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The aim of the study was to acquire a deeper knowledge of content marketing, 
 its relevance to small and medium online retailing businesses, and to examine 
 the implementation of content marketing strategy by the case company. The re-
 search is done in parallel with the case company’s marketing development acti-
 vities, thus it also determines the effectiveness of different content marketing tac-
 tics that were used. 


The data for the theoretical part of this thesis was collected from secondary data 
 resources, including literature, articles and the Internet, as the topic is relatively 
 new. The primary data was gathered from the case company’s analytic tools for 
 the empirical part of the research.  


The results of the study demonstrate the importance of content marketing for an 
 online  reseller,  as  a  strategy  to  influence  online  consumer  behavior,  increase 
 brand visibility and its market share in the digital era. By observing current online 
 shopping  trends  and  the  opportunities  that  content  marketing  might  create  for 
 online retailers, the author draws suggestions for the companies on how to start 
 exercising content marketing strategy. Using the research on the case company’s 
 content marketing activities,  the effective content marketing tactics for  the  web 
 stores are revealed. Finally clear guidelines for the case company are given on 
 how to improve the email marketing and social media marketing in order to ge-
 nerate more leads and sales. 


Keywords: content marketing, online retailing, online consumer behavior, brand 
visibility, email newsletter marketing, social media marketing, Lamnia 
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1  Introduction 


1.1  Background and objectives 


With the rapid development of technology and internet influence, many business-
 to-consumers (B2C) companies are investing in digital marketing to gain market 
 share  and  win  the  competition.  Although  the  marketing  phenomenon and  core 
 theory remain the same, the concepts and methods keep changing towards new 
 opportunities, as well as threats, that the digital age is creating. 


According to statistics from Internet World Stats, the amount of internet users has 
 grown from over 360 million users in 2000 to over 3 billion users in the end of 
 2014 (Internet World Stats 2014). Almost half of world’s population is surfing the 
 internet  on  daily  basis  using  computers,  tablets,  and  mobile  phones.  Buyers 
 search for products from the internet instead of going to the stores. As the results, 
 online shopping industry performed an explosive growth during past decades with 
 the online  retailing  giants  as  Amazon.com,  Ebay,  Alibaba,  etc.  Most  traditional 


“brick-and-mortar”  companies  have now  become  “click-and-mortar”  companies 
 (Kotler & Armstrong 2008, p.24). 


With the internet and new technologies, companies also have several ways to get 
 to know and research about their customers,  and different strategies to deliver 
 their values to the targeted audience. The ability to learn new marketing tools and 
 channels has become a competitive advantage. Content Marketing was born in 
 the digital era. 


The way customers buy a product, their buying process and consumer behavior 
 has  changed  rapidly.  Traditional  marketing  is  not  as effective  as  it  used to  be. 


Customers trust less and pay less attention to glamorous big advertisements on 
 the television, billboards or magazines. The competition is tougher and tougher. 


Content marketing appears to be a good marketing strategy for the businesses. 


Business-to-Business (B2B) companies caught the trend of the content market-
 ing and now B2C companies also realize the advantages of it.  


Content Marketing Institute, in cooperation Marketing Profs, published “B2C Con-
tent Marketing: 2014 Benchmarks, Budgets, and Trends in North America”. Here 



(6)is some interesting data that they have collected from companies in North Ame-
 rica: 


  90% of B2C marketers are using content marketing, compared with 86% 


in 2013 


  60% of B2C marketers plan to increase their content marketing budget 
 over the next 12 months (Figure 1) 


Figure 1. B2C Content Marketing Spending estimation in North America for 
 2015 (Content Marketing Institute/MarketingProfs) 


The  numbers  and  facts  above  show  that  content  marketing  is  used  more  and 
more by B2C companies in North America. However, the concept of content mar-
keting is still new for most of small companies in general, and for online retailers 
in particular. Especially in Europe, the content marketing statistics in 2013 (un-
fortunately the data for 2014 was not found) did not show a large development.  



(7)Hubspot (Flanagan, 2014) joined forces with Smart Insights (Chaffey, 2014) and 
 surveyed over 2 600 marketers across Europe to find out that: 


  71% of European companies’ adoption of content marketing has been in-
 consistent or poor (Figure 2) 


Figure 2. Content Marketing usage by European marketers (HubSpot/Smart 
 Insights) 


  49% of companies were planning to invest between 0-20% of their mar-
keting budget on content marketing (see Figure 3) 



(8)Figure 3. Estimated investment in content marketing in European Compa-
 nies (HubSpot/Smart Insights) 


  On the other hand 93,4% of European marketers see the value and op-
 portunities in content marketing (Figure 4) 


Figure 4. Value of content marketing in Europe (HubSpot/Smart Insights) 



(9)Moreover, the rapid change in marketing tactics has created a massive amount 
 of unreliable and confusing information; that makes the small retailers face diffi-
 culties  in  choosing  the  suitable  and  effective  content  marketing  strategy  to  in-
 crease their sales. The lack of up-to-date reliable literature, and the potential ef-
 fectiveness of content marketing for online retailers, are the motivational reasons 
 for this study to be conducted. The goal of the study is to answer following re-
 search questions: 


1)  Why is content marketing relevant for small to medium online retailers? 


2)  How to plan and implement content marketing for small to medium online 
 resellers? 


3)  How  to  use  content  effectively  in  email  newsletter  marketing  and  social 
 media marketing? 


4)  How to improve content marketing strategy of the case company? 


1.2  Delimitations 


The study is focused on content marketing for small to medium online retailers. 


Traditional marketing is mentioned in the correlation with content marketing, but 
 is not considered in the research.  


The purpose of the research is to help small online resellers, which are lacking 
 knowledge of  content marketing, to be able to create an online marketing  plan 
 and win a bigger market share. Therefore B2B companies and services are not 
 covered.  


Moreover the case study is taken from a small company located in Lappeenranta. 


The case company runs an online outdoor gear shop and sells products to the 
customers  all  around  the  world.  However,  marketing  is  a  new  aspect  for  their 
operation and they just have started to invest in re-branding and content market-
ing. Thus this thesis is concentrated on supporting the company’s marketing de-
velopment. The studies are strongly related to particular type of retailing and cer-
tain  customer segment. On the other hand, supporting the shop’s international 
sales, there are no specific geographical segmentation and targeting to practice 
content marketing in this study.  
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Theoretical framework in the study goes from basic marketing definition and ob-
 jectives to the new born content marketing of digital marketing era. The concen-
 tration goes into a deeper knowledge and practices of content marketing, its ad-
 vantages and opportunities as well as limitations and difficulties.  


As  the  research  is  conducted  to  help  online  retailers  expand  their  market,  the 
 concepts  of online consumer behavior and marketing visibility is observed and 
 analyzed. It is important to understand the difference between purchase process 
 of a normal customer and an online buyer. Based on marketing goals and target 
 segmentation, marketing visibility is defined to create the content and the context 
 of marketing strategy. The next stage is to convert the sales funnel into content 
 marketing funnel in order to choose the engagement tools. 


A small part of the study is dedicated to the user interface as a part of the com-
 pany branding. It shows the importance of cooperation with programmers, espe-
 cially front-end designers, in order to create a user-centered web shop design. 


The  study  is  done  in  parallel  with  the  case  company  marketing  development. 


Therefore, case study research method is used in order to determine the effec-
 tiveness of different content marketing tactics. In the end the conclusion and the-
 oretical suggestions are made based on the results.  


To acquire research data, a qualitative research method is used. Secondary data 
 sources about content marketing usage and trends published online by marketing 
 specialist  are  collected,  as  well  as  numbers  taken  from  the  case  company’s 
 Google analytics data and other analytical tools. Both types of data are combined 
 and compared to find the best practices of content marketing for online resellers. 


1.4  Case company 


Lamnia is a Finnish outdoor gear web-store, registered under the name of PRM-
Trade Oy. The store itself opened in 2007 in Lappeenranta Finland, but the web 
shop started to be active in 2009. The company is reselling outdoor and hiking 
equipment, and especially it has a large knives selection, consisting of thousands 



(11)of knives. Below are several reasons why Lamnia is a great case company for 
 the current study. 


First of all, PRM-Trade can be considered as a young small size company with a 
 rapid  international  development.  At  the time the  company  was  found,  it  mostly 
 served  local  customers  and  Russian  customers  in  Lappeenranta  area.  Today 
 they  are  selling  different  products  to  customers  across  all  the  countries  in  the 
 world: from the United States, to South Korea, South Africa, Australia and all the 
 countries in Europe. The company has built a good reputation as a high quality 
 outdoor equipment shop with excellent customer service. 


Secondly, even if the brick-and-mortar store was the first operation of the com-
 pany,  online  reselling  has  become  their  main  business  today.  Lamnia  website 
 supports  customers  from  more  than  80  countries  with  27  languages.  Probably 
 this is one of the winning strategies of the company for the global market share 
 growth, as by far there is no other outdoor gear shop as international as Lamnia. 


The third and last reason, for being a good case company, is that PRM-Trade OY 
 just started re-branding and developing company’s marketing in 2014. The goal 
 is to bring Lamnia brand onto the well-known level and win a bigger market share 
 from the competitors.  


The company has chosen digital marketing and content marketing for their mar-
 keting development strategy and now are in the process of implementing it. They 
 have re-designed their website, have concentrated more on search engine opti-
 mization and have joined social media. Lamnia is still only making the first steps 
 into the content marketing world. Thus, it became a great inspiration for the cur-
 rent research. 


1.5  Structure of the study 


This  study  consists  of  the  two  main  parts:  theoretical  part  and  empirical  part, 
 which lead to the conclusion and the answers of the research questions. 


Theoretical part, as mentioned in chapter 1.4, goes deeper into B2C marketing, 
especially  online  reselling,  and  into  content  marketing  and  the  opportunities  it 



(12)creates for online resellers. As the result this section explains why content mar-
 keting is relevant for online resellers in the current period. 


In the empirical part, the case company and its chosen marketing strategy  are 
 observed  and  analyzed.  Using  collected  data,  the  research  gets  the  results  of 
 effectiveness of different  content marketing tactics,  how it should  be done and 
 what works well, what does not work. 


The conclusion of the study draws the guidelines and some suggestions of the 
 author for online reselling industry on using content marketing.  



2  Online retailing as the main Business to Consumer (B2C)  concentration in the digital era 


2.1  B2C online marketing 


It has been studied and proved that selling to consumers and selling to business 
 need a different strategy of marketing. Businesses usually make big purchases 
 for the identified needs and their buying process takes some amount of time to 
 make a decision, while consumers may purchase something relatively small just 
 in a second that they suddenly feel that they might need  the item in the future. 


Therefore B2C marketing is spending more efforts for the goal of expanding their 
 market share. Usually the market share is gained by brand recognition and loyalty 
 of the customers. Why does a consumer buy exactly that brand of milk each time 
 he/she goes to the supermarket? Why  does he/she change from one brand of 
 shampoo to another? Why did a customer decided to buy a pocket knife when 
 he/she never needed it before?  Marketers working in B2C companies have al-
 ways been working hard on gaining market share from their competitors, keeping 
 their loyal consumers and attract new potential customers. 


With today’s technology, people use internet for everything. That statement also 
aligns with their buying process. They go into the website to see how the product 
looks like, what people talk about it, the prices for the product, etc. The internet 



(13)offers  companies  a  vast  amount  of  customers  searching  for  all  kinds  of  infor-
 mation.  For  the  past  decade,  the  internet  consumers  were  different from  tradi-
 tional offline consumers in their approaches to purchasing and in their responses 
 to marketing. However, with the technology development and internet influence 
 these two types of consumers started to merge. In near future probably there will 
 not be any traditional offline consumers anymore, as buyers are checking infor-
 mation  online  while  being  physically  in  the  shops  or  companies.  Many  people 
 would not buy a product without looking it up in the internet. Companies also tend 
 to prefer selling online to investing fully into brick-and-mortar shops. Hence, in-
 ternet became a new battle field for marketers. This battle field  is tougher and 
 more complex, due to overload of information and different content present in the 
 internet. It is important for a company to excel and differentiate in order to stand 
 out in the competition. 


It is interesting how the online marketing strategies have changed in just a couple 
 of  years.  In  the  12th edition  of  Principles  of  Marketing,  Kotler  and  Armstrong 
 (2008) introduced a four ways to conduct online marketing module with creating 
 a Website, placing ads and promotion online, setting up or participating in Web 
 communities, or using e-mail. (Figure 5). While in the 14th edition (2012), the au-
 thors changed the Web communities into online social networks (Figure 6) 


Conducting 
 online 
 marketing
 Creating Web 


communities


Creating a 
 Web site


Placing ads 
 or promotion 


online


Using e-mail


Figure  5:  Setting  up  for  online  marketing  (Kotler  &  Amstrong  2008, 
p.498) 



(14)2.1.1  Creating a website  


The first online identity of a company/ a brand is its official website. “The overall 
 design and mission of a Web site creates the first impression for visitors. A well-
 designed Web page will balance unity and variety and will support the business’s 
 message without overpowering it. Compare building a Web site to designing it: 


Building the site is the process of building the customer interface for an entire e-
 commerce  system  with  architecture  that  provides  automation  for  process  effi-
 ciency. The goals are cost-effective sales and ease of use that increase customer 
 satisfaction, retention, and loyalty. The more complete the automation, the more 
 efficient  the  site  in  achieving  these  goals.  Designing  the Web  site  takes  these 
 principles  and  adds  marketing  and  branding”.  (Korper  &  Ellis  2001,  p.  67-68.) 
 Korper and Ellis defined clearly that building a basic and effective website if the 
 first step to do, but it should also align with branding; and while building a website, 
 a company should not leave out the marketing point of view. 


A well designed website should work smoothly, should deliver the right message 
 and should engage the audience.  As Smith and Zook (2011) underlined: accord-
 ing to Web usability expert Jacob Nielsen, four basic website factors that keep 
 visitors satisfied and coming back again and again are: 


  High-quality content 


  Easy navigation 


Conducting 
 online 
 marketing
 Setting up 


online social 
 networks


Creating a 
 Web site


Placing ads 
 or promotion 


online


Using e-mail


Figure 6: Setting Up for Online Marketing (Kotler & Amstrong 2012, p.513) 



(15)  Quick downloading  


  Updated information 


A customer will leave the website if it takes too long to load, the links does not 
 work or it has out-of-date content. (Smith & Zook 2011, p. 444.) 


Moreover, the website should be easy to navigate, pleasing to viewers’ eyes and 
 it should present useful and interesting content. The visual part is also  very im-
 portant, as it is the first thing that people see. 


It is beneficial to have a web developer and designer in-house. But these days 
 many companies seek the help from the third party website developing special-
 ists. That created the problem of integrating a web developer into client’s com-
 pany culture and vision.  It  is usually  the case that the company representative 
 has no idea how does the information technology (IT) works, meanwhile the IT 
 specialist do not understand what does the audience of the client company seeks 
 for.  Some  web  developers  are  just  building  a  smooth  working  back-end  and  a 
 nice looking front-end, but do not notice that the user interface is complex to use 
 and  not  user-centered.  That  is where the term of “Interactive Design” come to 
 use. It is essential for the company director’s board and its marketers to come up 
 with the exact function and image that they want to have on their company web-
 site.  Only  the  company  knows  its  customers,  its  brand  identity  and  the  design 
 vision for the website.  


In their guide book “Interactive Design: An Introduction to the Theory and Appli-
 cation of Used-Centered Design”, Pratt and Nunes suggest to the web designers 
 to collaborate with the client company in defining goals, success criteria for the 
 project,  and in creating features and functionality of the website (Pratt & Nunes 
 2012). On the other hand it is the company’s responsibility to introduce the users 
 and their stores. The communication between the web designers and the com-
 pany should be continuous with mutual agreement.  


The  task of  the marketers  is  to  make  sure  that  the new  design  represents  the 
brand identity and it is targeting the right audience. They test and collect the us-
ers’ feedback of the website for its further development. 



(16)The design of the website should also be created to support its content. The web-
 site content may consist of different elements: text, photographs, audios, videos, 
 etc. A well-designed web page will present a content which is simple to find, easy 
 to read, watch, and listen; and it is personalized for its customers.  


2.1.2  Placing ads or promotion online 


With  the  increasing  number  of  internet  users  and  the  amount  of  the  time  they 
 spend online, marketers work a lot on placing their advertisements in the internet. 


Kotler and Armstrong indicate search related ads, display ads and online classi-
 fieds as the major forms of online advertising (Kotler & Armstrong 2012, p. 514). 


Search related ads are the ads that appear along with the targeted keywords in 
 search engines such as Google, Yahoo!, Bing, Baidu, Yandex, etc. These ads, 
 also called Pay-per-click (PPC) ad or Cost-per-click (CPC) ad, are provided by 
 search engines. The company only pays certain amount of advertising cost if the 
 customer clicks on the link in the ad. PPC became extremely popular as people 
 look up everything in search engines. According to a 2012 survey made by Mar-
 ketingSherpa LLC 48% of almost 2,000 marketers use PPC in their online cam-
 paigns and 32% of those said it was very effective. However search engine users 
 tend to use the organic search results rather than ads, just as people usually skip 
 TV commercials unless they are very appealing.  


Display ads include banners, pop-ups, affiliate ads, etc. They are usually every-
 where in the internet, some are even following the internet user. Unless display 
 ads are well targeted, they are considered as less effective type of online adver-
 tising, as the users find them annoying. However, nice looking banners might also 
 work well on websites with the relevant content. 


Janal noted that classified advertising is the oldest form of advertising started with 
the first newspapers in 1700s, which consisted entirely of these ads. Classified 
ads are an effective, low-cost method of promoting products to large numbers of 
people. (Janal 1995, p.253.) Today, companies can create the tailored classified 
ads that will not only encourage interested people to an action, but also to share 
it with other people. 



(17)Companies also create different online viral campaigns as competitions, givea-
 ways, social campaigns, etc. that are very easy to spread with the speedy mobile 
 technology.  


2.1.3  Email marketing 


Email (electronic mail) started with basic messaging systems and networks like 
 AUTODIN, CTSS since 1960s in the United States as the messaging, store and 
 sharing files within a state’s organization or within a university. Today, email is a 
 part of people’s normal everyday life.  


A Technology  Market Research  Firm,  The  Radicati  Group,  has published  their 
 annual Email Statistics Report, which states: by March 2015 there are 


  4.53 billion worldwide email accounts 


  2.58 billion worldwide email users 


  The  number  of  emails  sent  and  received  per  day  total  over  205  billion, 
 including 93.1 billion consumer emails 


Comparing to the world’s population of 7 billion, the email market is growing enor-
 mously. In addition, with the convenient subscription and analytical tools, it is rel-
 atively easy to personalize emails and track their effectiveness.  


“Email remains one of the best marketing channels for educating and influencing 
prospects – and eventually long-term clients” wrote Kristy Short in 2012. Email 
can  be  especially  effective  for  B2B  as  the  segmentation  is  smaller,  thus  more 
accurate and precise. However, numbers prove that the same statement is also 
relevant to B2C marketing. For example, if we look into the 2014 UK market, the 
open rate of B2C retails shows almost as high as B2B sales, and the click rate is 
higher than the click rate of B2B sales or B2B services. (Figure 7) 



(18)Figure 7: Open and click-through rates across sectors in UK 2014 (Sign-
 Up.to) 


Following all the conclusions and guidelines of marketing specialists, email mar-
 keting  can  be  incredibly  effective  if  the  company  concentrates  on  tailoring  the 
 right content for the well targeted segments. 


2.1.4  Setting up online social networks 


Just  recently  during  past  couple  of  years,  internet  users  witnessed  a  boom  of 
social networks. The presence and development of the social networks have a 
big influence on marketing strategies of the companies as well. If before people 
were  using  online  discussion  forums,  today  it’s  Facebook,  Twitter,  Reddit, 



(19)LinkedIn,  Instagram  and  thousands  of  other  interest,  background,  and  profes-
 sionals specified social-networking sites. Until now, Facebook and Twitter are still 
 dominating other social networks, and companies find that it is almost a “must-
 do” thing to have an official account in either of these two social platforms, if not 
 in both. Other huge online video and photography networks as YouTube, Pinter-
 est, and Instagram are growing instantly, firstly among internet users and then all 
 among companies and brands.  


Social media went from a personal opinion sharing tool and communication, to a 
 customer  relationship  management  tool,  brand  invisibility  developing  tool,  re-
 views and feedback channel and it  is expected to expand in search engine mar-
 ket. Zift Solutions has collected impressive data about social media and business, 
 and created an interesting infographic (Appendix 1). The data was collected from 
 different sources like Forrester, University of Florida Online MSM, HubSpot, etc. 


It shows that: 


  87% of all small businesses say social media help their businesses  


  85% of business decision-makers said at least one social media channel 
 is very important when making business technology purchase decision 


  77% of Fortune Global 100 companies have a Twitter account 


  Companies  that  generate  more  than  1000  Facebook  likes    also  receive 
 nearly 1,400 website visits a day 


  10%  of  small  businesses  feel  that  social  media  is  amplifying  word –  of 
 mouth referrals 


The trend is new and is growing very fast and all of marketers have started to pay 
 special attention to Social Media Marketing. 


2.2  Online retailing trends 


Online retailing, better known as online shopping, is a part of B2C e-commerce 
that offers consumers the function to buy products directly from the website or 
web store. Although online shopping was first  introduced by Michael Aldrich in 
1979 with a system that connected a domestic TV to a computer via telephone 
line, the real development on e-shopping started only in the end of 20th century 
with the birth of Amazon and Ebay.  



(20)Online shops offer consumers a range of products with fast online payment and 
 delivery service. Consumers can shop at any time just from anywhere with com-
 puters, tablets or mobile phones. On the other hand online shopping eliminates 
 a possibility to physically touch, to try and to observe the product or meeting the 
 seller personally. Therefore traditional brick-and-mortar stores are still playing the 
 main role in retailing business. 


Every year PwC conducts a Global Total Retail Consumer Survey. This year re-
 port was published in February 2015 with the results from 19,000 online shoppers 
 surveyed. The main numbers conclude: 


  20% of shoppers buy products weekly online via PC, 10% via tablet and 
 10% via  mobile phones;  and 36% of shoppers go to the physical stores 
 weekly (Figure 8) 


  56% of shoppers buy products online because of lower prices, 47% be-
 cause they can shop 24/7 online and 40% buy online because they do not 
 need to travel to a physical store (Figure 9) 


Figure 8: Shopping channels usage rate (PwC 2015) 



(21)The same survey showed that mobile devices have become critical for pre-pur-
 chasing activities; and the presence of the retailer on social media and the inter-
 action with the customers are important. 


Consequently, consumers prefer to buy a product online, if it is not needed im-
 mediately and if they trust the shop, because it is more convenient, cheaper and 
 the product selection in the internet is huge. Of course, the development of online 
 retailing varies from segment to segment, from area to area and it also depends 
 on the product category, but in general online shopping had a stable development 
 even during the economic crisis.  


Following the trend, most of the retailers became omni-channel retails. The tradi-
 tional  stores  update  their  services  with  online  shopping  options.  On  the  other 
 hand, click-only companies also try to open physical representatives, as it turned 
 out that customers trust an online store a lot more if they know that there is also 
 a real existing physical store.  


Figure 9: Reasons to buy online (PwC 2015) 



(22)2.3  Online consumer behavior  


Any marketer should identify their consumer behavior, their decision process and 
 the facts  that  are affecting their purchase. It’s undeniable that the first keys to 
 success of each retailer are the product range, prices and customer service. How-
 ever  there  are  plenty  of factors  that  lead  a  buyer  from  visiting  an  online  shop, 
 adding a product to the cart and actually proceeding to the payment, to recom-
 mending the shop to friends and family. 


According to Alton Adams, in a 2014 survey of almost 2 000 shoppers in the USA, 
 79% said they at least sometimes check reviews before purchasing a product. In 
 the United Kingdom, more than 88% of consumers are influenced by other con-
 sumers’ online comments. In Australia, 60 percent of shoppers use the internet 
 to research their purchases. (Adams 2014.) 


David  Callaway  from  Bigcommerce  collected  data  from  the  Forbes,  Interner-
 tretailer.com, Performics.com, etc. and created  an infographic that clearly illus-
 trates what influences a purchase decision (Appendix 2). The takeaway points: 


  Top five factors are product quality (56%), free shipping (49%), easy return 
 (35%), customer reviews (33%) and visual search (30%) 


  80% says that the most important store feature is competitive pricing, 62% 


prefers online purchase, 54% strongly consider delivering speed and 36% 


pay attention to guides and product demos 


  Social media have a big impact: 81% say posts from their friends directly 
 influenced their purchase decision and 40% of people are most likely to 
 engage with branded content that contains status updated. 


Another interesting infographic was made by online savings code hub Voucher-
 cloud.  It  collected  the  data  on  the  reasons  for  the  customers  to  abandon  their 
 buying cart (Appendix 3). These impressive numbers show: 


  After  more  than  three  seconds  of  waiting  for  a  website  to  load,  57%  of 
 online consumers will leave the site (“bounce”). Among these people 80% 


will never return again to the site. 



(23)  92.6% of people said that the visuals are the top influential factor affecting 
 a purchase decision. But more than 25% of consumers said that they re-
 turned the product because it was not as expected from the pictures. 


  More than 80% of shoppers feel safer seeing trustworthy credit card logos 
 prominently displayed within an online store. 59% will abandon a transac-
 tion if their preferred payment method is not in place. 


2.4  Key success factors of small/medium online retailer 


Based  on  the  information  about  online  consumer  behavior  listed  above,  seven 
 core key elements that influence online customer buying decision can be formu-
 lated (Figure 10): 


Figure 10: Seven core influential key elements for online consumers 


The range and quality of the products, the prices, the shipping methods and the 
 payment methods are the fundamentals of online store operations. If these fac-
 tors are not working well, the retailer should better concentrate on them before 
 planning  to  expand  and  develop  their  marketing  strategy.  The  website  speed 
 highly depends on the technical part. Visual materials belong to content creation. 


Reviews and recommendations are earned by the customers’ loyalty. Assuming 
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(24)that the operational and technical parts of the online retailer work fine, the ques-
 tions that remain always important to a marketer are: how to attract buyers and 
 how to turn them into loyal customers? 


The marketing visibility model built three types of media that can be used to get 
 new people to become first customers and then loyal consumers (Figure 11): 


Figure 11: Owned, paid and earned media 


The first and most important owned media is the official website. It represents the 
 brand and is fully controlled by the company itself. Social media pages are the 
 extension of the owned media. The owned media should consist of valuable con-
 tent in order to attract and keep the audience. The audience can get to the owned 
 media  through  the  paid  media,  which  could  be  paid  advertisements  as  search 
 engine paid keyword ads, display ads, etc. It is a good starting point to lead the 
 traffic  to  the  official  website  or  the  other  channels.  The  most  rewarding  is  the 
 earned media that is created not by the company itself but by the customers. If 
 the  buyers  were  satisfied  with  the  service  and  the products,  they  might  give  a 
 good feedback or reviews and recommend the brand to their friends. Earned me-
 dia have a huge power because it creates trust for the brand. The trust that will 
 help the customer to answer the question “Should I buy this item from this partic-
 ular web shop?” (Newman 2014.) 
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(25)Base on the facts above, an online retailer can increase its market share by em-
 ploying the following process: 


Figure 12: A simple process to gain market share 


It is crucial, for a web shop to perfect its operations, including products, prices, 
 etc., and optimize its owned media, that is representing the brand. Because even 
 using brilliant paid campaigns that cost a lot, the customer will leave the first sec-
 ond they see  bad quality products,  terrible service  or poor content.  But people 
 would recommend the same excellent experience that they had, or they would 
 like to share an awesome piece of content with others.  


So how can an online retailer optimize their owned media?  



3  Content marketing as the main direct marketing strategy in  digital era 


“Content is where I expect much of the real money will be made on the Internet, 
 just as it was in broadcasting” – Content Is King, Bill Gates, 1996. 
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(26)3.1  Definition  


It has been a long debate recently if there is such a marketing concept as content 
 marketing?  Should  marketers  define  it  as  one  of  the  marketing  strategies  and 
 exercise it in their business world? The founder of Content Marketing Institute, 
 Joe Pulizzi, who considers himself the poster boy for content marketing, had a 
 long and not easy journey on bringing up content marketing into the marketing 
 world  and  spreading  the  knowledge  about  it  since  2007.  Pulizzi  raised  a  huge 
 amount of discussions, arguments; he also became an inspiration for many mar-
 keters and for people who are interested in marketing. He defines content mar-
 keting as follow: 


“Content marketing is a strategic marketing approach focused on creating and 
 distributing  valuable,  relevant,  and  consistent  content  to  attract  and  retain  a 
 clearly-defined audience – and, ultimately, to drive profitable customer action.” 


(Content Marketing Institute 2015.) 


Michael  Brenner  from  B2B  Marketing  Insider  wrote  that  “Content  marketing  is 
 about delivering the content your audience is seeking in all the places they are 
 searching for it. It is the effective combination of created, curated and syndicated 
 content”  


According  to  Amanda  Maksymiw,  awarded  Content  Marketing  Tactician  of  the 
 Year 2012, content marketing is the process of developing and sharing relevant, 
 valuable, and engaging content to target audience with the goal of acquiring new 
 customers or increasing business from existing customers. (Pulizzi 2012.) 


Julie  Fleisher, the  Director  of  Kraft  Foods,  thinks  of  content  marketing  as  con-
 necting  around  utility  or  education,  information,  community  or  entertainment. 


(Content Marketing Institute 2015.) 


Extracting the keywords from the formulated definitions, content marketing can 
be summarized in a figure below (Figure 13): 



(27)Figure 13: Content Marketing 


Noticeably, content  marketing is not  a new concept in marketing. In fact  it is a 
 core approach of basic marketing, the way marketing is created with a  specific 
 idea, campaign, and content for a targeted customer. The new thing is that today, 
 the marketers can mold content into a strategy including strategic planning, con-
 tent creation, distribution, and metrics for multiple stages of  the buying cycle to 
 multiple customer personas. (Pulizzi 2011.) Moreover, the vital component is the 
 aim to create the content which is really valuable. The demand in valuable content 
 probably comes with the digital era. The audience started to have more power. If 
 before  people  were  happy  to  watch  any  shows  the  television  offers,  read  and 
 believe  the  news  that  were  printed  in  newspapers  and  magazines;  in  this  era, 
 they  can  select  the  information  they  want,  follow  the  channels  they  like;  and 
 above all they can freely give their opinions about any piece of information that 
 caught their attention.  


Therefore content marketing might be nothing new; as a matter of fact, the idea 
 of content marketing has been already there through all the online marketing part 
 of this study.  Content management  also has  always been an important  part of 
 marketing.  Keith  Forsyth  wrote  an  article  about  Digital  Marketing  with  the  title 


“Content  management:  A  prerequisite  to  marketing  and  sales  effectiveness”; 


where he states that content management plays a critical role in marketing and 



(28)sales effectiveness as an enabler to improve access to relevant and timely infor-
 mation (Forsyth K. 2004).  In in  this chapter of the study,  content marketing is 
 defined as a concrete strategy to support online marketing in general and direct 
 marketing in particular. Content marketing is a great strategy for direct marketing 
 as it is supposed to target and speak to the audience with exact interest in the 
 exact area.  


3.2  Content marketing tactics trends 


Content can be anything created by the company. The next figure shows the im-
 plementation rates of content marketing tactics by B2C companies in North Amer-
 ica (Figure 14): 


Figure  14:  B2C  2014  Content  Marketing  Tactics  Usage  in  North  America 
 (Content Marketing Institute/MarketingProfs) 


As  the  current  study  is  examining  online  retailing,  the  concentration  also  lies 
within online channels and tools. According to Figure 14, the most popular con-



(29)tent marketing tactics are social media, articles on the official website, e-newslet-
 ters,  blogs  and  videos.  Social  media,  the  official  website  and  email  marketing 
 have been already observed under the chapters 2.1.1, 2.1.3 and 2.1.4.  


In the book about inbound marketing Halligan and Shah mentioned that starting 
 a blog is a great way to create lots of remarkable content (Halligan & Shah 2010). 


Indeed blogging became a favorite channel not only for bloggers, but for compa-
 nies to share their information and insights in a less formal way about the topics 
 that their audience is interested in. 


Because the digital era is all about what we can see and hear, videos gained a 
 huge attention from the brands because well-made videos are attracting the au-
 dience the most. A video with an interesting concept can go viral easily and can 
 stay popular for a very long time. Unlike television, a video can be found in the 
 internet any time and can be replayed as many time as needed. The most popular 
 internet video channel, YouTube has more than 1 billion users and everyday peo-
 ple are watching YouTube hundreds of millions of hours and generate billions of 
 views (YouTube Statistics). One of the best things about internet video content 
 creation  is  that  the  users  do  not  need  to  have  a  professional  studio  or  hire  a 
 filming agency to make this type of content. Most of the videos on YouTube are 
 homemade  by  individuals.  Moreover,  coming  back  to  the  infographic  made  by 
 VoucherCloud (Appendix 3), 31% of consumers bought the product after being 
 influenced  by  the  video  and  one  in  two  customers  have  more  confidence  in  a 
 product after watching an online video. Those numbers explain the great  influ-
 ence that a video can have on the viewer.  


Content marketing has no  boundaries for its appearance, tactics and channels 
that can be created and used. Some companies find a good strategy to implement 
as much tactics as possible or to be present in as many social media channel as 
possible in order to increase their brand visibility. However content marketing re-
quires a lot of time and resources and very good ideas, if its goal is to create truly 
valuable  content  that  the  customers  would  seek  for,  would  share  it  and  would 
come back to it whenever they need it. 



(30)3.3  Content marketing and online retailing 


In the previous chapters, the compelling arguments have been raised around the 
 topics of optimizing the owned media for an online retailer and increasing the trust 
 of consumers in the web store brand. After looking deeper into content marketing, 
 its tactics and trends, the safe conclusion can be drawn that it might be a suitable 
 marketing strategy for online retailers. 


3.3.1  Obstacles 


As  already  mentioned,  content  marketing  has  already  been  implemented  and 
 successfully executed by many B2B companies. However, it seems like there are 
 still many obstacles in using content marketing for B2C business, especially for 
 the retailing department. The reasons probably are that the larger range of prod-
 ucts, and the bigger amount of customers, consequently the harder it is to target 
 the audience. One more issue that should be noticed, is that the retailers are not 
 selling their own products, but the goods of other brands and companies. Thus 
 the remarketing is more complex and the retailers are often investing less in pro-
 moting other brands. 


Moreover content marketing requires resources and a huge amount of time. In 
 reality a nice piece of content might bring profit only after several months or even 
 years  after  its  creation.  Also  a  retailer  might  have  thousands  of  products  and 
 brands,  hence  it  is  impossible  to  have  information  and  deep  knowledge  about 
 every single product. So resources and time might be among the main reasons 
 why it is so hard to practice content marketing for an online retailer. Especially for 
 the small and medium size online retailers with three to ten employees, some-
 times there is simply no time to dedicate for a promotional video or to create an 
 article that will be interesting and valuable, that will help the company to stand 
 out among the competitors. 


3.3.2  Benefits 


Instead of interrupting the audience to pitch about the product, content marketing 
focuses on delivering information that helps the customer to understand issues, 
to simplify complex constructs or otherwise adds value by providing useful and 



(31)relevant information. If traditional marketing is about selling, content marketing is 
 about helping with a valuable information that the customer is seeking out (Gattis 
 2014). This reduces the annoying image that sellers have created about pushing 
 the products to the consumers; as content marketing lets the customers find out 
 about the products or the brands themselves. Customers feel that they are more 
 powerful themselves on one hand, on the other hand they trust the selling com-
 pany more because they can find the valuable information from the web store. 


Content marketing is great for brand building. Rather than promoting the supply-
 ing brand and its product, why not create valuable content about the retailer brand 
 itself and its excellent services? As a long-term strategy, content marketing is an 
 organic and authentic way to spread the company brand awareness. 


Content marketing is a good way to create the customer needs. Through educat-
 ing the audience about the product and its usage, the retailer can create the de-
 mand for that product. After reading how useful was the particular item was  for 
 others, one might think that the same item can also be of great use for him/her 
 even though before finding out that information he/she lived just fine without the 
 item. Thus it would be an effective approach to get new customers. 


Content marketing is an ultimate method for a brand to communicate with its cus-
 tomers. With the help of social media, blogs and forums, tons of discussions can 
 be  created,  which  later  on  can  also  become  a  great  source  of  content  for  the 
 company. 


Finally, by creating invaluable content, a web shop can nurture its loyal customers 
 that will keep coming back to the shop and recommend it to the people they know. 


Through content marketing, an online retailer could send out different messages 
to the targeted audience in order to educate, inspire or sometimes entertain them 
(Figure 15).   



(32)3.4  General discussion on starting content marketing for small/medium 
 online retailers 


Below  are  some  observed  conclusion  on  how  a  small/medium  online  retailer 
 might  start  exercising  content  marketing,  based  on  the  current  trend  in  digital 
 marketing world: 


1.  Start with defining: What is the unique selling proposition of the particular 
 online  shop?  What  is  special  about  the  company  brand,  what  makes  it 
 stand out from other competitors? Those unique facts should be the base 
 for the content creation. Investing in the content which will nurture custom-
 ers about the brand value is the priority of content marketing. Use content 
 to demonstrate that the web store is not only a dealer of the other brands, 
 but also it is ran by the specialists in the particular area that the customers 
 are interested in. 


2.  Pay special attention to creating content for the official website of the com-
 pany from the very early stage of content marketing strategy. As the most 
 important owned media, company website, which is the web shop itself in 
 most of the cases, should become the hub of information, where the cus-
 tomers can find all the valuable information they need. The content quality 
 on the website also helps the search engines to rank the website and direct 
 the traffic to the company’s site. 


Figure 15: Content marketing process for small/medium online 
 retailer 
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(33)3.  Generate ideas for the epic content campaigns. The idea can start from 
 any  point  of  content  marketing  process  (Figure  15);  either  to  promote  a 
 special  product  from  the  web  store;  the  inspirational  message  from  the 
 store; or the idea of the content that target a particular segment. After com-
 ing up with an idea, check the other factors: what is the target group of this 
 content? What are the objectives? Is it educating or inspiring or entertain-
 ing?  


4.  Create the Tone-of-voice for the web store and implement it for the whole 
 brand communication. Tone-of-voice is the way the company or the organ-
 ization writes and speaks, what they talk or write about and how they write 
 about it. What content the company is creating should be dictated by the 
 principles,  the mission and the vision,  and how they communicate is in-
 formed by their brand. (Zinsser.) The same Tone-of-voice should be used 
 everywhere: in the website content, in the emails, in the social media, in 
 the banners, etc. 


5.  Choose the main content tactics that the consumers of the web store are 
 using actively. It is inadvisable to try and use all the tactics, especially if 
 the company does not have enough resources and time for it. Choose the 
 most useful social media channels for the company and develop them little 
 by little. 


6.  Take  advantage  of  reviews  and  feedback  that  the  customers  left  to  in-
 crease the trust  of  other customers and also for the web shop improve-
 ment. 


7.  Awesome  giveaways  and  competitions  always  attract  a  lot  of  attention 
 from the audience and activate the customers. 


8.  Visual  content  is  always  important.  Impressive  photographs  and  videos 
 are the most effective types of the content. 


9.  Learn from the competitors, but never copy them. 


10.  Set key performance indicators for each content creation campaign. Use 
 the  analytics  and  the  tracking  tools  to  measure  the  performance  of  the 
 campaigns. 


11. Follow the technology development and trends. For example, nowadays it 
is essential to create mobile-friendly content, as a large part of the audi-
ence check internet through the mobile phones and tablets. 



(34)When choosing the channels for the content marketing and its key performance 
 indicators,  the  Inbound  Marketing  Funnel  infographic,  developed  by  Smart  In-
 sights and FIRST 10 can be used for the directions (Appendix 4). Inbound mar-
 keting  is  about  getting  found  online,  through  search  engines  and  on  sites  like 
 Facebook and YouTube and Twitter – sites that hundreds of millions of people 
 use to find answers each day  states Scott in preface for Halligan & Shah (2010). 


Creating a valuable content and promoting it, is the best way to lead customers 
 on the way to find the company and its products in the internet.  


The simplest principle of content marketing is creating only valuable content and 
 its promotion. There is so much of different content in the World Wide Web, hence 
 the company should help the customers to find their unique content. The content 
 might be integrated throughout all the channels and at the same time it should be 
 optimized for each of the channel and its audience’s characteristics.   



4  Implementing content marketing strategy for the case of  Lamnia web store 


As mentioned in the introduction, this research includes a case study based on 
 the Finnish outdoor gear web store Lamnia. The company is observed before its 
 rebranding and its investment in marketing as well as during its process of imple-
 menting the content strategy in the purpose of the market share consolidation. 


4.1  SWOT analysis and TOWS matrix of Lamnia 


The SWOT analysis was conducted to look into the external and internal environ-
ment of the company before its rebranding. The TOWS matrix goes deeper into 
identifying the fit between  the  strengths of the company and its brand with up-
coming opportunities  in order to find a chance at developing a competitive ad-
vantage. Also the matrix tries to find out the possibilities of overcoming the weak-
nesses  with  those  opportunities,  or  using  strengths  to  avoid  the  threats.  The 
TOWS matrix can be proposed as “a conceptual framework for a systematic ana-



(35)lysis that facilitates matching the external threats and opportunities with the inter-
 nal weaknesses and strengths of the Organization” (Weihrich 1982). 


Figure 16: SWOT analysis and TOWS matrix of Lamnia 


Both the SWOT analysis and the TOWS matrix demonstrate that Lamnia had a 
 good base of strengths in terms of the web shop operations such as product se-
 lection, prices, customer services, etc.; also the main weaknesses are low aware-
 ness of the brand and poor content presence. It is safe to draw  the conclusion 
 that there are possibilities for Lamnia to increase its sales and increase their mar-
 ket  share,  if the brand could  be  widely brought  out to compete with the bigger 
 online retailers.  


There  is  a  high  competition  in  the  same  retailing  business from  all  around  the 
world,  many wellknown outdoor gear resellers like Blade HQ – the USA, Knife 
Center – the USA, ToolShop – Germany, Heinnie – the UK, Thegoodstuffshop – 
Denmark, Mökkimies – Finland, and many others. Most of these stores are older 
than Lamnia, they have strong presence in social media and have gained a cer-
tain popularity among the customers around the world. Many online shops also 
offer international shipping, however Lamnia is the only one with a website in 28 
languages and an automatic currency converter.   



(36)4.2  Rebranding and redesigning the web store 


The first  thing  with  which  Lamnia  started with its marketing  development is re-
 branding, from the brand name, the logo to the domain and the official website. 


To emphasize web shop’s international retailing activities, its name changed from 
 Lamnia.fi to Lamnia and the website moved from the Finnish domain moved to a 


“.com” top-level domain. The new logo was also designed for the brand (Figure 
 17). 


The new logo of Lamnia is based on the meaning of the brand in Latin. Lamnia 
 means metal sheet or knife blade, which is symbolized by the first and the last 
 letter of the logo.  


The old Lamnia web store was built in house and developed little by little by the 
 store managers. At first the website was created as a digital business card for the 
 store, so customers can look it up on the internet and see what kind of shop it is 
 and the products it offers. It was improved with each stage of the online shopping 
 development (Appendix 5). 


The new Lamnia website is built by a third party web designing company Atflow 
 Oy. The new design has better visual effects with the main colors being dark grey 
 and orange, which also became the Lamnia brand colors. It is designed for more 
 content and functions (Appendix 6). The project of developing the website is on-
 going with a strong cooperation between Lamnia and Atflow. Although, the new 
 site is slightly slower than the old one, with a lot of functions and corrections being 
 on the list of improvement, the feedback from the customers was positive and the 
 average number of website visits has also increased.  


Figure 17: Old and new logo of Lamnia 



(37)4.3  Content marketing plan for Lamnia 


Because of the limited resources, at the beginning stage of implementing content 
 marketing Lamnia chose to invest in the following channels: the official website 
 of the web store itself, the email newsletters and social media. Each content cre-
 ation  campaign  required  written  down  plan  with  the  schedule,  the  main  target 
 group, the objectives and the measuring indicators. 


4.3.1  Official website: content creation and search engine optimization 
 support 


After redesigning the Lamnia web shop, the most 
 difficult part is to make sure that every detail is 
 working well. This consists of thousands of prod-
 ucts, different languages, different payment meth-
 ods, different delivery service options, the Lamnia 
 website being very large and requiring a lot of time 
 for testing and checking. Going through all the 
 texts to make sure that there are no mistakes and 
 watching all the pictures so there will not be any 
 low quality photos is a brutal first stage of the pro-
 cess. The second stage is to bring out and high-
 light the most unique selling propositions of the 
 web shop, which make Lamnia different and better 
 than its competitors. In this case, the most valua-
 ble information that customers should be reminded 


of all the time is that Lamnia offers free international shipping, secure shopping 
 and good customer care (Figure 18 and Figure 19). These competitive ad-
 vantages are the factors that affect the online customer’s purchase decisions. 


The short and clear explanations would help to nurture the customer and in-
 crease their trust in the shop. It is a good example of displaying the ratings and 


Figure  18:  Lamnia’s  
competitive advantage A 



(38)reviews of the web store in the customer care section as the testimonials.


Figure 19: Lamnia's competitive advantages B 


The next stage is building up the content inside the website: information about 
 the web store, and descriptions of the products. Due to the fact that the website 
 is large, the content for the selected more popular products  is created first and 
 the text translation is done for the most important languages. Using the statistics 
 from the Google Analytics, the biggest audiences of Lamnia page speak Russian, 
 English,  Finnish, Swedish  and  German  languages.  Therefore  these  languages 
 are  the  priorities  for  completing  the  content,  and  the  information  in  other  lan-
 guages can be updated later. Included in the product information are the photos, 
 the  description,  the  specifications,  the  related  articles  from  other  sites,  and  if 
 available the videos and the guides. The customers should be able to find all the 
 information that they need about the product. Reviews and ratings from the cus-
 tomers  who  bought  the  product  are  a  valuable  content  in  this  category.  Good 
 comments will give a customer the courage to buy the product. 


Throughout the entire official website content creation it is recommended to keep 
 in mind the content that would support search engine optimization, as customers 
 usually start with searching for the needed product  in the search engines.  It is 
 most likely a win for the online retailer to be on the first page in search results. 


Although  that  depends  mostly  on  the  algorithm  and  the  page  authority  that  is 
ranked by the search engine; there are simple things that can be considered to 
support the search engine’s ranking process. The keywords should be optimized 
and they should appear in the title, the headings, the text and the meta description 



(39)of the web page. The external links, from the other websites that have high ranks, 
 should also help the search engine to better recognize the webpage. It is certain 
 that the websites that have a good content and are chosen by the major audience 
 will also be granted a higher ranking in search results. 


The blog and article section is also in the plan to be added on the official website. 


This section will be used for the stories, product reviews, from the web store itself 
 or from partner writers as well as the stories from the customers of Lamnia. 


4.3.2  Email newsletters 


Thanks to its excellent retailing operations and good customer care, Lamnia has 
 attained a certain number of loyal customers. These customers are mostly out-
 door  lovers,  knife  collectors,  who  pur-


chased  the  products  from  the  online 
 store  and  who  are  satisfied  with  the 
 whole  experience.  Some  customers 
 are  fond  of  browsing  the  Lamnia  web 
 store from time to time to check on what 
 is  new  or  what  is  on  sale.  In  fact,  ac-
 cording to Google statistics almost 60% 


of the website audience are the return-
 ing visitors. Although, this also includes 
 the  visitors,  who  are  returning  again 


and again  before they would  make  a  purchase.  But from the contacts  with the 
 customers, it shows that a lot of customers are willing to follow the Lamnia news, 
 and would like to communicate with the web store. Therefore email newsletters 
 are selected as a channel to keep the customer updated and also a reminder of 
 the web store and the products.  


Lamnia had used email newsletters earlier to inform customers about the promo-
tion sales and new arrivals, new brands. The design was simple with pictures and 
not much of content. The different languages versions were all in one email, start-
ing from Finnish and English. This made the email fairly big, inconvenient and not 
optimized,  as  readers from different  countries  should  scroll  down  for  their own 
Figure 20: Lamnia's website visitors 
returning and new 



(40)language (Appendix 7). These emails were created manually and there were no 
 tools to measure the results rather than the increasing number of page visits or 
 some sales with the coupon codes if they were included in the newsletter. 


The new newsletters are created using the MailChimp email marketing service 
 provider. MailChimp features flexible templates designs and advanced analytics 
 along with other services, which fits Lamnia at this early stage. In the future there 
 might be a program developed for Lamnia’s emails, but for now MailChimp works 
 well for sending newsletters. 


Six main languages of Lamnia’s customers are chosen for the email newsletters: 


English,  Finnish,  Swedish,  German,  Russian,  and  Italian.  The  subscribers  are 
 divided into these languages and the customers from other countries are grouped 
 in  the segment for English emails. Thus each newsletter has  six different tem-
 plates and is targeted for the specific segment. The newsletter template is de-
 signed with the brand colors and specific layout, which stays the same for each 
 newsletter (Appendix 8). The unique selling propositions (free international ship-
 ping, secure shopping and good customer care) are highlighted and call-to-action 
 buttons are inserted throughout the template. Each newsletter is planned to have 
 a  certain  theme  with  the  sections  being:  special  offer,  competitions  and  givea-
 ways, new arrivals, coming soon and interesting products.  


The key measuring indicators for the email newsletters are: open rate, click rate 
 and  certainly  sales  generation  from  the  emails.  The  increasing  number  of  the 
 website visitors also shows the effectiveness of the newsletters (Figure 21). 


Figure 21: The increasing number of the Lamnia website visitors influenced 
by newsletters 



(41)The peak points of the charts appear on the same dates as the email newsletter 
 sending date. The newsletters are sent twice each month. 


4.3.3  Social Media 


Observing  a  big  number  of  fans  in  the  social  media  of  the  competitors,  it  is  a 
 decisive step for Lamnia to join the social media world to increase its brand visi-
 bility  and bring  the  company  closer  to the  customers.  One of the reasons  why 
 Lamnia did not have a presence in social media before, is because it requires a 
 lot of time and attention. It is crucial to keep the social media of the companies 
 alive, with a lot of content such as pictures, post updates, discussions, etc. It is 
 also vital to respond and react fast to the comments, feedback and messages of 
 the  audience.  Each  content  posted  in  social  media  also  requires  planning  and 
 analyzing.  


Looking into the social media trends and the customer demographics, Facebook 
 and  Instagram  were  decided  to  be  the first  social  media  channels  to  bring  the 
 brand Lamnia into. While Twitter also has a huge popularity, and there are plenty 
 of other social media, Facebook is widely used all over the world, especially in 
 Europe, by the people of all ages. The Facebook Inc. offers different services as 
 analytics and advertisement options to companies and business, meanwhile In-
 stagram is rapidly growing as the social media for photography lovers. It has a 
 big impact with visual content and is easily integrated in Facebook.  


The disadvantages of Facebook is that the social media is entirely controlled by 
 the corporation. There is a long list of terms and conditions that are applied to the 
 business pages as well as rules and restrictions for the promotion activities. For 
 example it is prohibited to advertise knives; or run the competition with the “Like 
 our page” rule on Facebook.  It is important to be aware  of the restrictions,  as 
 Facebook can remove the company page, or set a permanent followers limit. Fa-
 cebook algorithm selects which posts are appearing on the followers’ news feed, 
 therefore not all the posts are showing on the followers’ news feed.  


As for Instagram, the program is developed entirely for mobile devices such as 
mobile phones and tablets, thus it is not a convenient marketing tool to run using 
a personal computer. 



(42)The objective of social media marketing is to bring the existing customers closer 
 to the brand as a communication tool and also as the tool to reach the new cus-
 tomers  and  to  increase  the  brand  visibility.  Facebook  supports  the  audience’s 
 trust in the web store as well, due to the feature where the customers can rate 
 and give the company a review (Figure 22). As for Instagram the channel could 
 be used as  a product display,  with more artistic pictures than in  the web store 
 itself (Figure 23). 


The content of social media is planned to be integrated with the official website 
 and email newsletters. 


Figure 22: Lamnia's Facebook page 



(43)Figure 23: Lamnia's Instagram page 
 4.3.4  Tone of voice  


The main customer segment of Lamnia is men, hence the content should address 
 and target the male audience. From the very beginning the online retailer has had 
 a  reputation  of  having  clear,  short  and  precise  responds  and  communication, 
 which  are  preferred  by  the  customers.  To  make  sure  that  the  content  creation 
 and the communication with the customers are all following the same style that 
 represents the brand, a small model is created for the “tone of voice” of Lamnia 
 (Figure 24): 


Figure 24: Simple model for Lamnia's "tone of voice" 


The first block is how the content is styled and formulated. The second block is 
the way to activate the audience, as the men usually tend to respond to the chal-
lenges rather than just marketing text. Instead of “Buy this hunting knife”, “Do you 



(44)think you can hunt a deer with this knife?” would attract more attention. And the 
 third block is the way to bring the customers closer, to make them trust the store 
 which is run by the Lamnia people. By giving the opinion about the products, the 
 sellers show that they are not only selling the products, but they also know their 
 products and care about their customers. Finnish culture is what makes Lamnia 
 different  from  other  outdoor  gear  retailers  around  the  world.  Finnish  products, 
 Finnish people and Finnish nature are the factors that might attract the customers 
 from around the world to make purchases from a Finnish web store.  


4.4  Data analysis from newsletter marketing 
 4.4.1  General overview 


At  the  time  the  study  was  conducted,  Lamnia  had  in  total  over  12.5  thousand 
 newsletter subscribers including almost 4.5 thousand subscribers in the English 
 segment, over 3.5 thousand Russian subscribers, 1.9 thousand Finnish subscrib-
 ers, 1.7 thousand Swedish subscribers, 9 hundred German speaking subscribers 
 and 4 hundred Italian subscribers. So far six new email newsletters with different 
 themes have been sent since January 2015.  


According to MailChimp analytics the average retail industry open rate is 15.1% 


and the average click rate is 1.9%. With total of six email campaigns sent, Lamnia 
 has the average open rate of 49,3% and the average click rate of 22.2%. Both 
 numbers are three to eleven times higher than the industry average, which shows 
 that the target audiences for Lamnia newsletters were well optimized. The open 
 and click rates were dropping slightly as the amount of subscribes increased, but 
 in general they have an impressive performance. 


4.4.2  In-depth analysis  


For the deeper email content evaluation, it is relevant to look into the clicks; as-
 suming that customers might open the email when they see it, but they only click 
 on the link if they find the content interesting.  


4.4.2.1  Different segments are interested in different content 


Figure 25 shows the chart of the click rates for all six sent newsletters based on 
the language of the newsletter. The click rates are moderately high for the first 
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