iopisto

Marketing in SMEs
Some ideas and experiences

Small Business Center

26.10.2012
Seppo Rantalainen



A” SMEs and marketing...
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« What?

— Traditional marketing mix; 7 p’'s
* Product/service
* Price
* Place
* Promotion
* People
* Process
* Physical evidence
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« Marketing in Finnish small and medium size firms
— What does it mean in practice?




A’ SMEs and marketing in practise

Aalto-yliopisto
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 Limited resources
— Human effort => most often no experts
— Budgets => no big money in marketing
— Market research”? => expensive <=> missing
— Main efforts in advertising
+ Visibility
* Segmentation or lack of it
* Unclear message

— Short term planning => not enough for long term
success
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« SMEs and brands

— What is the brand?
_ Where it |S’) -
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A’ SMEs and marketing in practise ...

« SMEs and brands ...globally
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A definition of the brand:

According to Davis (2005, p. 7), a brand “is
a name, symbol, or logo used to identify
and differentiate products 1in the
marketplace.” Brands provide information
to consumers, and communicate and
establish expectations with stakeholders. A

The meaning of the brand;-hqw about SMESs?

example, Intel repofted tangible assets valued at $48.3 billion in 2005
accordin its 2005 10K filing, while the stock market valued Intel at
$113.8 billion on 3 April 2006 — more than twice its book value. What
explains the difference? Interbrand’s valuation of the Intel brand ($35.6
billion in 2005) goes a long way towards clarifying this discrepancy.



A” Brands and their elements..,

Aalto-yliopisto PSLAR.
Kauppakorkeakoulu LSTENTO YOURBODY
Pienyrityskeskus

Four basic elements of the brand:

1. Differentiation: this construct captures a brand’s ability to stand out
and create distinct meaning in the marketplace. Based on a composite
of three image attributes, differentiation reflects both product and

[OBPO MOXAJIOBATb HOBOCTU

AN NOB0ro BUAA CMOPTA, KAKOBbI Bbl HU BbIfIN BALLA LIENb U BAW YPOBEHb Pol

its arena, resulting in greater consideration, loyalty and pricing power. &%
2. Relevance: this scalar measures a brand’s ability to be meaningful and
have personal appropriateness in the lives of consumers. In a sense, it

image equities that contribute to a brand’s capacity for prominence in

is cost-of-entry to usage of a brand. Relevance is highly related to [N

n'larket penetrz{tlon '(lnd Staylng pOVVer. HOME ~  PRODUCTS ~ WHERETOBUY  SUPPORT  SPORTS  ABOUTSUUNTO B o
3. Esteem: this construct measures the extent to which consumers like a _ Movescount

Your Sports Communt

brand and hold it in high regard. Esteem captures how well a brand
tulfils its implied or overtly stated consumer promise, resulting in
repeated usage.

e

4. Knowledge: this scalar evaluates the level that consumers understand  JRULLILE " [e)7/2F

Join the race to 20 billion heart beats

and have internalised what a brand stands for. It represents the end .

WHICH HEART RATE MONITOR IS BEST FOR ME?

result of all the marketing and communications efforts and experiences

| 58 . » TAKE THE TEST!
7]

consumers have had with a brand.




A’ Smes and their products ...
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* What smes are selling?
— differentiation; pricing, quality, customization, flexibility in production,
etc
- Customer needs; quick changes and very quick reaction; proactivity
- Packages; core product + several services; networking, partnerships

.| | 3MECE=BCEMAEMANAKYXHM, =
' KOTOPBIE BAM MOTYT NOHAIOBMTBCS
(1 A JKE EOTbLUE)

Mporpamma ans KyxHa meuTbl 1 eBpo - 310 3abota o nwoasx
NPOEKTHPOBaHUSA AnNs KaXaoro waxc! ¥ npupoge




A’ Smes and their products ...
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 Business models

— The place and role in the valuechain
— What is the core product or is it service?

Ponsse:

-Forest machines manufacturing
-Very essential service and spare
o == parsdeliveries |
m'*" => expensive machines + effective
@ and real-time service => profitable

pricing

KomnaHua «l MoHcce»
HaYMHAET COTPYAHMYECTEO C
MOCKOBCKM YHUBEPCUTETOM
>>>>>




A” Smes and promotion ...
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Mloniriituskeslius Due to an increasing saturation and fragmentation of markets, marketers are
in recent years confronted with a significantly changing marketing
communication landscape. Here, brands can no longer be distinguished on
their quality and functional benefits alone (Weinberg 1993; Kroeber-Riel
1984) and the effectiveness of classic marketing communications 1is
decreasing steadily as a result of a stiff competition of communications
(Wohlfeil and Whelan 2005a,b; Levermann 1998). Indeed, because classic

* Advertising

— New medias; FB, Twitter, Event marketing, mailing lists
— How about print media/television

« Expensive, targeting, focusing on right people
— Promotions

« Events, sponsoring, social media,
« Sport, concerts, art exhibition, others
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Small Business Center:

_In St Petersburg 16 years |

-Small customer base
-Seeks for growth
-Mainly with partners
- FinEc
- iIncubator

T'naBnas Obyzenue OpoexTn CoTpymHMYECTBa Yenyru Obyuenue B $MHISHIIO

ZENBCHHKCKIN VHUBEPCHTET 3KOHOMMKM
OEHTP MAJIOTO BH3HECA

LenTp Manoroc BusHeca sABIAETCA OTIE M XeNbCHMHKCKOPC YHMBEPCUTETa JSKOHOMMKM.
llenTp Manorc EmusHeca meicTeyeT B Muxxemm HauuHasd c 1980 roma, B Cauxr-NerepSypre
c 1993, Xenmocumuxym 1994 u Tamwmmue c 2004 roma. MuamcrepcTso ofpasosasMA OLEHWIO
lexsTp Manore EBuzHeca XeNbCHHKCKODC VHMBEPCUTETE SKOHOMMXM Xax OSpa30BaTensHE
LEHTD BHCOXKOPO KayecTsa IJId B3POCIHX. [IDEONPMHMMATENHCTEC M CONEHCTEHE
NpennpMHMMATENbCTEY - 93TO IDJaBHaf MOEs Hamelf NeATEeNbHOCTM, & Taxee OCHOBHAasA
obiacte ymemma. IleHTpasbHOe HampasiieHMe — 3T0 obpasosaTeNbHEmHE NpPOTPaMME M
nporpadad PasBUTHA LIR SymyIMX M OEeHCTBYOIMX NpennpUHMMaTeself, PYKOBOOMTENeN M
NepcoHalia Ha PasVDMUHHEX CTaIMAX PasBMTUA NPennpPUATHA.

Leutp Manoro EMsHeca YCHemHO COTPYOHMYEET CO MHOTIAGM OPTEHM3aLMAMM M ydueDuenar
sasenenuavu Canxr-lerepSypra

HAIN{ NAPTHEPH B CAHKT-NETEPEVPIE

e Canxr-llerepByprcxitl $0HO PasSBMTMA MaJOTO M cpemHerc GusHeca

e MucTuTyT npobseM npennpuHMMaTENsCTEa

e ToCymapCTEEeHHH)N peTMOHaNbHEN ofpa3oBaTenbHNiT LEHTDP

e Canxr-lerepbyprcxist CouMabHO-SKOHOMUYECKMIT MHCTUTYT

o Toprozc-lpoyzmmnesHasn nanata Casxr-llerepSypra

e Jlenuurpancxaa Toprosc-NpoMLIeHHaA DasaTa



A’ Smes and promotion ...sales
i i A efforts

Pienyrityskeskus (Ravald and Gronroos, 1996; Ringberg et al., 2007). For developing brand
value in business-to-business markets, this paper proposes that brand re-

lationships should be managed by brand personified, i.e~human represen-
tatives of the brand.

Customer retention in business-to-busings§ markets highlights two import-
ant elements: branding and relationship marketing together in the form of
brand relationship management, Analysis of the brand relationship manage-
ment process shows that it-builds up satisfied customers, driving them
towards loyalty by deyetoping one-to-one relationships, and resulting in
actual market exchariges. The key to the programme is field management

Sales organisation in Russia
Reliable service partners

nasnan

A logger's best. friend

1epb BUE0 KONMEKLMA <liup Ponsses.
noseunace Ha DVD u & Buaeoranepee!

The World of Ponsse

«Moncce nopmnceisaer
norosop (20102007 M

«Mowcces Havmmaer il
compynHiiectso (2009.2007) N
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KONECRANES

Lifting Businesses
FABHAA CTPAHMUA O KOMMAHUW MPOAYKUWA YCNYTU MNOCTABKW KAPBEPA TMPECCA ALPECA

Bac npuBertcTByeT poccuiickoe nogpasgeneHue
Konecranes

CPEACTBA NPOEKTUPOBAHNA
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Sales is critical

. .

-Personal interaction ,
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A” Smes and promotion
...event marketing
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Event-marketing is defined as the interactive communication of brand values
by staging marketing-events as 3-dimensional brand-related hyperrealities in which
consumers are actively involved on a behavioural level and which would result in
their emotional attachment to the brand (Wohlfeil and Whelan 2006). However,

General Partner of the Mariinsky Theatre
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- p a rt n e rS h | p S Principal Partners of the Mariinsky Theatre:
- S M ES? % SBERBANK Yoko Ceschina CQHIFIGM
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4 1L £

Sponsors of the Mariinsky Theatre:

" momsank  BOMBARDIER [SISISTEMA 5 sasic

Partner of the Mariinsky Theatre:

®

HOTEL ASTORIA



A’ Smes and promotion ...event
aio-yliopisto marketi ng
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L3 e = B

(Drengner 2003; Petty et al. 1983). Interestmgly, previnus research has
already proven that consumers tend to be highly involved in event-
marketing strategies because of their voluntary participation in them
(Drengner 2003; Nufer 2002). Thus, an understanding of consumers’

1. EXperience orientation

2. Interactivity

3. Self-initiation i
4. Dramaturgy R cs———
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Incubator for technology

firms

SMEs and place

Where and when SMEs can sell?
— The place => distribution
In St Petersburg?
In the city — really expensive
— Web shops — always open
How about services?

Avoimien ovien —

tapah
kavija

Aalto-yliopisto
Kauppakorkeakoulu
Start-Up Center

o

Ajankohtaista

Kasvuhaluisille yrityksille
Aalto Start-Up Center -yrityshautomo

; RTTe i 55 A Aaltastart-Lip Center
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Moscow Engineering Physics
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255
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Aalto Start-Up Centerin
jdrjestimi avoimien ovien
tapahtuma 18.11.2010 veti
v&aurl...

Lue uutinen

17 minutes ago

Check this video out -
Wenture Bonsai for
Entrepreneurs http:fft.co
JLV2PASC via @youtube
6 days ago

Mextdoor tekee kotin
ostettavista palveluista poppia
(tiedote) http: /fbit.Iy/fC33IL
6 days ago
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SMEs and people ...

« SMEs the most critical resource
— Expensive, difficult to find and recruite; why?

Cdmpa’ny Services Customeré Research Contact hs

comm

News

1.11.2010 Communicea
develops communication
processes for Lemminkainen
Communicea tutki:
Liikkeenjohto ei ole taysin
tyytyvainen organisaationsa
viestintaan 1.9.2010
16.8.2010 Riina Marttinen
joins Communicea
Communicea awarded with
"The Strongest in Finland
2010" certificate

24.,3.2010 Development
project of Kiinteistdpalvelut
ry's extranet completed

GICGCI

Efficiency, consistency, continuity

Even the most reputable and successful companies suffer from communications
inefficiencies, inconsistent communications guality and a shortage of resources. They
are not able to prioritize efforts to improve and develop their communications because
they have to spend time taking care of daily routines.

Communication consultancy Communicea can help your company tackle its
communication challenges. This is achieved by utilizing communication processes.
We'll document your core communication activities as processes and create tools and
templates to support them.

The core communication processes identified and defined by Communicea will facilitate
planning and executing of communication. Companies can also outsource part of or
their whole communication function to Communicea.

The core communication processes that Communicea identifies and documents for
your company will make your communication more efficient and organized. Defining
and implementing communication processes not only increase efficiency, promote

consistency and improve quality, but also brings many other benefits.

L d & S

THE STRONGEST
IN FINLAND |

Communicea Oy

Salespeople!



A” SMEs and people
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For service organisations, brand is considered a relationship builder
(e.g., Blackett & Harrison, 2001; Ryder, 2004; Webster, 2000). It cre-
ates an intimate bond with customers based on its value proposition or
a brand promise (Barnes, 2003; Muniz & O’Guinn, 2001). The promise
needs to be fulfilled at each service encounter to secure the longevity
of customer-brand relationships (Berry, Conant, & Parasuraman, 1991;
McQuistoR, 2004; Zeithaml, Berry, & Parasuraman, 1993).

SMEs
- How to build
the relationships?
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SMEs and processes ...
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SMEs and processes
interaction with consumers
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