis objectives



First, and foremost, the main objective of this study is to understand the importance of the
marketing for the small companies and define the difference from the bigger companies. As
too many small businesses think they will prosper on nothing more than word of mouth. Also
large amount of small businesses and private entrepreneurs assume that marketing plan is not
necessary for their small business for the following reasons:

- Marketing planning is only for big business

- Small business is flexible and has no need in plan

- Lack of time for planning

(Clarity Marketing, 2005).

The goal is to make a marketing plan for ETE MEDIA for the year 2015. The plan includes a

background of the existing marketing environment of the business and marketing strategy.

The issue at the moment is a noticeable growth of a small video production companies which
compete with the low prices in Helsinki, Finland. And the goal is to find a way to compete

and stand out without reducing the prices for the service.

There are three objectives which were agreed between the thesis writer and the supervisor:
Understand what is a marketing plan (for a small company)

b. Evaluate the current situation of ETE MEDIA (how ETE MEDIA makes a good foun-
dation to reach the target markets)
Develop a marketing plan for ETE MEDIA

d. Present recommendations how to improve the current marketing strategy

To complete the mentioned objectives it is important to answer the following questions:
— What is small business?

— What is marketing?

— What is a marketing plan?

— Why marketing is worth the expense for the small company?

The marketing plan will provide solutions for the video production company marketing pro-

CECSss.

The personal goal of the author is to gain experience by making the marketing plan for the
company and to implement it in life. Author believes that his business will benefit from the
marking plan and has set up the reasons for that:

- A marketing plan will make picture of business environment

2



- It enables clear and faster decision making
- It will combine long term planning and short term implementation

- It prevents wrong decisions

The author’s objective is to combine the knowledge of the marketing studies and the know-
ledge of the local video production market. In addition author aims to create a marketing plan
which will help not only the small video production companies but any small business to

stand out and compete.

1.3 Research problem/questions

How to find the most effective way to grow and expand the small video production business

by utilising local business marketing,

1.4 Thesis structure

Thesis is divided into three parts. Each of those parts describes a different area situation.
Chapter one is the introduction into Thesis and starting with the analysis of the topic objec-
tives, setting the goals and idea of the study. Also this part includes the introduction to the

company and the reason why author have chosen this thesis topic.

Chapter 2 contains of the theoretical framework about the marketing and marketing planning,
All the information in this chapter is based on the theory and describes the marketing plan

itself and stages of it’s creation.

Chapter 3 logically completes the second chapter and provides the information on the analysis
of the business segments. These segments are company itself, competitors, collaborators and
customers. Chapter also includes two major frameworks for business analysis: SWOT and

PEST analyses.

Then there is a marketing plan itself for the ETE MEDIA company, which executes the con-
ception, promotion and distribution of ideas, products and services which are developed to

create exchanges that satisfy individual and organisational goals (Bennet 1995).



2. Marketing management

2.1 Marketing concepts and theories
2.1.1 Marketing

The American Marketing Association, AMA, defines marketing as “the activity, set of
institutions, and processes for creating, communicating, delivering, and exchanging
offerings that have value for customers, clients, partners, and society at large.”” Their
previous definition from 2004 was “Marketing is an organisational function and a set
of processes for creating, communicating, and delivering value to customers and for
managing customer relationships in ways that benefit the organisation and its

stakeholders (American Marketing Association, 2008).

According to the new definition by Richardson, marketing is considered as “activity” instead
of “function.” And nowadays it also has a broader significance in a company than just a de-
partment. As it was said by the cofounder of Hewlett-Packard, marketing is too important to

be left to the marketing department (Richardson, 2013).

2.1.2 Services marketing

Services marketing typically refers to business to consumer (B2C) and business to business
(B2B) marketing. The American Marketing Association (AMA) defines services as - “Activi-
ties, benefits and satisfactions which are offered for sale or are provided in connection with

the sale of goods (Introduction to Services Marketing 2012).

The service process itself can be divided into three different categories:

- Before-sales service process. These would include helpful staff, ready access to information
and ensuring the availability of people to carry out the service.

- During-sales servicel1process. The actual provision of the service.

- After-sales service process. Courtesy calls, prompt attention to complaints and record-keep-

ing for future encounters are useful processes (Blythe 2008, 260.).

2.1.3 Marketing mix



According to Kotler, marketing mix is a set of marketing tools that work together to satisfy
customer needs and build customer relationships and the set of marketing tools the firm uses

to implement its marketing strategy.

The major marketing mix tools are classified into four broad groups, called the four Ps of mar-

keting: product, price, place, and promotion.

- Product (variety, quality, design, features, brand name, packaging, services). To deliver on its

value proposition, the firm must first create a need-satisfying market offering,

- Price (list price, discounts, allowances, payment period, credit terms). It must decide how

much it will charge for the offering,

- Place (channels, coverage, assortments, locations, inventory, transportation, logistics). How

it will make the offering available to target consumers.

- Promotion (advertising, personal selling, sales promotion, public relations). Finally, it must

communicate with target customers about the offering and persuade them of its merits.

The firm must blend each marketing mix tool into a comprehensive integrated marketing pro-
gram that communicates and delivers the in- tended value to chosen customers (Kotler &

Keller & Brady & Goodman & Hansen 2012, 31, 73-74).

An effective marketing programme blends all the marketing mix elements into an integrated
marketing programme designed to achieve the company’s marketing objectives by delivering

value to customers (Kotler & Keller & Brady & Goodman & Hansen 2012, 31, 73-74).

However, there is another interpretation which is also valid. This concern states that instead
of the sellers view of the market, what is usual for the four Ps concept, businesses should
consider buyers view. When it comes to this side of the relations between customer and the

company, the four Ps could be described as four Cs:

— Customer solution instead of Product.
— Customer cost as the Price.
— Convenience states for Place.

— Communication as Promotion.

3.1.4 Customer relationship management
Customer relationship management, or CRM is a system developed for managing and building
relations with current and potential clients and customers. CRM usually synchronises sales,

marketing, customer service and technical support (Shaw 1991).
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The business dictionary defines the CRM in two ways:
- A management philosophy which says that company can achieve goals through identifica-
tion and satisfaction of client’s needs.

- A computer software for identifying the best mix of customers.

It integrates back and front office systems to create a database of customer contacts, purchas-
es, and technical support, among other things. This database helps the company in presenting
a unified face to its customers, and improve the quality of the relationship, while enabling cus-

tomers to manage some information on their own (Online Business Dictionary, 2002).

In some ways CRM may be considered an ideology that merge entreprencurial thinking and

and supportive information system (Yrityssuomi, 2009).

Basically, any business starts with establishing of relationships with customer, these relation-
ships is a connection between the company and the client, a person or company who need the

product or service (Salesforce, 2013).

CRM covers the whole cycle of relationships with the client, what includes finding the client,
working with the client, keeping and strengthening. Due to a large amount of CRM, the focus
are may vary depending on the tool. And possible areas of CRM are:

- the screening of potential new customers

- the refinement of the customer register, customer profiles

- the screening of customer feedback; analysis of customer satisfaction

- the identification and refinement of customer needs

- the use of customer information in tender preparation

- after-sales services

- customership salvage; identification and reactivation of departing customers

(Yrityssuomi, 2009).



3.2 Marketing plan

According to Wood, marketing plan can be defined as the process of researching and
analysing the marketing situation. It also includes the process of developing and documenting
objectives, strategies and programs and implementing, evaluating and controlling activities to

achieve the objectives (Wood 2003, 3).

A marketing plan is an action plan for a given period (one year usually) to offer and promote

on the market a range of products and services.

This plan must fit in the broader and longer issue of structuring the selling activities:
- Organising the sales network

- Organising the sales coaching and monitoring
Which have to be linked to a general strategy and marketing strategy.

(Stock image and Behavioural Finance/Economics, 2013).

3.2.1 Stages of Creating a Marketing Plan

In the book Marketing Management the writers Philip Kotler and Kevin Lane Keller (2011,

48) describe the steps the strategic planning process.

The format will follow these steps:

1. Business Purpose — Mission Statement

2. Environmental Analysis & Company Analysis
3. Competition Analysis

4. Strategy Formulation and selection

5. Implementation and Control

The first part is the executive summary and it consists of a short preview into your marketing
plan. Some information you are going to include also in the executive summary are brief in-
formation into the business’ industry (food, financial, infrastructure, etc.), the business itself
(history, vision, mission, philosophy, who are its customers/clients), and the business’ market-

ing problem (Marketing Padawan, 2014).

When developing the marketing plan the company should follow seven essential steps:
1. Analyse the current situation.
Before making any decisions of direction, the company should study its current location and

determine overall environment. Also the company should analyse trends outside the organisa-
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tion that can have influence on the marketing process. Then comes the analysis of competi-
tors, customers (existing and potential), collaborators (distributors, suppliers, partners) and

other factors.

2. Understand markets and customers.

The company should analyse the market it is going to enter and its customers. After that
comes the following questions: who is willing to buy this product? Why people buy this prod-
uct? What clients consider when they choose the company to buy the product or service

from?

3. Establish segmentation, targeting and positioning.
The company needs to determine the target groups for their marketing activities. Targeting

includes choosing whether market to one or several segments.

4. Set up objectives and goals.
Goals are long-term performance targets, where objectives are shorter-term targets that sup-
port the achievement of goals. The objectives provide to the organisation more momentum

on the journey towards overall goals.

5. Develop marketing strategies and programmes.
Creating strategies and tactics that will take the organisation down the path toward its destina-

tion, working with the basic marketing mix tools enhanced with service strategies.

0. Track process and activities.
The organisation needs to create ways to determine effectiveness by identifying mechanisms
and metrics to be used to measure progress towards objectives. This is done by using sales

forecast, budgets, schedules, and other tools.

7. Implement and control the plan.

A marketing plan is useless without implementation. When controlling the implementation,
the marketers should start with the set objectives and establish standards for measuring pur-
poses. In case the different results are failing, corrective actions should be made (Wood 2003,

4-12).

3 Analyses



The analysing activity in the company is an important segment of the marketing planning

(Boyd et al., 1998; Walker & C., 2003).

For every business one of the first steps is gaining the ability to gather data, then understand
and evaluate it. That step allows to analyse the future market and possible product innovations

(Lambin & Jean-Jacques, 2000).

3.1 Situation analysis

The systematic collection and study of past and present data to identify trends, forces, and
conditions with the potential to influence the performance of the business and the choice of
appropriate strategies. The situation analysis is the foundation of the strategic planning
process. The situation analysis includes an examination of both the internal factors (to identify
strengths and weaknesses) and external factors (to identify opportunities and threats). It is of-

ten referred to by the acronym SWOT (American Marketing Association, 2002).

The situation analysis consists of several methods of analysis: The 5Cs Analysis, SWOT

analysis and Porter five forces analysis.

3.1.1 Company analysis

Under the company one usually understand one of the arrangement for running the business.
And the terming “company refers to the business straight. When analysing the company as a
business segment, it comes to the organisation of people, the buildings and equipment, and
other resources needed to operate the business. A company or business is the process or sys-

tem of core activities necessary to run the business (Business Key, 2000).

It is common that the business does not start with a company. Sometimes it can have a form
of a private entrepreneur or an individual who is a sole employee and on his or her own. Of
course most owners of a small businesses and start ups plan to grow bigger and hire more

employees (Business Key, 2000).

3.1.2 Customer analysis

A customer analysis, which sometimes called a customer profile or target market analysis, is an

important segment of a company’s business or marketing plan. It identifies target customers,



ascertains the needs of these customers, and then specifies how the product satisfies these

needs (Alameda County, 2009).

Customer analysis can be vast and complicated. Some of the important areas that a company
analyses includes:

- Demographics

- Advertising that is most suitable for the demographic

- Market size and potential growth

- Customer wants and needs

- Motivation to buy the product

- Distribution channels (online, retail, wholesale, etc...)

- Quantity and frequency of purchase

- Income level of customer

— (NetMBA, 2010)

3.1.3 Competitor analysis

Company should not only know their business, but also their competitors, both existing and
potential, and their position in the market, their segments, products and distribution channels

(Jason, Macdonald, Kent, & Neupert, 2005).

Competitors are the businesses operating in the same market area. And their aim as being
competitors is to sell the product and services to company’s potential clients as well as to at-

tract their existing clients (Business Key, 2000).

Competitor analysis is a vital part of strategic planning and has two main activities the com-
pany should take:
1. Collect information about competitors

2. Use that information to predict their behaviour

These are the goals of the competitor analysis:
- with whom to compete

- their strategies

- competitor’s reaction to your actions

- how to have influence on competitor’s behaviour.
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According to Michael Porter, the framework for analysing competitors based on four aspects:

3333535,

- Competitor’””’s objectives. Helps to predict the competitot’s reaction to competitive
p ] p p p p

moves. Those objectives could be financial or other types.

993999

- Competitor””””’s assumptions. Competitor’s assumptions may be based on several factors:

industry trends, regional factors, past experience with the product.

3333535,

- Competitor””””s strategy. Observing competitor’s strategy is a way to get known with their
strengths and weaknesses. Here are some of the most simple ways to monitor competitor’s
marketing strategy: sign up to receive their email or newsletter, explore their website, like
and follow on social networks and give them a call (Vertical Response, 2012)

3333535,

- Competitor’””’s capabilities. Knowing competitotr’s objectives, assumptions and strategy is
p p g p ] ) p gy

vital, however their capabilities determine whether they are able to respond effectively.

Competitor’s capabilities analysis is done in a SWO'T analysis (NetMBA, 2010).

3.1.4 Collaborators

In marketing under the term collaborators usually understand distributors, suppliers and al-

liances (NetMBA, 2010).

However, the term collaborators works well because it implies a company and another party
engaged in an ongoing relationship. In today's business climate, companies must be flexible
and able to change quickly. Working with collaborators helps companies achieve this (Business

Key, 2006).

Collaborators are useful for businesses as they allow for an increase in the creation of ideas, as
well as an increase in the likelithood of gaining more business opportunities (Harvard business

review, 2011).

Hiring an accountant, buying materials and supplies, or getting a loan from a bank requires
that the company engage one or more collaborators. A collaborator is a person or an organisa-
tion that works with the company. Collaborators help the company run its business without
actually being part of it. Often they are specialists who provide special services or supply raw
materials, component parts, or production equipment for use in the production of other

goods and services (Business Key, 2000).

3.2 Business envitonment
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According to the business dictionary, business environment is a combination of both internal
and external factors that has an effect on the business process. Those factors are: clients and
collaborators, competition, improvements in technology, laws, market and economic trends

(Business dictionary, 2008).

3.2.1 PEST analysis

A PEST analysis is an analysis of the external environment that affects the company. The
term PEST (sometimes rearranged as “STEP”) is an acronym for the political, economic, so-
cial and technological factors of the macro environment (QuickMBA, 2010). PEST analysis
used to understand a so-called bigger picture of the business external environment. And un-
derstanding of the external environment is essential part of a company, as that is the envi-
ronment it which company operates.

(Rapidbi, 2007)

PEST analysis is important for the several reasons. The list is based on the opinion of several

authors:

- PEST makes company understand the reality of the business environment (Jobber 2007).

- With a good PEST analysis, the company gain its chances to be successful in the market
(Kotler, Armstrong 2004).

- PEST analysis, when fully completed, helps the business to take the action for the external
factors.

PEST usually is not a stand-alone analysis, as the information gathered from the PEST analy-

sis is used to complete another types of analysis. For example, if combining PEST with the

SWOT analysis, the company can identify the risks of launching a new product in the particu-

lar market (Schildhouse, 2000).
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Political factors

tax policy

political stability
employment laws

pricing regulations
environmental regulations
trade restrictions

work week

political stability

Economic factors

Social factors

Technological factors

(QuickMBA, 2010).

3.2.2 SWOT analysis
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economic growth
interest rates
Infrastructure quality
exchange rates
unemployment rate

inflation rates

population growth rate
culture

age distribution
education

career attitudes

leisure interests

automation
technology incentives
impact on cost structure

rate of technological change



SWOT analysis is a framework to analyse the situation for generating a strategic alternatives in
the marketing process. Abbreviation SWOT (sometimes referred as TOWS) stands for
strengths, weaknesses, opportunities and threats. A SWOT analysis is divided into two seg-
ments: internal analysis (strengths and weaknesses) and external analysis (opportunities and

threats) (NetMBA, 2010).

Groucutt also divides SWOT analysis in two parts and says that it analyses two distinct areas.:
the organisational analysis which looks at the internal environment of the organisation
analysing its strengths and weaknesses and the environmental analysis which looks at the ex-

ternal factors the opportunities and strengths (Groucutt 2005, p. 104 £.).

SWOT analysis helps to make a quick strategic review to transform weaknesses into strengths

and threats into opportunities (Jobber 2010, 46-47).

The SWOT analysis is a tool to evaluate the position of the business by identifying the follow-

ing factors:

— Strengths: areas of (distinctive) competence that:

— Must always be looked at relative to the competition

— If managed properly, are the basis for competitive advantage

— Derive from the marketing asset base.

— Weaknesses: areas of relative disadvantage that:

— Indicate priorities for marketing improvement

— Highlight the areas and strategies that the planners should avoid

— Opportunities: environmental trends with positive outcomes that offer scope for higher
levels of performance if pursued effectively:

— Highlight new areas for competitive advantage

— Threats: trends within the environment with potentially negative impacts that:

— Increase the risk of a strategy

— Hinder the implementation of strategy

— Increase the resource required

— Reduce performance expectations

(Wilson & Gilligan 2005, 53).

And when the analysis is finished, company has a detailed picture of understanding the envi-

ronment of the business (Jobber 2010, 46-47).
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Figure1. Amount of customers in percent.
@ B2B Customers @ B2C Customers

4 Marketing Plan for ETE MEDIA

4.1 Situation analysis
4.1.1 Company analysis

ETE MEDIA have been operating in the Finnish market since May 2013. And the well exe-
cuted marketing plan is essential to lead the company to the success and increase it’s sales.
The mission of ETE MEDIA is to become one of the leading video production company in
the Helsinki region by utilising the latest technology innovations in the media industry and by

building trustful and long lasting relationships with it’s clients.

ETE MEDIA aims to produce the high quality product to completely fulfill customer’s expec-
tations. The final product represents company’s experience, expertise and knowledge of the

production process and always delivered to the client on time.

It is company’s mission to create abundance for the customers by creating services that add to

their efficiencies and profitability. ETE MEDIA operate the company on a sound financial
15



basis of profitable growth, creating career opportunities and financial rewards for our collabo-

rators.

ETE MEDIA cares about the people the company work with and the community. The com-
pany is looking for innovative ways to improve the quality of life for collaborators and cus-

tomers as well as that of the broader community— local, national and international.

4.1.2 Customer analysis

The market situation is changing during the last decade. In the past mostly large video produc-
tion companies operated in Helsinki. These were medium and big size companies which pro-
vided high quality services. Nowadays large video production companies face large amount of
competitors in the face of private videographers as the video production soft and hardware

became more accessible and affordable.

Because ETE MEDIA’S business model works both with both B2B and B2C clients, there is a
need to use two dimensional methodology to distinguish the target market.

First are B2C clients, such as:

- couples planning a wedding

- families arranging a party

These customers typically have an expressed interest in video production services, so the fo-
cus has been on using inbound marketing techniques as well as traditional advertising to

communicate our services to them.

Second type are potential B2B clients. They usually do not have an full understanding of the
applicability and affordability of video to promote their services. So company’s aim is to help
the B”2B clients understand how the video production works as a marketing tool and help

them with setting up the budget for the production process.

For example, bigger corporations have a clear media marketing strategy that includes the fol-
lowing tools: web, printing, broadcast, and radio advertising. Those marketing tools are man-
aged by their marketing department or hired professionals. And it is common that small- to
medium-sized businesses assume that video production is beyond their available budget or not
relevant to their operations. By reaching those potential customers and explaining how the
video production works and how to calculate the budget to invest into the video marketing,
ETE MEDIA will manage to have a stable client base consisting of small companies who

were not aware of video production marketing techniques and their affordability.
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Advertising agencies Families

Record labels Music producers (unsigned with labels)
Event organisers Private entrepreneurs

Real estate agencies

Startups

Table 1. Customer types of ETE MEDIA

Both charts shows that the main profit ETE MEDIA gets from the B2B clients, even though
the number of those clients is relatively small. That leads to the conclusion that ETE MEDIA

needs to aim its marketing activities towards mentioned target group.

4.1.3 Competitor analysis

Here are listed two major types of the existing competitors.

1. Big video production companies. Those video production companies have been running
for 5-15 years and have developed from a small companies offering low budget video produc-

tion, mostly advertisement reel to large production and rental industties.

2. Freelance video producers. These competitors are similar to ETE MEDIA basing on the
ground that they are usually an one individual operation, generally operating at their home of-
fices. It is a common experience when video producers leave a bigger company and are setting
up their own business. That happens for several reasons. One of them is a possibility of big-
ger income. And another reason is flexible working hours in comparison with fixed working

days.
Some of those competitors are well experienced and educated and can offer the same profes-
sional level of production as the large companies offer. And most of them are students get-

ting a degree in media production.

4.1.4 Collaboratotrs
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Here are listed main collaborators, whose services are used by ETE MEDIA. These are medi-

um-size video rental companies operating in Helsinki.

1. Angel Films rentals. The company is situated in Herttoniemi industrial area in Helsinki.
Their inventory is based on the highest quality and most recent models. Angel has a large se-
lection of lighting and grip equipment, as well as other production needs from trucks to dol-

lies and cranes to consumables.

They arrange 24/7 delivery and collection of rentals. Rental premises include a 500 m2 ware-

house, offices and a pleasant café, as well as a first-class service department.

(Angelfilms, 2010).
2. Kinosfilmi is a full-service film & media production house and cine rental company based

in Helsinki. They provide production services, camera, light, audio, edit and grip equipment.

Here is the list of their services mentioned on their web page:

Others & Studio

3. Camera

4. Sound

5. Lenses & Accessories
6. Light

7.  Monitor

8.

9.

Support
10. Dolly, Jib & Stabilizer

When compare those two collaborators, Angel Films is a bigger company as it owns more
equipment, larger premises and has large number of employees. While Kinosfilmi has less
equipment and only 2 employees. At the same time ETE MEDIA aims to collaborate with
other small size rental companies as they accept barter type of payment in some cases what

may be beneficial for both sides.
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4.2 PEST

4.2.1 Political factors

There are several organisations running in Helsinki whose aim is to provide start ups and
companies with grants. Those are: Tekes and Enterprise Helsinki. Networking can present

opportunities that could lead to obtaining investment.

ETE MEDIA believes that is an important for any business nowadays to be responsible and
behave eco-friendly. Going green can be just as beneficial for small companies as large con-
cerns. When companies prevent physical waste, improve resource productivity and increase
energy efficiency, it opens the possibility to save money, improve profitability and competi-

tiveness.
Recycling old memory cards, carton boxes from the equipment, batteries and responsibly dis-

posing of old equipment are examples of where ETE MEDIA can act considerately within

the studio environment itself.

Figure 2. Profit from two customer groups in percent.

@ Profit from B2B Customers @® Profit from B2C Customers
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4.2.2 Economical factors

Interest and exchange rates are not the main components which influence small businesses. At
the same time both interest and exchange rates have fluctuated immensely as a result of the

recent economic downturn which will have impacted heavily upon all business types.

4.2.3 Social factors

Video production is affected upon intensely by lifestyle trends. At the same time the video
production itself could be responsible for setting lifestyle trends. Following trends within the

industry will be important in establishing a confident and contemporary business.

Trends and trendy expressions come and go rapidly. That mostly depends on the field of the
video production you work in, as some areas of the production might remain the same
throughout decade, while others change every season. Being attached to old trends is risky for

a company as the company could easily become outdated.

At the same time it is very important to retain own style that is unique to ETE MEDIA, so

that customers can recognise the company for being a high quality company.

The demographics in the video production business may vary a lot. But ETE MEDIA is aim-

ing to focus on the small and medium-size businesses and move away from the private clients.
Such demographic strategy may involve small start up companies, which are willing to stand
out and grow. Usually such start ups are open minded what allows to use the creativity and

modern trends in video production techniques.

How the production company position and promotes itself is a standout amongst the most

aspects of business.
Building a professional portfolio and promoting the company are also key steps to establish-
ing ETE MEDIA’ brand. If a good reputation is built within the industry then recommenda-

tions and past work should bring large amount of clients.

4.2.4 Technological factors
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As a small video production studio that has been launched a year ago, ETE MEDIA may face
competition from more established companies that have greater resources and better equip-
ment. ETE MEDIA uses MAC computers, ADOBE Premiere Pro software and Canon
DSLRs. To match our competitors, ETE MEDIA should follow the plan for 2015:

1. Purchase larger amour of lenses and support gear.

2. Additional software plug-ins should be purchased.

3. Most technologies lasts 3-5 years. Most of the equipment owned by ETE MEDIA is about
3 years old. That means that one of the essential steps for the year 2015 will be a purchase of
the new equipment not to be aware to replace it again in the near future.

4. Software packages or developments may be important to keep up with but are also expen-
sive issues to resolve. On a technical level, it is also important to enable ETE MEDIA to de-

velop our own skills and perhaps increase the skills and services we can offer to clients.
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4.3 SWOT

The following SWOT analysis captures the key strengths and weaknesses within the company,

and describes the opportunities and threats facing ETE MEDIA.

4.3.1 Strengths

ETE MEDIA had been founded by the team, whose background is not primarily the video
production, but the entrepreneurial one. The founder of the company had been studying
business management alongside with video editing and filming techniques. The light assistant
has a degree in journalism, what makes him a good collaborator in social media marketing
campaigns for the company (wide knowledge of online and printed media, good writing skills
for composing campaign texts). The 3D assistant has knowledge is programming, what helps
in keeping the company’s website up to date. All those factors make ETE MEDIA a strong

combination of the creative and entrepreneurial sense.

A convenient office place located in the centre of Helsinki was selected to make it easy for the
clients to meet the team. The office itself gives off the perception of creative, cutting-edge

design.

4.3.2 Weaknesses

As mentioned in the paragraph which explains company’s strengths, ETE MEDIA is a union
of both creative and entrepreneurial people. That also means that members on the company
are involved in their own professional activities. And as a result all time is invested into manag-
ing and finalising the projects of ETE MEDIA and members own ones. That leads to a lack

of promotion and marketing efforts.

4.3.3 Opportunities

The number of the video production companies in Finland is not growing fast. One of the
reasons explaining a slow growth is that there is enough number of big production companies
to satisfy needs of bigger clients. On the other hand, there is a need in smaller and affordable
video production companies. At the moment small companies either cannot offer professional
and hight quality services due to lack of expertise, or they do not have enough budget to in-
vest in better equipment to produce good quality services. This situation makes a great oppot-

tunity for ETE MEDIA to stand out as the company had already invested in good hard and
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software and has enough experience to satisfy needs of smaller clients. ETE MEDIA is fol-
lowing the latest internet technologies and innovations and understand that the internet can

reduce the expenses and improve operations.

The state of economy always affects business to a greater or lesser degree. The economic im-
pact is relatively huge for many companies, and the video production business covers quite a
lot of areas to be dramatically affected by the economy recessions. Bigger video production
companies in Finland offer wide range of services, but smaller ones usually focused exclusive-
ly on one product: either wedding videos, party aftermovies, real estate videos etc. They might
face difficulties in balancing income levels. But smaller companies who have larger client base
and wider range of services, such as ETE MEDIA, can move their efforts towards different

target markets depending on the economic situation.

4.3.4 Threats

As mentioned before, there are opportunities in Finnish market for the video production
companies. And in case of an intense competition in the local market, it can lower profit of
the company. Nowadays video editing software becomes more and more affordable, as the
programs become more cheap and easy to use. At the same time with professional software,
more amateur programs enter the market. That results in the situation, when any person who
has basic computer knowledges can learn the editing software easily. Good example is music
industry, where music producers nowadays edit their videos themselves without using third
parties services. So significant increase in ease of use of video editing software that allows in-
dividuals to produce their own videos. Figure below shows the price comparison of profes-

sional and amateur video software.

Adobe Premiere Pro 5 $800 CyberLink $40
Avid Media $2300 Corel $56
Adobe After Effects $500 Magix $80
Final Cut Pro $300 Roxio $80
Sony Vegas Pro $600 Pinnacle $47

AVS $47

Table 2. Professional and amateur software comparison.
One of the most common threat for most businesses of all size is growth of costs. That in-

fluences small business as well. Since the end of the year 2013 the equipment rent price in-
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creased by 8%, while most customers are not willing to pay more. ETE MEDIA succeeded to
increase its service prices by 5% by the end of the year 2014. The economic situation cannot
guarantee that the rental fees will remain the same in the year 2015. To manage this thread,

ETE MEDIA needs to increase service price by 10%.

Strengths Weaknesses

Strong combination of the creative and Lack in promotion and marketing efforts.
entrepreneurial sense.

A convenient office place. Lack of time for marketing activities.
Skilled workforce. The struggle to constantly appear on the
cutting edge.”

Existing distribution and sales networks

Distinct niche in the market.

A growing market is not focused on at-

tracting a target customer segment.

The ability to improve business by using

latest internet technologies.

Video production industry is not effected

by the economy.

New markets.

Table 3. SWOT analysis of ETE MEDIA
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Competition from local competitors.

Significant increase in ease of use of
video editing software that allows individ-

uals to produce their own videos.

Interest rate fluctuations.

Very competitive entertainment industry.
Increase in labor costs.

Growing competition and lower prof-
itability.

Government regulations.

Price changes.



4.4 Marketing strategy

4.4.1 Target marketing

ETE MEDIA has four distinct customer groups which they will concentrate on:

1. Small-size companies: typically five to ten employees.
2. Medium-size companies: 15-30 employees.
3. Start Ups

4, Private customers

For those companies and start ups video marketing is a great way to feature their products and
services in an quick and engaging manner. With the potential of viral video publicity and the
power of social media, corporate video production is essential. If ETE MEDIA makes the
right video for the company and the client gets it out along the right channels, they can have a

million viewers. what is a powerful marketing tool.

4.4.2 Marketing positioning

Most small video production companies in Finland follow the low-cost strategy, attracting cus-
tomers with small service fee. Usually that corresponds a decrease in quality, such as using am-
ateur software os inexpensive equipment. This strategy works well for the potential private

customers who are looking for affordability.

There is a small amount of video producers who price their services higher that the competi-
tors to create a value. Such strategy makes customers believe that the service worth it. ETE
MEDIA never follower this strategy, as it cannot offer premium quality service, what means

that the services are not overpriced.

As a result, ETE MEDIA composed its positioning statement, which is a compelling picture
of how the market should perceive ETE MEDIA brand:

- “"BETE MEDILA positions itself as a focused, innovative video production and video marketing firm target-

ing established companies as well as start ups that are ready to advance to the next level of business.
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4.4.3 Customer relationship management (CRM)

ETE MEDIA faced not only the lack of promotion activities, but also organisational issues.
That includes keeping track of clients, leads and communications. When ETE MEDIA was
launched, it kept the track of activities using Microsoft Excel and MS Word. But as the com-
pany shifted to MAC computers recently, and the amount of activities keeps growing, compa-

ny personnel made a decision to purchase CRM software.

The price of CRM software is affordable for any type of business, both big and small compa-
nies. Also there is usually a free 14-day trial to test the product. ETE MEDIA, being a small
production company, aims to import all client data into CRM software and keep the track of

activities.

ETE MEDIA’s choice of CRM software for the year 2015 is Filemaker Pro, the database ap-

plication to manage the clients and activities.

Tools Details

Contact management Address, phone number, emails.

Assest Tracking office assets and depreciable items
Content Management Collect documents, video files and images
Invoices Managing invoices

Projects Project details

Estimates Tracking quotes for production

Time billing Calculates hours worked for billing the client

Table 4. Filemaker Pro CRM, list of tools.

The number one reason clients choose a video production service vendor is trust. When you
have a standard of quality and stand behind that standard, then you gain loyalty. Trust also
encompasses honesty. If you are honest with your customer and they trust you, they will take

your feedback to heart.

ETE MEDIA offers clients a standard form of agreement before proceeding to the business.
The written agreement protects the video producer, the client, and all other relationships, such

as collaborators, partners, investors etc.

The agreement includes the following:
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- Description and outline of the project
- List of parties included in the production process
- The deadline for the project

- Estimated costs.
ETE MEDIA has also written a guide for clients.” The guide gives clients a full and simple

description about the production process along with explanation of cost and quality of the

services. It outlines what type of professional behaviour a client can expect from a producet.
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4.5 Marketing mix (Four P’s)

The ETE MEDIA’s marketing mix is comprised of the following approaches to pricing, place

(distribution), product and promotion.

Pricing scheme is based on a per project fee that will be calculated by forecasting the number
of hours required to complete the project as well as any additional resources needed. Services
will be distributed either from the centrally located office (Kaisaniemenkatu) or through trans-

fer of the work product via the Internet.

The most successful activities will be a comprehensive networking campaign, as well as a tar-
geted customer acquisition system. The first step of this process is to target who the ideal cus-
tomer is, determine how ETE MEDIA can offer them value, and then network with the deci-
sion maker at that company. Obviously the described promotion technique is relatively time-
consuming, what is usually a big threat for small businesses, especially for one-person compa-
ny. Fortunately small businesses can benefit from online activities, especially using so-called

“7””local SEO, which aims to bring customers which are physically located close to the com-

pany.

1. Company website www.ete.fi Make it easy to use

Submit to search engines
2. Google+ Add business to Google+ Local
3. Social Media Create business profiles:

- Facebook for business

- Twitter for business

- LinkedIn for business

- Foursquare for business
4. Local business directories Get listed in directories:

- Yelp

- Fonecta

- Kauppalehti

Table 5. Local SEO tools.
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In the year 2015 the main target is selling new combination of products, such as so called du-
plication services which make the long-last partnership with clients. This business model helps
to keep getting the profit even after the video production project is finished. These combina-
tions could be the following: video production + YouTube channel arrangement, video pro-

duction + social media integration.

In the beginning of the year 2015 ETE MEDIA is planning to launch a new service under the
name Webmercials, which is simply a corporate promotion video for the company’s website
(30 - 240 seconds). Basically the product is well-known as “corporate video, but under differ-

ent name.

Social media integration is also a service which is under construction at the moment and to be
launched straight after Webmercials. Any small video production company advertises itself
without using advertising agencies, but implementing the knowledge of social media, which is
a big part of the production business. So small companies can turn their knowledge to a new
service for companies: set up social media accounts, upload videos and use maximum out of

it.

Mobile services are the same as video production services, but smaller and more flexible in
one way. In other words, mobile video service means the use of mobile studio which could be

set up at any location with minimum time required for preparation.

Edit: 40€ per hour Online
Filming: equipment rent + 40€ per hour Office
Studio
Social media (Facebook, YouTube) High quality videos
Printed ads (flyers) Live stream
Google ads Edit
Networking Color correction
Webmercials

Social media integration

Mobile services

Table 6. Marketing mix for ETE MEDIA.
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Conclusion

The bachelor thesis contains a marketing plan for the ETE MEDIA company which was

founded by the author of the thesis and the background approach to draw it up.

The main goal of the marketing plan was to evaluate the current situation of ETE MEDIA
(how ETE MEDIA makes a good foundation to reach the target markets) and develop a mar-
keting plan for ETE MEDIA in order to present recommendations how to improve the cur-

rent marketing strategy.

While completing the marketing plan for the ETE MEDIA, author used theoretical knowl-

edge based on the theory part of the thesis and the empirical knowledge and analysis.

The external and internal environment of the company had beed analysed and it’s strengths,
weaknesses, opportunities and threats are identified. It means that the marketing plan is com-
pleted and all the marketing actions are able to be proposed and launched in the beginning of

the year 2015.
The marketing plan will be used by ETE MEDIA in the year 2015 and is considered to be a

ground for creating marketing plan for 2016. The final results of the marketing plan is a prop-
erty of ETE MEDIA.
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