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Abstract:  
Technology and the media scope have developed massively during the past decades 
and it is impacting how companies perform market communication today. In order to 
accommodate these changes, traditional marketing models need to be adjusted in 
order to stay relevant for businesses. 

The aim of this research paper is to study how current market communication is 
executed through a case company (Bella Boats Oy) and how it could be improved to 
better support sales. To achieve this, the author has created a new market 
communications framework, consisting of two previously existing models: AIDA and 
PESO. The AIDA-model illustrates the consumer journey towards a brand, while the 
PESO framework represents the highly developed media scope by categorizing media 
channels into paid, earned, shared and owned media. By combining these two 
frameworks, a holistic overview of market communication is achieved, yielding more 
comprehensive findings. 

A mixed-method approach is used for this study, including both quantitative and 
qualitative data. The quantitative data consists of behavioral data of the case 
company’s websites, while the qualitative data is collected through five semi-
structured interviews with representatives of the case company. By using a mixed-
method approach, the study becomes more comprehensive. In addition, the integrity 
and credibility of the study are increased. 

The findings show that the current market communication of the case company lacks 
a clear strategy and plan. The communication has thus far been spontaneous and 
sporadic. Aspects that were found to be important to prioritize for improved market 
communication included branding and product development, the style of 
communication and, boating fairs and events. Additionally, it was found that in order 
to provide a holistic communications framework, it needed to include both external 
and internal market communication. The importance of internal market 
communication in the case company and the support between the case company and 
its retailers were found to be of great significance. An additional step was included in 
the new market communications model to fill this gap. The finalized theoretical 
framework can be used as a strategical tool by companies to systematically plan which 
media to use in each consumer journey phase. 
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Sammandrag: 

Mediamöjligheterna utvecklas jämt och påverkar hur företag verkställer sin 
marknadskommunikation. Traditionella marknadsföringsmodeller behöver även 
utvecklas för att fortsätta vara relevanta för företag. Syftet med denna avhandling är 
att studera hur marknadskommunikationen är utförd i ett fallföretag (Bella Boats Oy), 
samt hur kommunikationen kan förbättras för att stöda försäljningen. Jag presenterar 
en ny modell för marknadskommunikation som består av två existerande ramverk: 
AIDA och PESO. AIDA-modellen illustrerar konsumentresan medan PESO-modellen 
delar upp de moderna mediamöjligheterna i fyra kategorier: betald (paid), förtjänad 
(earned), delad (shared) och ägd (owned) media. Genom att kombinera dessa två 
modeller, skapar jag en övergripande bild på marknadskommunikationen, vilket ska 
gynna mera omfattande resultat. 

Denna studie använder ett blandat tillvägagångssätt som inkluderar kvantitativ och 
kvalitativ data. Den kvantitativa data består av statistik från fallföretagets webbsidor, 
medan den kvalitativa data är samlad genom fem semi-strukturerade intervjuer med 
representanter från fallföretaget. Genom att använda både kvantitativ och kvalitativ 
data, blir studiens resultat mera omfattande samt förbättras trovärdigheten. 

Resultaten visar att marknadskommunikationen hos fallföretaget saknar tydlig 
strategi och plan. Kommunikationen har varit spontan samt sporadisk. Aspekter som 
fallföretaget borde prioritera inkluderar utvecklingen av varumärket, produkt-
utveckling samt stilen av kommunikationen. Det konstateras även på basen av 
resulaten att ett perspektiv på intern marknadskommunikation saknas i den 
ursprungliga teoretiska modellen. Resultaten påvisar att intern marknads-
kommunikation samt samarbetet mellan fallföretaget och dess återförsäljare är av stor 
betydelse. Jag tillägger därmed en ytterligare del i den teoretiska modellen för att 
illustrera denna övriga marknadskommunikation. Den slutliga teoretiska modellen 
kan användas av företag som ett strategiskt verktyg för att planera vilken media att 
använda i de olika faserna av konsumentresan. 
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1 INTRODUCTION 

As markets change, technology evolves and consumers change their social habits, 
marketing theories also need to adapt and accommodate these changes (Kozinets et 

al. 2010). 

 
The world of marketing and market communication has grown rapidly during the past 
decades, especially in the spheres of strategy and media technology (Wijaya 2012, Finne 
& Grönroos 2017, Daj & Chirca 2009b, Macnamara et al. 2016, Calder & Malthouse 
2005). Today’s advanced technology enables businesses and consumers to easily and 
quickly communicate with each other globally in a blink of an eye (Rehman et al. 2014, 
Finne & Grönroos 2017, Klaus 2013). The range of media today is extremely diverse 
compared to what it once was. Companies can market their brand online, through tablets 
and smartphones, in video-format, rich media, through social media channels, in banner 
format, apps and the list goes on (Rothenberg 2013). 

The range of marketing possibilities naturally opens new doors for businesses to 
advertise their products and service, the opportunities and ways of marketing have 
drastically expanded for businesses in the field of communication and advertising 
(Macnamara et al. 2016). Marketing professionals are blessed in that sense. However, 
they also face the problem of making the selection of the best and most efficient market 
communication channels (Danaher & Rossiter 2011, Daj & Chirca 2009b). De 
Pelsmacker & Neijens (2012) found that the impact of marketing and advertisement 
through traditional mass media and advertisement is decreasing, making them less 
attractive for companies to invest in. In addition, due to the overwhelming number of 
products and goods nowadays, consumers are becoming slightly hostile to the constant 
exposure of advertisements (Sweeney, Soutar & Mazzarol 2012). This means that 
marketers need to optimize their marketing strategy and create alternative routes of 
capturing the attention of their targeted audience. 

As the field of media and advertisement evolves and develops, marketers need to keep 
up and find what format and channel work best for them, their brand and their target 
audience. De Pelsmacker & Neijens (2012) found that a common trait in advertisement 
today is concealing the fact that the company is trying to persuade the consumer. Rather, 
companies are making advertisement seem as “organic” and natural as possible, to 
increase credibility in the consumer’s eyes and therefore persuade them more efficiently 
into making a purchase. Another challenge that managers are facing is the uncertainty 
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of how to calculate the return on sales of social media marketing efforts as the 
importance of presence on social media increases (Kumar, Choi & Greene 2017). 

1.1 Research problem 

According to Kotler & Keller (2012), the traditional market communication media mix 
includes advertising, sales promotion, public relation, direct marketing, and personal 
selling. However, the media landscape has evolved immensely during the past decade 
due to the development of the internet which has impacted market communication for 
businesses vastly. These changes in the media landscape impact companies’ 
communication, but they are not necessarily taken into account in more traditional 
marketing models, such as the AIDA model. The AIDA model illustrates the consumer 
journey from being unaware of a brand or product to ultimately becoming a buying 
customer (Hassan, Nadzim & Shiratuddin 2014). The acronym of AIDA stands for 
attention, interest, desire, and action (Hassan, Nadzim & Shiratuddin 2014). 

The AIDA model is still one of the most well-known models of marketing and 
communications. The consumer journey can apply to many industries, which makes it 
very versatile and useful. (Barry & Howard 1990) However, a model like such illustrates 
solely the steps a consumer takes towards becoming a customer of a brand. How 
communication during these four steps is executed is not included in the model. In order 
to update well-known marketing models such as the AIDA model, they need to adopt a 
perspective that represents the range of media used today for market communication. 
This refers to an adapted model that is easily applicable in practice that would in addition 
to the consumer journey include communication channel outlets. (Kozinets et al. 2010) 

Previous research has looked upon the scope of media channels. Danaher and Rossiter 
(2011) compared media channels to each other and studied the attributes of the various 
channels, media relative effectiveness, as well as the sender’s and receiver’s perceptions 
of the different communication channels. However, their study only covers the purchase 
intention step of the customer-company journey. Lihra and Graf (2007) presented a 
matrix combining the stages of the buying process and communication channels. 
However, the communication channels in this specific model are quite narrow and 
specific, which makes it easy to forget key market communication channels. Fanelli, 
Hayes & Schumacher (2006) discussed how brands need to create a multi-channel 
experience for consumers to generate long-term customer relationships which would 
then result in a loyal customer base.  
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To support the increased need for multi-channel market communication, marketing 
research has more recently created a framework regarding the categorization of media 
channels, called PESO. This framework divides media channel outlets into four 
categories: paid media (P), earned media (E), shared media (S) and owned media (O). 
By utilizing a framework as such, marketers can systematically see how they utilize 
different media outlets. (Burcher 2012, Luttrell 2014, Thabit 2015) 

Previous research on multi-channel communication has focused mostly on the 
differences between online and offline communication (Schoenbachler & Gordon 2002, 
Broekhuizen & Jager 2004). Zaharia (2005) studied how consumers use various 
channels during the buying process. However, there is a lack of study regarding how 
multi-channel market communication should be planned according to the consumer 
journey phases. (Lihra & Graf 2007) 

The AIDA model illustrates the consumer journey and explains the different stages a 
consumer may go through when becoming aware of a brand. Therefore, this model 
illustrates the consumer perspective. The PESO framework, on the other hand, 
categorizes media outlets through which companies may choose to execute market 
communication. This framework is, therefore, a tool mainly for companies and 
marketers to plan the communication process. (Hassan, Nadzim & Shiratuddin 2014; 
Thabit 2015) 

This means that marketers have frameworks for the consumer journey as well as the 
media communication channels. However, having them separate means that they will 
not integrate fully and there may be a loss of synergy effect. The author believes research 
is lacking a holistic model that takes into account both the consumer journey/buying 
stages and in which may the communication during these different stages should be 
executed, meaning the media channel outlets. 

1.2 Purpose 

The study aims is to identify a market communications framework that will take into 
account both the stages of the consumer journey (AIDA), as well as media channels as 
outlets for the communication.  In order to perform this study with a practical approach, 
the theoretical framework put through a trial with a case company. This means that this 
study will not only provide the reader with a new type of framework for planning market 
communication, but also a systematical overlook of what the case company’s market 
communication looks like today and recommendations for improving it.  
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Thus, the research questions for this study are: 

• How can companies plan their market communication so that it takes into 
account both the consumer journey and media channel scope?  

• In which way does the case company execute its market communication in each 
stage of the consumer journey today and how can it be improved? 

1.3 Key concepts 

Market communication. Market communication is considered to consist of all 
communication including both commercial and non-commercial communication that 
supports the corporate marketing strategy (Kotler & Keller 2012). 

Integrated marketing communication (IMC). A concept of a strategy that 
integrates various forms of marketing including traditional media marketing, direct 
marketing, public relations, and other marketing communication efforts (Grönroos & 
Lindberg-Repo 1998). 

Multi-channel market communication. Multi-channel market communication 
consists of traditional market communication efforts such as personal selling and 
newspaper ads as well as more modern market communication efforts including online 
marketing (Duffy 2004). 

Paid media. Advertisement space in various media that companies pay for, i.e. 
newspaper ads, online banner ads and television commercials (Edelman & Salsberg 
2010). 

Earned media. Market communication that the company does not generate itself, 
including press, online community discussions, and word-of-mouth marketing (Stephen 
& Galak 2012, Kozinets et al. 2010). 

Shared media. Shared media includes platforms and networks that allow user-
generated content, including social media. Examples of shared media platforms are 
Facebook, Instagram, YouTube, and Twitter. (Macnamara et al. 2016) 

Owned media. Owned media is defined as the company generated and owned digital 
sources and publications, such as official websites, newsletters, reports, blogs, etc. These 
media sources are owned and controlled by the companies themselves. (Lovett & Staelin 
2016, Macnamara et al. 2016, Bonchek 2014) 
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Social media platform. An interactive platform online, which enables the connection 
and interaction between consumers and companies online (Rapp et al. 2013). 

1.4 Structure of the paper 

The structure of this paper is illustrated in table 1 below. In the first chapter of this thesis, 
the topic of market communication was introduced and previous research in the field 
was presented. The research problem of this thesis, being lack of a renewed practical 
marketing communications framework, was discussed and the core purpose of this paper 
was presented. In addition, key concepts were defined to clarify how this thesis interprets 
these concepts.  

In the next chapter, chapter two, the author will discuss previous key marketing models 
in the form of a literature review. The two central models discussed are the AIDA-model 
and the PESO framework. The author will discuss both of these in-depth and also add 
dimensions to them both in order to adapt them to today’s market and technology 
advancement. The adapted models will then be combined into a matrix that will serve as 
the theoretical model used in this thesis.  

In chapter three, the methods used for the study will be thoroughly introduced and 
discussed. This includes the research method, data sample, data collection, methods 
analyzing the data, as well as a brief presentation of the case company. The results of the 
study will then be presented in chapter four, including both quantitative and qualitative 
findings. Following this, chapter five will be an in-depth analysis concerning the results 
in context with the newly introduced matrix theory model. Chapter five will furthermore 
include recommendations for the case company based on the results found in the study. 
Lastly, chapter five will include the managerial implications, limitations of the study as 
well as suggestions for future research. 
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2 THEORETICAL FRAMEWORK 

The theoretical framework for this thesis is built upon two communication perspectives, 
that both play an important role in the renewal of the marketing strategy in a company. 
The two perspectives include the consumer journey, represented by the AIDA model, and 
the categorization of media channels represented through the PESO framework. These 
two models have been chosen to complement each other and fill in the gap that would 
otherwise remain would the models be used by itself. The author will next present each 
perspective, argument for why they are important for this study and discuss the 
dimensions of them. Ultimately the two models, after brief adaptation, will be combined 
into a single framework to support the current study.  

2.1 Effect models 

Effect models are traditionally models that illustrate how consumers typically respond 
to advertising (Sinh 2013). Belch and Belch (2009) discuss how effects models most 
often are developed to illustrate how a consumer moves through different stages from 
not being aware of a certain brand to ultimately becoming a purchasing customer.  

The literature discusses that the effect models should not be portrayed as the absolute 
path consumers always take, rather as a guideline and tool for advertising purposes (Sinh 
2013). Some frequently used hierarchy models are AID, ACCA, and EPPCA. These 
models illustrate the same process of a consumer becoming more aware and familiar 
with a brand but with different perspectives. AID is an acronym for attention, interest, 
and desire. ACCA stands for awareness, comprehension, conviction, and action. EPCCA 
is short for exposure, perception, communication (knowledge), communication 
(attitude) and action. (Barry and Howard 1990) 

Belch and Belch (2009) continue to explain that the theory of a consumer going through 
certain stages is true, however, the order of these stages and what each stage implicates 
varies depending on the consumer and the consumer-company journey. Therefore, 
researchers have during the years developed several effect models that base their theory 
similarly but differ in the amount of stages and what the different stages illustrate.  

In addition to the traditional effect models, another widely known similar model is the 
sales funnel model. This model illustrates the process of sales for a business acquiring 
customers, especially B2B customers. This model represents the customer journey 
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similarly as the AIDA-model, however, from a company perspective. (D’Haen and Van 
den Poel 2013). 

2.2 The AIDA-model 

It is more likely for consumers to notice brands in an advertisement that they already 
have used or are familiar with (Harrison 2013). This shows the importance of capturing 
the consumer’s attention with an advert or other marketing activity. Next, the AIDA-
model will be presented. The author has chosen this specific model since it is one of the 
most well-known and adapted effect models.  

The first thoughts and ideas of an AIDA-model came about back in 1898 by Elmo Lewis. 
He realized that a consumer cannot be expected to set up a deal just like that, rather he 
or she needs to be guided through a series of steps in order to get to the end goal. He 
introduced the steps of attention, interest, and desire. A couple of decades later Strong 
(1925) complemented the initial framework with the fourth step, action, and developed 
it into the now known AIDA-model. The model has later on been changed and modified 
several times by researchers adding additional steps. Some of the alternate steps that 
have been added during the years include satisfaction, conviction, awarenesss, and 
liking. (Irina 2013) 

Figure 1 The AIDA-model 

AIDA (as can be seen in figure 1 above) is an acronym that stands for attention, interest, 
desire, and action. The purpose of this model is to understand the various steps a 
consumer makes towards a company or brand on the way to becoming a buying customer 
(Hassan, Nadzim & Shiratuddin 2014). Daj and Chirca (2009a) describe how the model 
illustrates the equal importance in all four steps the customer takes. They continue to 
explain how every step of the model needs to be completed before moving on to the next 

ATTENTION

INTEREST

DESIRE

ACTION

AIDA	- model
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one. Irina (2013) explains how the AIDA-model illustrates a cognitive journey a 
consumer makes when going from being unaware of a product or service to a buying 
customer. The model is a good way for marketers and advertisers to map out the 
consumer journey from beginning to end, optimizing the content of communication 
every step of the way (Irina 2013). 

As it has previously already been discussed, AIDA is one of the most well-known effects 
models, as well as marketing models in general. Hanlon (2019) describes it as a 
communications model, rather than a model illustrating a decision-making process since 
it aids companies in communicating the right message at the right time to their target 
audience. Cespedes and Bova (2015) explain how the model is a sort of funnel that 
illustrates how companies first seek out “suspects” for their product or service, where 
after qualification, suspects become “prospects”. Ultimately, the qualified consumers 
become buyers, in a successful situation. This means that the pool of consumers 
decreases for each step (which is illustrated above in figure 1). The company identifies 
the most prospected consumers, while consumers themselves identify the brands that in 
a way are the most prospected for them. (Cespedes & Bova 2015) 

Literature has criticized the AIDA-model for being too simple. In response to this 
criticism, researchers have created several variations of the AIDA model which take into 
account various other stages in a consumer-brand relationship. (Corporate Finance 
Institute, 2019) The author will first present the four original stages in the AIDA-model. 
Following this, an additional step will be discussed and added to the model. 

2.2.1 Attention 

The first step of the model is attention. This refers to the initial attempt of the brand 
capturing the consumer’s attention (Hadiyati 2016). For the consumer to even be aware 
of the existence of such a product or brand, the company needs to make it known for the 
audience. This is what the stage of attention is all about, making the consumer aware of 
the product. (Hassan, Nadzim & Shiratuddin 2014)   

It was previously discussed how markets nowadays are over-saturated with products 
cluttering marketing and advertising channels. This makes it even more difficult for 
marketers to create communication that stands out in the crowd. However, Forbes 
(2015:15) discusses how the clutter of product marketing is not necessarily the biggest 
obstacle for marketers. Rather, marketers need to focus on getting through consumers’ 
emotional filters to capture their attention. Forbes (2015:14) explain how emotional 
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filters form unconsciously thoughts in our mind immediately when exposed to an advert 
of some kind. These filters help consumers decide whether to continue reading or 
listening to an advert or if it is not relevant for the consumer at all (Forbes 2015:14-15). 

According to Kotler and Armstrong (2005:16), the attempt to capture the consumer’s 
attention needs to be meaningful, believable and distinctive. Meaningful implying that 
the benefits of the product are presented or that it is in some other way attractive to the 
consumer. Believable means that the brand begins to build credibility towards the 
consumer and the consumer has enough trust in the brand to believe that the benefits 
stated are accurate. Lastly, it needs to be distinctive so that the product presented is 
perceived to be better than the competing product. (Kotler & Armstrong 2005) 

The method of capturing the consumer’s attention can be done through various outlets 
and using various marketing tools. Traditional marketing efforts, such as newspaper ads 
and television commercials have been used for a long time by companies. However, more 
modern approaches are now complementing these traditional methods, including online 
banner ads and social media interaction. (Hassan, Nadzim & Shiratuddin 2014) 

Hassan, Nadzim, and Shiratuddin (2014) conducted a study regarding how brands utilize 
social media marketing through these four AIDA-model stages. They found that 
companies during the ‘attention’ phase of the model advertise on social media networks 
with banner ads, start following other social media accounts to make their brand known 
to others and create controversies about their products in hopes to have people talk about 
them. Other methods that were used were traditional marketing activities, such as 
billboards, newspapers and flyers, and advertising via their suppliers or collaborators.  

2.2.2 Interest 

Companies were found by Hassan, Nadzim, and Shiratuddin (2014) to use the following 
methods to create interest amongst consumers: provide relevant information about both 
the brand and the product including main features, price and picture, and effective 
advertisement through social media after a new product release creating buzz about the 
newly launched product. Hadiyati (2016) also discusses the importance of conveying the 
meaning of a product for the consumer. She agrees with Hassan, Nadzim, and 
Shiratuddin (2014) by saying that this can be done by providing information about the 
features and benefits of the product. 
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The step of creating interest is possibly the most difficult stage, especially in today’s 
world that is over-saturated with products and services. It is important for the company 
to narrow down their target audience and customize their marketing message in order to 
successfully create interest amongst this specific target group. (Corporate Finance 
Institute 2019) 

2.2.3 Desire 

It was found that desire for the product is created in consumers through giving 
promotions, organizing contests, updating social media networks regularly, monitoring 
the social network community consistently by answering comments and feedback from 
followers as well as offering valuable and personalized customer service even before sales 
(Hassan, Nadzim & Shiratuddin 2014).  

The stage of creating desire means ultimately explaining to the prospective customer why 
they need this specific product or service. The purpose of this stage is convincing the 
consumer that they are missing this specific product or service in their life. In addition, 
it needs to be understood by the consumer that even though there are other competing 
products or services available, this is the only one that should be relevant for them 
specifically, this means that customizing the communication according to the audience 
is very important. (Corporate Finance Institute 2019) 

2.2.4 Action 

Action is the final step in the AIDA-model, which refers to the consumer completing the 
final step. It can be purchasing a product, ordering a service, making engagement or 
other behavior. The steps for action explain what companies need to do in order to 
finalize the consumer-company journey to meet their targeted goals. (Hadiyati 2016)  

If the final action is encouraged through advertisement, a call to action is usually advised 
to use. This refers to a certain statement, e.g. “Buy now!”, making it easy for the 
prospective customer to take action. (Hanlon 2019) Another method of convincing 
prospected customers is making them feel the urge of acting quickly. This can be done 
by offering limited time offers or other benefits for the customer from taking action 
immediately, e.g. free shipping. (Corporate Finance Institute 2019) Hassan, Nadzim and 
Shiratuddin (2014) also found that simply by making ordering processes clear and 
simple, making various payment options available and easy to use, and offering a variety 
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of delivery options can encourage the prospect to take action, since it does not demand 
much of the consumer. 

2.3 From AIDA to AIDAE 

Egan (2007) found that the most relevant component missing from the AIDA-model is 
the post-purchase action or effect. He explains that this effect describes what happens 
between the brand and the customer after the purchase. What happens after buying a 
product or service impacts directly upon future decision making and the perceived brand 
relationship from the customer’s standpoint. The fifth step of ‘satisfaction’ was added to 
the model by Sheldon back in 1911 to represent a post-purchase step. However, due to 
the leaps in technology and social media that has happened during the past decade, 
companies today rely a lot on consumer engagement in branding and marketing. A fifth 
step, “engagement” will be added to the original AIDA-model to suit the current study 
better. The updated AIDAE-model is presented below in figure 2. The additional step of 
“engagement” will be discussed more in-depth next. 

Figure 2 The AIDAE-model 

2.3.1 The fifth step: engagement 

The concept of engagement has been a popular topic among researchers during the past 
10 years after social media has made a quick rise. However, a generalized definition of 
the concept has yet to emerge. In an interview made by Chaffey (2007), engagement is 
defined as a concept that is meant to increase the time and effort a consumer spends 
together with a brand on the internet or other channels. An alternative definition of 
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engagement is a “customer’s behavioral manifestation toward a brand or firm beyond 
purchase” (Marketing Science Institute 2010: 4). Keller (2009) found that consumers 
create feelings, perceptions, and experiences from various engagement touchpoints, 
which furthermore reflect upon the consumers’ association with the brand. Vivek et al. 
(2012) defined customer engagement as “activities engaged in by the consumer that are 
not directly related to search, alternative evaluation, and decision-making involving 
brand choice”. Customer engagement marketing is defined as a company’s intentional 
effort to encourage and motivate customer interaction and contribution towards the 
brand (Harmeling et al. 2017). 

Historically, markets have been assumed based on the seller’s needs and interests. 
Nowadays, sellers need to adapt according to their customers’ needs and desires. In order 
for sellers to learn about their customers’ interests and concerns, engagement is strongly 
encouraged (Sashi 2012). By encouraging engagement through social media, companies 
can create and build relationships with consumers. Customer engagement may include 
word-of-mouth, recommendations to friends and family, customer-to-customer 
interaction, review writing, blogging about the brand and other commenting on brands’ 
activity on social networks (Marketing Science Institute 2010). By interacting with 
consumers, brands can discover problems with their products or services that need to be 
addressed, as well as new business opportunities (Murdough 2009, Sashi 2012). For 
customer engagement to be successful, it requires trust and commitment in the buyer-
seller relationship (Morgan & Hunt 1994). This means that both parties need to have 
confidence in each other’s reliability and integrity (Morgan & Hunt 1994).  

Prahalad and Ramaswamy (2004) found that when engagement is present, customers 
will more likely continue to buy from the same seller instead of making transactional 
purchases from various sellers. In the process of engaging with a company, consumers 
ultimately co-create value together with the brand (Malthouse et al. 2013, Nambisan 
2002, Prahalad & Ramaswamy 2004). By engaging with your customers, the traditional 
roles of buyer and seller are shifted towards a more collaborative relationship between 
the two. By giving feedback and generating content about a certain brand, consumers 
become a valuable asset for companies. Since consumers are ever more trusting their 
peer-consumers for product and service recommendations before relying on company 
advertisement. Therefore, customer engagement can be very valuable for companies. 
(Kozinets et al. 2010, Sashi 2012) However, the developed role of the buyer can also lead 
to negative implications for the brand. Since consumers are seeking recommendations 
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from their peer-consumers, negative experiences with a brand could result in negative 
customer engagement, meaning that customer engagement can either be a significant 
threat or a potential opportunity for the company depending on the customer’s 
experience (Harmeling et al. 2017). 

Customer engagement amplifies the role of the customer by adding the value co-creation 
quality to the relationship. Since the needs of customers develop over time, active 
engagement is a good tool for companies to keep up with the changing needs and wishes 
of their audience. By staying up to date with customer feedback, companies can quickly 
develop their products and goods to serve the customers even better, creating a 
competitive advantage compared to other brands. (Sashi 2012) 

2.4 Shifting towards multi-channel communication 

In today’s world of marketing, companies face the challenge of choosing the right media 
channels for their communication towards their customers amongst endless options 
(Danaher & Rossiter 2011). Traditionally, paid media has dominated the field of 
marketing for most companies amongst these media categories (Macnamara et al. 2016). 
However, today’s usage of shared media (also known as social media) has radically 
changed how companies communicate (Macnamara et al. 2016). The different forms of 
media are introduced and discussed in section 2.5. 

In order to help and simplify the daunting task of choosing correct advertising channels 
and strategies, previous literature has tried to define and explain the process of the 
consumer’s purchasing with the help of various theoretical models (Irina 2013). With the 
growth of various media categories and companies adapting more holistic marketing 
plans, integrated marketing communications has become a topic of interest for many 
researchers, which will be discussed in section 2.4.2. 

2.4.1 The synergy effect of marketing 

Nowadays, companies tend to use various market communication methods when 
executing a marketing campaign. This is due to the positive effect that appears called the 
synergy effect. (Rodrigo 2016) A synergy effect appears when a certain marketing activity 
enhances the outcome of another marketing activity (Naik & Raman 2003, Assael 2011). 
Rodrigo (2016) explains how marketers utilize these kinds of integrated marketing 
campaigns intending to maximize the impact created by the synergy of various media 
and message formats. This means that these marketing activities are beneficial to execute 
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simultaneously instead of individually sporadically. In today’s world, consumers are 
constantly connected to several high technology media sources, this opens opportunities 
for marketers to utilize exposure through these various media (Lim et al. 2015).  

Chang and Thorson (2004) found that there was a positive synergy effect when 
combining television and online advertisement compared to if only one of the media 
were chosen. In a study made by Naik and Peters (2009), it was found that online 
advertisements, such as banners and search engine marketing, improved the results and 
effectiveness of offline media advertisement, such as television, newspapers, and print. 
Lim et al. (2015) found positive correlations between ad repetition on multiple devices 
and positive attitudes towards the brand, higher purchase intention, and higher 
credibility perception. The multiple ad repetitions on various media were compared to 
multiple repetitions through a single media.  

2.4.2 Integrated marketing communications 

The benefit from the synergy effect, that appears when various media are used, is 
ultimately what integrated marketing communication (IMC) aims to achieve. The theme 
of IMC has become a widely researched topic during the past decade. Grönroos and 
Lindberg-Repo (1998:2-3) define IMC in the following way: “Integrated Marketing 

Communications is a strategy that integrates traditional media marketing, direct marketing, 
public relations and others distinct marketing communication efforts as well as the 
communications aspects of delivery and consumption of goods and services, and of customer 
services and other customer encounters. Thus, Integrated Marketing Communications has a 

long-term perspective.” 

According to Rodrigo (2016), IMC puts focus on planning market communication 
campaigns with various media sources and marketing angles to maximize the impact of 
the campaign. Therefore, IMC utilizes the effect of synergy from various marketing 
actions and sources. Calder and Malthouse (2005) mention how integrated marketing 
does not highlight or prioritize advertising of a certain type or a certain kind of media. 
Rather they explain that integrated media is about considering any type of marketing 
that affects the consumer’s experience of a brand as potential. Veronuccio and Ceccotti 
(2015) discuss how it is important to not only make research effort in the new digital 
ecosystem of channels but to include the entire IMC range. They stress that the 
distinction between online and offline media is slowly disappearing and channels across 
the board are becoming ever more interactive and integrated between the company and 
consumer.  
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In today’s hyper-connected and integrated world, it is a fact that marketers do not 
anymore have full control of what messages are put out regarding their brand. Since 
consumers, today have the opportunity of co-creating content and essentially marketing 
products and goods on the company’s behalf, through e.g. shared media or word-of-
mouth, companies need to take this into account when planning their market 
communication strategy. (Kitchen & Schultz 2009) 

Having discussed the positive effect of synergy through a variety of marketing actions 
and the method of integrated marketing communication, the importance of utilizing a 
multi-channel approach in market communication should be obvious. The author will 
next discuss more in-depth media channel sources and how they can be categorized and 
utilized. 

2.5 The PESO model 

The PESO-model originally evolved from the “media trinity”-model created by Burcher 
(2012). This ‘media trinity’ was a classification of both online and offline media activity 
that sorted channels into three categories; paid media, owned media and earned media 
(Stephen & Galak 2012). A couple of years later, Luttrell (2014) complemented the model 
with a fourth media category, shared media. This was a direct result of social media 
taking large leaps into consumers’ personal lives. The PESO-model categorizes 
marketing efforts into four categories based on the media through which they are 
published (Thabit 2015). The PESO-model illustrated below in figure 3, includes paid 
media (P), earned media (M), shared media (S) and owned media (O). 

Figure 3 The PESO-model 

According to Jayson and Block (2018), paid media refers to traditional advertising that 
is created between companies and mass media. These media activities are ones that the 
company or its marketing partners pay for. This has been the dominant form of media 

PAID MEDIA

EARNED MEDIA

SHARED MEDIA

OWNED MEDIA

PESO	- model



16 
 

during the past decades (Macnamara et al. 2016) Earned media refers to marketing 
efforts that the company does not themselves generate nor control, rather earned media 
is created by organizations and consumers outside the company. This may include press 
articles written by journalists, consumer reviews and word-of-mouth marketing. 
Research has found that earned media can be triggered and increased by the company’s 
activity through its owned media channels (defined below). However, ultimately the 
company cannot control what and when earned media activity content is produced. 
(Stephen & Galak 2012) 

Social media and other media forms that are open for followers and consumers to 
contribute to are categorized as shared media (Macnamara et al. 2016). Popular social 
media sites include Facebook, Instagram, LinkedIn, and YouTube. Owned media 
represents activity by a company that they control and generate in their own channels, 
i.e. their website, brochures and press releases (Stephen & Galak 2012). 

Thabit (2015) discusses how paid and shared media tend to initially capture the 
consumer’s attention, however, these media channels rarely convince the consumer to 
make a purchase. Earned media plays a large role in establishing credibility for the brand 
and company. Showcasing value through owned media can then be the final push for the 
consumer to become a purchasing customer. (Thabit 2015)  

Nielsen (2015) discusses how shared media is nowadays the most trusted form of media. 
He further states that after shared media, owned and earned media are considered to be 
the most trustworthy and credible media by consumers. This means that paid media is 
by consumers considered to be the least trustworthy source of media. This implies that a 
large shift has happened in the perception and importance of media outlets, from the 
consumer’s point of view. Nielsen (2015) continues to express how these types of shifts 
and changes in media perception by the public demand impact how companies utilize 
marketing tools and actions. Additional literature explains how the recent growth of 
social media has increased the amount of interactivity between brands and consumers, 
making content through shared media much more relevant for the consumer compared 
to media that traditionally adopt more of a one-way form of communication (Taylor et 
al. 2013). 

Paid media was for a long time the dominant player, regarding which media channel was 
utilized the most in monetary terms. However, as has been discussed in previous 
literature, the ratio between media categories has shifted drastically during the past two 
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decades. Macnamara et al. (2016) found that the previous PESO-model should nowadays 
be called the SOEP-model due to the shift in importance between media channel 
categories. They mean that the most important media category shortly will most likely 
become shared media, while paid media will have less of an impact upon marketing 
compared to previously, agreeing with what Nielsen (2015) and Taylor et al. (2013) 
discussed in their respective studies. 

2.5.1 Paid media 

Edelman and Salsberg (2010) define paid media as advertisement space in certain media 
that companies pay for. Examples of paid media are magazine and newspaper ads, online 
banner ads, television commercials, search-engine marketing as well as paid ads through 
social networks (Edelman & Salsberg 2010). A new approach to paid media has evolved 
during the past decade, called branded content or native advertising. This can be defined 
as paid content that is presented in a way, so the consumer does not immediately 
interpret it to be a “paid advertisement”. (Macnamara et al. 2016) The goal of these ads 
is to make them as organic and natural-looking to conceal the advert appeal. As was 
previously mentioned, a common trait of marketing today is concealing the fact that a 
marketing action is paid for by the company, because this decreases the consumer’s 
credibility and trustworthiness for the company and the marketed product (de 
Pelsmacker & Neijens 2012). 

Marketers will likely continue to search for these embedded advertising formats to 
maximize the impact of marketing. Reasons for this include the decreasing use of 
traditional marketing activities and traditional media channels, the consumers’ 
increasing resistance towards advertisement and the fact that marketers are constantly 
finding new ways to avoid the recognition of ads by consumers to increase the effect it 
can have upon purchasing decisions (Macnamara et al. 2016). de Pelsmacker and Neijens 
(2012) did find that advertisements that look organic and natural are more effective in 
influencing purchasing decisions in audiences in many cases.  

2.5.2 Earned media 

The category ‘earned media’ illustrates marketing efforts that the company itself does 
not generate or control. This can be news through the press, online community 
discussions as well as word-of-mouth marketing. (Stephen & Galak 2012, Kozinets et al. 
2010) The impact earned media can have upon sales is still not well grasped. Agrawal 
and Kamakura (1995), Elberse (2007), and Trusov, Randolph, and Koen (2009) found 
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that publicity through traditional media may affect marketing outcomes. Chevalier and 
Mayslin (2006) found that some earned media, such as consumer-generated online 
reviews can have an impact on sales. It was also studied by Ahluwalia, Burnkrant and 
Unnava (2000), and Berger, Sorensen and Rasmussen (2010), that negative publicity 
may create positive marketing outcomes, confirming the fact that any publicity, even 
negative publicity, is usually good for sales. 

Stephen and Galak (2012) found that earned media can furthermore be classified into 
two categories depending on if the media outlet is a traditional or social one. Traditional 
earned media includes press coverage created by journalists or other articles published 
by professionals. Social earned media refers to the activity generated by consumers in 
various online forums, including discussion forums, blog posts, social media publicity 
such as Twitter tweets or status updates on Facebook. The study made by Stephen and 
Galak (2012) found that traditional earned media had on average a larger impact on sales 
compared to social earned media. However, they found that traditional earned media is 
often generated much more infrequently and irregularly in comparison to social earned 
media. When taking this into account, it was discovered that social earned media can 
have a positive long-term impact upon sales thanks to the regular and frequent activity. 
They concluded that ultimately both kinds of earned media are of importance for 
companies and their sales.  

The phenomenon of word-of-mouth is gaining importance in a world where consumers 
seek “organic” recommendations about products and services, rather than trusting the 
advertisement that companies themselves produce. Anderson (1998:6) defines word-of-
mouth as “informal communication between private parties concerning evaluations of 
goods and services”. Brown, Broderick, and Lee (2007) conceptualize word-of-mouth as 
a consumer-dominated channel of communication, independent from the market and 
businesses. It is therefore perceived by the consumer to be a more credible and reliable 
source of information compared to communication created by the companies 
themselves.  

2.5.3 Shared media 

Shared media consists of platforms and networks that allow user-generated content as 
well as social media. Such social networks are for example Facebook, Instagram, 
YouTube, Twitter, etc. (Macnamara et al. 2016) The rise of social media has come to 
impact the mediascape vastly when it comes to marketing and communication between 
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brands and consumers. The most popular social networks amongst the world’s 4,2 billion 
social media users include Facebook, WhatsApp, Instagram and Twitter (Statista 2019, 
Emarsys 2019). 

Interestingly, when browsing amongst the most popular Facebook pages, several 
company pages are listed, e.g. Samsung, Coca-Cola, McDonald’s (Statista 2019). This 
shows consumers’ interest in following businesses through social networks, in addition 
to possibly consuming their products and goods. Macnamara et al. (2016) found that the 
importance of shared media is not about competing with paid media, which has 
traditionally been the dominating category of media in marketing, but rather 
complementing it. The growth of social networks advocates for the consumers’ need for 
dual communication meaning dialogue between brands and consumers. Marketing is no 
longer a one-way street, implying that brands cannot purely communicate to its 
audience, rather marketing is becoming an interactive two-way effort between 
companies and consumers. This means that companies need to communicate together 
with consumers instead of to them. (Macnamara et al. 2016) In addition, Nielsen (2015) 
found that shared media is the most trusted format of marketing by consumers 
nowadays, illustrating the relevance shared media has upon brands’ market 
communication. 

Shared media can further be divided into two categories; owned social media and earned 
social media. Owned social media refers to a brand’s owned and controlled pages in 
social networks while earned social media refers to consumer-generated social media 
content regarding the brand. (Colicev et al. 2018) 

As was previously discussed, companies today strive to make their advertising seem as 
organic as possible, minimizing the “intrusive” effect it may have upon consumers. 
Companies often use the online relationship between the brand and the consumer as a 
way to market their products and services without having the consumer feel over-
exposed to the advertisement since it is up to the consumer to follow that brand or not 
through their social channels. However, brands may occasionally go overboard with 
concealing the intention of the advertisement which leads to unethical marketing 
techniques. This may be for example influencing audiences such as children, who are 
specifically vulnerable to advertisement. To successfully and ethically perform efficient 
market communication, companies need to be aware of these boundaries. (de 
Pelsmacker & Neijens 2012)  
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2.5.3.1 Social media: the new kid on the block 

There are 4,2 billion worldwide active users on social media today (Emarsys 2019), which 
entails 42% of the world’s population. eMarketer (2018) estimated that over 90% of 
American millennials (people born 1981-1994 (Mangold & Smith 2012)) that use the 
internet are active on social networks. The equivalent number for generation X is 77,5% 
and 48,2% for baby boomers (eMarketer 2018). These numbers illustrate the massive 
impact social media has today upon consumers. Social media is defined as interactive 
platforms, where consumers and companies meet online. Companies can share brand-
related content and consumers can interact with the companies seamlessly, as well as 
share the content with their friends and family through these networks. (Rapp et al. 
2013) Due to the evolution of social media, consumers today will less likely make their 
purchase decisions based on traditional advertisements created by the company and 
rather base their decisions on information received from social media by other 
consumers (Evans 2010). 

Weinberg and Pehlivan (2011) discuss how having a personal touch when pursuing social 
media marketing is key. This means that the tone and type of message communicated 
through social media should be authentic and conversational. The message should not 
give the sense of trying to persuade the consumer into buying something. The differences 
between traditional and social media processes and goals are also discussed by Weinberg 
and Pehlivan (2011). While the spend of advertisement through traditional media if most 
often seen as cash or a cost, the spend in social media is defined as social currency, 
trustworthiness, authenticity, transparency and a customer relationship investment. The 
main objectives of traditional media advertisement are awareness, knowledge, recall, 
and purchase, while the objectives for social media marketing are conversation, sharing, 
collaboration, and engagement. (Weinberg & Pehlivan 2011) Also, Colwyn (2014) found 
that the most substantial benefits social media marketing has upon businesses include 
increased exposure and traffic. 

In a study conducted by Killian and McManus (2015), it was found that consumers spend 
time on social media networks for four main reasons; relationship management, 
newsgathering, creativity, and entertainment. They discuss how it is important for 
companies to consider these motivating factors when creating suitable marketing 
material for their social media audiences. To capture the user’s attention, the content 
needs to accustom these factors, otherwise, it is likely the user will not bother to 
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remember or even recognize the advertisement at all, since it will be considered 
irrelevant for him or her. (Killian & McManus 2015) 

Killian and McManus (2015) also found four common themes when implementing social 
media strategies: consistency, customization, commitment, and caution. Consistency, 
regarding the timing of interaction between the brand and consumer, is needed to 
achieve authenticity. Also, the tone of communication through social media needs to be 
coherent and consistent to avoid confusement from the consumer’s side. In order to 
encourage and generate engagement, brands need to customize their social media 
communication according to their audience.  

Being committed to a social platform is crucial when building the company’s social 
reputation. It is discussed how, once a brand takes on a social media platform, there is 
no going back (Killian & McManus 2015). A brand cannot simply establish themselves 
and then ‘leave the scene’, the relationships made through social media need 
maintenance. Killian and McManus (2015) discuss how a company should not be present 
at all in a certain network, rather than being present but lacking activity. The last 
common trait found in the study was caution. This implies taking caution both when 
creating content, but also when listening and reacting to the responses of consumers on 
social media. The consumers who engage the most are usually the ones representing an 
extreme, either loving or hating the brand. Therefore, managers should keep in mind 
that even though these reactions cause volume and buzz, it does not necessarily represent 
the attitude of the majority. (Killian & McManus 2015) 

2.5.4 Owned media 

Owned media refers to company generated and owned digital sources and publications, 
including official websites, newsletters, reports, webinars, case studies, blogs, etc. These 
media sources are completely owned and fully controlled by the brand. (Lovett & Staelin 
2016, Macnamara et al. 2016, Bonchek 2014).) Nielsen (2015) found that consumers 
generally trust owned media content. In his study, it was found that 70% of respondents 
either completely trusted or somewhat trusted branded websites.  

It is important to point out that even though owned social media can tend to sound like 
owned media, it is not. The difference is that even though brands may own the content 
they generate to their own social media pages, they do not own the format or platform 
where it is distributed, therefore they do not possess full control over it. Bonchek (2014) 
discusses the essential building blocks for a successful owned media strategy. His lists 
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content, community, and context as the three main elements. The content on your owned 
media needs to be up to date, relevant and valuable for the consumer. Community refers 
to a common platform that is created to enable interaction between brands’ customers. 
This can be discussion forums or in-person gatherings and seminars. Lastly, context is 
considered important when planning how to go about with a brand’s owned media 
strategy. It is crucial for the company to build a relationship with the customer which 
reaches further than the typical transactional relationship that is created through paid 
media. By considering context the company ultimately accepts its customers as co-
creators of the brand. (Bonchek 2014)  

2.5.4.1 Mobile adaptiveness 

When it comes to owned media, a company’s or brand’s website plays a large role in 
marketing and visibility to potential customers. Since technology has evolved immensely 
during the past decades, companies need to keep up with the development and not fall 
behind. The decision of creating mobile adaptive websites is an aspect some companies 
may not prioritize. The truth is, today’s consumers browse the internet ever more 
through their mobile devices, therefore mobile adaptive websites are very important.  

2.6 Summary of the theoretical framework 

To conclude, the author has presented and discussed two marketing frameworks, AIDA 
and PESO models. The AIDA model has a long history in marketing and is still relevant 
to this day. The PESO framework, however, was created in connection to the growth of 
media and has gained popularity thanks to the immensely evolved technology which has 
allowed the categorization of media outlets.  

The AIDA model, consisting of attention, interest, desire, and attention, describes the 
consumer journey from first noticing a product or brand to making the final purchase or 
order. This model helps marketers pinpoint the consumer in different ways depending 
on where in the buying process they are. However, the AIDA model does not assist in 
marketing outlets. 

The PESO model categorizes media outlets into paid, earned, shared and owned media. 
By using the PESO model, marketers can make sure they utilize the multi-channel 
communication method of marketing and therefore increase the likelihood of synergy 
between the channels. However, this framework does not take into account the 
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consumer’s level of knowledge of the product or brand which means that the same 
advertisement may not work for all consumers.  

The slightly adjusted frameworks of AIDAE and PESO will be conjoined, this way the 
strengths of the consumer buying process from the AIDA model, and the categorization 
of the PESO model will form a more cohesive package. By making this hybrid model, 
marketers should be able to use it as a base for market communication plans. The x-axis 
illustrates the consumer journey and how knowledgeable the consumer is of the product 
or brand. The y-axis divides the media range into the four categories which enable 
marketers to plan exactly how which media outlet should be used in the various 
consumer journey stages. The completed matrix, with both the AIDAE and the PESO 
frameworks, can be viewed below in figure 4. 

Figure 4 The theoretical matrix combined of AIDAE and PESO 
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3 RESEARCH METHODS 

The purpose of this thesis is to explore how market communication is executed and how 
it can be improved for the case company. To achieve this aim, secondary quantitative 
data will be collected and analyzed, as well as qualitative data in the form of semi-
structured interviews. The analysis method of all data will be of qualitative nature, which 
will be further discussed in its own section. The methodology is structured in the 
following way: firstly, the case company will be presented, giving insight into why this 
study is of value for the case company, as well as the history of the firm, after which the 
chosen mixed-method approach will be presented. Following, the data collection and 
sample group will be discussed for respective quantitative and qualitative data 
separately. The method for analyzing both types of data will then be discussed. Lastly, 
the quality of the study will be discussed, including reliability, validity, credibility, and 
trustworthiness. 

3.1 Case company: Bella Veneet Oy 

This thesis includes a case study regarding the company Bella Veneet Oy. The author 
initially contacted Nimbus Group Ab (which owns Bella Veneet Oy), proposing a 
collaboration, to which they were intrigued and interested to proceed forward. As it soon 
will be discussed, it turned out Nimbus had an interest and need for this type of study at 
this point, making this research paper of value for the company. 

Bella Veneet is a Finnish boat manufacturing company established in 1970 by Raimo 
Sonninen. They are the leading glass fiber boat manufacturer in Finland, as well as in the 
Nordics. Their boats are manufactured in four Finnish factories in Kuopio and Luoto and 
75% of their production is exported. The company owns and produces four boat brands: 
Bella, Flipper, Aquador, and Falcon. All four brands are designed and manufactured by 
Bella Veneet and then sold by retailers. (Bella Veneet 2019a)  

In November 2018 Nimbus Group Ab, a Swedish boat concern, acquired Bella Veneet 
Oy. Nimbus Boats was established in 1968 and is today one of Europe’s leading 
manufacturers in the business of leisure boats. (Bella Veneet 2019b) Nimbus Group owns 
and produces three boat brands (excluding the Bella brands), including Nimbus Boats, 
Paragon Yachts, and Alukin. (Nimbus 2018)  

When the author initially contacted Nimbus Group, she spoke with Michael Bohm, the 
marketing director. He explained that since Nimbus now after the acquisition of Bella 
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Veneet owns a total of seven brands (Bella, Flipper, Aquador, Falcon, Nimbus Boats, 
Paragon Yachts, and Alukin), they have a wide range of offerings and their market 
communication strategy of the respective brands need to be rethought and structured. 
According to Bohm (2019), Nimbus Boats has a need for understanding the marketing 
activities of Bella Veneet, how they have historically been executed, with which kind of 
results and how these marketing activities should be continued in conjunction with 
Nimbus Boats. Therefore, the purpose of this case study is to help the case company by 
identifying key market communication activities within Bella Veneet. Poorly executed 
activities or a lack of certain activity will also serve as valuable information for future 
marketing decisions in the Nimbus concern.  

3.1.1 The difference between Bella Veneet and Bella 

Below in figure 5, is shown the hierarchy of Nimbus Group and its subsidiaries and 
brands. Nimbus Group is the concern and owns both Bella Veneet and Nimbus Boats 
Sweden AB companies. Bella Veneet has four brands, including Bella, Flipper, Aquador, 
and Falcon. Nimbus Boats Sweden AB includes three brands, Nimbus Boats, Alukin, and 
Paragon Yachts. 

This study will take a closer look at two of Bella Veneet’s brands, Bella and Flipper. The 
author would like to highlight that the name “Bella” refers to the brand Bella, while “Bella 
Veneet” refers to the case company that includes all four brands listed below.  

Figure 5 The hierarchy of Nimbus Group Ab 

3.2 Research method 

The purpose of this study is to understand how market communication is executed and 
how it can be improved based on historical marketing activities in the case company. To 
achieve this aim, the author will proceed using a deductive research approach, using the 
combined model of AIDAE and PESO as an analytical tool for the analysis. A deductive 
approach consists of testing a theoretical proposition through research, specifically 
designed to perform the test. A deductive research approach entails defining the 
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proposed research questions based upon previous theory. This entails that previous 
theory will define the way these questions may be answered, seeking the answers, 
presenting and analyzing the findings. Ultimately, the results will either support and 
confirm the theory or it will modify it based upon the findings of the study.  (Saunders & 
Lewis 2012) 

To undercover how the case company’s market communication can be improved, a 
mixed-method approach will be taken for this study. This means that the author will 
utilize both qualitative and quantitative methods for this study (Harrison & Reilly 2011, 
Harrison 2013). A mixed-method approach is increasingly gaining popularity amongst 
research (Johnson, Onwuegbuzie & Turner 2007). The main reasons researchers use 
mixed-method approaches are that they broaden and deepen the understanding and 
corroboration of the aim (Harrison & Reilly 2011; Saunders, Lewis & Thornhill 2012). 
Also, it is added that by using a mixed-method approach, researchers can overcome some 
weaknesses associated with mono method research (which refers to methods using either 
a qualitative or quantitative approach) which arises from the unilateral nature of a study 
with a single research method approach (Saunders, Lewis & Thornhill 2012; Bryman 
2006). 

Bryman (2006) discusses various rationales for conducting mixed-method research. The 
relevant rationale for this thesis includes completeness, explanation, credibility, and 
illustration. Completeness means that by combining multiple methods, the study will 
offer a more comprehensive view of the issue, as well as comprehensive findings.  
Explanation refers to how an additional research method can be used to explain findings 
generated by the first method, this will also provide more comprehensive findings. By 
employing mixed methods, the integrity and credibility of the findings will be enhanced 
(Harrison 2013). The author will discuss the trustworthiness of the study more in-depth 
in section 3.7.  According to Bryman (2006), utilizing a mixed-method approach in 
business and management research is becoming increasingly recommended. This is 
because it decreases the weaknesses of using a single method approach, also by adopting 
a mixed-method approach, the study will provide a broader approach to data collection, 
analysis, and understanding of the data (Bryman 2006). Lastly, mixed methods can be 
used to illustrate one of the method’s findings, i.e. the qualitative data could illustrate 
the quantitative findings, giving the data more dimension (Bryman 2006, Harrison 
2013). In this study, the quantitative and qualitative data work alongside each other. The 
quantitative data will give provide statistics of the websites, while the qualitative data 
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will support the quantitative data by interpreting it, explaining the reasons behind the 
statistics as well as providing additional information. 

The quantitative data of this thesis will include statistical data from previously executed 
marketing activities of the case company, including behavioral data such as website 
users, as well as demographical data such as the website users’ age range, gender and 
geographical locations. The qualitative data will consist of semi-structured interviews. 
The informants of the interviews will be key employees of the case company, that have 
in-depth knowledge regarding the company’s marketing activities, as well as the history 
of the company. Both the quantitative and qualitative data collection methods will be 
furthermore discussed in the following two sections (3.3 and 3.4). 

3.3 Quantitative data collection 

The quantitative data for this study will be provided to the author by the case company, 
meaning access to the company’s Google Analytics account will be granted. Therefore, 
the data can be considered as secondary data since it has already previously been 
collected for other purposes (Saunders, Lewis & Thornhill 2012). Saunders, Lewis & 
Thornhill (2012) divide secondary data into further categories of which longitudinal 
multiple-source data describes the quantitative data for this study most accurately. They 
define multiple-source secondary data as several data sets that have previously been 
combined to become a new data set before accessing it. They mention company 
databases as an example of multiple source secondary data. Longitudinal data consists 
of selected variables that have been collected several times during a longer period of time 
(Saunders, Lewis & Thornhill 2012).  

The quantitative data is valuable for this study because it allows objective insight into the 
company’s website statistics. However, even though access to the company’s database 
and analytics is granted to the author by the case company, it will be the author who 
organizes and ultimately collects the relevant data from the database. The data collected 
through the case company’s Google Analytics can further be classified as behavioral data, 
meaning it is statistics of what people have done in the past (Indicative 2019). The data 
is generated by a consumer’s engagement with the business, i.e. by visiting their website 
(Indicative 2019). This type of data allows companies and organizations to optimize their 
engagement and interaction with the consumer (Indicative 2019).  

The quantitative data is not raw data, rather is it collected from a source that already has 
processed the data and presented the data in a viewer-friendly format, meaning graphs 
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and charts. Since the data received through Google Analytics will not be of typical 
quantitative data nature, the analysis of it will differ from traditional quantitative 
studies. The method of data analysis will be discussed shortly in section 3.5. 

3.4 Qualitative data collection 

In addition to the quantitative behavioral data, this study will include qualitative data as 
well. The reason for including qualitative data as well is to answer the aim of this study 
in a more complete way. To properly study how the case company can improve its market 
communication, it is important to understand the scope of the case company’s market 
communication historically and how they believe it has performed. Additionally, the 
qualitative data will be used for providing further information and details that may be 
missing from the quantitative data. Furthermore, the qualitative data will be used to 
answers question regarding how certain market communication activities were 
performed and the reasonings for them, which quantitative data cannot provide answers 
to. On top of that, there are key marketing activities in the case company which are not 
able to be captured through analytics, such as boat fairs and events, and the cooperation 
between the case company and its retailers.  

The qualitative data will be collected through audio-taped semi-structured interviews. 
The reasoning for conducting semi-structured interviews is to have a base structure for 
what information is to be discussed during the interview but allowing the informant to 
freely discuss and present additional aspects of the market communication of the case 
company, which the author may not have thought of previously. The sample group for 
these interviews will include key employees who work in a position in or close to 
marketing at the case company and therefore have a say in their marketing activities. The 
sample group will more thoroughly be presented in the next section. After having 
collected the data through semi-structured interviews, the content from the interviews 
will be transcribed. 

3.4.1 Sample group 

The sample group for this study was formed through quota sampling, meaning a sample 
that includes informants specifically chosen by the author based upon certain 
characteristics and criteria (Saunders & Lewis 2012). In this case, the criteria for the 
quota sample will be knowledge and insight into the marketing activities of the case 
company.  
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The chosen sample group included employees who spoke for previous marketing actions 
and how the company in their own opinion could improve the market communication to 
support certain key performance indicators, such as sales. More specifically, the main 
purpose of these interviews was to gain knowledge in aspects that could not be obtained 
through the quantitative data. This insight refers to important marketing activities such 
as boating fairs, branding, advertisement, as well as the partnerships the company has 
with its retailers. As this type of information could not be collected through Google 
Analytics, the interviews play a significant part in the results of this study. 

The author conducted a total of five interviews. The number of interviews was not 
decided upon, rather the author conducted interviews with all staff members that could 
provide necessary intel and insight into the market communication background and 
history of the case company. The respondents included the following positions at Bella 
Veneet; the branch manager, marketing coordinator, sales manager of local markets, 
sales manager of export markets and an additional manager of sales and marketing. Four 
of the respondents were male and one was female. 

3.4.1.1 The respondents 

The respondents for this study are listed below in table 2. The table also includes their 
position, how long they have worked at the case company and when the author conducted 
each interview. 

Table 1 The respondents 

Name Job title Years at Bella Interview 
date 

Riitta Heikkinen-
Halpern 

Marketing Coordinator 10+ 29.11.2019 

Juha Väyrynen Branch Manager 10+ 30.1.2020 
Martin Kortell Sales Manager, Finland, Sweden, 

Norway & Estonia 
1 5.2.2020 

Ari Kuikka Sales Manager, export markets 3 21.2.2020 
Janne Mäkelä Sales and Marketing, Finland & 

Estonia 
3 2.3.2020 

 

The purpose is to keep the respondents anonymous regarding who said what in the 
interviews. Therefore, the author will refer to the respondents in the findings as 
‘respondent 1, respondent 2…’ in random order. All respondents will be referred to in the 
text as male for anonymity purposes. 
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3.4.2 The interview process 

The chosen informants were contacted per email for the request of an in-person/per 
telephone semi-structured interview. The author asked the respective informants to 
consent through a written form before conducting the interview. The written form 
included consent for audio taping the interviews, as well as granting permission to use 
limited personal information about the participants, including name and work title. 

This study was conducted through semi-structured interviews. This means that the 
author had prepared an interview guide, which was meant to be used as a guideline for 
the interviews (Saunders, Lewis & Thornhill 2012: 374). Having a guideline is important 
to make sure important themes are covered and discussed (Saunders, Lewis & Thornhill 
2012: 374). The semi-structured interview method allowed the author to add additional 
questions when needed but also omit questions if found necessary (Saunders & Lewis 
2012: 151). Furthermore, by using this method, the respondents were given a chance to 
elaborate upon topics the author had not ahead of time considered but may as well been 
of value for the study (Patton 2002:334). In addition, the order of the questions could 
vary depending on the interview (Saunders, Lewis & Thornhill 2012: 374). The author 
made slight changes to the interview guide after each interview to better accommodate 
the respondent and get the most out of the interview. Therefore, the final interview 
questions varied slightly from the initial interview guide. 

Three of the interviews were conducted at the head office of Bella Veneet in Kuopio, 
Finland. One interview was held through the online communication platform Google 
Meet. The remaining interview was held per telephone. The first interview included a 
broader discussion regarding the sales and marketing activities of the case company, 
including how they define the success of market communication. This interview was held 
before the other interviews to gain knowledge of the company’s values and to be able to 
specify the interview guide for the remaining interviews as well as possible. Due to this 
the structure of the first interview was different from the other four interviews.  

The layout of the four latter interviews was the following: the first couple of questions 
covered the background of the informant, including job description and how he or she 
works in cooperation with marketing of the case company. The interview then went on 
to discuss what the respondent believes to be key elements in succeeding in market 
communication and sales for the case company. Questions regarding improvement 
suggestions were also posed. The respondents then answered questions relating to the 
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AIDA process, the case company’s target audiences and how the audiences should be 
approached in the various stages. Lastly, the respondents were given a chance to discuss 
any additional matters that they felt were important regarding improved market 
communication and sales for the company. The interview guides can be found in 
appendix 1. 

3.5 Data analysis 

The methods for analyzing the data will be presented next. As was previously discussed, 
the study is conducted through a mixed-method approach. However, the data acquired 
from both methods is analyzed through qualitative means. This means that the 
quantitative data collected from Google Analytics will be interpreted and analyzed 
qualitatively, with the exception of including graphs to illustrate the results more 
accurately. The reasoning for this is because the nature of the data prevents the usage of 
a traditional statistical analysis of the data through i.e. SPSS. In addition, since this study 
leans toward an explanatory design, the qualitative data analysis methods are better 
suited.  

One of the purposes of using a mixed-method approach is to increase the credibility of 
the results (Bryman 2006). This means that the author will compare the quantitative and 
the qualitative findings with each other and analyze how they match up. Tashakkori and 
Creswell (2007) discuss the importance of integrating the two data types when 
conducting mixed-method research. They mean that a mixed-method study that lacks 
data integration is similar to a collection of methods, not utilizing the potential the data 
types may have when combining and integrating them. Spiggle (1994) also discusses 
important aspects and questions that need to be considered when conducting qualitative 
research. Four of the most relevant aspects of this specific study will be mentioned next. 

First of all, it is important to categorize the collected data in a relevant manner. The 
collected data should be compared to one another, from which may arise similarities and 
differences, confirming or contradicting the findings. In addition, the data should be 
dimensionalized, meaning that categories’ and smaller groups’ attributes or 
characteristics are identified. Finally, the data should be discussed in connection to 
theory, integrating the findings with theory, since a key goal of qualitative research is to 
build a theory that is grounded in data. (Spiggle 1994) 

After having collected all data and transcribed the qualitative data, the author will 
proceed by analyzing the content through categorization. This means that the author 
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creates several categories and the data is organized accordingly. According to Silverman 
(2006), this method of data analysis is quite reliable because it is easy for other 
researchers to repeat the same analysis with the data and find the same results. This 
method for analyzing data is also similar to Spiggle’s (1994) version of categorization. 
However, to analyze the data successfully, the categories need to be precisely defined 
(Silverman 2006). According to Saunders, Lewis, and Thornhill (2012:557), the 
categorization of the data should be based upon the aim of the study. This means that 
the same data could be categorized in different ways depending on the research objective 
(Dej 1993). There are three main ways of creating labels for the categories; utilizing terms 
that emerge while analyzing the data, using terms that are used by the respondents or 
basing the labels upon terms from the theoretical framework (Corbin & Strauss 2008). 
In this study, the author categorized the qualitative data through keywords that were 
used by the respondents. The author found that this method provided a more 
comprehensive look at the data, yielding a more in-depth analysis of it. 

The author has integrated an additional category to the finalized theoretical matrix, 
which can be viewed in chapter five. The original theoretical matrix consisted of the 
AIDAE framework (attention, interest, desire, action, and engagement) and the PESO 
framework (paid, earned, shared, and owned media), which can be seen in chapter two 
as figure 4. The additional category integrated to the finalized matrix is named “other 
market communication” and will be added as a fifth media category to the PESO 
framework. The findings of the study found that there is a gap for internal market 
communication as well as other market communication that could not be categorized 
into the original four media categories. In order to fill this gap, this additional category 
was added. The finalized theoretical matrix can be viewed in chapter five as figure 33.  

To provide an overview of the case company’s current market communication, the author 
used the finalized theoretical matrix as a base for illustrating the findings. The author 
dimensionalized the categories according to the empirical findings. Spiggle (1994) 
defines dimensionalization as identifying properties of categories. She further explained 
how the researcher through dimensionalization may explore the attributes of the 
category through continua or dimensions. Dimensionalization helps clarify and enrich 
the meaning of these categories. Additionally, it allows the researcher to explore, define 
and compare the categories amongst each other. (Spiggle 1994) 

The author dimensionalized the categories in the theoretical matrix by creating two 
different shaped ovals that represent the level of activity the case company performs in 
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each category. The larger dark grey colored oval symbolizes a combination that is actively 
used in the current market communication. The smaller light grey colored oval illustrates 
a combination that is somewhat actively pursued and used. The shapes were determined 
based on the empirical results of the study. Aside from the sizes of the ovals, the colors 
are used to further accentuate the level of activity of each phase. This means that a darker 
color indicates more activity. 

Since the interview guide was partially built upon the structure of AIDAE, the qualitative 
data was easily transferable to each consumer journey phase. Additionally, the activity 
of the media categories was determined according to the terminology the respondents 
used, i.e. if a respondent talked about using online banner ads as a way of capturing the 
consumer’s initial attention, this was determined to be paid media. The author 
determined the level activity of each phase depending on how it was mentioned by the 
respondents. The activity was determined to be somewhat active if it was mentioned 
briefly, while the activity was determined to be active if it was mentioned and discussed 
further by the respondents. The quantitative data was integrated into the matrix based 
upon the level of activity, meaning that the use of shared media, for instance, was 
determined based on how much activity the websites experienced thanks to shared 
media exposure.  

3.6 Preunderstanding 

The author has worked closely with digital marketing and advertising for the past three 
years prior to this study. Work tasks included planning digital campaigns with clients, 
executing them in various digital platforms, as well as optimizing and reporting the 
results for the clients.  Various marketing tools such as Google Analytics became very 
familiar, which the author perceives as an advantage for this study. Additionally, since 
the author has a previous understanding of interpreting statistical data from Google 
Analytics, this should enable more in-depth and accurate data collection and 
interpretation (Gummesson 2000). 

However, the author understands that this kind of preunderstanding increases the risk 
of misconstruing the results through own bias and presumptions. The risk of 
subjectiveness from the author’s standpoint will be minimized through conscious effort 
and by combining multiple methods of data that can back each other up even further. By 
doing this the quality of the research is also enhanced, which will be discussed next.  
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3.7 Quality of the research 

In this section, the quality of the research will be discussed. There is a wide range of 
possible criteria that can be used to assess the quality of research (Gummesson 2000, 
Wallendorf & Belk 1989). In this study, the criteria of reliability, validity, and credibility 
will be assessed.  

Reliability assesses whether the data collection methods are appropriate and will 
produce consistent findings. If a study is reliable, another researcher using the same data 
collection techniques and data would produce consistent findings to the original study. 
Threats that may impact the reliability of the study include participant error, participant 
bias, researcher error, and researcher bias. Participant error is defined as any factor that 
may change how the respondent performs. Participant bias means factors that may affect 
how the participant answers the questions, i.e. interviewing in front of other co-workers. 
Researcher error includes factors that may negatively affect the interpretation of the 
interviews and data. The fourth threat of reliability is research bias and is defined as 
factors that impact the researcher’s ability to record the responses in an unbiased way. 
(Saunders, Lewis & Thornhill 2012). 

Participant error is minimized through efficient planning and by allowing the 
respondents to suggest when and where they would prefer to have the interviews. This 
means that the author assumes the respondents suggest a time and place that would suit 
the respondent well and not interfere with the performance. Also, the author believes the 
risk of participant error is small since the study conducted is ultimately in favor of the 
case company, therefore they are very cooperative and are easily approachable. 
Participant bias is taken into account by conducting a mixed-method study and therefore 
not allowing possible participant bias in interviews to misconstrue the findings. Also, the 
risk of participant bias is minimized through conducting the interviews privately, which 
means that others will not know what was discussed. Additionally, by keeping the 
respondents anonymous regarding who said what, it will encourage the respondent to be 
as open and honest as possible. The risk of research error is minimized through in-depth 
planning and preparation of the interviews. Also, the author made sure to propose 
further questions to the participant if anything remained unclear. The risk of researcher 
bias will be minimized by remaining as objective as possible throughout the research 
process. Additionally, the author believes utilizing mixed methods will improve the 
overall reliability of the study. 
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Validity is described by Saunders and Lewis (2012) to concern whether the findings of 
the study measure and represent what they were originally intended to. Validity can 
further be divided into internal and external validity. External validity regards how the 
findings and conclusions of the study can be generalized. Since this research paper is 
conducted through a case study, the results will not be generalizable to a wide extent. 
However, since the case study is conducted in a boating industry, the conclusions may 
be relevant for other companies in the boat manufacturing industry. This kind of 
transferability increases the trustworthiness of the study according to Wallendorf and 
Belk (1989). They define transferability as the possibility of being able to apply working 
hypotheses to other contexts similar to the original one.  

According to Silverman (2006), and Wallendorf and Belk (1989), credibility is very 
important in academic research. In a way, it proves to one’s audience that the study is of 
value and valid. Silverman (2006) explains how credibility is partially achieved through 
handling the data objectively, meaning that if another researcher were to repeat the same 
study with the same data and methods, the concluding results would be the same. The 
credibility of this study is achieved through utilizing a mixed-method approach, as well 
as, consciously reporting step by step how the study is conducted which enables the 
replication of this study.  
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4 RESULTS 

In this section, the results of both the quantitative and qualitative studies will be 
presented. The results will be reported first on their own, after which they will be 
discussed in connection to the theoretical model in chapter five. Based on the qualitative 
interviews and the quantitative data, the original theoretical model will be used to create 
an overlook of the case company’s market communication. 

The intent with the mixed method approach is to collect quantitative data and combine 
it with the intel and expertise of the respondents, meaning qualitative data. Since the 
quantitative data illustrates the activity of consumers only on the websites of Bella and 
Flipper, the author found that additional data would be of value for a more complete 
study. 

The structure of this chapter will be the following. The preliminary results from the 
quantitative data will be presented first. Then the highlights from the qualitative 
interviews will be discussed. Similarities and differences between the quantitative and 
qualitative data will be discussed as well. In chapter five, the author will combine the 
presented results with the theoretical framework, discuss in-depth how the results 
should be interpreted and what they mean. Additionally, a systematical overlook of the 
case company’s market communication will be given in the form of the presented matrix 
in the theoretical framework. 

4.1 Website statistics 

The quantitative data will be presented next. This section will be divided into two parts, 
presenting the data of the brands Bella and Flipper separately. The data presented is 
sourced from Google Analytics. The key findings include statistics for user behavior such 
as the number of users, website sessions and traffic sources. Demographic statistics will 
also be presented as well as technical aspects of the websites. 

The author will now present the findings regarding the website statistics of bellaboats.fi, 
which after the findings regarding flipperboats.fi will be presented.  

4.1.1 User behavior on bellaboats.fi 

The user traffic on bellaboats.fi is presented below in figure 6. The chart illustrates the 
fluctuations in traffic during the years 2017-2019. It can be seen that the website 
experiences high peaks in traffic during the month of February, this is because most of 
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the boating fairs and events are held during February. The traffic is also higher during 
the summer months, which is because of the industry’s high season during those months. 
A slight decline in total traffic can be seen from the year 2017 to the year 2019. The traffic 
experiences similar peaks each year but the total amount if slightly lower. The exact 
number of website users each year will be presented shortly.  

Figure 6 Website traffic, bellaboats.fi 2017-2019 

A closer look upon the website traffic during the year 2019 can be viewed below in figure 
7. Here the peaks in traffic can easily be identified. There is an increase in traffic during 
the month of February, which is most likely due to the boating fairs and events that are 
held during the month. These events encourage consumers to visit the brands’ websites 
which results in an increased number of users on the website. The number of users grows 
during the beginning of summer in June. However, during the month of July, the website 
traffic decreases slightly. This could be easily explained by the fact that Finns tend to be 
on holiday during this month and may not be browsing the internet as usual. It is worth 
mentioning that the majority of the website users come from Finland, the demographics 
of the users will be presented shortly. In August, the traffic on the website picks up once 
again and experiences another peak. From there, the traffic slowly decreases towards the 
winter months. 
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Figure 7 Website traffic, bellaboats.fi 2019 

The number of users, new users and total sessions on bellaboats.fi from 2017-2019 can 
be viewed in figure 8 below. The number of total users during the years 2017-2019 was 
91 245, 87 055 and 78 455. This shows a steady decline in the total number of users on 
the website. A session is defined by Google (2020b) as a number of user interactions on 
a website within a certain time frame. A single session may include several page views, 
transactions, and events. As the figure illustrates, the total number of sessions has 
experienced a similar decline as well from the year 2017 to 2019.  

Figure 8 User and session statistics, bellaboats.fi 2017-2019 

The traffic sources for the Bella website are illustrated below in figure 9. This figure 
includes the traffic sources during the three past years (2017-2019), which makes 
comparison simple. A traffic source means from which source a website user initially 
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comes from. Organic search means that the user entered the website through an organic 
search engine link, implying that the user made a search engine search and clicked an 
organic link from the search engine results. Referral means that the user clicked a link 
from an external page that mentioned the brand, i.e. an online boating magazine or 
discussion forum. Direct users are users that type the exact website URL and enter the 
website directly. Display stands for users entering the page through display ads, which 
are paid online banner ads. The source social stands for users that enter the website from 
a linkage on a social media page, i.e. the brand’s Facebook page. Paid search includes 
users that enter the website by clicking paid search engine results.  

Figure 9 Traffic sources, bellaboats.fi 2017-2019 

This information is useful since this gives the company insight into how users are 
navigating to the website and in which forums their users tend to be active. The amount 
of organic search and direct users are expected to be high, however, the number of users 
from referral is also quite high. By going one step further we can grasp through which 
referring links, users enter the Bella website. I figure 10, the referral sources are shown. 
The main referral source is the Bella Boats concern website which counts as an external 
link as it is a separate domain from bellaboats.fi. Aside from that, flippermarket.fi, 
motor-huset.no and nettivene.com provided the Bella brand website with over 1000 
users during 1.1.2019-31.12.2019. By exploring this type of analytical data, the company 
can make smart marketing decisions, such as in which platforms to invest in ads and 
during which time of the year.  
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Figure 10 Referral sources, bellaboats.fi 2019 

The amount of traffic naturally varies during the year depending on the season and 
campaigns etc. Below in figure 11, the user traffic on the Bella website that originates 
from a referral link can be viewed. The Y-axis represents the number of users while the 
time of the year is shown by the X-axis. The blue line illustrates fluctuation in the amount 
of user traffic originating from referral sources. It can be seen that traffic from these 
sources tends to be quite stable during the year, not experiencing any major peaks or 
drops.   

Figure 11 Referral traffic, bellaboats.fi 2019 
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Figure 12 Social media traffic, bellaboats.fi 2019 

The quantitative data does not provide the author reasons for this fluctuation, but it can 
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social media channels during the times when user traffic spiked. Also, it can be assumed 
that since sometimes during the year the user traffic originating from social media 
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0
50

100
150
200
250

1.1.2019

1.2.2019

1.3.2019

1.4.2019

1.5.2019

1.6.2019

1.7.2019

1.8.2019

1.9.2019

1.10.2019

1.11.2019

1.12.2019

Users



42 
 

Figure 13 Users’ age ranges, bellaboats.fi 2017-2019 

Figure 14 User gender, bellaboats.fi 2017-2019 

What is interesting is how the users’ age range evolves during just a couple of years 
between 2017 and 2019. Below in figure 15, the users’ age ranges are seen for the years 
2017, 2018 and 2019. By looking closely at the age groups 35-44 and 45-54, it can be 
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worth taking notice of in marketing and how the company pursues communication in 
the future.  
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Figure 15 Users’ age ranges, bellaboats.fi 2017-2019 

The geographical location of the website users is valuable information in order to 
optimize the content of the website, but also it gives the company a sense of which 
geographical markets may be interested in the company’s product offerings and may 
open new business markets. Below, in figure 16, is illustrated the geographical locations 
of the bellaboats.fi website users. This data is from 1.1.2017-31.12.2019. The majority 
(41,1%) are located in Finland, while almost 17% are Sweden-based. Users from the 
United States consisted of nearly 4 %. The remaining users are mostly from other 
European countries including Norway, Germany, Denmark, and the UK.  

Figure 16 Geographical locations of users, bellaboats.fi 
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brand. A company may have targeted a certain country or location, but it might not have 
sparked action from users in the country. By following analytical data as such, a company 
can see in real-time how various marketing activities and campaigns affect the user 
demographics and how different countries react to the activities.  

In figure 17, the changes in the users’ geographical locations can be viewed. This figure 
illustrates the change from the year 2017 to the year 2019 regarding from which country 
the website is browsed. As the author stated previously, the total number of users on the 
website decreased from the year 2017 to 2019. However, from the figure below, it can be 
seen which countries experienced a strong decrease in traffic and how the user traffic 
from the USA has grown substantially during these two years. This information may be 
useful when contemplating expansion to potential markets. 

Figure 17 Changes in users’ geographical locations, bellaboats.fi 2017 & 2019 
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4.1.2 User behavior on flipperboats.fi 

The author will now present the analytical data for the brand Flipper Boats. The website 
traffic is similar to Bella in the way that traffic peaks are present during the same times 
of the year. Also, since the brands represent the same industry, their customer segment 
is somewhat similar meaning the way they interact online, how they find the brand’s 
website, etc. Below in figure 18, the website traffic for flipperboats.fi is presented during 
the years 2017-2019. Obvious peaks in the number of users can be seen at the beginning 
of each year during the months of February and also during the summers. The total 
number of users on the website is quite stable during these years, with no clear decrease 
or increase. 

Figure 18 Website traffic, flipperboats.fi 2017-2019 
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may not browse the internet as usual. The website traffic experiences the year’s highest 
peak during August, where after the number of users slowly decreases towards the winter 
months.  

Figure 19 Website traffic, flipperboats.fi 2019 
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in figure 20 below. The number of total users during the years 2017-2019 was 43 673, 
50 312 and 47 555. This shows some fluctuation in traffic between the years. The number 
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Figure 20 User and session statistics, flipperboats.fi 2017-2019 
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The traffic sources for flipperboats.fi are presented below in figure 21. This figure 
illustrates from which sources users enter the flipperboats.fi website during the past 
three years (2017, 2018 & 2019) and how it has changed and evolved. 

Figure 21 Traffic sources, flipperboats.fi 2017-2019 

Users typically enter websites through organic search or direct search when they have 
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Figure 22 Referral traffic sources, flipperboats.fi 2019 

In figure 23 below, the number of users coming through referral sources can be seen 
during 1.1.2017-31.12.2019. By looking at this chart, it is evident that the traffic coming 
from referral sources was more active during the years of 2017 and 2018 compared to 
2019.  

Figure 23 Referral traffic, flipperboats.fi 2017-2019 
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originating from social media platforms fluctuates strongly during the year. Reasonings 
for these fluctuations will be further discussed in the qualitative results. 

Figure 24 Social media traffic, flipperboats.fi 2019 

 

4.1.2.1 Who are browsing flipperboats.fi? 

The demographics of the users on flipperboats.fi will now be presented. As was discussed 
in the section for the demographics of the bellaboats.fi users, demographical information 
is important to narrow down a company’s target group and maximize marketing and 
communication efforts, through targeting the right audience. In figures 25 and 26 below, 
the age range and gender division of the users on flipperboats.fi can be seen. Most of the 
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men.  

Figure 25 Users’ age ranges, flipperboats.fi 2017-2019 
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Figure 26 User gender, flipperboats.fi 2017-2019 

By comparing the age ranges between the years 2017 and 2019, it can be seen (in figure 
27 below) that the website audience is maturing similarly as the audience of bellaboats.fi. 
This indicates that the audience of flipperboats.fi tends to remain quite stagnant during 
the years. A slight increase from the age range of 18-24 to 24-34 can be found between 
2017 and 2019, which could indicate that there is a growing younger audience of Flipper 
Boats.  

Figure 27 Users’ age ranges, flipperboats.fi 2017-2019 
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Figure 28 Geographical locations of users, flipperboats.fi 2019 

The geographical locations of the users on flipperboats.fi are quite similar to the ones of 
bellaboats.fi. Aside from the Nordic countries, the website has had users from Germany, 
the United States, and Denmark quite frequently. The obvious majority of users are still 
from Finland. However, the varying locations of the users illustrate the importance of 
having the website translated to other languages aside from Finnish and Swedish. 
Furthermore, the cultures of these locations may vary from the Finnish culture, which 
may impact how the website is planned and viewed.  

The users on the website fluctuate during the years. Therefore, it may be of value to take 
a look at how the geographical locations of the users have changed during the past years 
to possibly identify any trends or potential growth markets. These changes in 
geographical locations from the year 2017 to 2019 can be viewed in figure 29 below.  

Figure 29 Changes in website users’ geographical locations, flipperboats.fi 2017-2019 
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It was previously presented that the total traffic on the website of flipperboats.fi has seen 
a slight increase from 2017 to 2019. According to figure 29, the most obvious changes 
geographically can be seen in Finland, the United States, Germany, and Australia. The 
total number of users from Finland has grown during these two years approximately 13 
%. Traffic originating from the United States doubled during these years, increasing the 
number of users from the United States by 127 %. A decrease in traffic coming from 
Germany can be seen, illustrating a 14 % decrease in the total number of users. However, 
the activity from Australia is the biggest take away from this figure. It is not as obvious 
as the other changes since the total number of users is still quite low compared to other 
countries, but the total number of users from Australia experienced a drastic increase 
from 2017 to 2019. During 2017, there were 104 users from Australia. During the year 
2019, the total number of users from Australia was 561. This is a 440 % increase in 
website users. The qualitative findings will show that Australia is a market that Flipper 
has newly emerged into which may explain the sudden increase in traffic from there.  

4.1.3 Technical aspects of bellaboats.fi & flipperboats.fi 

Below, in figures 30-31, is illustrated through which devices consumers browse the Bella 
and Flipper websites. The figures for the bellaboats.fi website users are from the years 
2014 and 2019. For flipperboats.fi, the figures illustrate the years 2017 and 2019 (because 
there was no previous data for Flipper). These figures illustrate how the technology 
development in society has changed the way consumers browse websites. Before, 
consumers scrolled and browsed the web mostly through their desktop devices and also 
through tablets. Today, consumers are using their mobile devices much more and is the 
most popular device to browse these two websites. This an important factor when 
designing websites. Mobile adaptive websites are today not an option, but a necessity.  

Figure 30 Device usage, bellaboats.fi 2014 & 2019 
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Figure 31 Device usage, flipperboats.fi 2017 & 2019 

4.1.4 Summary of the quantitative data 
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when necessary. In addition, the target audiences for the brands will be presented 
separately. 

When performing any sort of market communication, it is helpful to define the most 
important key performance indicators (KPI) for that specific company and activity. The 
chosen KPI’s may impact the execution of the marketing activity and will, in the end, 
determine if the activity was completed successfully or not. According to the discussions 
the author had together with the case company, sales is the most important key 
performance indicator for them in all of their market communication. In addition, 
visibility and strengthening of the brand were seen as secondary key performance 
indicators. Therefore, the interviews were based on sales as the main key performance 
indicator. This means that the interview structure was built around how the case 
company could improve the overall sales of the brands, Bella and Flipper, through 
market communication. Additionally, market communication activities that support 
visibility and brand strengthening were also captured through the interviews. 

Common topics and themes that were brought up by the respondents included the 
importance of the retailers, the support between the case company and the retailers, the 
internal processes of the case company, as well as boating fairs and events. Additional 
topics discussed were the target audiences and the difference between a typical Bella and 
Flipper customer, the importance of branding, market positioning, product development 
and the style of communication. These topics and the contents of them will be presented 
next.  

4.2.1 Retailers are key 

The importance of the case company’s retailers was a highly discussed topic during all 
interviews. All respondents agreed that the retailers, that ultimately sell the case 
company’s boats to the end customer, play a large role in the sales and success of the case 
company, which means that this is something that should be carefully monitored and 
constantly improved. Respondent 5 stated, “I see our retailers as our actual customers, 
not the end consumers”. He believes the retailers should be prioritized even before the 
end consumers since the retailers often have more direct contact with the end consumers 
than the case company themselves. Respondent 5 went on to explain how he thinks more 
effort should be focused upon the relationships with the retailers and providing them 
with quality material necessary for the sales of boats to the end consumers. The 
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remaining four respondents agree with respondent 5 of how important it is to find and 
secure the right retailers. 

Respondent 3 additionally highlighted the importance of the retailers by saying, “The 
retailers are just as important as the manufacturing of the products”. Furthermore, he 
added: 

“If you have mediocre products and mediocre retailers, you will have a tough time succeeding. But 
if you have mediocre products and great retailers, your chance of succeeding is much better”. – 
Respondent 3 

Respondent 4 discussed how it is of essence for the case company to secure the right 
retailers that themselves have an interest in the case company’s brands. He mentioned 
how the retailers need to find the brands interesting and tempting to successfully sell 
them to consumers. 

“The retailers need to get excited about our products so that they become good ambassadors at 
selling them to the customer. If the retailer does not believe in our products it will be very difficult 
for us, it will be obvious for the customer whom the retailer is selling the boat to.” – Respondent 4 

Respondent 4 added that it is not necessarily about having the greatest number of 
retailers but finding the right type of retailers. He explained that the boating industry, in 
general, has seen a shift in how retailers are used as a selling channel for boat 
manufacturing companies. Instead of having as many retailers as possible, retailers are 
chosen very closely, and the total number of retailers is less than it was before. 

“If we take a longer perspective, we’ve noticed that boating manufacturers, including competitors 
and ourselves, have tidied up the range of retailers. If we compare to how it was 10 years ago, 
everyone has fewer retailers today. Companies are trying to find the right partner to work with and 
provide them with an undisturbed working environment giving them more responsibility.”- 
Respondent 4 

Respondent 3 also discussed how finding the right balance of retailers can sometimes be 
difficult, he explained: 

“There need to be enough retailers to avoid competition interrupting our market positioning, but 
also there cannot be too many retailers since this would negatively impact the retailers’ profit if 
they are competing against each other. If a retailer cannot sell our products and therefore not make 
a profit off of it, it kills the motivation of the retailer to sell our products.” – Respondent 3 

The role of the retailers was found to have a direct impact on several stages of the 
consumer journey, including action and engagement between the customer and the case 
company. In addition, respondent 3 explained how he believes the interest and desire of 
the product are mainly created in the retailer space:  

“When the consumer visits a retailer or an event, he or she will receive more physical contact and 
experience with the product. If the experience is mostly positive, I believe this will take the 
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consumer to the next level and create that interest and desire towards the product.”- Respondent 
3 

Respondents 2,3 and 4 agree that the retailer plays a huge role when the consumer is to 
make the final decision of purchasing or not, the consumer journey stage called action. 
Respondents 3 and 4 spoke about how the retailer needs to form a bond of trust between 
him and the customer to encourage action. Trust and security were found to be very 
important when getting the customer to make the final purchase. 

“The retailer’s role in solidifying the purchase is important. The retailer’s knowledge and expertise 
of the brand and the range need to be superior because the knowledge of the consumers making 
the purchases is very good.” – Respondent 2 

“When the consumer has peace of mind, has received a good deal and feels like the retailer is a 
good choice, he trusts the retailer, trusts the services and the expertise. The customer is care-free. 
That’s when boat purchases are made.” – Respondent 3 

“It’s important to create trust and security. It’s up to the retailers to get the consumer to sign the 
papers. But it’s about creating a feeling of trust in the sales process that is pivotal.” – Respondent 
4 

The role of the retailers in creating long-term relationships between the consumer and 
the case company was discussed by both respondents 2 and 3. Both explained how 
retailers are key players in solidifying the possibility of creating a long-term relationship 
between the case company and the customer. Respondent 3 said that if the customer’s 
experience with the brand and the retailer is positive and he or she has received 
outstanding customer service, they will have no explicit reason to change brands for 
future boat purchases. He further stated: 

“When the customer needs help with anything regarding the boat, the retailer should always be 
there for customer support. Even if the retailer themselves cannot resolve the issue, they should 
always be able to refer the customer to the right person.” – Respondent 3 

Respondent 1 complied with how customer satisfaction is key when building a long-term 
relationship between the customer and the brand. According to him, the retailer has a 
large role regarding the service part of the product offering. The customer needs to feel 
that he or she has been taken care of and has been heard and seen.  

“A big thing is customer satisfaction. How the retailer has treated the customer, if he has provided 
good service, have things been done quickly, effortlessly and with little costs. If the customer is 
satisfied with the ownership of the boat, he will consider continuing to support the same brand 
when he buys the next boat.” -Respondent 1 

Since there are often several encounters between the customer and the retailer in regards 
to maintenance and winter storage, the retailer has many opportunities to build the 
relationship between them. Respondent 1 explained that customers often relate the level 
of service they have received in conjunction with a product to the actual product offering: 
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“Customer encounters are important for creating a good feeling of the product. If the customer 
receives good service, this means that the product is good, if the service is poor it transfers in the 
customer’s eyes into a poor product.” – Respondent 1 

This means that customers often relate the level of service directly to the product, not 
separating the two from each other. This also highlights the importance of choosing the 
right retailers, that can provide such positive service that will be able to shine light on 
the product. Respondents 2 and 3 imply that boat buyers tend to be quite brand loyal. 
This means that once a consumer finds a boat brand that resonates with them and the 
brand is able to uphold its image, the consumer tends to continue buying future boats 
from the same brand. However, respondent 2 added that it doesn’t take much for the 
consumer to flip the switch on the brand and discontinue buying it. He exemplified a 
boat owner having a complaint, in this case, if the post-sales marketing does not work 
properly it might be a game-changer for the boat owner regarding the long-term 
relationship with the brand.  

4.2.2 The cooperation between the case company and the retailers 

The support between the case company and the retailers was found to be critical when 
improving market communication and sales. Respondent 5 stated, “We need to train and 
educate our retailers so that they know our products very well”. He mentioned how the 
case company should prioritize extensive training and education of its retailers. This will 
give the retailers expertise on the products and therefore make sales much easier. In 
addition, the consumer will most likely be more inclined to buying a product from a 
retailer that knows the product in-depth. Respondent 2 discussed how the retailer must 
have in-depth knowledge of the boats they sell since consumers are often quite well 
informed of the boats that they are interested in. 

Respondents 1 and 4 pointed out that focus should not only be placed on choosing 
specific retailers but providing the retailers with sufficient information and sales 
arguments regarding the products. They explain:  

“What retailers communicate to the end consumer is a part of the whole market communication. 
The message needs to be coherent with what we are saying in advertisement, on our website and 
other channels.” – Respondent 1 

“The more material we have to offer, the more we can help the retailers, the better. This way we 
also offer a uniform communication towards the market and the end consumer. The less we do, 
the more pressure we put on the retailers who ultimately decide themselves what they will do or 
not.” – Respondent 4 

“When you have seen a nice picture of a Flipper boat, you will go and look for more information, 
meaning you are looking for reasons why this boat is the right one for you. That’s when we need 
the sales arguments at the retailers since the consumer most likely visits a retailer at this point. 
The retailer needs to have the sales arguments, he needs to be able to sense what the consumer is 
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intrigued by in the boat and argue why the boat is the right one for that specific consumer: why is 
it better than a competing brand.” - Respondent 1 

Respondent 1 went on to further explain how retailers can make a difference depending 
on how they sell the product to the end consumer:  

“If retailers would instead of using the same line of ’this is the industry’s most beautiful boat’, 
rather bring forward the maneuverability qualities of the boat and be able to put the boat in 
proportion to other competing brands and justify why the Bella or Flipper boat is the right one, 
this would be much better and more efficient.” – Respondent 1 

The qualitative findings additionally showed that the case company may be able to 
impact the sales by easing the sales process on behalf of the retailers. Respondents 2 and 
4 discussed how the relationship between the retailers and the case company is 
important to upkeep and constantly strengthen not only for the flow of information but 
also to motivate the retailers of selling the case company’s boat brands. The respondents 
explained how the majority of the retailers not only sell brands of the case company but 
also competing brands on the market. For this reason, it is important to encourage the 
retailer of selling specifically the brands of the case company, in front of other brands on 
the market.  

“The retailer decides first on behalf of the consumer which brand’s boat he or she will begin to sell 
to the consumer.” – Respondent 2 

Respondent 4 talked about how it’s not always about having the best boat but offering 
the best whole package. He meant that this is the case in both securing the right retailers 
and also for the retailers selling the boats to the end consumers. Respondent 4 went on 
to explain how the case company as a provider and producer needs to create an attractive 
entirety. Respondent 5 also discussed how the case company by providing good support 
towards the retailers can impact the retailer’s experience of selling the case company’s 
brands. Both respondents 2 and 4 discussed that retailers ultimately sell the products 
they feel are the easiest to sell with the least amount of effort and the ones they believe 
to have the smallest risk of post-sales issues. 

“It’s not always the best boat that wins. It’s about creating the best package. We compete for the 
square footage in their [the retailer’s] showrooms, how much space we get from them. Also, how 
much time do our brands receive from the sales professionals. We need to create the best entirety 
to become an attractive manufacturer and partner. This will yield us more of their time and more 
space in their showroom.” – Respondent 4 

“Post-sales marketing is also an issue, it’s something that affects the retailers. If they feel like they 
receive support and we provide them good service, it will be much more fun for them to sell our 
products.” – Respondent 5 

“People typically want to achieve as much as possible with as little effort as possible. It’s about 
what is the easiest to sell. That’s what we need to strive towards.” – Respondent 4 



59 
 

The choice of selling a certain boat brand is often based on how the retailer has 
experienced selling the brand previously. The previous sales experience of the brand 
must be positive for the retailer to furthermore want to sell the boat brand actively to end 
consumers. Respondent 2 explained how there are several internal processes of the case 
company that need to be in place in order to improve the retailers’ sales experience of 
the case company’s boats. These internal processes will be discussed next.  

 

4.2.3 Internal processes 

The entirety of the process from creating a boat model to taking it to the market is very 
long and complicated according to respondent 5. There are countless steps along the way 
that need to be taken into account. Respondent 5 explained how these steps include the 
following aspects: 

“…how the product is presented, how it is introduced to the retailers, how should the post-sales 
marketing be handled, what information do we give to the consumers, how do the consumers find 
the information about the product.” – Respondent 5 

According to respondent 5, these steps have historically not been that well thought out 
by the case company when launching new products or acquiring new boat brands. Even 
the company’s websites are according to respondent 5 only satisfactory when it comes to 
serving the consumer. He explains that the websites lack information and this leads to 
consumers calling the offices of the case company with unnecessary questions that could 
easily be answered through the websites, had the information been provided there. He 
additionally explains that at the moment, people at the case company’s offices answer 
calls regarding issues that the employees there don’t necessarily have answers to. This 
takes up the employees’ time from doing their primary work assignments. 

“Our websites are not nearly informative enough. There should be much more information, this 
would save us a lot of time, people would not have to call and ask us. There is a lot of improvement 
to be done on the websites.” – Respondent 5 

Respondent 2 discussed how the internal processes of the case company play a 
significant role in how the co-operation works between them and the retailers. He 
mentioned that the product itself needs to be of high quality and represent what is 
communicated through marketing. Also, the amount of complaints needs to be low; this 
will otherwise create unnecessary work for the retailers.  

“The product needs to represent what the customer expects, our post-sales marketing needs to 
work efficiently and also all contact towards the retailers needs to be seamless.” – Respondent 2 
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Furthermore, by making internal processes of operations smooth, the case company can 
efficiently and quickly provide answers to their retailers regarding possible questions 
about the products. In this way, the case company also improves the contact between the 
retailer and them, further encouraging the retailer to sell their boat brands. Respondent 
2 explains, 

“When it [the process] is as simple and easy as possible, we buy the retailer’s commitment and 
then the customer will also commit.” – Respondent 2 

 

4.2.4 Boating fairs and events 

The impact boating fairs and events have upon the market communication and sales of 
the case company was discussed in-depth by respondent 5. He explained how the boating 
fairs and events are important from a sales point of view, meaning that consumers 
visiting boating fairs are receptible to purchasing. Additionally, respondent 5 pointed out 
that visibility is also a key reason for taking part in boating events. Other purposes that 
respondent 4 mentioned were branding, identifying trends and receiving a current 
overlook of the industry. 

“The importance of sales from boating fairs is significant. Generally, people come and are 
receptible to getting to know different boats and comparing them to each other. Also, it’s about 
visibility. And for sure the fairs have been an important thing for our previous owner, we’ve always 
had a huge unit. We haven’t down-sized it either, it’s always been a way to show what we stand 
for.” – Respondent 5 

Respondent 5 explained that these events are great opportunities for the boat brands to 
showcase their latest boat models, towards the end consumers, retailers, as well as the 
press. Also, it is an opportunity for companies to gather information regarding consumer 
behavior and how the brand could adapt to consumer trends. Moreover, he mentioned 
how fairs give the case company the chance to oversee the competition and industry as a 
whole: 

“Also, the competitors’ positioning is under covered there. Everyone there is openly a part of the 
event and we utilize those opportunities to look over the competition.” – Respondent 5 

 He explains that since the boating industry in Finland is quite small, word travels fast 
and the companies are often aware of each other’s price ranges. However, the fairs 
provide the opportunity of seeing the boating market as a whole and how competitors 
are developing their businesses.  
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The fairs and events are also important for creating interest and desire in the consumer. 
The findings show that consumers often visit fairs or events at the beginning of the 
consumer journey. Respondents 3 and 4 discussed how boating fairs can play the role of 
creating true interest in the brand or strengthening the initial interest into desire. 

“When the consumer has received a strong signal, they often visit a retailer or go to a fair or a test-
driving event. There the consumer receives a more physical touch to the product. If the experience 
is positive it will most likely lead to desire.” – Respondent 3 

“Our responsibility is to create the initial interest. Desire, that’s something that is created at a 
retailer or a boating fair.” – Respondent 4 

Respondent 5 explained how the market communication at the case company has 
historically been quite spontaneous, meaning that there has been little to no planning of 
the communication activities. However, he explained that market communication has 
been focused around the boating fairs and events in a time perspective. By this, he meant 
that most of the company’s market communication has taken place before, during or 
right after larger boating fairs, to boost the results of the boating events.  

“It [the market communication] has been very spontaneous, it has most often been executed 
around the boat fairs and events. In the case of Finland, the communication has surrounded the 
fairs in Helsinki; the ‘Vene-Båt’ fair which takes place each year in February and the ‘Uiva’-event, 
which is an in-water yearly event in Helsinki in August. Depending on the number of boats we 
have in the factory, we sometimes do campaigns during the fall, but these are all very 
spontaneous.” – Respondent 5 

He also explained how the case company puts a lot of effort and resources into their 
stands at these fairs, making them as visually pleasing as possible. Also, the company 
makes sure the preparations done beforehand i.e. educating the staff and personnel, are 
done thoroughly. These aspects give a good indication of how important the boating fairs 
are for the company, their brand, marketing, and sales. 

“It’s also about building the brands. We put a lot of resources into the Helsinki boat fairs; how the 
stands look visually, the preparations before meaning that we try to bring our best skills there. It’s 
a long time, almost a week and a half. It’s a long event.” – Respondent 5 

4.2.4.1 Campaign boats 

The use of campaign boats is a sales tactic that has been found to be very efficient in the 
boating industry. Therefore, it naturally is a significant part of the sales of the Bella and 
Flipper brands as well. These campaign boats are just like any other Bella or Flipper boat 
but offered to the consumers with a discounted price. The timing of these campaigns is 
most often placed around the fairs and events since they attract more visitors.  

These campaign boats consist of a mutual agreement between the case company 
(manufacturer), the boating part suppliers, and the retailers of making a price cut to 
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boost sales during a limited time. Respondent 3 explained how for these campaigns a 
certain boat model is chosen and the boats included in the campaign are all equipped 
with the same gear and equipment, increasing efficiency by standardizing the product 
offering. By creating a campaign boat and having all parties involved; manufacturer, 
suppliers, and retailers, it makes for a more affordable price for the consumer, which 
encourages sales. Respondent 3 illustrated the success of these campaign boats in the 
following way: 

“These campaigns have proven to be very successful since we manufacture identical boats, this 
creates a competitive advantage of volume and decreases manufacturing costs, also it simplifies 
the marketing of the boat. When it is marketed to the consumer, it is easy since it is always the 
same boat with the same equipment, no need for bickering, ‘this is all you need’. The retailer will 
always have the right boat in stock, which means that the consumer will receive the boat much 
faster compared to if the boat were to be ordered from scratch. These campaigns have worked very 
well and have been in use since 2010.” – Respondent 3 

According to respondent 2, the campaign boats are very important when creating interest 
and desire in a product or brand. He went on to explain how this type of market activity 
is very standard in the boating industry which makes it difficult not to engage in this type 
of campaigning since competitors will gain off of it. Instead, the case company has tried 
to lengthen the time of the campaign boats being available to maximize the profit of 
them.  

“In addition to branding, it is tactical. This is the way we sell boats during this time of age, it is 
nothing special or unique compared to other competitors, most of them do the same thing. It is 
therefore not possible to quit doing it, instead, we strive to do it in a smart way so that we have 
campaigns that last the whole season. We do not do any short-term special offers, which are 
difficult to communicate with the consumers. Rather, when we have chosen the boat models for 
the campaign boats, we start the campaign in the winter and continue with it until the following 
summer.” – Respondent 2 

 

4.2.5 Strategical and tactical marketing 

Respondent 5 explained how the case company’s marketing is divided into strategical 
and tactical marketing. The strategical marketing is done by the case company and 
consists mostly of branding and general product market communication. This includes 
social media marketing, the production of flyer prints, banner ad campaigns and more. 
The tactical marketing consists of marketing efforts that target the end consumer more 
directly and is executed by the retailers. The activities of tactical marketing have a more 
sell-approach and encourage the consumers to get to know the product offering better at 
the retailers. The marketing executed by the case company could be viewed as brand 
marketing while the marketing executed by the retailers could be considered product 
marketing. Respondent 5 went on to explain how i.e. different campaigns are 
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communicated and marketed by the retailers to minimize confusion in the eyes of the 
end consumer regarding whom they should purchase the product from. 

“It has basically been done in a way that the advertising and marketing is divided into two, we as 
the manufacturer take care of the strategical marketing and the retailers take care of the tactical 
marketing, meaning the marketing that results in the purchase decision. This allows the 
campaigns to be more visible as well.” – Respondent 5 

It was found that the attention of the consumer is in many cases captured through 
strategical marketing. The strategical marketing, in this case, could be an ad in a 
newspaper or boating magazine, or content through a social media platform.  

“I believe the attention is initially captured through strategical marketing. Strategical marketing 
and advertisement in some kind of spontaneous situation for the consumer.” – Respondent 3 

Respondent 3, however, did pinpoint that it is important that the strategical and tactical 
marketing is kept separate and the purpose of the market communication is clear to the 
consumer. 

“We, of course, need to support our sales with marketing and advertising, but we should never give 
indications to the consumer touch-point that we as a manufacturer would sell them the boat.” – 
Respondent 3 

Even though the communication is divided into the two categories of strategical and 
tactical marketing, the findings show that the case company has not had a clear plan for 
the strategical marketing and that it has been executed in a very spontaneous way. As it 
was previously discussed, respondent 5 explained how their market communication 
towards the consumer has been very sporadic and has lacked continuity and consistency. 
Most of the market communication has surrounded the larger boating fairs and events. 
Additionally, communication has been executed depending on which boats have been 
left in stock, encouraging the sales of them. This indicates that there has been a lack of 
long-term strategy of the market communication. 

“For a while now, we have gone according to the season, what we should communicate to the 
consumers, when we start entering fall, we market the closed-cabin boats. At the beginning of 
summer, we push the open boats. This is the kind of division we have, nothing too exact. Also, 
depending on what the retailers have in stock and what we have left at our warehouses. This kind 
of practical standpoint, what we need to get moving.” – Respondent 5 

The content of the communication and the choice of communication channel should 
naturally shift depending on the audience the content is directed to. In order to efficiently 
deliver a message, the target audience needs to be taken into account. The importance of 
target audiences, as well as defining the case company’s target audiences will be 
discussed next.  
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4.2.6 Target audiences 

The use of target audiences was properly discussed in the interviews. The respondents 
highlighted and pinpointed the fact that the Bella and Flipper brands have different types 
of customers, which implies that the target audience of the market communication is also 
different if the goal is to target the potential customers. It was mentioned how it is 
important for the case company to know their target audience and to further narrow it 
down and to get to know the audience. Respondent 2 explained how this is crucial to 
target market communication efficiently towards the right audience. 

“We have shifted towards a brand-perspective and focused upon who our customer is in each 
brand because all brands have different customers. However, we still need to sharpen this to know 
the customer, find them and be able to target the marketing of each brand to the right audience. 
We need to continue this work and develop it.” - Respondent 2 

The respondents had clear descriptions of both the customers of Bella and Flipper. They 
all had very similar explanations of them, indicating that the target audiences for both 
brands are quite clearly defined. The typical customer for both brands will be described 
next. 

4.2.6.1 The Bella customer 

The respondents had a very unified perception of the typical Bella customer. These 
descriptions included men in the age range of 45-60. The typical customer was described 
as a conservative family man that uses the Bella boat mostly for transportation purposes. 
Functionality, safety, and durability were found to be important aspects of the boat for 
the Bella customer.  

Respondent 1 explained how a typical Bella customer is close to or older than 50 years 
old. He highlighted the importance of practicality of the boat, implying that factors such 
as functionality and safety of the boat are of the essence to the Bella customer. Also, he 
pointed out that in many cases it is a couple that buys the boat, however, it is often the 
woman of the couple that makes the final purchase decision. 

“The Bella customer is closer to 50 years of age or older. Often an older couple whose children 
have already moved out of the family home. They want a boat that easily takes them from A to B. 
Safety is important. With Bella boats, it is often the woman who makes the final decision.” - 
Respondent 1 

The clear need for a boat is something that all respondents mentioned, and it is evident 
that the Bella customer uses the boat mainly for transportation reasons. Respondent 3 
explains: 
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“There is a true need. The boat is needed for a specific reason. The boat may be used by several 
people or used for transportation to the summer house. Bella is a boat, from which the consumer 
receives a lot of value for the amount of money, in the sense of functionality.” – Respondent 3 

According to respondent 4, the Bella brand is equivalent to a Skoda or Toyota in the car 
industry. He draws this parallel to illustrate the similarities between the brands. He 
explains how a Skoda or Toyota is seen as a good and safe car but nothing out of the 
ordinary. He further explains that Bella customers need a safe boat for transportation 
reasons but do not want to stick out of the crowd. 

“A Bella customer is an older conservative male, an older family man who has a real need, i.e. 
transportation to the summer house. More of a means of transportation, you don’t want to make 
a scene, but it needs to be safe and secure. To compare with the car industry, it would represent a 
Skoda or a Toyota, it’s a good car but nothing too special.” – Respondent 4 

Since the Bella customer is a more traditional person, respondent 4 believes that this 
customer is most efficiently reached through traditional media, such as newspapers and 
boating magazines. In addition, respondent 4 implies that when planning marketing 
exposure ads for Bella, they need to be more conservative and traditional. Respondent 2 
discussed how the usage of print advertisement is decreasing each year now, while the 
use of digital marketing is continually increasing. Hence, the role of digital marketing 
should not be forgotten regarding the Bella brand despite the traditional and 
conservative qualities of the typical customer. 

Bella’s largest market is Finland and respondent 2 explained how the audience of Bella 
in typically situated in the inlands of Finland. This means that the market 
communication of Bella should possibly be focused on these geographical areas to target 
the correct audience. Additionally, respondent 2 described that a Bella customer may 
purchase the boat not only for their own usage of it but also for their extended family to 
use it. He adds that the Bella customer typically seeks a trustworthy and safe boat that 
will take them where they need to go. 

“The Bella customer is older than the Flipper customer. It’s often said that the grandparents buy 
a Bella-boat for the summer house, which is used by the children and grandchildren, it’s a multi-
use family boat. A Bella owner is geographically situated more in the inlands of Finland.” – 
Respondent 2 

4.2.6.2 The Flipper customer 

The author found that the respondents all had very similar descriptions of the Flipper 
customer as well. They profiled the customer as a middle-aged extroverted male with 
career success. Active, dynamic and sporty were adjectives that were used to describe the 
personality of a Flipper customer.  
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According to respondent 1, the typical Flipper customer is between 35-55 years of age. A 
Flipper customer typically wants a sportier boat that will stand out and give him a label 
of success. Respondent 1 described a typical Flipper customer in the following way: 

“The Flipper customer looks for a sporty boat, where the design is an important factor. Generally, 
the customer is male around the age of 35-55. He is often dynamic, active, has several hobbies, the 
boat’s exterior is important. He may have children and is extroverted.” – Respondent 1 

The respondents described the Flipper customer as wanting to stand out of the crowd 
and seeking a boat that will provide them with a sort of status. There is a clear difference 
here compared to the Bella customer. The Flipper customer seeks a boat that will reflect 
their career success and that provides them with a certain label.  

“The Flipper customer is often a successful career person who believes in their future success. They 
have enough leisure time to use a boat. Their personality reflects a need to show off that they have 
a slightly better boat.”  - Respondent 3 

“The Flipper customer is younger [compared to Bella] and seeks a type of status, there needs to be 
the sportiness and the larger engines. It can also be a family boat but the families in these cases 
are younger [than Bella customers], and it’s the closest family, there is not the grandparent 
connection as with Bella.” – Respondent 2 

“A Flipper customer is considerably younger [compared to Bella], more successful in their career, 
more forward, more up to date and a sportier guy that wants a sporty vibe in the boat and wants 
to stand out. More of an AUDI or BMW type. The customer wants to achieve a sort of label through 
the boat indicating that he is a part of a certain socioeconomic class and a little better.” – 
Respondent 4 

According to respondent 2, the Finnish customers of Flipper are situated along the 
coastline and specifically in the larger cities, including Helsinki and Turku. Both 
respondents 2 and 4 mentioned how consumers interested in Flipper boats are typically 
reached through the modern digitalized media channels, including social media and 
display ads. 

“In Flipper’s case, we are talking younger consumers, younger families, that kind of audience. 
Larger inland lakes, the coast, also it’s very important which media we use to find the consumers.” 
– Respondent 2 

“Flipper marketing works well through Facebook, Google and Instagram, it works better than Bella 
through these channels.” – Respondent 2 

Respondent 4 discussed in-depth how the boating lifestyle is typically quite different for 
Flipper owners compared to Bella owners. Also, he highlighted how the boating lifestyle 
has evolved during the years to become a more replaceable leisure activity that competes 
against other leisure activities. 

“I would add that the Flipper customer not only needs transportation from one place to the other, 
but it’s important to sell the whole boating lifestyle.” – Respondent 4 
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“Back some while ago we had a market where boats competed against other boats. Today we have 
boats that provide a certain lifestyle and compete with playing golf, going on holiday, having an 
RV or renting a summer house for four weeks. It’s not only boats competing against other boats, 
but the lifestyle that is competing against other things.” – Respondent 4 

“Customers nowadays think more in the way of ‘this summer we’ll try boating’, then they will see 
if that is their thing or not, the next summer they may try playing golf, they will sell the boat and 
instead buy golf clubs, if golf is not their thing either maybe they will spend four weeks in Spain 
the next summer. It’s a much faster pace and more things to compete against.” – Respondent 4 

It is evident that the content of the market communication needs to be customized to the 
target audience to be relevant for them but also that the communication follows general 
trends and consumer behavior, which will be discussed further in section 4.2.10. The 
importance of branding and relevancy will be presented next. 

4.2.7 Branding 

Respondent 1 defined the concept of branding in the following way: “The brand is basically 

how a large customer base perceives the product, what they feel about it and how they experience 

it. We can lift the brand through market communication in different channels.”. This implies 
that the building of the brand and the value of the brand are not completed in a short 
period of time, rather it should be a long continuous process. 

The findings show that branding is very important in the market communication. 
Respondent 2 expressed how he believes the attention of the consumer is mainly 
captured through the brand work of the case company. He meant that creating a vision 
or mental image of the brand is important when raising awareness of the company. He 
went on to explain how both the Bella and Flipper brands need to highlight even further 
their unique qualities and how they set apart themselves from the rest of the market. For 
Bella the core values are traditional ones, including respect, simplicity and also 
affordability. In the case of Flipper, brand qualities that should be brought even more 
forward according to respondent 2 are youth and the sportiness of the boats.  

Respondent 2 further discussed how he believes branding is just as important when 
creating interest in the product. He mentioned how the familiarity of the Bella and 
Flipper brands is a strength for the case company.  

“Interest is generated through the perception of the brand. It’s a strong factor. We have a good 
situation since all of our brands have a long history, except for Falcon. The recognizability is high 
and it’s a good thing that our brands are known in the industry.” – Respondent 2 

To succeed in market communication, the brand needs to be strategically planned and 
optimized according to the company’s audience. Respondent 3 also pointed out that the 
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brands’ long histories increase their credibility. He highlighted how Flipper is a strong 
brand, however, just a brand will not take the company far.  

“Brands alone won’t last forever, there needs to be something behind the brand, a brand promise. 
The brand promise consists of what the company promises to the customer when buying a Flipper 
or Bella boat. This means that we must have succeeded in our brand promise in some sense since 
we have kept these brands running and selling for a good amount of time now.” – Respondent 3 

The case company’s market communication has historically been product-orientated and 
quite spontaneous, lacking a clear vision and strategy, as well as a brand perspective 
upon communication. Respondent 1 explained that the case company needs to shift its 
focus towards a more brand-orientated perspective. Also, he implied that the price of a 
product can have a large impact on the perception of the brand and product. If the market 
communication is trying to convey a high-quality image of the product and the price is 
set low, this might confuse the consumer. Ultimately, the price of the product needs to 
be in line with the brand and the market communication. 

“The purpose of branding has not been understood here, it’s been more product-orientated: the 
product and the price, they have been the core things. Indeed, we have had beautiful ads, but the 
building of the brand has been lacking. What has been done has not been building the brand. There 
should be a clear plan of building the brands which would consist of market communication, 
product concept, which qualities of the product should be pushed i.e. design. Pricing, market 
communication, and product, at least these need to be in check. Of course, the chain of 
distribution, what do we demand from the distribution, how is the product presented at the 
retailers, this is very important from a brand perspective.” – Respondent 1 

“The pricing, it needs to correlate with the market communication. If you say that this is high-
quality and the best and it’s also the cheapest, no one will believe you. Sometimes you can destroy 
the marketing of a product by setting the price too low.” – Respondent 1 

Respondent 1 additionally discussed the brand value of Flipper and how it needs 
improvement. He explained how the brand is perceived very differently across different 
markets. Flipper boats are not selling as well in Finland as in Central Europe due to the 
lack of brand value. He means that since there are competing brands with equivalent 
boat models that cost less than the Flipper boats in Finland, the market does not 
understand the additional cost for it being a more premium boat. Respondent 1 drew 
parallels to the car industry when discussing the issue of the Flipper brand in Finland:  

“If you think about the car industry and you compare a Volkswagen Passat and a BMW 3-series 
car, there is a large difference in price but still the BMW sells just fine. We haven’t been able to 
build this kind of brand value for Flipper.” – Respondent 1 

Respondent 1 furthermore expresses how brand positioning is a key element when 
improving the brand value. He explained: 

“The brand image of Flipper is different in Central Europe compared to what it is in Finland. The 
most sold model of Flipper is the Flipper 650DC, in Finland there are several competitors with 
equivalent boat models which has resulted in Flipper boats being sold based on price. This means 
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that the brand is not given the value it should have. There are probably several factors that have 
played a role in this, how it has been marketed, how it has been positioned, the price has been too 
low, and the marketing activities have not strengthened the brand.” – Respondent 1 

He discussed that there should be a clear positioning of the brand and boundary 
conditions need to be set before execution. This will allow the company to keep the focus 
of the brand which will aid in creating a clear brand image amongst consumers of the 
brand. By doing this, the value of the brand should in turn improve. Respondent 1 went 
on to explain how the brand value of Flipper in the Central European market is respected.  

“If we were to look at Central Europe or other markets, Flipper is a premium class boat in its own 
segment. It is not sold based on price, but through the Scandinavian quality, the design and that 
it’s manufactured in Finland. Flipper sells quite well based on design; the look of the boat is a very 
important factor in day cruiser boats.” – Respondent 1 

Also, highlighting unique qualities of the brand is important, i.e. the fact that all Flipper 
boats are manufactured in Finland should be pinpointed. This can be a competitive 
advantage compared to other brands. Respondent 2 explained: 

“The country where the boats are manufactured should not be forgotten, we only use domestic 
manufacturing but all competitors, aside from two, have their manufacturing in Poland. This 
creates lower costs and the price cut is given as a discount directly to the customer.” – Respondent 
2 

As it has been discussed, the importance of adopting a brand-orientated approach in 
market communication is key. Respondent 1 explains:  

“There has not been a good understanding of branding, all we do has been more product-oriented, 
prioritizing the product itself and pricing.” – Respondent 1 

 He went on to explain how if you create a product that is better than the average 
competitive brand’s equivalent product and you price it in the same range as the 
competitors, consumers will not understand that there is anything special about your 
offering compared to the equivalent one on the market. He added that in this sense the 
marketing P’s of pricing, product, and placement (distribution channels) are very 
important.  

The importance of relevancy was also discussed by respondent 1. He mentioned that 
Bella experienced a fall out when trying to renew the brand but did not take into account 
the accurate target audience of the brand. He explained that the market communication 
will not be efficient if it is not perceived by the target audience as relevant. 

“The Bella brand was renewed a couple of years ago. I didn’t work here then, but I think they tried 
to shift the customer base to a younger audience. However, the brand didn’t find its audience, the 
old customer base didn’t find the brand to be something suitable for them anymore, the design 
was probably one of the factors. There were bright orange pillows and other details that did not fit 
the more mature audience. Another factor was the market communication, if you look at Bella’s 
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old pictures in ads and catalogs, young people are people driving the boats. So basically, the 
communication message did not fit the typical Bella customer base. It was a miss and the sales of 
the Bella boats therefore decreased.” – Respondent 1 

“Bella used images with young men, surfboards or something similar, it did not correlate with the 
segment at all. Even if the boat is really nice, if there are young men looking like they are going 
surfing, no 55-year old couple will relate to it. Therefore, it doesn’t even capture their attention, 
they don’t stop to look at it, even though this boat could be perfect for them.” – Respondent 1 

Additionally, branding was seen as an important factor during the action stage of the 
consumer journey. Respondent 4 mentioned how the company’s history, brand value, 
and domestic manufacturing are all positive factors in persuading the consumer into 
making the final purchase. 

“I believe that having a history of 50 years as a boat manufacturer is a very good thing. We have 
traditions and all of our manufacturing is in Finland, which is very appreciated nowadays.” – 
Respondent 4 

 

4.2.8 Market positioning 

The positioning of the market was discussed by respondent 3. He explained that the 
traditional market positioning for Bella and Flipper has been in the Nordics. He goes on 
to say that he believes the company has prioritized growing the traditional market rather 
than expanding to new geographical market locations.  

“In order for us to grow, we need to establish ourselves in new market areas.” – Respondent 3 

Respondent 3 furthermore mentions how it is important for the company to widen its 
customer base by expanding geographically. He explains how the case company has 
made success in the expansion that has been done so far. He mentions how Australia is 
a new market for the case company, which has proven to be successful so far. This 
explains the growth during recent years in the number of website users from Australia 
from the quantitative findings.  

“If we want growth, we need to establish ourselves in new markets, markets that appreciate our 
kind of boats, the style, trends, and that will buy them. We need to find new clientele. We have 
already had some success in this. Poland, for example, is a location that has made great results. 
The sales in Australia have begun nicely, as well as Central European markets. I believe these are 
the markets we need to focus on.” – Respondent 3 

He adds that he doesn’t think the case company should shift all of its focus from the 
traditional market areas to these new ones, rather maintain the traditional locations and 
invest in expanding the business to new market areas.  
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4.2.9 Product development 

Respondents 3 and 4 discussed how in order to increase sales over time, the product 
offering needs to be up to date and in constant development. Respondent 4 explained 
how the market is tough and consumers will not buy products that do not uphold the 
modern standards, which makes it important for the company to keep up with boating 
trends and also what competitors are doing.  

“The product plays a large role. The development of products needs to be up to date. The 
competition on the market is tough, therefore it forces you to work with the products. It’s not 
possible to sell outdated boats. We need to have fresh and attractive products to present. The right 
products through the right channels.” – Respondent 4 

Respondent 3 believes that, to create successful long-term customer relationships, the 
case company needs to sustain the brand image as well as develop the product offering. 
He adds, that it is a difficult balance in further developing the products so that the 
customer wants to upgrade their boat to a new one, however, allowing the customer to 
remain satisfied with his or her original boat purchase from the brand.  

“By developing new products, we can experience growth. If we want the customer to continue the 
path of Flipper, we need to be able to bring something new to the table, the customer needs a 
reason to switch boats. But also, the existing boat needs to have performed well enough to convince 
the customer that remaining a loyal Bella customer is the right option.” – Respondent 3 

Respondent 2 discussed how the boat range of Flipper is outdated and needs 
development to keep up with competitors. 

“In the case of Flipper, the range is becoming quite old. It’s noticeable in the market when we talk 
about a range that has been launched in 2012. The interest decreases after that, we launched a very 
modern range 8 years ago, but it indeed is from 8 years ago. Competitors are releasing new models, 
they released new ones last year, they are releasing more this year… We are losing the consumer’s 
interest in our products.” – Respondent 2 

 

4.2.10 Style of communication 

Communication as a whole was a common theme during all interviews. Aspects such as 
communication channels, local adaptation, relevancy, use of emotions, and boating 
trends were mentioned by the respondents. The findings showed that the style of 
communication has drastically changed during the past decades and that the scope of 
media outlets as well as evolving boating trends have forced the boating industry to shift 
their style of communication to better suit their audience. Key findings regarding the 
style of communication will be discussed next.  
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The use of media outlets was discussed by respondents 1 and 3. They discussed how the 
target audiences of Bella and Flipper are reached through slightly different media outlets 
due to the different audience types. Respondent 1 explained that he believes the Flipper 
target audience is reached through online channels, including social media platforms, 
while the target audience of Bella is more approachable through traditional channels, 
such as newspapers and magazines. He justified this by the age difference of the target 
audiences and that the audience of Bella is not as familiar with the online community as 
the Flipper target audience is.  

“A difference between the customer of Bella and Flipper is that the customers of Bella are typically 
older, they don’t seek information in the same way online, instead they tend to visit retailer stores. 
Flipper customers tend to seek information themselves on the internet. They look at what is being 
said on social media about the brand and the boats.” – Respondent 1 

Respondent 3 added that the consumer needs to have some kind of previous knowledge 
or interest in either the company or in the industry for spontaneous ads to capture the 
consumer’s attention. He also mentioned how word-of-mouth in the boating community 
can be an efficient way of market communication. 

“I see active boat users as a big opportunity, Bella owners are kind of mannequins for the brand 
and seeing many Bella boats in the water traffic strengthens the brand as well. Hearing positive 
discussion on the dock regarding the boats, make people that are already interested in boat life, 
intrigued by the brand.” – Respondent 3 

Respondent 3 explained how the usage of social media platforms is still quite new for the 
company and not taken full advantage of. However, he added that social media is great 
because of the exact statistics that it provides the company with. This means that the 
company can accurately see how social media activity has impacted the number of users 
on the website etc.  

“Social media is still quite new for us, we have done it to some extent and it’s really easy to follow 
how many visitors we have had. We have had some good experiences with social media marketing, 
it is what needs to be done nowadays in marketing.” – Respondent 3 

The communication should also be adapted locally to target the audience more 
efficiently. Respondent 2 discussed how the differences in the audience depending on 
geographical location are large. He mentioned how consumer behavior is different as 
well as the media outlets used by the audience. Therefore, to reach the brand’s target 
audience, the style of communication and the usage of media outlets should vary. 
Respondent 2 explains, 

“It’s important in market communication that we get close to the retailer because the geographical 
differences are significant in the areas, I am responsible for. It’s a completely different thing 
talking about a Helsinki-based retailer compared to a retailer based in Turku, let alone when we 
travel up to Eastern Finland. It’s a completely different thing, different media, also consumer 
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behavior is quite different. We need to be closer to the retailer through marketing and help them 
adapt their expertise into the geographical area.” – Respondent 2 

The aspect of relevancy was previously discussed in section 4.2.7. This is an important 
factor that needs to be taken into account when planning the style of communication as 
well. If the communication is not perceived as relevant by the target audience, it will not 
serve the purpose that the case company planned for. Respondent 1 discussed how the 
target audience needs to be able to relate to the feeling in the picture, video or other 
material produced. 

“It’s important for people to be able to relate to the feeling, which the image is trying to portray. A 
boat is, for many, a non-necessary luxury product, and in these cases, it needs to be sold through 
feeling. For Flipper this could be a nice summer day, 30 degrees, no wind, allowing you to take the 
boat to a sand beach with your children. This kind of feeling.” – Respondent 1 

In addition to relevancy, the findings showed that by evoking emotion through market 
communication it can help generate the consumer’s interest in the brand. Respondent 1 
explained how the communication needs to evoke some kind of feeling in the consumer 
to generate real, authentic interest towards the brand. 

“Interest practically means that you need to evoke a feeling in the consumer.” – Respondent 1 

In addition, he mentioned that there should always be a dominating selling point for each 
product; something that is a clear competitive advantage compared to equivalent 
products on the market. This can then be used as an argument for selling the product. 
Respondent 1 explained how these selling points can generate interest in the consumers 
if they are presented correctly, evoking some kind of emotion or feeling. He also 
highlighted that the use of images is important when striving to evoke a certain type of 
feeling in the audience. 

“Every product needs to have a certain selling point which is superior compared to competitors, a 
clear argument which should be highlighted. In this way, we can capture the attention of the people 
that are looking for that quality. This means creating the feeling of ‘this is the product for me’. 
People may unconsciously make their final decision quite quickly even though they still may 
compare different boats after this. Images are very important in generating the right atmosphere 
and feeling.” – Respondent 1 

The boating industry and boating life from a consumer’s perspective have evolved 
immensely during the past decades. The findings showed that market communication 
needs to keep up with these boating behavior trends to come across as relevant to the 
consumer. Respondent 4 discussed how consumers back in the days were all about 
repairing their own boats and storing them themselves during winter etc. Nowadays, 
consumers typically like buying package deals, which ease the stress of boat life, taking 
away the responsibility of repairs and winter storage from the consumer and leaving it 
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to the retailer or other third-party partners. This illustrates how the boating lifestyle has 
evolved from circulating around the boat itself and the upkeeping of it to the more 
careless lifestyle of driving and using the boat. Respondent 4 follows by explaining how 
consumers today are very busy and do not prioritize time for the upkeeping of the boats. 
Consumers would rather pay an extra fee for this part and use the time for other leisure 
activities. 

“Consumers nowadays are not interested in the upkeeping of the boat. Rather they want to use the 
boat and with the time that would otherwise go to boat-upkeeping, they would rather go and play 
golf.” – Respondent 4 

Of course, this is not the case for all consumers. Respondent 4 mentioned how there is a 
clear difference in this aspect between Bella and Flipper customers. Bella customers are 
more traditional and old school, meaning they may still be interested in upkeeping the 
boat themselves and are not as inclined to pay extra fees for help in this area. On the 
other hand, Flipper customers are more modern and typically prioritize their time doing 
other things than fixing and working on their boat. Therefore, these customers are 
typically more interested in package deals. This is an important aspect that needs to be 
taken into account in both strategical and tactical marketing. Since the boating lifestyle 
has evolved immensely, the company needs to keep up with the lifestyle changes as well, 
to capture the attention of their audience.  

Another aspect that has evolved in the boating industry is the way of marketing the boats. 
Respondent 4 explains how boats used to be marketed and sold based on technical 
competitive advantages compared to other boat brands. Today, on the other hand, all 
boats are in general quite technically advanced and equipped. Brands do not typically 
sell their products based on technical aspects, but rather they base their market 
communication on the boating lifestyle and therefore build their brand around this.  

“The boats on the current market are technically really good and there is little difference in that 
sense between brands. It is now more about the soft values that make a difference between 
brands.” – Respondent 4 

4.2.11  Summary of the qualitative data 

The qualitative data discussed many aspects that are important to consider when 
implementing a plan for the case company’s market communication. The key points of 
the qualitative findings will be summarized next. 

The case company’s retailers are key players in the market communication. The findings 
showed that they are important in several stages of the consumer journey including 
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interest, desire, and action. Furthermore, it was found that the retailers are crucial for 
engagement, meaning creating long-term relationships between the brand and the 
customer. There needs to a balance in the number of retailers, meaning that there should 
not be too few, allowing competitors to enter the market, but not too many either which 
would make the retailers need to compete against each other. Additionally, the case 
company needs to choose the retailers with care, ensuring that they are placed 
geographically correct according to their target audience but also making sure that those 
retailers suit the case company’s brands.  

The findings furthermore indicate that the relationship between the case company and 
its retailers is important to upkeep. Continued support from the case company towards 
the retailers, such as providing sales arguments, and general product and brand 
knowledge, is crucial in aiding the sales. The results show that this type of support should 
be increased and developed further. The internal processes of the case company were 
also found to impact the progression of sales, as well as continued engagement between 
the customer and the brand. By developing post-sales marketing processes and making 
contact between the retailers and the case company seamless, the case company can ease 
the selling process for the retailer which may encourage sales.  

Boating fairs and events were found to be important for branding purposes, visibility, 
sales and also market insight. Offering campaign boats is a common thing in the boating 
industry that encourages sales. These campaign boat deals are collaborations between 
the manufacturing company, their suppliers and the retailers. This means that all parties 
lower their margin to offer the consumers a discounted price and therefore encourage 
sales.  

The marketing of the case company was found to be divided into strategical and tactical 
marketing. The case company executes the strategical marketing, which can be 
considered as brand marketing, while the retailers take responsibility for the tactical 
marketing, which has a more sell-approach tone in the communication. According to the 
findings, narrowing the target audiences of the brands increase the chance of capturing 
the right consumers’ attention. 

According to the findings, the strategical communication should shift towards a more 
lifestyle approach, rather than pushing forward the product itself. It was discussed that 
in order to gain the attention of consumers, the communication needs to evoke some 
kind of feeling or emotion in the consumer. The respondents believe that this is achieved 
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by communicating the lifestyle of boating, rather than highlighting the technical aspects 
of the boats. The audience of the Bella brand was found to consist of both men and 
women aged 50 and older. The typical Bella customer is a conservative and old school 
boater, that appreciates functionality, safety, and durability. These consumers were 
found to be reached through more traditional media outlets, such as newspaper and 
magazine ads. A typical Flipper customer was found to be males around the age of 35-55 
years old. Flipper customers are often quite up to date, modern, appreciate design and 
ease of living. This audience is typically reached through online marketing activities, 
including banner ads and social media marketing. 

Branding was found to be very important during several stages of the consumer journey, 
including capturing the attention, generating interest and encouraging action. The 
findings show that the unique qualities of the brands should be highlighted to stand out 
amongst competitors. The case company has historically been quite product-orientated 
in their communication, which the respondents believe should shift towards becoming 
more brand-orientated and building the value of the brands in a strategic manner. 
Relevancy of the brands, from the consumer’s point of view, was found to be crucial. If 
the brand is not perceived as relevant by the target audience, the market communication 
will not be successful. This means that all aspects of the market communication need to 
be strategically planned according to the target audiences.   

The findings showed that the case company has long focused upon the traditional 
market, which consists of the Nordic countries. The expansion towards new markets 
could be beneficial in growing the customer base. In addition to market positioning, 
product development was also discussed as something important for the case company. 
By continuously developing the brands and products, the case company could improve 
the consumer’s perception of the brands, which in turn could increase sales and also 
improve further engagement. The customer needs a reason to buy a new boat, which is 
why the case company believes the constant development of their product offering is 
needed. 

Lastly, the style of market communication was discussed. The way of using media was 
discussed by the respondents to be different according to the target audience. Since the 
target audiences of the brands Bella and Flipper are different, the media sources used for 
the communication should also be considered separately. Additionally, there needs to be 
local adaptation in the communication, meaning that different media outlets should be 
considered depending on the geographically targeted area. It was found that by evoking 
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emotion through communication, the case company may help generate interest towards 
the brand. Furthermore, trends in the boating lifestyle and industry were found to impact 
the way market communication is executed. This means that the case company needs to 
evolve its communication with the ever-changing customer needs, trends, and market.   
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5 DISCUSSION AND CONCLUSIONS 

The findings from the empirical study will now be discussed in combination with the 
theoretical framework and the research questions. The author will discuss similarities 
and differences between the presented theoretical framework and what can be concluded 
from the findings of the study. Additionally, managerial implications will be presented, 
as well as practical recommendations for the case company regarding market 
communication. Lastly, conclusions about the study will be made, including limitations 
of the research, suggestions for future research and theoretical contribution. 

The findings from this study illustrate how the case company views their market 
communication, how things have been executed by them until this point and their 
opinions on what should be prioritized in communication. This means that the results 
may not directly reflect which market communication actions generate the most results, 
but rather the case company’s perception of it. The purpose of this discussion is to 
systematically run through each step in the produced theoretical matrix and discuss what 
actions the case company has considered for each phase. This will give an indication of 
which phases are well thought through and which parts of the matrix have not been as 
considered. Furthermore, the author will give recommendations based on the findings 
which market communication aspects should be highlighted and focused upon further.  

 
5.1 The consumer journey from attention to engagement 

A systematical overlook of the case company’s market communication will be presented 
through the theoretical matrix, created by the author, which can be viewed below in 
figure 32. The matrix consists of the AIDAE framework, which illustrates the consumer 
journey (attention, interest, desire, action, and engagement) and the PESO framework 
which groups media channels into four categories (paid, earned, shared, and owned 
media). In addition, a fifth media category has been added to the matrix, named “other 
market communication”. The findings showed that the case company’s market 
communication cannot be fully categorized into the four original media categories, 
therefore an additional category has been added to the matrix to fill this apparent gap. 
This fifth category includes market communication activities such as the retailers, the 
support between the case company and the retailers, boating fairs and events and the 
internal processes of the case company.  
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Figure 32 The theoretical matrix combined of AIDAE and PESO 

In order to provide a systematical overlook of the case company’s market 
communication, the author will organize the results presented in chapter four into the 
matrix according to the consumer journey stage and media category. This allows for an 
overlook of areas that have been thoroughly planned and areas that may not have 
received the same attention. The updated theoretical matrix with the additional fifth 
category of “other market communication” combined with the findings of this study is 
presented below in figure 33. The different shaped ovals illustrate how active the 
company perceives their market communication to be during each phase and through 
each media outlet. The shapes are dimensionalized and represent the case company’s 
scope of activity in each phase. It is important to take note that the company’s thoughts 
on how the market communication should be done are not included in the matrix. 
Rather, this matrix illustrates the current market communication of the case company. 
The oval in the dark grey color symbolizes a combination that is actively used in the 
current market communication. The light grey colored oval shape illustrates a partially 
active combination. If there is no shape at all, that illustrates the complete lack of activity.  

The author will first discuss the findings from the consumer journey perspective, 
meaning how market communication is adapted according to the different consumer 
phases. Also, thoughts regarding how the market communication should revolve around 
these different phases are discussed. The author will then systematically discuss the 
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media categories and how market communication should be executed through the 
various channels.  

Figure 33 The updated theoretical matrix with the findings of the study 

 

5.1.1 Capture attention through advertisement 

Figure 34 Theoretical matrix with findings: attention 

The findings regarding the consumer journey phase of attention (figure 34) will now be 
discussed. Forbes (2015:14) discussed how consumers have emotional filters that 
influence if and how the consumer pays attention to an advertisement or decides if it is 
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relevant for him or her. In order to capture the attention of the consumer and create 
relevant content, the target audience of the brand or product needs to be identified. The 
findings discussed the target audiences of both brands, implying that this is of 
importance for delivering relevant market communication. The findings showed (section 
4.2.5) that the most efficient ways of capturing the attention of both brands’ target 
audiences were through different kinds of advertisement, including shared and paid 
media. Word-of-mouth (earned media) was also found to have an impact on this stage of 
the consumer journey. 

According to the quantitative data (sections 4.1.1.1 and 4.1.2.1), the visitors on the 
websites of Bella and Flipper are mostly men and of the age 35-54 years old. The 
qualitative findings (section 4.2.6), however, found that women in many cases make the 
final decision when it comes to the Bella brand. Additionally, the results argued that the 
target audience for Flipper is around 35-50 years old, while the target audience for Bella 
is older, around 45+ years old. The slightly younger median age of the users on the Bella 
website can possibly be explained by the fact that older consumers do not use the internet 
as frequently as younger consumers, which may misconstrue the results. In the case of 
Flipper, the author would recommend targeting men aged 35-50 years old. The target 
audience of Bella’s market communication should include women as well, and target 
people of the age 45 and older. 

Through the qualitative interviews, a clear distinction between the potential customers 
of Bella and Flipper was made. Bella customers are typically more traditional and 
conservative, while Flipper customers are more modern in the way they think and how 
they approach life. These are aspects that should be taken into account in the planning 
or marketing materials for both brands. This means that market communication of the 
Bella brand will be more accepted if it is executed with a more traditional approach, 
whilst the target audience for Flipper is more receptive towards advertisement through 
modern media channels and with a more modern approach.  

The theoretical framework discussed how a typical way of capturing the initial attention 
of potential customers is through advertisement, either through traditional media outlets 
such as newspapers and magazines or with a more modern media approach such as 
online banners ads (paid media) or social media marketing (shared media). The 
qualitative results from this study (section 4.2.5) showed that online advertisement 
including paid and shared media are ways of capturing the consumer’s initial attention. 
The Flipper target audience is found to be reached efficiently through these online media 



82 
 

outlets, while the attention of Bella’s target audience is captured more through 
traditional media outlets, such as newspaper and boating magazine ads.  

Kotler and Armstrong (2005:16) discussed how it is important for the marketing activity 
of capturing the consumer’s attention to be meaningful, believable and distinctive. 
However, they did not discuss the aspect of relevancy, which was found in the results 
(sections 4.2.7 and 4.2.10) to be an important aspect of the market communication 
activities at this stage. By relevancy is meant that the content of the advertisement is 
relevant to the target audience.  

The role of word-of-mouth (earned media) was also discussed (section 4.2.10) to have an 
impact on capturing the initial attention of the consumer. This means that the existing 
Bella/Flipper boating communities may have an impact on the market communication 
of the brands. This means that to increase the likelihood of positive word-of-mouth, the 
existing customer base needs to be taken care of. The importance of upkeeping a positive 
relationship with the customer will be discussed more in-depth later in this discussion. 

Kotler and Armstrong (2005:16) discussed how attempts to capture the consumer’s 
attention need to be meaningful, meaning that the benefits of the product or brand is 
presented attractively. Sweeney, Soutar, and Mazzarol (2012) also argued how today’s 
consumers are easily overwhelmed by the number of products and goods being 
advertised. The empirical results (section 4.2.10) found that selling the lifestyle of 
boating rather than the boat itself is a more efficient way of capturing the consumer’s 
attention. By doing this, the company is making the lifestyle of boating attractive to the 
consumer. The results (section 4.2.10) also argued how the boating industry has seen a 
shift going from highlighting technical aspects of boats in marketing, towards marketing 
the lifestyle of owning a boat. 
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5.1.2 Create interest by highlighting the lifestyle 

Figure 35 Theoretical matrix with findings: interest 

As figure 35 above illustrates, the possibilities of generating interest through the various 
media categories will be discussed next. Hassan, Nadzim, and Shiratuddin (2014) 
discussed various methods of creating interest towards a product or brand such as 
providing relevant information about the brand and product as well as using social media 
advertisement to “create buzz”. The results for this study (section 4.2.7) found that to 
create interest in the consumer there needs to be an accurate visualization of the brand, 
meaning that the brand image should be portrayed by the consumer as relevant, positive 
and capturing. Portraying an accurate image of the brand towards the consumer was 
found to be done through communicating and highlighting unique brand qualities. For 
the Flipper brand, these qualities include youth, design and sportiness. For the Bella 
brand, the aspects of respect, safety, family time, and simplicity are of importance. 

Hadiyati (2016) mentioned how conveying the meaning of a product or brand for the 
consumer is important when creating interest. This is quite similar to what was found in 
the results (section 4.2.10) of conveying emotion through market communication to the 
target audience. The results presented how market communication at this stage should 
create positive emotions regarding the lifestyle of boating. This could be fantasizing of a 
beautiful summer day in the archipelago with your family or taking your kids by boat to 
a nearby beach for some play in the sand. The feeling that consumers get when picturing 
these situations is something that may spark interest in the brand. Therefore, image and 
video material should be highly focused on the lifestyle and the emotional side of it.  
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By putting more focus on the lifestyle and less on the product, this means that the 
technical aspects of the boat should not be particularly highlighted at this stage. The 
results (section 4.2.10) showed that the boating industry has evolved from being about 
fixing and maintaining the boat themselves as boat owners to outsourcing the 
maintenance to third parties. Ultimately, this means that boat owners appreciate more 
the usage and actual time spent on the boat more than the maintenance part of owning 
a boat. However, a clear difference between the two brands was noticed here. The results 
(section 4.2.10) argued that Bella customers are typically more traditional in the way that 
they like to maintain and upkeep their boats themselves, while Flipper customers tend 
to want to outsource maintenance and such to third parties. It can, however, be 
concluded that the lifestyle of boating should be accentuated rather than bringing 
forward technical aspects of the boats. 

Additionally, the results (section 4.2.1) presented that at this stage of the consumer-
company journey, the consumer may visit a boating fair or retailer to get a more physical 
contact to the product and brand. Receiving the physical contact with the product may 
according to the empirical results result in increased interest towards the product or 
brand. At this stage of the consumer journey, they must have a positive experience with 
the brand for them to gain additional interest in it. This means that the retailer personnel 
or staff at the boating fair coming in direct contact with the consumer needs to serve the 
customer will good customer service and convey a positive image of the brand.  

The theoretical framework discussed in the interest stage of the consumer journey how 
companies need to narrow down their target audience and generate customized 
marketing messages according to the target groups (Corporate Finance Institute 2019). 
The empirical results did not mention further narrowing of the target audience; however, 
it was deeply discussed in the first stage of attention of how crucial it is to know your 
target audience and customize the market communication according to them.   
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5.1.3 Desire needs clear argumentation 

Figure 36 Theoretical matrix with findings: desire 

The findings for the consumer journey phase of desire (figure 36) will be discussed next. 
According to Hassan, Nadzim, and Shiratuddin (2014), methods of creating desire 
towards a product or brand, could be giving promotions and offering valuable and 
personalized customer service before sales. The empirical study (section 4.2.4.1) found 
that offering campaign boats is an efficient way of creating desire. This means selling 
boats for discounted prices, correlating with the theory of Hassan, Nadzim, and 
Shiratuddin (2014) regarding promotions.  The results showed how the usage of 
campaign boats is a common method in the boating industry and that it includes the 
support of suppliers, the manufacturer, and retailers. By together agreeing to offer a 
discounted price, the involved parties decrease their margin of profit. However, the 
discounted prices have been found to increase sales which then will increase financial 
gain for all involved parties.  

The results (sections 4.2.1 and 4.2.4) discussed how consumers at the stage of desire 
typically visit a retailer or boating fair to receive additional information about the 
product and brand. By offering the consumer accurate and relevant information, the 
personnel at the retailer or boat fair is essentially offering valuable and personalized 
customer service which corresponds with what Hassan, Nadzim and Shiratuddin (2014) 
mentioned in the theoretical framework. 

Corporate Finance Institute (2019) highlighted how it is important at the stage of desire 
to explain for the prospective customer explicit reasons why they need the product. A 
clear theme in the empirical results for this stage was the importance of argumentation. 
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The study (section 4.2.2) found that providing retailers with efficient and accurate selling 
arguments is key to create desire towards the product and brand. In practice, this means 
that the support from the manufacturing company towards the retailers needs to be 
close. By providing this information, the manufacturing company can make sure 
accurate information is provided to the consumer. Additionally, information may help 
the retailers understand the product more in-depth, which could help them increase 
sales. The importance of making sales easy for the retailer will be discussed shortly.  

The theoretical framework additionally discussed that it is of significant value to argue 
why this product and brand is to be preferred in front of other competitors. The results 
(section 4.2.2) argued for providing retailers with clear and effective sales arguments 
that highlight the unique benefits of the product and brand compared to competing 
brands. One of these unique brand qualities for both Bella and Flipper is the fact that the 
boats are manufactured in Finland. Most competing brands have outsourced their 
production and manufacturing to lower-cost countries. The results found that this aspect 
sets the case company apart from other manufacturers and that this should be 
highlighted to the consumer. 

It can be concluded that the responsibility of creating desire is a cooperation between the 
company and the retailers. The company plays a large role in delivering accurate, 
conveying and efficient sales arguments, while the retailer is a key player in conveying 
these arguments to the customer, as well as providing excellent customer service. The 
communication between the retailers and the manufacturing company is also important 
for the manufacturing company to be up to date with what concerns the consumers may 
have regarding certain products. By knowing information like this, the company can 
address it in the form of product development and customer service.  

According to the results (section 4.2.1), consumers typically seek security and safety 
before making decisions, this implies that the retailer’s knowledge of the product and 
brand is of high importance. By providing the consumer confidently with in-depth 
information regarding the product and brand, it may increase the consumer’s peace of 
mind regarding their decision.  
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5.1.4 Trust and the ease of selling encourages action 

Figure 37 Theoretical matrix with findings: action 

How the case company can encourage action amongst consumers (figure 37) will be 
debated next. Taking action could be considered to be the consumer either making a 
purchase or ordering a product (Hadiyati 2016). The empirical study (section 4.2.1) 
found that the case company’s choice of retailers plays a large role at this stage of the 
consumer journey. It was found that the creation of trust between the consumer and the 
retailer is crucial to solidify a long-term relationship between the two, as well as between 
the consumer and the brand. Additionally, conveying a sense of safety to the consumer 
is also helpful to make the consumer feel at ease when making such a large purchase as 
a boat.  

The theory discussed how offering limited time offers or other benefits may encourage 
consumers to take action (Corporate Finance Institute 2019). The use of campaign boats 
for discounted prices was discussed in the previous stage to be a method of creating 
desire. The method of using campaign boats was found to encourage consumers to take 
action as well since the campaign boats offer the consumers a discount. Campaign boats 
could, therefore, be considered as an appropriate way of encouraging sales. 

Hassan, Nadzim and Shiratuddin (2014) discussed how simplifying the ordering process 
can encourage the consumer to fulfill the purchase or order. It was argued by the results 
(sections 4.2.2 and 4.2.3) that the internal processes of the case company may have a 
large impact on the final stage of the consumer journey. This implied that by having 
effortless operation processes and contact between the retailer and company, there are 
fewer issues during the final stage of the journey.  
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Furthermore, the results (section 4.2.2) argue that the most crucial part of this stage of 
the consumer journey is to make selling the boats of the case company as easy and simple 
as possible for the retailer. By providing relevant in-depth information regarding the 
products and optimizing the quality of the products to minimize complaints, the case 
company can improve their chances of the retailer wanting to sell their boats since it is 
an easy process, lacking any complications. Also, by providing the retailer with clear 
processes, including pricing and other important information regarding the products, 
the manufacturing company can directly help the sales process of the retailer.  

The results (section 4.2.2) discussed how an issue in sales of boats is whether the retailer 
him or herself decides to sell boats from the case company’s brands at all. Since retailers 
often sell a variety of boat brands including competitors to the case company, it is 
ultimately up to the retailer to first decide which brands they want to begin selling to the 
prospective customer. The results argued that retailers typically prioritize brands that 
are easy to sell and have little to none post-sales complications. This is one further reason 
why the manufacturing company should prioritize the support of the retailers and make 
sure they have all the necessary information. 

5.1.5 Branding and customer satisfaction are key for engagement 

Figure 38 Theoretical matrix with findings: engagement 

As figure 38 illustrates, the findings for the consumer journey phase of engagement will 
now be discussed. Chaffey (2007) defined engagement as increasing the time and effort 
a consumer spends together with a brand, while the Marketing Science Institute (2010:4) 
defined engagement as a manifestation by the consumer towards the brand beyond the 
initial purchase. From the author’s discussions with the case company before the 
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qualitative interviews, it was found that the case company is interested in generating 
engagement that results in a long-term relationship between the customer and the 
brand. This entails continued purchases of the brand, as well as spreading positive word-
of-mouth of the brand to other consumers. 

The empirical study (section 4.2.7) argues that building the brand is essential for long 
term engagement between the customer and the company. The brand needs to maintain 
itself and further strengthen it to remain relevant to the customer. Morgan & Hunt 
(1994) found that trust and commitment are required in the buyer-seller relationship to 
generate further engagement between the two. This corresponds with the results of the 
empirical study (section 4.2.1), indicating that there needs to be trust between the 
customer and the retailer for it to be a positive long-term relationship. Additionally, the 
results (section 4.2.1) discussed how the overall customer service provided by the retailer 
to the customer is very important when seeking a long-term engagement by the customer 
towards the brand.  

Prahalad & Ramaswamy (2004) argued that when engagement is present, customers are 
more likely to continue buying from the same brand, instead of switching over to a 
competitor. The results (section 4.2.1) discussed how boat owners typically are quite 
brand loyal. This means that so long the brand remains relevant for the customer and 
the overall experience of the boat and add-on services is positive, the customer will most 
likely continue engaging with the brand. However, the study showed that brand loyalty 
is easily lost when something goes wrong in the process of either buying the boat or 
during an interaction with the retailer post-sales, i.e. maintenance or winter storage of 
the boat. 

The study showed (section 4.2.1) that an important aspect of continued engagement with 
the brand after the stage of action is the perceived customer satisfaction. The satisfaction 
of the initial purchase is of high essence in order for the customer to want to engage with 
the brand further. The satisfaction of the product consists of the perceived product and 
service quality. The product quality can be ensured through product development and 
through providing the consumer with accurate information of the product prior to 
purchase, enabling the consumer realistic expectations. The service quality was 
considered by the respondents to entail all interactions the customer has together with 
the retailer. After the initial purchase, the customer tends to interact with the retailer 
during multiple stages, including maintenance of the boat and when the customer brings 
in the boat for possible winter storage.  
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Additionally, product development was considered to impact the further engagement of 
the customers. The results (sections 4.2.9 and 4.2.10) indicated that by keeping up with 
boating trends and taking into account customer feedback, the manufacturing company 
can increase their chances of having a long-term relationship with the customer.  

 

5.2 The findings through the PESO model 

The findings of this study will now be related to the theoretical framework of PESO. This 
framework categorizes media channels into four categories; paid, earned, shared and 
owned. Additionally, a fifth category named “other market communication” is added to 
complement the original categories. Each category will now be discussed in relation to 
the findings. 

 

5.2.1 Use paid media for capturing the consumers’ attention 

Figure 39 Theoretical matrix with findings: paid media 

How paid media (figure 39) is used by the case company in their market communication 
will be discussed next. Paid media was found by the results to be used sporadically during 
the first two stages of the consumer journey, attention and interest. However, according 
to the qualitative results (section 4.2.6.2), the target audience for Flipper consists 
typically of consumers that browse the web frequently and tend to research items 
themselves. For this reason, the author suggests that paid media should be executed 
annually during the high seasons which means during February and the summer 
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months. It is, however, important to select carefully which kind of paid media to use. The 
author recommends using online banner ads placed on boating websites since the 
referral traffic was found (sections 4.1.1. and 4.1.2) for both the Bella and Flipper brands 
to be quite efficient.  

The target audience for Bella was found according to the quantitative data (section 
4.1.1.1) to consist of mostly men, however, the qualitative results indicated (section 
4.2.6.1) that women often are the final decision maker in boat purchases. For this reason, 
the target audience for the Bella brand’s paid media campaign should include both men 
and women aged 45 years and older. The qualitative results argued (section 4.2.10) that 
the market communication should be focused around the lifestyle of boating rather than 
the boat as a product. Therefore, all advertisement through paid media channels should 
be created with a lifestyle mindset. 

5.2.2 Encourage earned media through high brand and product quality 

Figure 40 Theoretical matrix with findings: earned media 

The use of earned media (figure 40) will be briefly discussed next. Since the case 
company cannot directly control earned media, it cannot be directly impacted. However, 
some measures can be taken to encourage earned media. The findings showed (section 
4.2.10) that positive word-of-mouth is in some cases found to capture the attention of 
potential customers through the existing community of the case company. The results 
also showed (section 4.2.4) that encouraging earned media was done through part-taking 
in boating fairs and other events. Press is often present at these events and by taking part 
the case company can increase their chances of having articles written about them.  
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Word-of-mouth can be encouraged by ensuring the quality of the brand and product 
offering, therefore the case company can in some ways impact how the boating 
community speaks of the brands. By securing and further developing the brands and 
products (sections 4.2.7 and 4.2.9), the case company can encourage positive word-of-
mouth, which may have a positive effect upon all the stages of the consumer journey. 

5.2.3 Shared media is a necessity in today’s society 

Figure 41 Theoretical matrix with findings: shared media 

The quantitative results (sections 4.1.1 and 4.1.2) show that the usage of market 
communication through social media is sporadic and not consistent. The qualitative 
results (section 4.2.10), however, speak for the importance of the presence on social 
media, especially for the brand Flipper. Since consumers of today’s world are strongly 
present on social media, the author would recommend the usage of both organic and 
paid social media activity.  

The qualitative results (section 4.2.6.2) discussed how the target audience of Flipper 
consists of more modern, younger and technology forward consumers. The usage of 
Facebook, Instagram and YouTube could be beneficial for this brand. For the brand of 
Bella, the author would recommend using Facebook as the main social media platform.  

Weinberg & Pehlivan (2011) discussed how social media marketing should be executed 
with a personal touch. Furthermore, the content needs to be authentic, conversational 
and not give the consumer the impression that the activity is trying to persuade the 
consumer into buying something. The empirical results (section 4.2.10)  found that 
lifestyle-oriented content is to be prioritized, rather than product-focused engagement. 
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5.2.4 Owned media needs to be relevant, informative and mobile 
adaptive 

Figure 42 Theoretical matrix with findings: owned media 

As figure 42 illustrates above, owned media was found to be used quite actively by the 
case company. These findings will now be discussed. The theoretical framework 
discussed having content, community, and context as the building blocks of owned 
media (Bonchek 2014). Types of owned media that were mentioned by the case company 
(section 4.2.5) included their brand websites, press releases, and printed flyers and 
booklets. The theory explained how the content of owned media needs to be up to date, 
relevant and valuable for the consumer.  

Owned media was found to be important in the stages of interest and desire. At these 
stages, the consumer has had initial contact with the brand and may now be seeking 
additional information, alternatively, the consumer may have noticed an advert and 
decided to browse the brand’s website. At this point, it is important that the website 
clearly communicates the unique brand values that were used in the initial advertisement 
that captured the consumer’s attention.  

The websites are of high importance. The website users need to have easy access to 
contact information regarding retailers to encourage the consumers to take further 
action. Also, the mobile adaptiveness of the websites is highly crucial. The quantitative 
results (section 4.1.3) showed that consumers are browsing the internet through their 
mobile devices more than through other devices, such as desktops and tablets. This is 
even more important for Flipper since the target audience of the brand is a more modern 
technology-minded group of consumers. This means that if the website is not in line with 
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the standards of today’s technology, consumers may not view the brand as relevant for 
them. 

5.2.5 Other market communication is essential for action 

Figure 43 Theoretical matrix with findings: other market communication 

The newly added category of ‘other market communication’ was found to be of high 
significance for the market communication of the case company (figure 43). The aspects 
of this additional category will be discussed next.  

Paid, earned, shared and owned media were all found to have effect upon the stages of 
attention, interest, and desire of the consumer journey. However, the findings showed 
that all market communication of the case company cannot be categorized into one of 
these four categories. A fifth category named “other market communication” has 
therefore been added to the matrix to fill the gap. This category includes market 
communication activities that were discussed by the respondents that cannot be 
categorized into any of the original four categories. These market communication 
activities include the retailers, boating fairs and events, the relationship between the case 
company and the retailers, as well as the internal processes of the case company. 

The use of retailers is highly essential for this industry, who play a large role in 
convincing the consumer to take action. The retailers (section 4.2.1) were found to have 
the most impact on the consumers during the action phase. This means that the choice 
of retailers as well as the training and education of them is crucial. Since the quantitative 
data did not include data from the retailers, the scope of the retailers’ role is determined 
based on the qualitative findings. 
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Boating fairs and events were found to be important for many purposes, including 
branding, visibility, sales, and continued engagement. These events are partially 
controlled by the event holders and partially by the case company, therefore categorizing 
this type of activity into one of the original four categories was not possible. The results 
(section 4.2.4) showed that the case company’s participation in these types of events is 
most important for the desire and action phases of the consumer journey.  

The relationship between the case company and its retailers is very essential. It was 
found that constant support and contact between the two is important to maintain and 
may help create desire and also encourage action. The importance of argumentation 
provided by the case company was discussed earlier, illustrating how the case company 
can aid in easing the selling process for the retailer.  

Additionally, the improvement of the internal processes of the case company is 
something that could not be categorized into any of the four original categories. By 
improving the internal processes, the case company can decrease internal conflicts and 
issues regarding contact and information flow to the retailers. Furthermore, by 
improving the quality of the post-sales marketing, the case company can help avoid 
additional issues when complaints arise by the customers. It was discussed how boat 
owners typically are quite brand loyal. However, if something during the process goes 
wrong it may negatively affect loyalty. Therefore, it is in the interest of the case company 
to avoid all unnecessary conflicts with customers to secure brand loyalty in the future.  

5.3 An overlook of the case company’s market communication 

The author has now discussed the results regarding the market communication of the 
case company and how it could be improved. The matrix formed of the AIDA and PESO 
frameworks combined with the findings is shown below in figure 44. The different shapes 
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and colors illustrate how the various combinations of consumer journey phase and media 
outlets are utilized in the case company’s current market communication.  

Figure 44 The theoretical matrix with the findings of this study 

Figure 44 (above) clearly illustrates how the market communication of the case 
company’s Bella and Flipper brands are mainly focused around the categories of owned 
media and other market communication. The channel “other market communication” 
entails market communication that could not be included in the other four categories, 
including boating fairs and events, retailers and internal processes. Owned media was 
found to be rather utilized during the interest and desire phases. The matrix shows how 
emphasis of the market communication has been put on different phases and channels. 
It also illustrates the consumer journey phases that are not being utilized through various 
channels. This figure gives the case company an overlook of how their market 
communication currently looks like. By using this matrix as a tool, the case company can 
strategically look at the different stages of the consumer journey, as well as the media 
categories and consider if there are missed opportunities in their communication plan. 
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5.4 Conclusions reflecting the research questions 

The proposed research questions of this study were the following: 

• How can companies plan their market communication so that it takes 
into account both the consumer journey and the media channel scope?  

• In which way does the case company execute its market 
communication in each stage of the consumer journey and how can it 
be improved? 

 

This study focused upon a case company in the boating industry, which implies that these 
results cannot be generalized across all industries. The study found that by combining 
both the consumer journey stages and the media channel categories, a systematical 
overlook of the company’s market communication is generated. The author would argue 
that the original PESO framework considers external market communication, while not 
taking into account the scope of internal market communication. The findings from this 
empirical study argue that the role of internal market communication should not be 
forgotten. Therefore, the addition of the fifth category is of high importance when 
planning a holistic market communication strategy. 

The second research question, regarding how the case company can improve its market 
communication was answered in-depth throughout the results and the discussion. The 
results showed that many parts of the market communication are of importance to the 
case company. Aspects of the market communication that were found to be of high 
essence included shifting the communication towards a lifestyle approach, improving the 
brand value, increasing the support from the case company to the retailers, improving 
total customer satisfaction and improving the internal processes of the case company. 

5.5 Theoretical contribution 

This study contributes to marketing theory by introducing a new holistic model for 
marketing communication. The purpose of this new holistic market communications 
model is to combine two existing market communication models in order to create a new 
model that is adapted according to today’s media scope. Marketers are often faced with 
theoretical models that are too simple or one-dimensional, which do not accurately 
mirror marketing in practice. By combining two relevant and important dimensions, the 
transition from using this model as theory to taking it into practice should be simpler. 
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The findings for this study showed that the combined framework of AIDAE and PESO, 
contribute to a holistic model of external market communication. The model takes into 
account the various stages of the consumer journey together with a brand from the first 
contact to taking action, as well as the various media categories through which the 
company may produce market communication towards its target audience.  

The role of internal market communication was not originally included in this 
framework. This study found that the importance of internal market communication is 
not to be forgotten. Therefore, a fifth category to the original PESO framework was 
added. This category fills the gap for any additional market communication, especially 
internal market communication that cannot be categorized into the original four 
categories of paid, earned, shared or owned media. Together with the fifth PESO-
framework category, this model can include both external and internal market 
communication, enabling it to be a holistic market communication model.  

5.6 Managerial implications 

The managerial implications of this study are versatile. Direct recommendations 
regarding the case company’s market communication have been given throughout the 
discussion of this research paper. These recommendations included aspects such as 
improving the relationship between the case company and its retailers, improving the 
case company’s internal processes, developing the brand values and making relevant and 
customized communication towards exact target audiences. By identifying an exact 
audience towards whom a company directs its market communication, they can ensure 
that the content is relevant for that exact target group.  

The importance of having informative and updated websites was also presented. The 
websites of the brand, as well as other marketing material, need to be in line with the 
target audience, for it to be perceived as relevant for the consumer. If not, there is a high 
risk of missing the opportunity of potential customers if they do not feel that the 
advertisement is relevant to them.  

Aside from the case company, similar managerial implications could be considered for 
other companies in the boating industry. The findings showed that many market 
communication activities performed by the case company are very standard in the 
boating industry. This means that other companies in the same industry could benefit 
from the same market communication recommendations. 



99 
 

The newly proposed matrix of this study is of relevance to all businesses, which enables 
it to be applicable to other companies outside the boating industry as well. Since the 
matrix has a general framework, it can be applied to many different industries and can 
further be customized to fit different types of businesses. By combining the consumer 
journey stages and the media channel categories, companies can systemically plan their 
market communication. This matrix enables companies to assess and plan market 
communication for all consumer journey stages through all media channels.   

5.7 Limitations of the research 

The author will now briefly discuss the limitations of this research paper. This study was 
designed and conducted according to the case company Bella Boats Oy. As the author 
has mentioned, the results are not directly transferable to all industries. However, 
general findings may be transferable to other cases in the boating industry. 

The method included both a quantitative and qualitative perspective on the case 
company. An additional perspective that could have been useful was the perspective of 
the retailers. The findings from the current study were based upon the case company’s 
own perception of the market communication. By adding the perspective of the retailers, 
the results could have changed. Understandably, the perception of the case company’s 
market communication will change depending on the perspective 

The sample size for the qualitative part of the study was quite small, including only five 
interviews. The narrow sample was inevitable due to the relatively small size of the case 
company. Future studies could, however, benefit from having larger sample sizes and 
several perspectives. More regarding future study suggestions will be discussed shortly. 
Lastly, this study was conducted in Finland. Due to the Finnish climate, the boating 
season is very short. The boating industry may experience different consumer behavior 
and boating trends depending on the geographical location, as well as the length of the 
boating season each year. This means that the results of the study may vary depending 
on in which country the study is conducted.  

5.8 Suggestions for future research 

The author’s suggestions for future research will now be presented. The author proposes 
that future research regarding the support process between the retailers and the 
manufacturing company would be of value. Since this study found that the relationship 
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between the retailers and the manufacturing company is of high importance researching 
closer how exactly the support could be improved would be interesting. 

This study focused originally more upon the external side of market communication. 
However, the findings showed how important internal market communication is to 
achieve success in general market communication. Research that studies the scope of 
internal market communication and how it can be improved would be valuable. 

This research paper studied how the use of multi-channel market communication can be 
optimized with a case company in the boating industry. A similar study regarding the 
multi-channel market communication would be interesting to see in a different industry. 
The author’s proposed theoretical matrix also could be used in similar studies across 
other industries.  

Additionally, finding the balance between external and internal market communication 
would contribute to current marketing research. The current study found that these two 
are both important when planning a holistic market communication approach. However, 
how to balance these two was not fully covered. Marketing is often limited by finances, 
therefore it would be of value for businesses to understand how to balance the two 
aspects optimally to maximize financial gain. 
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APPENDIX 1 INTERVIEW GUIDE 

The topics discussed during the first interview were the following: 

• Important KPI’s for Bella Veneet Oy 
• The planning of market communication at Bella Veneet historically 
• The implementation of various media channels and the AIDA process 

into their market communication 
• How do the brands differ in market communication? 
• Which role do boating fairs and events play in their market 

communication? 
 

The interview guide for the remaining four interviews was divided into three sections 
and included the following topics: 

• What is your title and responsibility at Bella Veneet Oy? 
•  
• Which are key factors in your opinion for good sales? 
• How could the sales of Bella and Flipper be improved? 
• Which market communication activities have been successful in the 

past, what has not been so positive? 
• Describe a typical Bella/Flipper customer, what do they have in 

common, how do they differ? 
 

AIDAE-consumer path (attention, interest, desire, action & engagement) 

•  How can we capture the attention of the consumer? 
•  How do we create interest? 
•  How do we create desire? 
•  How to make the consumer take action? 
•  How can we make sure the customer will engage with the 

company on  a long-term basis? 

 


