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1  Introduction 


In this chapter, the reader will get familiarized with the chosen case company Steni 
 Finland Oy and why they need this study. This thesis conducts as a project-based digital 
 marketing plan. This chapter will discuss the main objectives together with demarcation.


1.1   Background  


Digital marketing means the use of technology and digital media for achieving marketing 
 objectives (Chaffey 2019). The way of marketing products online has overtaken traditional 
 offline marketing models. It is now more critical for companies to master than ever 


because of the number of potential customers online. In 2018, out of all the internet users 
 worldwide, the average daily time spent online per day with a mobile device was 122 
 minutes (Statista 2019). Digital marketing is a fast way of reaching these potential 
 customers, unlike any traditional marketing, real-time, and anywhere (Digital Marketing 
 Institute 2020). 


Moving marketing efforts online provides a possibility to reach large audiences cost-
 effectively. Because digital marketing can be based on the user's online history using 
 search marketing, it is possible to do more tailored marketing directly for specific user 
 groups. Being able to get seen only amongst the main target group will make marketing 
 more cost-efficient and allows companies to direct funds towards the most effective 
 marketing channel instead of trying to market for everyone.  


The case company Steni has existing digital marketing actions that are run from Norway 
 and is united with all of its multinational branches. The company recognizes that it needs 
 to make a more detailed digital marketing plan for each of its sales regions. Currently, 
 their marketing budget is directed for Google advertising, SEO, and Pay-Per-Click 


marketing. In addition, Steni pays for banner advertising space on the rakentaja.fi website 
 and is using additional Kesko Oyj marketing platforms for Terra foundation panel 


marketed for B2C customers. According to the case compan s wishes, this thesis will 
focus on these channels while introducing other potential methods. The information 
provided in this thesis is shared with the headquarters in Norway. Steni employees in 
Finland can use this study to have a better understanding of how their marketing is 
constructed to support reaching their sales goals. 



(6)1.1  Project Objective 


The project objective of this thesis is to create a digital marketing plan of the case 
 company Steni Finland Oy based on its current digital marketing actions. This plan will 
 explain in detail how the case company could optimize its digital marketing in Finland. The 
 main goal of this digital marketing plan is to increase brand awareness and loyalty, 


Increase website traffic, generate and increase sales and increase build online 
 involvement and dialogue.  


PT 1. Designing the theoretical framework  


PT 2. Anal ing the case compan s current digital marketing plan and performance 


PT 3. Collecting the required data for planning a digital marketing plan 


PT 4. Creating an improved and suggestive digital marketing plan for Steni Finland Oy 


PT 5. Evaluation of the project process and the outcome, including the case compan s 
 feedback and learning outcomes 


Table 1. Overlay matrix  


Project Task  Theoretical  
 Framework* 


Project Management 
 Methods  


Outcomes ** 


PT 1. 


 Digital Marketing 
 Theory  


Digital marketing 
 theory, Social media 
 marketing, Search 
 engine marketing,  


Desktop study  Theoretical 
 Framework 


PT 2.   


Case compan s 
 current digital 
 marketing analysis  


Case compan s 
 website, Marketing 
 data provided by the 
 company, Online. 


Desktop study, semi 
 structured interview 


Current state 
 analysis of the case 
 company 


PT 3. Collecting the 
 required data 


Online, theoretical 
 literature.  


Desktop study, 
 Company interview  


 Planning model 


PT 4.  


Digital marketing 
 plan  


Usin the information 
 gained from PT1-3 


Desktop study  Optimized digital 
marketing plan with 
improvement ideas 
and new methods 
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Evaluation and case 
 company´s feedback 


Feedback from the 
 company and 
 outcomes. 


Feedback   Possible 


improvements 


1.2  Project Scope 


The project scope of this thesis is to analyse the case company's current digital marketing 
 actions. Improvements are focusing on gaining brand awareness and website traffic by 
 using the company's existing preferred online marketing channels and by introducing a 
 more social media and search engine focused viewpoint. Creating brand awareness 
 through digital marketing will benefit the case company due to the nature of its visual 
 products. The aim is to focus on low budget marketing options by using the known yearly 
 budget. The results of this study will show how the case company could improve its 
 currently used digital marketing channels and tactics and how or why it should adopt new 
 channels. Because the company already has its digital marketing plan, the implementation 
 phase of this digital marketing plan in action is not included by the author. Implementation 
 is completely left for the company to decide whether it wants to make changes based on 
 these given suggestions and provided digital marketing plan. 


According to the Google analytics data provided by the case company, increasing the 
 website users count is the essential goal of their marketing plan. Products marketed by 
 Steni are meant for both, B2B and B2C customers. Because of that, this study is not 
 favouring either of these customer segments. Improvement suggestions are given to the 
 current Pay-per-click, SEO and Google marketing which are case company's primary 
 marketing tactics mentioned in the 2019 marketing budget plan. In addition to these, Steni 
 has a paid advertising strategy for digital channels which is established based on the 
 target groups and then channels. Analyzation and suggestions are made for this strategy. 


Other marketing tactics studied are Content marketing and Facebook marketing.  


1.3   International Aspect 


Steni is a Norwegian based construction material company focused on supplying high-
quality facade solutions. The company has physical sales companies in Norway, Sweden, 
Denmark, Finland, and the Netherlands. The marketing operations of Steni are run and 
managed from Norway. The goal of this thesis is to give local insights from Finland to the 
Norwegian branch. 
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This study will benefit the case company by providing improvement ideas and changes to 
 the current digital marketing plan supported by the research given in this thesis. The 
 theoretical part of this study will educate the reader's knowledge about digital marketing 
 by providing more in-depth knowledge about content marketing, social media marketing, 
 and search marketing. Based on this information, the case company can take action to 
 produce quality content to the right channels leading to gain of better online visibility, 
 improved brand awareness, and increased sales. 


This study provides a platform for the theory of digital marketing. It can, therefore, be used 
 by any SME companies in the same situation as Steni when establishing or improving 
 their digital marketing actions. 


The creation of this study will benefit the author by improving his academic writing, 
 information hoarding, and critical thinking abilities. Knowing how to make a digital 


marketing plan will provide the author with great tools for the future. Digital marketing and 
 social media are currently trending topics. Understanding the factors affecting on 


company's success in this field of expertise will help the author when applying for 
 marketing related workplaces. 


1.5  Risks 


The main risks of this thesis project are author related. The author is working full time. 


Therefore, work-related time management issues are needed to be controlled. The writing 
 schedule is required to be planned.  


Commissioning company is very co-operative, and not many risks can be associate with 
 working for them. The only problem is that some of the information obtained from the 
 commissioning company is written in Norwegian.  


Due to the COVID-19 pandemic, all the public libraries are closed, and the author has to 
stay self-quarantined due to recent overseas vacations until early April. Finding source 
literature will be delayed, and therefore most of the sources used are from online. No 
source literature was obtained before the government closed all the public libraries. 



(9)1.6  Key Concepts 


Digital Marketing: "Achieving marketing objectives through applying digital technologies 
 and media" (Chaffey 2019). 


 "Search Marketing is the process of gaining traffic and visibility from search engines 
 through both paid and unpaid efforts" (Searchengineland 2020). 


Search Engine Optimisation (SEO): Process of making the website and all the content 
 in there optimal for search engines in order to gain higher visibility in organic search 
 results (Searchenginejournal 2019). 


"Social media marketing is the use of social media websites and social networks to 
 market a company's products and services. Social media marketing provides companies 
 with a way to reach new customers, engage with existing customers, and promote their 
 desired culture, mission, or tone" (Kenton 2018.) 


"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 2019). 


1.7  Case Company 


Steni is a Norwegian based company specialising in unique and durable façade solutions. 


Steni was established as a family-owned company in 1965 in Norway and is now having 
 around 130 employees. Besides Norway, sales companies are located in Finland, 


Sweden, Denmark, and the Netherlands. In addition, Steni façade products are sold under 
 sales and marketing agreements with distributors in the United States, Canada, and other 
 European countries. Major stakeholder of the company is Accentone 2012 Holding Ltd. 


Steni products are marketed for B2B and B2C customers where façade is B2B focused, 
 and Terra foundation panels are marketed for B2C customers and retailed by K-Rauta. 


(STENI 2020.) 


Steni Finland Oy - branch is established in 1998 and has a staff of 4 employees. Turnover 
 has been on a slight decrease from 2.3 million in 2015/12 to 1.7 million in 2018/12. 


Operating income instead has increased from 0.9% in 2015/12 to 2.1% in 2018/12. 


(Fonecta 2020.) 



(10)Steni's branch in Finland is mainly a sales department; therefore, their expertise is 
 focusing on sales-related operations instead of marketing. By doing this thesis, the 
 company gets marketing data it can provide to the Norwegian headquarters where 
 marketing actions are controlled. Currently, Steni's Norwegian headquarters is creating 
 multinational marketing strategies to use in all the operative countries. With the 


information provided in this thesis can it make more detailed changes for their department 
in Finland.  
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2  Digital Marketing 


In this chapter, the theory of digital marketing is explained for the reader by focusing on 
 the objectives of this thesis. The theory is crafted with an assumption of unlimited budget 
 and resources regardless of the size of the company. By the wishes of the commissioning 
 company, this part is focusing on the most relevant concepts according to its needs 
 shown in figure 1. The theory is focusing on digital marketing and its relatedness to 


content marketing which is needed to cover search marketing and social media marketing.   


  


Digital marketing is a really broad term that can be used in many occasions. To put it 
 short, digital marketing means the promotion of a product or brand using electronic media 
 accessed by a digital device. Giovannoni (2020, 9) defines digital marketing to be a 
 synonym for all tactical marketing activities that are entered through the use of digital 
 channels. 


  


Figure 1 illustrates that digital marketing is the core where content is on the top because, 
 without content there is nothing to showcase on any social media channels or search 
 engines. Without content, there would only be blank pages (Olenski 2017). When content 
 is produced, search marketing channels and social media marketing are able to utilize it 
 and keep the compan s marketing message aligned. 


  


Search marketing is divided into Search engine optimization (SEO) and Pay-Per-Click 
(PPC) where PPC is used to boost selected keywords and then paid to the advertiser 
according to the amount of advertisement opened from that source. (Wordstream 2019.) 
SEO is an organic way of creating website traffic through content because to gain visibility 
on search engines, one needs to have keywords. Keywords come from the compan s 
content. Website, articles, blog posts and many other sources. (Patel 2020a.) 



(12)Figure 1. Theoretical framework for digital marketing plan 


2.1  Content Marketing 


Content marketing involves creating, publishing and promoting valuable information to 
 clients. The process must draw the attention of the audience and encourage a sense of 
 engagement. Patel (2020b) indicates that the content can be presented on a website, 
 social media, and other forms of communication. It must be high-quality and reliable 
 enough to satisfy the interactions. As such, a company must define the target group so 
 that it can create content that introduces the recipient to the brand. The concept is 


different from inbound marketing, where the focus is on how the information on a website 
 can be used to compel action. Content marketing ensures that the information on various 
 channels is relevant and applicable.  


Content marketing is the key to a successful digital marketing strategy. Many top leading 
 brands, such as Microsoft, Cisco Systems, and P&G, are distinctly leaders in their niche 
 market because of content. According to Smith (2019), behind every successful brand is a 
 treasure of valuable and relevant content that engages and connects with the 


organi ation s audience. Companies that emplo  this strateg  stand to gain the most in 
the shift to digital marketing because they can build an online brand reputation and trust 
through content marketing (Smith, 2019). 



(13)Sharing marketing information or content is designed to encourage social sharing. The 
 marketer must create content that will naturally lead to shares and exposure of a brand in 
 social media profiles (Kannan, 2017). It leads to an influx of followers because the content 
 addresses a specific need. The marketer must optimize content by using images, 


graphics, and hashtags to creating lasting impressions. Cover images and visual elements 
 must be chosen carefully because they are giving out the first impression. The cover 
 image is often one of the most overlooked tools on the page (Berean, 2018). Placement of 
 the cover image is generally on top of the landing page. Therefore, that image is the first 
 thing a visitor will see, the first association with the brand that will be remembered 
 (Adamczyk, 2018). 


Blogging and videos are at the moment, the most effective forms of content marketing. 


Notably, blogging is popular with small businesses because it has the potential to improve 
 search engine optimization, which can significantly increase organic traffic to the website. 


Consequently, this reduces the overall marketing budget as it provided free advertising 
 from inbound content (Sherman, 2019). In addition, video content provides an opportunity 
 for the marketer to grab and engage the audience s attention. According to Sherman 
 (2019), a third of all online activity is spent watching videos. Therefore, this can provide a 
 higher return on investment for marketers from the organic traffic generated. Video 
 marketing should focus on creating video content instead of paid video advertising. 


According to Lieb (2015, 3-4) paid video advertising is inefficient when compared to 
 content marketing.  94%  of online video viewers skip pre-roll ads before the five-second 
 mark . It is not onl  that viewers are not viewing the whole marketing videos, but 25% of 
 the revenue created from these video advertisements are coming from fraudulent views. 


This will make marketers reconsider how they should invest their marketing budget. 


  


A modern way of marketing focuses on distracting users with an endless amount of  push  
notifications. Average consumer gets commercialized messages from all the possible 
directions even when, in this case, less is more. When companies are shifting from paid 
direct advertising to content marketing, interactive platforms allow consumers to control 
the marketing flow by blocking out all the unnecessary sources and accept only the 
content they want and need when the time is most suitable for them. Marketers should 
focus on providing the content required and expected during each stage of the customer 
journey. This leads to new opportunities for engagement, sales and customer retention 
(Lieb 2015,1-2.)  



(14)More and more users want to block out advertising they feel annoyed from. Therefore, the 
 usage of browser add on ad-blockers are now more popular than ever and it is estimated 
 that 12% of paid display advertisements are never seen by an actual person. This 


converts into 18.5 milliard dollars in advertising spend losses in the year 2015 (Slefgo 
 2015). When deducting the users already utilizing ad-block options on their browser, 
 according to Sullivan (2013) digital advertising is subconsciously being ignored, and up to 
 60% has so-called   banner blindness . This means that this percentage of users are 
 unable to remember any online banners they have been shown while browsing online. In 
 the conclusion of that can be said that paid display advertising has a reduced conversion 
 rate if compared to other methods. 


2.1.1  Shifting to Content Marketing  


B2B and B2C marketers are shifting their budgets towards content marketing while same 
 time ranking banner ads as the least effective method of paid marketing. For marketers, 
 this means moving their focus away from paid channels towards the content. This will 
 create a solid foundation for delivering a variety of quality content for the customers 
 regardless of the platform. (Lieb 2015,4-5.) The additional five factors that will help 
 marketers to realize that speeding up the shift to content advertising as soon as possible 
 include.  


1.  Attitudinal factor 
 2.  Privacy and safety  


3.  A growing amount of new channels and converged media formats  
 4.  Mobile 


5.  Omni-Channel 


Attitudinal factor. Lieb (2015, 6) refers to a study conducted by Adobe, where 30% of the 
 respondents replied that online advertising is not effective but instead disliked and 


untrusted. 54% of respondents believe that banner advertisements do not work. Half of 
 the respondents describe online ads with terms such as   anno ing   distracting  and   
 incisive .  


Privacy and safety. Lieb (2015, 7) presents a report from TrustE, which indicates that a 
 quarter of consumers are worried about the safety of smart devices. Major safety 


concerns relate to the privacy of the data collected on the device. Only one out of five 
consumers are outweighing these concerns because of the provided benefits of smart 



(15)Because the growing amount of new channels and converged media formats is 
 continuously raising, marketers are facing a challenge to create more content than ever 
 before. Content needs to be easily adaptable but in order to do that the media channel 
 needs to be decided. It is challenging to produce identical content for paid, owned and 
 earned media channels. Using multiple channels is still needed to avoid risk because the 
 efficiency of marketing varies between channels. Investing in paid advertising instead of 
 content marketing will make using various channels and experimenting with new ones 
 more expensive and time-consuming (Lieb 2015, 7.)  


Mobile devices have a smaller screen and are more personal by nature when compared 
 to traditional desktop computers and television, yet media time consumed between these 
 devices has overtaken by mobile devices. Marketers are challenged to create mobile-
 friendly and optimized content for smaller screens. Mobile-friendly content needs to be 
 presented in more innovative ways. In most countries, mobile internet usage is paid 
 accordingly to the used data amount and therefore opening advertisements will end up 
 costing for the consumer. One theory presented is that half of the advertised opened via 
 mobile is by accident (Lieb 2015, 7.) 


Omni-Channel (Cross-channel strategy). Even the brands who are successfully running 
 paid digital advertising campaigns are now at risk if not starting to create more 


complementary content. Because customers are consuming more content in digital form 
 than ever they have developed a skill of critical reading. Not just any content is enough. 


Expectations are on increased communication with the company by using a mobile-
optimized mix of content relevant for new and old customers (Lieb 2015, 8-9.) Rouhiainen 
(2019) presents a theor  based on a book called  Wh  smart marketing is About Help not 
H pe  b  Ja  Baer that the bu ing c cle is getting more difficult. It used to be enough for 
customers to have the only couple of touchpoints with the company before making a 
buying decision. This has changed to become an estimate of ten touchpoints. Touchpoints 
mean that customers might go see the company's Facebook and read articles on the 
website and see an advertisement on social media. After all these touchpoints customers 
still might not buy. Therefore more content and advertising are needed to remind the 
customer, so they will remember the company when being in the situation of making 
buying decisions from the area of expertise or product of that company is providing.  



(16)2.1.2  Categorizing Content 


Engaging customers and giving value is the key to content marketing. Fundamentally 
 people like stories and by using storytelling marketers can create stronger and more 
 united connections. Because stories are entertaining to listen, they are a powerful method 
 for driving learning and sharing knowledge. Stories should be tailored according to the 
 customer base. (Whitler 2018.) 


Lieb (2015) presents a theory that storytelling is essential for content marketing. Still, out 
 of three different t pes of content marketing onl  one can be identified to  tell a stor , and 
 that is entertaining content. Other methods are as important and are using the 


fundamentals of storytelling without the same type of narrative. Lieb (2015) suggests that 
 there are three different categories of content marketing;  


1.    Entertaining content 


This type of content most often tells a story. Storytelling is a powerful way to deliver a 
 message because it creates a sense of connection and builds trust. This allows the viewer 
 to enter the story and be more open for learning while driving them towards a more 


profound connection into the company or product (Boris 2017). Storytelling content is 
 visual and easy to consume on small screens on mobile devices. Mobile-friendliness 
 leads more shares in social channels (Lieb 2015, 30-33). 


2.    Informative/ Educational content 


Informative content gives prospects help to compare options, products or services while 
 educating them about the topic. With the overflowing amount of companies, products, and 
 services, customers need education and long consideration before making the buying 
 decision. Companies that are providing quality informational content are prone to enhance 
 customers pre-purchase experience leading to cross- or upselling. (Lieb 2015, 30-33.) 


3.    Utility content 


Utility content aims to provide educational yet useful content for the user. This form of 
content is mostly designed for mobile users because the need for this content is often 
sudden. For example, a video that shows how to change winter tires to a car or blog posts 
about this  ear s best Christmas decorations. The idea of utility content is to solve a 
problem without expecting anything in return. The secret underneath is to become a 
valuable asset for the consumer and that way build trust. (Woodstreet 2020.) 



(17)2.1.3  How Company Can Adapt to Content Marketing  


Changing towards more content-based marketing from traditional advertising requires 
 inhouse structural changes and re-adjustment of used resources. This change is 
 worthwhile because providing more engaging content will satisfy customers and 
 businesses marketing goals. Lieb (2015) recommends marketers to follow three main 
 changes that are: 


-  Creation of foundation for content strategy before applying new tactics 


-  Realigning marketing mix the way that investments are made across the customer 
 journey 


-  Building professional team equipped with the right resources 


Content marketing funnel shown in figure 2 can be used when creating content during 
 each phase of the customer journey. The funnel visualizes how the amount of potential 
 customers decreases as the customer journey moves towards the conversion. Each stage 
 provides suggestions for content that will push customers closer to the buying decision. 


The mission is to guide as many customers through the phases as possible by providing 
 engaging content. (Lucidchart 2020.) 


Figure 2. Content marketing funnel adapted from (Lucidchart 2020) 



(18)2.1.4  Importance of Headlines 


When creating any type of content regardless of the publishing platform, the first thing the 
 reader pays attention to is the headline. The headline needs to be designed the way it 
 catches attention and promotes to keep on reading the full content. More people are 
 reading the headline than actual body text. It can be said that headline is the most 
 important part of the content because, without creative headline, content does not get 
 seen. (Rouhiainen 2015a.) 


  


How to headlines 


Rouhiainen (2015a) says that tutorial-based  how to ____  videos have worked best for 
 him. How-to videos and articles are usually very informative and value giving. They rank 
 high on searches and have a great opening rate. The content created based on the  how-
 to  formula often seems obvious for the compan  but is important for the clients. 


  


Using numbers in headlines 


Four reasons to use numbers on your headline; Numbers are eye-catching, different from 
 other content, readers like structures and lists and numbers implement that content is 
 educational and they will learn something (Rouhiainen 2015a). 


  


Addressing the ideal buyer 


When the content is targeted to only for a small niche, mentioning ideal buyer in the 
 headline is efficient. This type of headline leads to a higher opening rate amongst the 
 group mentioned in the headline (Rouhiainen 2015a). For example  best locations to bu  
 a summerhouse . This headline is more appealing for the group searching to bu  a 
 summerhouse than for those who are not. The target group can be addressed directly 


Student, save mone  b  using student card . 
   


Avoiding mistakes 


People want to avoid making mistakes, therefore, according to Rouhiainen (2015b), 
 avoiding mistakes is often more significant motivator to read the article instead of getting 
 tips on something how to succeed on something. Therefore, for example, instead of  How 
 to bu  a used car  should be titled   5 common mistakes when bu ing a used car (and 
 how to avoid them) .  


  



(19)Using question 


It is a powerful way to get readers attention by using a question in the headline. Using 
 questions in the headline, and the body text or in a video as a first and last sentence 
 engages people to leave more comments and gets them thinking about their own 


e periences. (Rouhiainen 2015b). For e ample  Are  ou planning a vacation? Look at the 
 most popular destinations . 


2.2  Search Engine Marketing 


Search Engine Marketing (SEM) is commonly used to describe paid and non-paid or so-
 called organic and non-organic actions that are done using Search Engines (SE) like 
 Google. Non- paid SEM means optimising the website to rank up higher on Google´s 
 organic searches. This is called Search Engine Optimisation (SEO). (Hollingsworth 2019.) 
 Google is the most popular SE with its holdings on 87.35% of the global market share. 


Based on the factor that Google is the single most extensive SE, this thesis will focus only 
 on it when considering SEM. (Chris 2020.)  


In addition to SEO, Google AdWords is a paid option to increase website traffic. To use 
 Google AdWords, SEO must be already done correctly otherwise it is not as efficient to do 
 paid advertising. Google wants users to use as much money on advertising as possible 
 therefore advertiser should not trust the pre-settings when creating an advertisement. 


Paid advertising works with keywords. When the chosen keywords are used, SE will 
 promote your website on top of the Search Engine Result Page (SERP). Google AdWords 
 will put a price on all the keywords. Advertisers will pay according to the times that 


website is opened from SE. This billing method is called Pay Per Click (PPC). 


(Komulainen, 160.) 


Google AdWords vs FacebookAds 


If comparing Google AdWords and Facebook Advertising, both are efficient channels to 
 reach customers. Still, the users will have different intentions since Google is used more 
 to filling needs and problem-solving. Google AdWords will target this group of people with 
 an advertisement that is seen as a solution. Facebook is a social media channel, and 
 therefore, it is used more for communication. Users reached on social media do not have 
 an active problem that advertisers could target. Thus social media is used to target 
 customers at the beginning of a buying process and to create needs for customers. 


(Komulainen, 160.) 



(20)Search Engine Optimization 


SEO is an organic part of SEM, where the goal is to get website traffic from search 
 engines by using free optimization methods. Search engines have a ranking system for 
 their search results. Content that is shown is ranked based on what the search engine will 
 consider to be most relevant to the user. (Search Engine Land 2020.) There are two 
 different ways to gain website traffic. Earning it or paying for it. Earning the traffic is done 
 by using SEO. Ranking high on searches by using SEO is getting harder all the time as 
 more companies are mastering it therefore it is important to combine it with paid 


advertisement. (Rouhiainen 2018.) 


Company does not have to pay the SE when doing SEO but it is a common mistake to 
 think that SEO is an entirely free marketing method. Since SEO is needing constantly 
 more work to rank higher it costs a lot of time and resources. In order to rank high on 
 SERP companies need to create content like articles and blog posts which means a lot of 
 work that will cost time and money in wages. Because SEO is mostly done by using 
 Google it is not recommended to use it as only marketing method. Optimal method is to 
 use both, paid and non-paid Digital marketing options and combine them. (Rouhiainen 
 2018.) 


SEO is a process that will enhance a website content, social networks and reachability in 
 a way that the company will show more on organic searches. When customer has a need 
 and is using a keyword search, Google will show SERP according to order of importance. 


Usually only links shown on the first page are opened. Only 25% of the users will end up 
 to the second Google page. SEO will enhance marketing related return of investment 
 (ROI). When a website is optimized with the right keywords, it will attract only users that 
 belong in a target group (Komulainen, 151.) 


SEO will increase sales without increased expenses and therefore is an excellent way of 
 increasing profitability. It generates searches that will direct customers to your website to 
 make a purchase or to gain knowledge about the sold products. SEO is not meant for 
 quick results, but adding it to part of the multichannel marketing strategy will create 
 expectations for a long term success. Buying process will start with other marketing 
 methods that will get the attention and are later on supported with SEO that will direct the 
 customer to your website. SEO is a great option for small businesses and entrepreneurs 
 because it is something that can be done by anyone. When doing it by without 


outsourcing, it is theoretically free. The only thing used is one's time. (Komulainen, 153.) 
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Social media marketing allows organizations to interact with existing and potential clients 
 across various platforms.  A successful social media marketing campaign can create loyal 
 brand advocates and increased sales. Kannan (2017) explains that it starts with creating a 
 plan, finding relevant content, utilizing links, tracking competitors, and embracing a 


consistent brand image. A company must create and share content that aligns with social 
 media goals. The campaigns are closely linked with inbound marketing because it focuses 
 on creating a specific area where content can be shared. The concept of social media is 
 continuously developed in response to matching user requests, politics and raising social 
 awareness. Social media has evolved from the times when it was mostly used to stay in 
 touch with friends and family to this massive marketing platform, totally build from the 
 revenue created from the advertisements. To keep users attached and to maximize the 
 time spend on social media, new algorithms are constantly being developed and adapted 
 to use, therefore, social media marketers are needed to have excellent adapting skills. 


Tools used today might not be used tomorrow (Barysevich 2019). 


2.3.1  Instagram Marketing 


Instagram is a social sharing based free application where videos and photos can be 
 uploaded and shared with followers. These videos and photos can be liked and 


commented on. There are more than a billion monthly users, and 25 million businesses 
 have established their profiles on Instagram. From a business perspective, Instagram can 
 be used to recruit new talents. Still, more importantly, it allows brands to make their 
 content more approachable while showcasing products and trying to inspire their 


audience. Instagram users have a high engagement rate. 35% of the active users check 
 the application multiple times a day, and 70% of users have searched a brand-related 
 content on the platform. (Collins 2020.) According to Rouhiainen (2015c) the secret 
 behind the rapid growth of Instagram is the fact that it works with a mobile device and 
 therefore is always easily accessible. 


Content posted on Instagram is aiming for better customer engagement. That content 
 includes photos, videos and Instagram stories which are short video clips visible for 24 
 hours at a time in a different  stories  section of the application. From the beginning, the 
 most used way of using Instagram is posting photos. Companies should focus on 


publishing a wide variety of different types of photos and content to display the versatility 
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 advertisement focused yet more about the insight of the company and its culture. (Collins 
 2020.) When the goal is to improve organic content on Instagram the first step is to make 
 a content plan. Due to the nature of being a visual platform, the look and feel are essential 
 (Bullock 2019.) There will be an endless type of content to be created but some of the 
 most successful content types are; Behind-the-scenes posts that will give a view to the 
 part of a business that is not normally showcased. Educational Posts are informative tips 
 on how to do or make something explained easily. Reposts From Employees is an 
 effective way to humanize the business and create relatable content. Influencer Posts is 
 the way to engage broader audiences. By working with an influencer, in return for money 
 or free products, the company gets their product showcased by someone with a large 
 follower count. (Collins 2020.) 


As mentioned earlier, Instagram is used more than a billion people every month. In 
 addition to this user count, Instagram is more engaging than Facebook or Twitter. After 
 being purchased by Facebook in 2013, Instagram started to experiment with limited 
 advertising services and later in 2015, allowed advertising for all brands and businesses. 


Being owned by Facebook will enable advertisers to operate by using Facebook Ad 
 Manager, which grants access to Facebook's massive user information, making it possible 
 to advertise directly for specific target audiences.(Newberry 2019c.) This leads to a high 
 return on investment. According to Newberr  (2019b)  200 million users visit at least one 
 business profile dail    and 62% of the users have interested in a brand or product after 
 seeing it on Instagram. Every month 130 million users tap on shopping posts which allow 
 making third party product or service purchases in the application. The cost of advertising 
 on Instagram is measured in Cost-Per-Click, which results in an average of $0.70-0.80 per 
 opened advertisement. There are five formats of advertisements to choose from; Stories 
 ads, Photo ads, Video ads, Carousel ads, and Collection ads. 


Instagram is a visual platform, and therefore it works well for marketing businesses that 
are based on esthetics, pleasure, and guiding such as restaurants, wellness- and 
travelling companies. One wa  to improve the compan s visibilit  on Instagram 
encourages users to tag the company for posted photos. Instead of direct selling, 
Instagram will strengthen customers loyalty and trust when they see company-related 
content posted by other users. Paid advertising vice Instagram is not as potential and 
versatile as Facebook. (Komulainen 2018, 258.) 
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Facebook is used by more than 2 billion people around the globe. It is the most popular 
 social media channel in Finland. Facebook provides a platform where all kinds of groups 
 can form up to chat with each other s and follow influencers. Facebook is especiall  


suitable for B2C marketing. It is easy to set up new forums and groups that can be used to 
 find new customers and engage existing ones. (Komulainen 2018, 235.) 


  


The speciality of Facebook is its ability to target marketing for niche target groups. This is 
 a result of the amount of user data gathered by Facebook. For advertising on Facebook, a 
 business account is needed to be established. This enables the use of special marketing 
 and analytics related tools and customer service. (Komulainen 2018, 243.) 


  


People who have liked a Facebook business account will see the content posted on their 
 news feed. To gain followers and likes, it is important to create content and connect with 
 customers. It is possible but not recommended to buy followers because that will weakens 
 the organic visibility of the site. The number of fake followers who are not engaged or 
 seeing the posted content will guide Facebook's algorithm to show less content to all of 
 the followers. Follower   likes ratio is more important than large but not engages follower 
 base. (Komulainen 2018, 244.) 


  


It is recommended to start by optimizing the business page before starting to use paid 
 advertising. Facebook has developed their algorithm to work that only the content that is 
 classified as pleasing will be shown to the followers. By estimate, only a few percents of 
 the content is shown organically on the news feed page. Therefore paid advertising is 
 needed. The need for paid marketing is in correlation with the amount of business page 
 follower count. The content created will start to lose its visibility if followers are not liking 
 and sharing that content. (Komulainen 2018, 247.) 


  


It is easy to make paid Facebook advertisement but paying does not guarantee success. 


The most important factors when creating paid advertisement are;  Successful 


targeting, Quality of the content and Remarketing by using Pixel .(Komulainen 2018, 
252.) The Facebook Pixel is an advertising-based tool that will collect data that can be 
used to analyse previous advertisements to create more optimized and targeted 
advertisements in the future. Remarketing means advertising for people who have 
previousl  visited the compan s website (Newberr  2019b). Using all these methods is 
effective and will gain attention, but the reason why people are on social media is to get 



(24)entertained and to interact with friends; therefore advertisers who are too aggressive will 
 get blocked. The most engaging way is to use the money to boost already successful 
 organic posts. (Komulainen 2018, 252.) 


2.4  SOSTAC® Planning Model 


SOSTAC® planning model developed by PR Smith. SOSTAC® can be adapted for doing 
 all kinds of plans, but it works well when doing a digital marketing plan. The idea of using 
 SOSTAC® is that it provides a consistent structure. SOSTAC® stands for Situation 
 analysis, Objectives, Strategy, Tactics, Action and Control. This thesis is using the 
 SOSTAC® planning model to create a digital marketing plan. The model is visualized 
 below in figure 3. (Chaffrey, Smith 2017, 3.) 


Figure 3. SOSTAC® Planning Model (adapted from Chaffrey, Smith 2017, 3.) 


The first step of SOSTAC® is to do situation analysis. The breakdown of the situation 
anal sis is to get the knowledge of what is the compan s current state. If the goal is a 
digital marketing plan, the first step is to think about who are the compan s existing digital 
customers and how they are interacting with the company. By doing a SWOT analysis 
company can realistically consider and find out the possible strengths, weaknesses, 
opportunities, and threats. Doing a SWOT analysis is part of mapping the current 
situation. (Swan 2019.) 
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 to become and how digital marketing can help to achieve it (Chaffrey, Smith 2017, 4). 


Suggest framework to use is 5 S´s referring to sell, serve, speak, save, sizzle. By going 
 over 5S´s when doing digital marketing, the company can be sure it is not stuck only by 
 focusing on sales yet working as a whole by covering all the digital marketing related 
 aspects. (Swan 2019.) 


Strategy phase consists of identifying the target markets and creating a plan on how to 
 fulfil the alread  set objectives. This phase aims to answer the question   how do we get 
 there  (Swan 2019). 


Tactics are detailing the overall strategy and all the tools that are needed from the digital 
 mix to execute the set strategy. To achieve a comprehensive tactic, the use of 7PS of the 
 marketing mix help to focus on main elements for meeting the objectives. 7PS are; 


Product, Price, Place, Promotion, People, Process and Partnership. (Swan 2019.) 


Action focuses on making sure that all the previously mentioned tactics are achievable 
 and taken care of. When action is on point can the set objectives be realised. To be sure 
 that all the needed actions are considered can a company use an action plan depending 
 on their needs. Action Plan consists of checklist including, for example, SEO and PPC. 


(Swan 2019.) 


Control is the final step of the SOSTAC® cycle, where performance is monitored and 
 measured based on the set objectives on stage 1. Controlling provides information from 
 each stage and based on that data can improvements be made. SOSTAC® is a never-
 ending cycle where controlling always leads back to developing other stages. It is 


recommended to have organized monitoring to ensure the company is taking its capability 
to meet the set objectives. (Swan 2019.) 
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3  Project Management Methods 


This chapter introduces the chosen information gathering methods and selected project 
 tasks needed to complete this research. The final project outcome; Digital Marketing plan 
 requires a total of four project tasks. All the project task phases are illustrated in Figure 4 
 below.  


There are two types of research methods: primary research and secondary research. 


Primary research means finding the data by yourself and making analyses based on the 
 findings. Secondary research as to know as a desktop study or desk research means 
 reviewing the information provided by existing data. Doing a desktop study means 
 collecting broad understanding from the topic and putting it more compact and 


presentable form. (Travis 2016.) Most of the data obtained for this thesis is using desktop 
 research. Still, I will also be in touch with the marketing director of Steni and conduct a 
 semi-structured qualitative interview. By interviewing the managing director (MD) of Steni 
 Finland, Mr. Antti Pyykkö, the author will gain Steni s vision of who are their direct 


competitors and what are the strengths and weaknesses of Steni s current digital 


marketing. The interview is not implemented with any specific questions in mind but more 
 with specific themes in mind as previously mentioned. After this interview, the author 
 might need to stay in touch with Steni if any questions appear via phone or email. 


Company feedback is gathered from Mr Nielsen from Steni Norway and Mr Pyykkö and is 
 then organized to the conclusions chapter. Steni is providing me with their marketing-
 related information in the form of powerpoints, excel charts and monthly company letters.  


PT1: At this phase, the task is to find out about the possible markets and target audience. 


Most potential marketing channels are selected according to the case company's needs 
 fitted with current trends. Digital marketing planning is studied to find out how to sort the 
 necessary information regarding the company.  


PT2:  At this phase, suitable digital marketing strategies will be discussed and selected 
 according to the case company's goals and objectives. The current state of the company's 
 digital marketing is analysed. 


PT3: At this phase, the Digital marketing plan is crafted based on the theory and 


selections that has presented during the PT1 and PT2. The final product will provide the 
case company with a full suggestive framework on how to improve their digital marketing. 
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According to this feedback, corrections can be taken into action. After the corrections final 
 phase is to include project evaluation. 


Project Task       


Data source    


Project  
 Management  
 Method 


Task  
 Outcome 


Project Outcome 


Figure 4. Research methods. 
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4  Situation Analysis 


This chapter conducts a situation anal sis that focuses on assessing the compan s 
 current situation by answering questions about the current state. The first chapter will 
 focus on Steni s current digital marketing activities, together with the divided marketing 
 budget. Chapter 4.2 Focuses on competitor analysis. Financial and company-related 
 information is based on the material provided by Steni including; Google analytics reports, 
 market budget for Finland 2019 and company newsletter.  


4.1  Current Digital Marketing Activities 


The author had an email conversation with the Chief Communication and Brand Manager 
 Mr Nielsen, who was kind enough to provide some of their marketing materials and 


explain some of the operations. He said that Steni´s regional marketing budget for Finland 
 is currently smaller than it should be. Company is looking to expand its marketing actions 
 in the future. Most of the marketing activities are outsourced for marketing agencies. Steni 
 has a marketing content plan- file that includes posting tutorials for Facebook and 


LinkedIn. The point he stressed is that B2C product Terra foundational panels are 
 separated products from the B2B line selection and have it s own budget and marketing 
 strategy which consist mostly of Facebook campaigns. For Terra marketing Steni has 
 created three categories of advertisement videos focusing on; Product information, 


Storytelling and retargeting. These videos are mainly shown as Facebook advertisements. 


Terra advertisements are targeted for someone who lives in Finland in the age range of 
 30-65+ and has shown interests towards building, home repairing and has a townhouse or 
 leisure apartment. 


  


I have obtained their Marketing Budget 2019 Finland- Exel file, Digital Channels Strategy - 
Social media phase 1 and Steni Social Media Toolbox. The latter states that the priority of 
social media channels used are Facebook and LinkedIn. For these chosen channels, 
Steni s social media toolbox is working as an informatory hand guide with a content plan 
and user tutorials focusing on how to share pre-created content that is aligned with 
company policies. 
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Steni has provided me with a cop  of their  marketing budget 2019 Finland  file. Their total 
 annual budget of 545000 NOK (47350 ) is divided between digital B2B and B2C channels 
 and  others  meaning traditional marketing. Figure 5 below illustrates the budget share 
 between the used channels. B2B covers a total of 34% budget and it is divided between; 


Faktanet live- project search database, PPC/Google/Search and RT Tietotuotekanta. 


From these channels, the largest investment is made for PPC/Google/Search sector, 
 being a 18% of the total budget. 


Figure 5 Steni Marketing Budget 2019 divided between used channels 


The annual marketing budget for B2C channels is covering 51% out of the total budget. 


Used marketing channels are; PPC/Google/search 9%, Rakentajat.fi online banner 
 advertisements 13%, Facebook marketing 2%, and Marketing via Kesko channels by 
 Digital and print methods. Kesko is the largest retailer of Steni B2C products, and the 
 budget for Kesko marketing channels is covering 27,5% of the total budget. 15% of the 
 budget is used for   others   including brochures and project photography. 


Stenis main B2C product is its Terra foundation wall panel sold directly from Kesko s K-
 Rauta stores. Terra has independent marketing budget is 45 000 . This budget is not 
 visible on their  marketing budget 2019 Finland -file that is covered in this chapter above. 


Terra foundation panels are a separate product from Steni s B2B façade products. Steni s 



(30)SE search with ke word   sokkelilev  (foundation panel) its website ranks first on organic 
 sites shown on SERP. 


4.2  Competitor Analysis 


Analysing competitors is essential because by doing so, a company can learn from what 
 someone is already implementing well. It provides an opportunity to find weaknesses in 
 competitors' strategies. These weaknesses and mistakes can then be analysed and 
 avoided. (White 2020.) 


  


When conducting a competitor analysis, the first thing to consider is identifying the 
 competitors. There are two types of competitors, direct- and indirect. Indirect competitors 
 are appealing to the same customer segment but are not offering similar services or 
 products. Therefore the primary focus should be on direct competitors who have a similar 
 business model offering similar services or products. (White 2020.) Head of Steni Finland 
 Mr Pyykkö pointed out that Steni has identified two main direct competitors, Cembrit and 
 Muotolevy. 


  


The competitor analysis is done by searching what kind of products these companies are 
 offering and what are the differences between available products. Considerations were 
 made through competitors whole product lines. The quality of the products, pricing, and 
 possibilities offered discounts should be noticed. Even if the competitors are directly 
 working on the same field, this does not mean their business model is identical. 


Companies can use low price high volume or vice versa tactic. Total market share and 
 distribution channels should be investigated if possible. 


 Steni   Cembrit   Muotolevy 



(31)Figure 6. Google Trends competitor comparison between Steni, Cembrit and Muotolevy 
 search terms (Google Trends 2020) 


Google Trends is a tool that can be used to investigate search trends. The tool shows the 
 times a chosen keyword is searched by using Google's search engine (Wordstream 
 2020a). Figure 6 above displays the keyword search analysis between Steni and its 
 competitors on a scale of 0-100 searches in the last 90 days. There is a pattern that 
 companies are searched 0-50 times a day with few expectations. Out of these three 
 companies, Cembrit is the most searched company. 


Table 2. Competitors online presence comparison. 


Chennel  Steni  Cembrit  Muotolevy 


Website  X  X  X 


Blog  X  X  X 


LinkedIn  X  X  X 


Facebook  X  X 


Instagram  X 


Youtube  X  X  X 


Twitter 


Table 2 above compares the online presence of Steni against Cembrit and Muotolevy. Out 
 of this group, Steni is the most active in updating its social media profiles. This activity is 
 still not enough. Facebook activity is a form of posting a link to the blog post on the Steni s 
 website is occurring once a month. Muotolev s Facebook page is using the ver  same 
 tactic but posting a bit more rarely. Cembrit does not have a Facebook page 


understandable for Finns or English speaking customers. Out of these three, Cembrit is 
 the only company to have an established Instagram page. Steni is practicing Instagram 
 advertisement but does not have its own page which needs to be established as soon as 
 possible. All three companies are showing low activity with randomly posted content. 


Because of this, if one the company would start to put more effort into building their social 
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 yielding higher brand recognition and website traffic. 


4.3  SWOT 


SWOT stands for Strengths, Weaknesses, Opportunities, and Threats. By using SWOT 
 analysis, can company's strategic positioning be determined by comparing strengths and 
 weaknesses against threats and opportunities created by the competitive environment. 


The goal of using SWOT is to create a big picture of the compan s current situation that 
 can be used to support strategic decisions. Detailed SWOT analysis needs 


comprehensive organization and operating environment knowledge, otherwise, the 
 analysis cannot be done correctly. The end goal is to find a few key themes where the 
 company can focus on. Without broad knowledge about the company, SWOT will end up 
 to be filled with foregone conclusions and platitudes. (Vuorinen, 2013. 88). Table 2 below 
 presents the SWOT analysis of the case company Steni. 


Table 2. SWOT analysis. 
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5  Digital Marketing Plan 


This chapter presents the analysis and suggestions for the digital marketing plan of Steni 
 Finland based on the needs of the company to raise brand awareness and website traffic. 


The development and optimization of the digital marketing plan are based on the 


theoretical framework presented in chapter 2. Also, this thesis includes a digital marketing 
 plan   presentation found in appendices. It will provide a shortened version of this 


chapter. This plan will start by introducing the reader to digital marketing trends, followed 
 by website analysis and customer targeting. Lastly, this plan will cover how to monitor 
 performance. 


5.1  Social Media Trends 


When doing a digital marketing plan, we need to look more into the concept of what is 
 digital media and its subtopic social media and how they are utilized for marketing 
 purposes by their maximal potential. Social media is a changing concept that is trying to 
 adapt according to the developer's ideas, user requests, and rising social awareness. 


Social media has evolved and is now build totally from the revenue created from 
 advertising. The goal is to maximize the time that users will spend online (Barysevich 
 2019). If a company or individual marketer wants to utilize social media the learning curve 
 needs to be infinite. According to (Katai 2019)  knowing what the latest social media trend 
 is, will help you understand where you are now with your brand and what the audience is 
 interested in . Currentl  the most trending feature that all the major applications are 
 providing is  stories   format where a short video or a photo is visible onl  for 24 hours. 


This feature is copied from a company called Snapchat that introduced stories format in 
 October 2013 and rapidly gained a user base of 40% American population (Snapchat 
 2019). Stories format generates a high engagement and is affecting consumer behaviour 
 because normally stories that are watched are posted by either friends or influencers. 


Tactically advertising between these stories will gain instant and indestructible attention 



(34)from the viewers because the  are focused on displa . The reason wh   stories  are so 
 popular is that they can be produced and consumed on the go by using a mobile device. It 
 is a refreshing change for where everything is made to look perfect and edited. (Katai 
 2019). 


  


The overstimulation that users encounter on digital platforms have decreased the basic 
 attention span and therefore marketers should favor short video advertisements 


instead of long commercials. Short videos are proven to work. Only on 
 Instagram 300 million accounts are using stories daily and thirty percent of 
 the most viewed stories are posted by business accounts. (Cooper 2018.) 
   


One crucial factor to consider when developing a compan s digital media presence is 
 mobile-friendliness, meaning how optimized the content is to use via a mobile device. 


Smartphones have supplanted regular desktops due to their convenience. In 2019 there 
 was an estimate of 2.71 billion smartphone users (Statista 2019). Companies are moving 
 their operations online to save resources and to provide more fluid and effortless user 
 experience. That is why users are searching for services online and every company 
 should optimize their digital services accordingly, and mobile-friendliness as a priority. 


Customer Behaviour  


Companies are investing in marketing to get the customer to make a purchase. Behind 
 every buying decision, there is research and companies that are great at digital marketing 
 and willing to invest in creating free content will gain higher visibility. By providing content, 
 they can build trust and engagement. Engaging customers is important because of the 
 buyer cycle that has become more difficult. Rouhiainen (2019b) presents a theory that 
 customer needs around 10 touchpoints before making a buying decision. Touchpoint 
 means the times the consumer has encountered with the company. For example, read a 
 useful review and visit the company website. Paid advertisement method remarketing is 
 used to remind these customers by re- showing advertisements and trying to wake up the 
 buying desires. 


5.2  Website Analysis 


Website analysis is done by using a free version of a tool called Woorank. In addition, 
 Woorank is offering a paid version that will show more data. Woorank is an SEO audit and 
 digital marketing tool that will inspect the website through Google s algorithms and 


generate an information sheet explaining the total website performance with details. By 



(35)using Woorank and following their suggestions, companies can rank higher on organic 
 searches and generate more traffic. (Woorank 2020). 


Figure 7. Woorank analysis of https://www.steni.fi/ total score (Woorank 2020). 


The overall score of Steni s website is 42/100 shown in figure 7 above. Their website is 
 using lots of animations but it is still looking clean. Having a slow internet connection or 
 older device might affect the user experience but sites still gain good mobile-friendliness 
 rankings and are titled as super optimized for mobile visitors. A low total score is the result 
 of  errors  on the page. Figure 7 states that there is not much to  improve  but the  error  
 amount is almost as high as  passed . This is something the company should look into. 


Figure 8. Steni website overall (Website grader 2020) 


When doing website analysis using Website Grader (2020) shown in figure 8 above. The 
 website gets a slightly better overall score 68/100, which is  not too shabb . One 


noticeable difference is in mobile-friendliness. Mobile-friendliness gets 2/3 rating due to 
tap targets   where do I click . Low performance 13/30 is due to slow page speed, and 
other Java and CSS related factors that make the site less compressed. 
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Adding links to social media profiles to the website creates backlinks that will increase the 
total score of the website in search engines point of view. Figure 9 above shows that the 
website does not have any linked social profiles. Steni has a Linkedin business profile, 
Youtube and Facebook profile. The  are not present on Instagram. Twitter search for   
Steni Finland   shows that there are mentions from other users; therefore, Twitter account 
should be created along with the Instagram business profile. Steni s products are highl  
colourful and visual, and therefore social media content friendly. The company must share 
information and content using various channels because having all the content only on the 
website limits the number of views gained. Content must be shared and spread through 
different social media channels to reach the maximum potential of getting the content 
seen and consumed. Platforms, where Steni has established accounts, seems not to be 
linked to their website. If the website is not promoting social media pages, search engines 
are not recognizing the connection. 
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According to figure 10 above the website has 5765 backlinks which is a good amount but 
 it is alarming that the backlink score is poor. This indicator is rating the quality of the 
 backlinks pointing to the website. The cleaning process should be implemented where 
 weak links are investigated and potentially removed. Steni should get their largest retailer 
 Kesko to share their content because Kesko is a large and trusted retailer. This would 
 increase the amount and quality of the backlinks. In addition to Kesko, Steni should focus 
 on getting promotions and testimonials from users. 


5.3  Targeting 


Steni is categorizing its target customers into four different sections;  


1. Architect 
 2. Entrepreneur  
 3. Builder  


4. Distributor/Dealer 


In addition, this order represents the importance of the customer. Most of the efforts are 
 used for market for architects, and for doing that Steni is using social media advertising. 


Used advertising channels are; Instagram, YouTube, Facebook, Pinterest and 
 LinkedIn. Steni does not have a business profile presence on Instagram, but it is using 
 paid Instagram marketing. All the social media channels are used for marketing social 
 media advertisements consisting of trigger words and content themes according to their 
 digital channels strategy   Social media phase 1 template; 


Architects are influenced with creativity and inspiration together with environmental aspect 
and sustainability. Architects are their primary target group; therefore, all the social media 
platforms are used. 
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 easiness and durability of the product. Used channels are Facebook, LinkedIn and 
 YouTube. 


The builder is normally their B2C customer who is in need of a foundation panel. Steni 
 Terra is advertised with its features since it is not the cheapest option on the markets. 


Total cost over time, extended guarantee, competitor comparisons and testimonials are 
 main arguments. Builders are advertised on Facebook and LinkedIn. 


Lastly, Steni is open for new distribution channels and dealers. Facebook is used to find 
 this group of companies together with documentation and promises of easy mounting and 
 maintenance combined with a long guarantee. 


5.3.1  Google AdWords 


Steni s main ke words are  julkisivulev  and  sokkelilev . Both of these ke words rank 
their website on top of the organic results on SERP. Organic results are always shown 
after paid advertisements. Even if Steni is organically the most influential provider for 
these keywords, they should implement a paid Google Adwords campaign to take 
advantage of their competitors who are now using paid advertising shown in figure 11 
below. 



(39)Figure 11. Google SE keyword search for Sokkelilevy 
   


Their website is advertising that Steni is providing  julkisivuratkaisuja  and that ke word 
 and simpler version   julkisivu  does not generate an  SERP visibilit . Therefore this 
 keyword could be more optimi ed.  julkisivu  ke word shows that one competitor 
 Cosentino is using paid advertising and therefore being the first webpage with that 
 keyword in figure 12 below. Interview with Mr Pyykkö, the MD of Steni Finland, revealed 
 that Consentino is not considered to be their direct competitors like Cembrit and 


Muotolevy. 



(40)Figure 12. Google SE search for ke word  julkisivu


Steni s products are for B2B and B2C customers, but it would be easiest to advertise their 
 B2C Terra, which is a more high volume product. The content of the advertisement can be 
 directional focusing on getting more website traffic. The landing page for the 


advertisement should be their Terra information section on their webpage. This types of 
 advertisements can be run seasonall  depending on the compan s knowledge when 
 customers are more likely to do home renewals and repairs. One problem to consider with 
 Terra is that consumers want to buy. Steni is not selling Terra but instead supplying it for 
 K-Rauta. This means that Terra can only be purchased from K-Rauta. When using Steni s 
 own advertisement channels, they should address that K-Rauta is the dealer for Terra 
 products. As mentioned in chapter 4.1 Steni is currently using 27.5% of its marketing 
 budget b  using Kesko s marketing platform for promoting Terra both in printed and digital 
 form.  


  


For their B2C product sokkelilevy, which is retailed from K-Rauta, I created this simple 
 advertisement. With Google Adwords, tool it is possible to location, gender and age-based 
 targeting. Targeting would be done according to the compan s knowledge about the 
 target customer. Simple advertisement will tell where to get the product and where to get 
 information about it and adds a suggestive verb in the end to push the customer. 


Steni sokkelilevy K-Raudasta 
 Ad www.steni.fi 


Helppo ja vaivaton asennus 
 Tutustu jo tänään! 


Advertisement will direct to Terra landing page found 


on https://www.steni.com/products/foundation-panel/terra-by-steni/ . The landing page is 
well organized, and all the necessary information is easy to find. One thing to pay 
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