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1 INTORODUCTION


Why are brands given such a high value in modern world? Why are the organizations
 interested in the image that they are presenting to the public? This can be explained by
 the fact that companies holding a strong brand have a life-long asset with remarkable
 power. However not only does the brand itself give a contribution to the company
 rather the awareness of the brand is crucial. The awareness is the first condition the
 company has to assure to it’s brand, otherwise the brand is not consumed and is
 therefore soon forgotten.


This thesis handles the topic of the brands and the brand awareness. The choice of the
 topic was not difficult, rather intriguing and exciting desicion. As the company Wulff
 Oy Ab requested a student of Jyväskylä University of Applied Sciences to research
 their brand awareness and image in the Jväskylä area, I signed in to do such a study to
 the company. Conducting such a research is a fascinating opportunity to be a part of
 an international company’s desicion making process and act as an expert on the field
 of study.


The consignor


Wulff Oy Ab is an international, historic and succesfull supplier of office stationery,
 ergonomy products and business-gifts-products. The company was established in
 Helsinki over 100 years ago and currently the company still holds its head-office and
 most of its business operations in the capital city area. The company’s customers are
 enterprises and other companies thus the company operates in B-to-B-markets.


Currently Wulff Oy Ab has a large amount of customer all over Finland and in the
 Nordic countries, but now the company was interested in the markets in the Jyväskylä
 city area.


Before conducting the research we decided in cooperation with the company that in
the study we concentrate on solving the awareness level by categorizing the company
only as an office stationery supplier. The definition of the category in researching the



(8)awareness is important and we wanted to remain the research both clear and
 unconfusing to the repondents.


The objective of the research


In order to spread the business operations Wulff Oy Ab was interested in the brand
 awareness level in the Jyväskylä area. However not only did the research look for to
 solve the awareness level but also to indicate the possible rivals at the markets of
 Jyväskylä. The research was begun by formulating the research questions “What is the
 level of awareness of the Wulff Oy Ab corporate-brand in the Jyväskylä business
 area?” “What is the current image of Wulff Oy Ab in Jyväskylä business area?” And


“Who are the competitors of Wulff Oy Ab in the Jyväskylä business area?” With these
 questions the objective of the research was identified and the research process begun.


Thus, primarly the research was conducted to serve the company’s needs. With the
 help of the results gathered from the markets the company is able to use it as an asset
 in their desicion making process.


The research methods


Not only is the research itself important but also the realization of the theory


surrounding the topic. Initially the research process was begun by studying the subject
 related publications in order to create more awareness to the topic. Luckily the topic
 of brands and the awareness levels is not only interesting but also very accesive


information. Especially as the world is shifting towards more brand-intensive markets,
 the literature handling the topics is available practically in every datebase a researcher
 can think of. However, in this thesis mainly few standard textbooks were used to
 identify the basic theory. From the books of David Arnold, MBA and teacher of the
 Ashidge Managment College and David A. Aaker, E.T Grether Professor at Haas
 School of Business in Berkely was found the preliminary interest of the thesis.


Naturally many other sources were used to establish the total awareness towards the
 subject. The thesis also introduces the company to the Blue Ocean’s Strategy of W.


Chan Kim’s. The strategy is intoruduced in order to find the best method to enter
markets where the competiton is already intensive.



(9)From these basic theories of the secondary data the research objective and the
 methods were formulated to meet the request of Wulff Oy Ab with the best possible
 manner.


The objective of the research was met by choosing the survey method to study the
 wanted subject. The survey was realized by the interviwerer-administrated phone
 survey implemented to the companies operating in the Jyväskylä area. The phone
 survey was targeted to 160 companies selected by the simple random sampling


method, however the questionnaire was answered by 62 company representatives. The
 phone survey questionnaire helped in identifying the awareness level of the company
 but also to clarify the situation of the competitors in the area. (Saunders, 2003, 92)


The purpose of the thesis


In this particular thesis the purpose was clear and the conditions of the subject met by
 first studying the secondary data and afterwards conducting a survey to indicate the
 results to the consignor’s interest. The main idea of the research was to offer


knowledge to the Wulff Oy Ab in order to help the managerial desicion making. In
 such research as the brand awareness survey the company might already have an idea
 of the results gathered by the survey beforehand thus the company might not receive
 surprising or even new information by the survey conducted. However the research is
 nontheless always a valuable asset to the company in order to have an insigth to the
 construction of the markets, the age-groups of the respondets and especially of the
 competitors in the area. With the help of the results the company can carefully
 formulate the best possible strategy to enter the markets and conquare the obstacles
 ahead of them.



2 COMPANY INTRODUCTION


Wulff Oy Ab is a Finnish office stationery supplier established 118 years ago in 1890
in Helsinki by a merchant Thomas Wulff. Currently with annual turnover of EUR 74.1
million in the financial year 2007 Wulff is the market leader in the field of office



(10)stationery in Finland holding a 15% market share. The operations, however, doesn’t
 limit only inside Finland’s boundaries. Wulff Oy Ab has spread its operations to the
 Nordic countries including Sweden and Norway and Estonia as another operative area.


In Sweden the market share of Wulff Oy Ab is currently the 12thbiggest market
 operator froming all in all 1% market share. In Norway the share of markets is
 currently quite small. In Estonia Wulff operates in business-gift markets scoring the
 share of the second biggest supplier in the markets. (Beltton vuosikertomus 2007)


2.1 The business idea


Wulff Oy Ab operates in Business-to-Business markets having a large scale of


customers in both large and small-and medium-sized companies. The business idea of
 Wulff Oy Ab can be identified as quite simple, easy and historically meaningful which
 on its part can explain the success of the company. The main product scale of Wulff
 Oy Ab consists of office stationery, computer accessories, corporate image-products
 and ergonomy-products. Wulff is a specialized company in aqcuiring products
 straightly from the suppliers and reselling the products to its key-customers. Due to
 the constats supply without unnecesary intermediaries Wulff Oy Ab is able to deliver
 the product effectively, with competitive prices and with largest possible product scale
 in the markets. The target customers of Wulff are both large companies and SME’s
 operating in Finland and in the Nordic countries. Currently Wulff Oy Ab is a supplier
 of eight biggest companies out of ten in Finland. (Beltton vuosikertomus 2007)
 Through long and meaninful history the slogan of the company has been formulated
 into following form: “What you can’t find from Wulff, isn’t needed”


 The slogan itself describes the position of Wulff Oy Ab in office stationery markets.


It has a competitive position with the largest scale of the best products with


competitive prices arising from the cut of intermediaries in the supply chain. (Wulffi
1/2008, 4-7)



(11)2.2 The competitive advantage


According to the business overview of the company from the year 2007 one the most
 powerful resource of the company is its human resources. Currently Wulff Oy Ab
 employs over 450 employers in Finland, in the Nordic countries and in Estonia. The
 HR is lead by the following values:


Customer approach
 Internal entrepreneurship
 Profitability


The customer approach ensures the the continuation of the business operations at
 Wulff Oy Ab. The customers are always approached with the best possible means and
 with personal contact. Internal entrepreneurship on the other hand indicates the


commitment and responsibility created by the working environment. The clearly set
 goals reward and motivate the employee. Through profitability Wulff Oy Ab’s
 business operations can remain succesfull which therefore offers the HR possibilities
 to succeed in their careers. (Beltton vuosikertomus 2007)


2.3 The company history


The company was established in 1890 by a merchant Thomas Wulff. The product
 scale was based on paper products and basic office stationery needed in the daily life
 of consumers 118 years ago. The company quickly established a share of mind and
 heart -brand in the Finnish economy recognized even today. The customers of the
 company consisted of individual consumers especially creative artist and publicly
 reknowed people in city area of Helsinki. (Wulffi 1/2008, 4-7)


Historical steps


In 1897 the business moved its location to the crucial spot of the most vivid Helsinki.


The location became since recognized as “The Corner of Wulff” which indicates the
impact of the company in the capital city area. The economic blooming period helped
the compay to grow its customer base and gain profitability. Wulff became a



(12)trendsetter in the field of the office stationery in Finland. With the trendsetting attitude
 Wulff as a company was able to relocate itself and develope the business networks
 without harmful effects to the business image also in the 1960’s. In later years the
 company modernized the image and dimised the customer networks due to
 concentration to the B-to-B markets. (Wulffi 1/2008, 4-7)


The milestone gone thorugh in the 21st century is the company’s structural change
 from Beltton Corporation to Wulff Oy Ab. Since Wulff had long historical roots, it
 was only natural that impact and cherish of those roots became ideal and timely in the
 modern year of 2008. According to Heikki Vienola, the chief executive of of Beltton,
 the name-intervention from Beltton to Wulff Oy Ab indicates the appreciation of the
 valuable history of Wulff. Through name-intervention the company sees itself as a
 stronger player in the markets. (Wulffi 1/2008, 4-7)


2.4 Future aspects


In the year 2008, after the corporative name-intervention, the company operates with
 the strong brand of Wulff. According to Juha Broman, the CEO of Wulff Oy Ab, the
 future of Wulff is not so much about the material acquisiton rather that providing
 services to the customers. The target of the company is to cut off the intermediaries
 between the seller and the buyer in order to cut costs and provide quality services
 which together form a competitive advantage in B-to-B markets. In addition Wulff Oy
 Ab strives for fulfilling its objectives in its operations. The objectives can be identified
 as


Growth
 Profitability


Internationalization


The growth of the corporation in the last three years has been approximately 7% per
year. After the corporate change the growth and profitability of the company have
been predicted to grow even faster pace. The office stationery markets are predicted to



(13)grow at the pace of 1 to 4 percentages due to growing number of enteprises,


continuous growth of office-based work and the share of IT-based tasks. The ideology
 of Wulff Oy Ab is to find new and possible business networks mainly from Finland,
 however other Nordic markets play an important role as well. The main tasks for year
 2008 are identified as the modification of the strategy, growing sales and the strong
 brand enforcement. During the next five years Wulff Oy Ab believes to achieve a
 market leadership in the Nordic markets. (Wulffi 1/2008, 4-7) (Beltton vuosikertomus
 2007)



3 B-to-B MARKETS VS B-to-C MARKETS


The Business-to-Business -markets are often characterized as a brand building and
 communications involving inter-business buying and selling. Business-to-Customers-
 markets, on the contrary, can be defined as communications, buying and selling
 involving a consumer. B-to-B-markets deal with a large set of different level


customers whereas B-to-C-markets mainly deal with the end-consumer. (Von Hertzen
 2006, 21-24)


The business market include all the organizations that buy goods and services to use in
 a production of another product or service that are sold, rented or supplied to other
 companies. (Kotler 2002, 233) Business markets usually include the following type of
 businesses or parties


Enterprises


Private entrepreneurs
 Condominiums
 Organizations


Government and governmental institutions
 Municipals and municipal offices


Churches and congregations



(14)As the both markets deal with desicion-making of purchases and are affected by
 rational and emotional factors when it comes to customers, there has been critics
 wheter the B2B and B2C -markets should be separated from one another. However,
 due to some major differences occuring between the markets the separation is both
 crucial and ideal. The following table explains the differences in a more detailed way.


(Von Hertzen 2006, 21-24)


B-TO-B B-TO-C


1. Target customers are businesses 1. Target customer are private consumers
 2. B-to-B-products are part of the end-


product or products/services needed in
 production or business making


2. B-to-C-products are end-products


3. Market consists of few but large buyers  3. Market consists of multiple, individual
 buyers


4. More georgaphically concentrated 4. Can be concentrated by which ever
 segment defined by the marketing mix
 5. Derived and inelastic demand 5. The consumer demand dicated the


business demand. The demand is more or
 less elastic.


6. More complex decision making process 6. Easier purchase process


7. Direct purchasing 7. Intermediaries between the buyer and
 seller


TABLE 1. The differences between B-2-B and B-2-C markets.


Discussion


As the B-to-B-markets continue to grow both in size and in meaning the challenges
 occuring in the particular markets are to be taken into consideration. As the market
 grows the number of possible suppliers grows as well and the competition in the
 market is to be intensive. Wulff Oy Ab has been considering the change of the B-to-B-
 markets as they are willing to solve the awareness of their brand in the business


markets. It is important that the businesses realize that the only ways to remain the
established position in the markets are differentiation and outstand from other



(15)suppliers. Brand managers in B-to-B-markets must relentlessly concentrate on
 developing and communicating points of difference, such as the firm's technical
 competence or the strength of the company's reputation, as the basis for creating
 differentiation and providing superior value. In the brand awareness study for Wulff
 Oy Ab the possibility for the differentiation from its rivals is also considered as the
 current image of the brand is pinpointed in the survey. (Davisa 2007. Branding a B2B
 service: Does a brand differentiate a logistic service provider?)


It is crucial to the companies to understand that just like B-to-C-markets also the B-to-
 B-markets needs branding. However, the nessecity of branding might not be relevant
 in the business product classes but in the heart of the company providing these


products or services. To crystallize the idea it can be concluded that also Wulff Oy Ab
 can be highly appreciated brand nontheless their products are universal and simple.


(Von Hetzen 2006, 23-30)



4 THEORETHICAL ASPECT OF BRAND AWARENESS 4.1 What is a brand?


The term brand is used widely in many occations and connections with a product,
 name or even increasigly with a person or a location. But what brands in the litteral
 sense really are? The standard marketing texbook of Philip Kotler gives a brand the
 following explanation:


A brand is a name, term, sign, symbol, desing or combination of these
 which is used to identify the goods or services of one seller or group of
 sellers and to differentiate them from those of competitors.


(Kotler 2002, 469)


However, the explanation by Philip Kotler is somewhat mechanical. Today, in a
highly competitive and brand accessive markets, the succesfull brands are more
personalities than mechanical aspects of differentiation. As consumers are asked to



(16)describe a brand, they will answer not by describing a sign, symbol or designs rather
 than with descriptive adjectives about the quality of the brand.  (Arnold 1998, 2)
 Nevertheless also Philipp Kotler admits that brands doesn’t only have an attributive
 level but also three other levels of meaning attributes being one of them. (Kotler 2002,
 469-470)


The levels of the brand are


1. The attributes. Any adjective describing the brand such as expensive, safe,
 durable.


2. The benefits. Any functional or emotional benefit delivered to the customer by the
 brand attributes.


3. The values. Consumers looking look for brand values coinciding with their own
 values.


4. The personality. The brand will attract people who’s actual or desired self-images
 match with the brand’s image.


It is suggested that brand is a complex set of functions. Branding is not only difficult
 in terms creating value but also to develop deeper set of meaning and associations.


Image


Since the observation of the brand indicates that not only the attributes of the brand
 create a high value, the image of the brand is crucial. Image can be identified as a
 overall impression and and set of associations a brand (or company) communicates to
 the public (Interbrand 2007, 60).


 In public the brands are communicated by advertising, websites, brochures, symbols
which powerfully promotes the brand towards better image. In other words the image
of the brand can’t be undenied. Since it has already been clarified that consumer
doesn’t by attributes the importance of image becomes crucial. The term image has
been gaining popularity since it has been discovered that the image of the brand has a
high effect on the prchase desicion making of the customers.



(17)Brand equity


Most importainly, however, the companies with strong brands value the brand equity.


The brand equity indicates the set of assets (and liabilities) linked to the brands name
 and symbol that adds to (or subtracts from) the value provided by product or service.


(Aaker 1996, 7-8). In accordance to the Interband’s The Brand Glossary the brand
 equity is sum of brand’s distiguishing qulities which is also referred as a reputational
 capital. A product with a a great deal of brand equity enjoys a competitive advantage
 which most commoinly also allows the usage of a premium pricing strategy.


Brand equity exists on four major cathegories
 1. Brand name awareness


2. Brand loyalty
 3. Perceived quality
 4. Brand associations.


Through these categories brands generate value to the company and to the customer.


Discussion


Since the brands are moving away from technical superiorness and turning more of an
 personal experience, the management of the brand is crucial. Today not only the
 technical superiorness is a gateway to succesful branding. What matters is the place in
 the consumer’s mind. According to David Arnold branding is not simply


characteristics of a spesific industry rather than consumer perceverance and buying
 behaviour (Arnold 1998, 2).


Brands are recognized and understood more in an emotional level which indicates the
 brands to face challenges as the consumer needs, wants and habits have to be clearly
 identified and researched. Not only do the companies have to pinpoint the brand itself
 but also the image it communicates to the public. A good brand with a bad reputation
 certainly doesn’t bring value to the company. In addition, the company itself has to
 maintain a positive image in public in order to create succefull and lasting brands.


Public media and information based services counting up such a high number of users
and market coverage, the importance of succesfull image promotion is crucial.  An



(18)unfavourable image can easily be created with a simple misinterpretation or
 misjudgement the price being the lost of image in the public.


However it is not only the information and media which forces the companies to
 succesful image-communication. The today’s consumer is highly motivated,
 knowlegdeable and detailed. Modern world and education of consumers give
 companies even higher brand image standards than ever before. Consumers play a
 meaningful role in the brand markets. With all the knowledge and the power of
 choice, the consumers decide which brands are worth of buying or even recognized.


This is fact that also Wulff Oy Ab has to take into consideration when making their
 managerial desicions about investing into Jyväskylä markets. Therefore it is ideal that
 the survey of the brand awareness is conducted before the choice of action is made in
 order to create an image of the human behaviour in the organizations of Jyväskylä.


The following figure will explain better the market consctruction of the 21st century.


Historically the information was on responsibility of the marketer, however, as the
figure prooves, in the modern day markets the customer is the one holding the power
of choice from multiple options with the knowledge, the wants, the needs and the
purchasing power.



(19)FIGURE 1. The 21st century market place. (Schultz 1999, 13)


4.2 Brand awareness


The power of the consumer’s and their preferances can be measured through brand
 awareness. Brand awareness indicates the strength of brand’s presence in consumer’s
 mind and is measured according to the different ways in which consumer’s remember
 the brand. It also measures the consumer’s ability to recognize and recall the brand
 under different conditions.


The awareness of the brand is the first condition which has to be met in the markets.


Otherwise the brand is not chosen. (Aaker 1996, 10)


Brand awareness is separated into four different levels which are identified as


Recognition
Recall



(20)“Top of mind”


Brand dominace


The following figure will explain the construction of the levels of awareness


FIGURE 2. The levels of brand awareness. (Laakso 2003, 116)


4.2.1 Brand recognition


Recognition of the brand refers to the familiarity of the brand gained from the past
 exposure. The recognition is researched through questions such as “Have you been
 exposed to this brand before?” However, it does not nessecarily have to answer
 question such as “Where the brand was used?”, “Why the brand is used?” or even


“What product group the brand represents?” Brand recognition is more of a simple


TOP OF
 MIND


BRAND RECALL/


SPONTANEOUS
 AWARENESS


BRAND RECOGNITION/


AIDED AWARENESS


BRAND IS NOT RECOGNIZED



(21)identification that the brand exists and that the exposure for the brand had happened in
 the past. (Aaker 1998, 10)


The brand recognition is also referred as aided awareness. In the brand awareness
 research a respondent is given a list of brand names and asked which ones they
 remember seeing or hearing about. As mentioned above, aided awareness does not
 indicate wheter the respondent knows to which product group or category the brand
 belongs to or even to compare it to its rivals inside the category. (Laakso 2003, 125-
 126)


The recognition have been researched by marketers and psychologists thorough years
 and they have discovered that a human mind remebers and recognizes nearly anything
 resulting from positive feelings. In addition recognition can result in remembering
 brands making no sense for the research matter if there have been a past exposure to
 the brand. This indicates that consumers prefer recognizing brands that to they have
 been exposured in the past rather than a brand that is new to them. (Aaker 1998, 10-
 11)


Brand recognition has been tried to exlain also by the economists. The affection to the
 brand recognized can result not only from insticts or intuition, but from the realization
 that the company holding the brand is spending money to the brand and putting an
 effort to future recognition. The consumers judge, in a logic manner, that since
 companies do not spend money on bad products or brands the recognition acts as a
 signal that the brand is good. (Aaker 1998, 11)


4.2.2 Brand Recall


The brand recall is identified by question such as “What brands of this product class
can you recall?” The recalled brand is therefore a brand that has been said to have a
recall in consumer’s mind if the product class of the brand is mentioned. (Aaker 1998,
11-12).
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 research the respondent’s abilty to name the brand without any given options in the
 spesific product category. The significance of the sponatneous awareness is the
 consumer’s ability to link the brand to the right category without given help.


(Laakso 2003, 125-126)


In the brand recall two exceptions arise. Firstly there are healthy and competitve niche
 brands, not known by a substantial group of consumers therefore having a low


recognition. However, since niche brands hold a power of respective loyal customer
 groups. Their low recognition does not nessecarily indicate poor performance since
 they score a high recall rate. (Aaker 1998, 12-13)


Second exception is The Graveyard. According to its name, the graveyard is deadly:


brands being on the graveyard have a high recognition however a low recall.


Customers are aware of the brand but it will not come to mind when considering of
 purchase.  (Aaker 1998, 14-15)


The graveyard is an ideal example of the fact that brands with a high recognition not
 nessecarily indicate a strong player at the markets but also it can have an indication of
 a weak one. (Aaker 1998, 15)


4.2.3 “Top of Mind”


The “top of mind” –brand can be indentified as the first brand recalled in a given
category or most recalled in the given category. The top of mind position can be
identified as a significant level of awareness since the result indicates a dominant
position in a category. The awareness dominace is thus a high incentive for purchase
desicion. “Top of mind” -awareness for the brand is crucial especially in a highly
competitive and saturated markets. (Laakso 2003, 127-128)
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If the consumer is able to name only one brand in a given category, the brand has been
 said to have a dominant position and sovereign power in its markets. When comparing
 the “top of mind”-brands and domince brands it can be concluded that neverthelss


“top of mind”-brands hold a strong position in the given category, their strength,
 however, is not quite strong as the dominant brand’s. A dominant band is the only
 brand named in a product categroy, a “top of mind”-brand on the other hand is a brand
 named first by a large number of consumers in a given categroy though they also have
 a possibility to name recalled competitor as well. (Aaker 1998, 10, 15-16)


Ultimately the brand dominace can lead to most unfavourable situation where the
 brands name becomes a common label for the product and its legally protectable
 attributes are lost. In order to avoid such atrategy a brand should be protected from the
 beginning of its life. (Aaker 1998, 15-16)


Discussion


In the research done for Wulff Oy Ab the levels of the brands had to be clearly
 defined in order to interpret the possible customer behaviour in the markets. As said
 before, the overall recognition of the brand is crucial in order to create a purchase
 desicion in the customer’s minds. Therefore, in this research, the interest lies in the


“Top of mind” awareness, spontaneous awareness and aided awareness. The brand
 dominance is not that significant matter in the research since it has been identified that
 there are several competitors at the market and none of them is predicted to hold a
 sovereignh position.



5 THE RESEARCH PROCESS


A research can be defined as something that people undertake in order to find out
things in a systematic way, which thereby increase the knowledge. The research on
the other hand is a multi-stage process with moving and changing attitude. While
research is often depicted as moving thorough various stages each of them are
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 revisited the ideas are refined. This above description also reflects the nature of this
 particular research process. As the research is seen as an ongoing process, it can be
 concluded as the particular process being one as well. It is never easy to define a clear
 and permanent research plan since the knowledge and ideas evolve during the research
 process. In order to have a clear and meaningful research the stage of planning can’t
 be overempasized. The following chapter will describe the process planned for the
 research conducted in this thesis. (Saunders 2003, 3-5)


5.1 The research problems


The key success of the research is the clear conclusions drawn from the data collected.


The extent that it can be done depends largely on the initial research questions. The
 importance of the research questions can’t therefore be overempasized. (Saunders
 2003, 23)


In this particular research the initial need for research questions arose from the request
 of the Wulff Oy Ab. The company was interested in their brand awareness level in the
 Jyväskylä business area. This request can be identified as a general focus of the
 research question which flows from the research idea. Using the general focus of the
 research can lead to several more detailed questions and the definition of the research
 objectives. (Saunders 2003, 24)


By concentrating to the general focus of the research the research question of this
 particular study can be formulated as such


What is the level of awareness of the Wulff Oy Ab corporate-brand in the Jyväskylä
 business area?


In order to receive more and meaningful information the following sub-problems can
be formulated to back up the initial research question



(25)What is the current image of Wulff Oy Ab in Jyväskylä business area?


Who are the competitors of Wulff Oy Ab in the Jyväskylä business area?


5.2 The research philosophy


The research philosophy depends initially on the way that the development of
 knowledge is thought in the research. In this research the knowledge can be seen to
 develope in an interpretivistic category. In interpretivistic research the complexity of
 the world of business and management is taken into account and realized that it can’t
 be formulated into definite, theorethic laws. (Saunders 2003, 83-84)


Therefore interprevitism is also a philosophistic viewpoint where the researcher is
 trying to discover the details of the situation and understand the reality working
 behind them. (Saunders 2003, 84)


As we look at this partcular research made from the request of Wulff Oy Ab we can
 see that the interpretivism is the philosophy that is mainly followed. In the research
 the researcher is actively trying to find and understand the motives, actions and
 interpretations of the repondets in order to receive meanigful information. In the
 research quantitative data was collected and analyzed in a numerical manner.


However, the research included also a social interpretations and logical determination.


Therefore it can be concluded that the interpretivistic philosophy insipired the
 research in the most visible manner.


5.3 The research approach


The research approach seemed to emphasize two different viewpoints, inductive and
deductive approach. However, as the research begins by collecting the data after
which the data is analyzed and theory formulated, the research could be indetified as
following more of an inductive approach. Moreover this research used ingredients
from the deductive approach. Despite the fact that the research moved from the data
collection to the therory, its intial need was to explain the causal relatonships between



(26)variables, which is one of the characterisitc of the deductive approach. (Saunders
 2003, 86)


 In addition in deductive research the data is usually quantitave by its type and the
 approach is highly structured as it can be identified to been in this research as well.


The most important fact is that a deductive research is trying to select samples of
 sufficient size in order to strive for generalisable results. (Saunders 2003, 89)
 As the research for Wulff Oy Ab was conducted, the main idea was to collect
 information from the sizable enough sample and to receive generalisable results in
 order to draw conclusions to help the managerial desicions.


5.4 The research methods


The methods used in the research were the field study conducted by a interviewer
 administrated phone-survey questionnaire and the secondary data collection and
 analyzation. The phone-survey questionnaire was selected as the best method of the
 field study due to possibility to collect data from sizable population with reasonably
 low costs. The results gathered by the phone survey were also easily standardized,
 analyzed and generalized to help easy comparison.


The research also included the gathering of the secondary data available of the
 competitors at the market. The data available for the competitor analyzes were


however controversial due to multiple data sources offering a slightly differing figures
 and information.


5.5 Time horizons


Due to the nature of the research it can be identified to have been a cross-sectional
research. A cross sectional research is in the light of time horizons a research which is
study of a phenomenon at a particular time. The research for Wulff Oy Ab the level of
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The research also used a qualitative methods and survey approach which are often
 connected with the cross-sectional studies. (Saunders 2003, 96)


Discussion


Naturally a company will benefit from the research the more it has benefits


concerning the future. As the survey for Wulff Oy Ab was a cross-sectional by nature
 it has to mentioned that the results of the study might not be valid after a certain time
 in the future. If the company wants more of a longitual insight of the development of
 the brand awareness level and image the research (the same format) should be


repeated regularly in the selected time-intervals. Through the longitual insight the
 managerial desicions in the company concering the actions in the Jyväskylä area
 would be more up-to-date concerning the future.



6 DATA COLLECTION METHODS


6.1 Survey method and survey questionnaire


The research was conducted by using the survey method. The survey method on was
 conducted by survey questionnaire. Survey method was seen to be the most


convenient way to conduct the research of this nature and the data needed. The
 method allowed a collection of a sample of a sufficient size in a highly economical
 way. The survey questionnaire method gave also possibilities to analyze the behaviour
 and reactions of the respondednts since the conncetion between the interviewer and
 the interviewee is somewhat personal. Through a personal contact the data turned out
 to be also more easily analyzed and provide a better understanding of the research
 results and answers to research questions. (Saunders 2003, 92)


The survey questionnaire was also chosen since it allows a standardization and easy
comparison of the results. What’s more, the survey method usage allowed a highly
independent data collection and data analyzation process, which was the only possible



(28)method considering the the time of the year being the summer when teachers, tutors
 and possible associates are on vacation. Through survey method an independent
 working became both possible and natural. (Saunders 2003, 92)


The survey method was a time consuming process. Most of the time in the research
 was used to the design and piloting the survey questionnaire and inputting and
 analyzing the data in the SPSS data analyzation programme. Unfortunately the time
 was, however, limited which affected to the construction and implementation of the
 research as it had to be done until a deadline. The time limitations affected to the
 collection of the data, the sample remaining therefore quite small. Due to the low
 answer percentage also the reliability and valitity as well as the possible statistical
 errors must be taken into consideration when presenting the results. The reliability and
 validity of the research and possible statistical errors are presented in the next


following sub-chapters.


6.2 Evaluation of the survey and survey errors


Reliability


Reliability of the survey should be assured by minimizing the occational errors and by
 the repetability of the survey. Since the reliability measures the consictency of the
 survey, the survey measured by some other party with the same object and


measurement instrument should, in theory, give the same results. Mark Saunders
 assesses the reliability in his book Research Methods for Business Students with the
 following three questions:


Will the measures yield the same results on other occasions?


Will similar observations be reached by other observers?


Is there transparency in how sense was made from the raw data?


(Saunders 2003, 101)
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Since the survey is been done by the request of the third party, Wulff Oy Ab, it is
 highly important that the reliability of the survey is taken into consideration. The
 results gathered by the survey are utilized in the managerial desicion making and
 therefore they have to be considered to be reliable.


Naturally, as in every research, some occational errors, referred as human erros, are
 possible such as typing errors in the survey process, data inputting errors in SPSS data
 analyzation progamme or simply not seeing eye to eye with the interviewee which
 lead to ambiguous responses. However, when considering the reliability, it can be said
 that if the same survey would be conducted to measure the same object, the results
 would give similariness in the reponses. Therefore the survey can be said to have a
 quite high reliability.


What also needs to be taken into consideration is the fact that the survey is cross-
 sectional. Therefore the results measured in the future might not give the same
 answers as the measures of today.


Validity


As the survey was an assignement by the third party also the validity of the survey
 must be measured. Validity measures the accurancy of the survey, in other words it
 informs if the survey is measuring what it was designed to measure for. The validity
 can be assured the best way by the research design. (Saunders 2003, 101-102)


Discussion


Validity of a survey is not an easy thing to measure and it affects highly on the results
drawn from the sample. Therefore the survey questionnaire was designed in the
cooperation with the tutor of the thesis and the Wulff Oy Ab itself. Since the
questionnaire was designed and revised with the help of professionals and the third
party itself a conclusion can be drawn that the survey implemented is in this case valid
one.
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Random sampling error


Since the survey was conducted by simple random sampling method, a random


sampling error can occur in the statistical results. Random sampling error occurs when
 the sample chosen does not perfectly represent the population under observation. The
 random sampling error shows how much the sample’s true mean value compares to
 the true mean of the entire population. The random sampling error can, however, be
 overcame by few methodos. The first method is to increase the sample size and the
 second method is to pay a closer attention to the statistical design in the survey.


(Proctor 2000, 96)


Sampling error


Sampling error describes the heterogeneity from sample to sample based on the
 probability of particular individuals or items being selected in the particular samples.


Thus sample is a representation of the population; however a chance dictates who will
 be selected in the sample. (Berenson etc 2004, 22) The sample can therefore be a
 representation of only part of the population rather than the whole population.


Non-response error


“Non-response error arises from the failure to collect data on all subjects in the sample
 and results in non-response bias”. (Berenson 2004, 21)


Non-response therefore stands for individuals included in the sample but for the same
 reason being unwilling to respond the survey. There are three reasons for non-


response; refusal to respond, ineligibility to respond and non-contact. (Proctor 2000,
 157)


In this survey the non-response error can occur because of the time of the year being a
summer-holiday period. The most suitable persons for the interview were on hoiday
on some cases which lead to the substitute-workers to answer the questions in the
interview. The subsitute-workers might not have posessed enough infomration to
answer the questions professionally which in this case might largen the risk of non-
response error.
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 was caused by the summer-holiday period and non-contact to the eligable persons.


Response error


Response error arises from the respondents inaccurate answers. Response error can
 also be referred as the repondent “lies” in the research. There are several reasons for
 response error however two of them are propably the most obvoius ones. Fristly the
 repondent migh not have engouh information about the subject researched. Secondly,
 the respondent might be affected by the halo effect which occurs when the respondent
 feels obligated to please the interviewer. (Proctor 2000, 97) (Berenson 2004, 22)


6.3 Phone survey questionnaire


Execution


The phone survey was conducted in the Jyväskylä business area including Jyväskylä,
 Jyväskylän maalaiskunta and Äänekoski which will form the New Jyväskylä City in
 the beginning of the 2009. However, in order to create even more variable and


informative sample, the neighbour-munincipal Muurame was taken into sample due to
 active entreprenerial spirit of the area.


The execution strategy was the “top of mind”- stategy presented in the theory part. In
 the phone survey questionnaire the respondent was challenged to answer the what was
 the first brand coming to mind when they considered office stationery suppliers. The
 first response was recorded as “top of mind”-answer. In the survey we were interested
 in the “top of mind”-position since the brands recorded as the first mentioned brands
 have a special place in the market in which they dominate the product category and
 are more likely to be purchased. (Laakso 2000, 117)


The next stage in aqcuiring knowledge of the brand awareness levels the spontaneous
awareness of the respondent was researched. The spontaeous awareness levels were
recorded as next named office stationery suppliers mentioned after the “top of mind”-
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 the answers from the human mind. (Laakso 2000, 116)


Aided awareness was observed by giving the repondent options of office stationery
 suppliers from which the respondent indicated the brands he/she had been seen or
 heard about. Aided awareness primarly indicates the overall recognition of researched
 brand name but does not nessecarily indicate how the brand differetiates comparing to
 other brands in the product category. (Laakso 2000, 115-116)


Sampling method


The sample was gatered by using the simple random sample method from the
 entrepreneurial records of the Jyväskylä business area. The simple random sample
 indicates that every individual or item in the frame has the same change of being
 selected in the sample. (Berenson etc 2004, 13)


Moreover the sampling method used can be defined to be sampling without


replacement. In the method the individual or item once selected is not returned to the
 frame which therefore can’t be selected again. (Berenson etc 2004, 13)


According to the entrepreneurial records used in the sampling the frame N was


calculated to be approximately 900. This number however does not describe the whole
 number of entreprises in the Jyväskylä business area, but rather the number of


different operating business fields of entrepreneurs in the area of Jyväskylä. A definite
 number of enterprises in the Jyväskylä area was not used in the survey as not such
 information was available at that point. Therefore the frame N has a possibility to be
 either exaggeration or under the real value.  From the frame N the sample size n=150
 was collected simply calculating every sixth entreprise out of N. However, the final
 sample size n became 160, where the excessive items where calculated with the same
 method as previous ones. Out of the 160 calls and inquiries 62 were answered


calculating the answer percentage of the research as 39 %.


Challenges and problems encountered


The problem faced during the research was definitely the implemention-time being a
summer-holiday period. Due to the summer-holidays the challenge of the research was
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Since a sizable sum of the eligable persons to answer the questionnaire were on
 holiday the answer percentage remained quite low. In addition the limited time to
 conduct the survey and analyze the results was the reasons for the low answer
 percentage. However, the results of the survey were quite clear and informative
 despite of the low answer percentage.


Moreover, the research was quite challeging because of the nature of the research was
 to struggle with the brand awareness and the image of the Wulff Oy Ab. As a help for
 this challenge some techniques were learned.


In order to awake the lying motivations and attitudes and undercover hidden issues a
 probing technique was crucial. Probing is method where the researcher can by general
 questions get more out of the respondents anwers such as asking “Why do You say
 that?” or “That’s interesting, tell me more!” or alternatively “Would You like to add
 anything else?”.  (Malhotra etc 2006, 180)


In addition an association technique was used to undercover more of the hidden
 motivations and attitudes. In association technique a respondent is offerd by a
 stimulus and challenged to answer the first thing that comes to the mind. In word
 technique the respondent is presented by the list of words to encouage to find hidden
 issues. (Malthotra etc 2007, 217)


In this particul survey the respondents were challenged to answer the question “What
 kind of images and associations does the word WULFF bring to Your mind?” Since
 some of the respondednts didn’t know what to answer a word technique was used to
 provoke and discover the hidden issues. Some words, called test-words, used to help
 the repondents were the following


1. Logo


2. Office, office-work
3. Business, partner



(34)Through these test words, the interviewee was able to associate the researched subject
to new, hidden subjects and motivations. However, the test words had to include
neutral words in order to disquise the purpose of the survey but to awake the inner
feelings and motivations.
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8 APPENDICES


Appendix 1. Kilpailija-analyysi


Perushaaste kilpailutilanteen kartoittamisessa on paikallista yritykset ja brändit, jotka
 ovat varteenotettavia kilpailijoita. Pääkilpailijat on tärkeimmässä asemassa, mutta on
 tärkeää selvittää myös haastajia perinteisten kilpailijoiden lisäksi. (Laakso 2000,96-
 97)


Tässä tutkimuksessa on otettu huomioon sekä Wulff Oy Ab:n pääkilpailijat, mutta
 myös mahdolliset pienemmät tai mahdolliset tulevat haastajat markkinoilla. Tutkimus
 esittelee kilpailijoita sekä Suomenlaajuisesti, että myös Jyväskylä alueelta.


1.1 Toimistotarvikemarkkinat Suomessa


Toimistotarvikemarkkinoiden on arvioitu kasvavan yhdestä neljään prosenttiin vuonna
 2008. Markkinoiden kasvua voi ennustaa jatkuvalla yritysmäärien lisääntymisellä,
 toimistotyön kasvulla ja painottamisella sekä IT -työn osuuden kasvulla


yrityselämässä. Arvoltaan toimistotarvikemarkkinat olivat vuonna 2007 440 miljoonaa
 euroa yksinään Suomessa. (Beltton vuosikertomusraportti, 2007)


Toimistotarvikemarkkinoiden vahvuus näkyy siinä, että toimistotavaroita ostavat sekä
 pienet että suuret yritykset kaikilta mahdollisilta toimialoilta. Perustuotteiden, kuten
 kynien ja kansioiden, kysyntä on jatkuvaa minkä vuoksi talouselämän


suhdannevaihtelut eivät juuri vaikuta markkinoiden toimintaan. Markkinat eivät
 myöskään ole kausiluonteisia, vaan kysyntä on jatkuvaa ympäri vuoden.


Toimistotarvikemarkkinoiden rakenne on kuitenkin hyvin pirstaleinen. Markkinoille
tulon helppous on johtanut siihen, että alalla on lukuisia pieniä kilpailevia yrityksiä,
joita poistuu ja tulee markkinoille jatkuvasti. (Beltton vuosikertomusraportti, 2007)
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Toimistotarvikemarkkinoilla Wulff Oy Ab:n kilpailijoiksi Suomessa voidaan lukea
 seuraavat yritykset (Beltton vuosikertomus 2007) (Kompass-database)


Lindell Oy
 Officeday Oy
 Paperipalvelu Oy
 Bertoc Oy


Canncolor Oy ab
 Oy Erik Rahmqvist Ab


Suurimat kilpailijat puolestaan yksinään Jyväskylä alueella voidaan luokitella
 seuraavasti


Kauppiaitten paperipalvelu/Office Group Oy
 Kari-Team/Toimistotukku Kari


Kopijyvä


Näiden kilpailijoiden lisäksi markkinoilla kilpailevat myös super- ja hypermarketit,
 kirjakaupat kuten Suomalainen Kirjakauppa sekä Info-kirjakauppa ja yksittäiset
 myymälät ja ketjut kuten Tiimari Oyj. Yksittäisten liikkeiden, ketjujen sekä


markettien myynti perustuvat kuitenkin pääasiassa yksittäisten kuluttajien palveluun,
 kun puolestaan Wulff Oy Ab sekä yllämainitut yritykset keskittyvät palvelemaan
 yrityskauppaa.


Oy Lindell Ab


Oy Lindell Ab toimii toimisto- ja atk-tarvikkeiden maahantuojana sekä markkinoijana.


Yritys on vuonna 1890 perustettu perheyritys. Lindell Oy tavoittelee paikkaa
 edelläkävijänä sekä tavoitelluimpana kumppanina sekä työnantajana


toimistotarvikemarkkinoilla. Oy Lindell Ab:llä on kumppanuussopimus


kansainvälisesti merkittävän Corporate Expressin kanssa, joka takaa kansainvälisesti



(39)kattavamman ja kustannustehokkaamman tuotevalikoiman. 2006 tilikaudella Oy
 Lindell Ab:n liikevaihto oli 43,6 miljoonaa euroa ja henkilökuntaa 140 henkilöä.


Officeday Oy (ent. Tamore Oy)


Officeday Finland on perustettu vuonna 1930 ja kuuluu monialaiseen ja
 kansainväliseen Penninn -konserniin. Konsernilla on toimintaa Suomen lisäksi


Islannissa, Virossa, Latviassa sekä Liettuassa. Officeday Finlandilla on maanlaajuinen
 myyntiverkosto sekä myyntikonttorit sekä Tampereella että Oulussa. Yhtiöllä on oma
 Talex-tuotemerkki toimistotarvikemarkkinoilla, joka tarjoaa moderneja ja


korkealaatuisia tuotteita päivittäiseen toimistokäyttöön. Vuonna 2006 Officeday
 Finlandin liikavaihto oli 33 miljoonaa euroa ja työllistettyä henkilökuntaa 120.


Paperipalvelu Oy


Paperipalvelu on vuonna 1948 perustettu perheyritys. Paperipalvelu keskittyy
 toimisto- ja atk-tarvikkeiden jälleenmyyntiin ja on sähköisten ratkaisujen kehittelyn
 edelläkävijä noin 75 prosentin osuudella sähköisistä tilauksista. Paperipalvelun
 asiakaskuntaan kuuluu sekä yksityisen että julkisen sektorin kaikenkokoiset yritykset.


Jälleenmyyjänä Paperipalvelu Oy:llä toimivat useat kirja- ja päivittäistavara kaupat
 sekä alan erikoisliikkeet. Paperipalvelu Oy Tilikaudella 2007 Paperipalvelun
 liikevaihto oli 29,5 miljoonaa euroa ja henkilökuntaa 82.


Bertoc Oy


Betoc Oy kehittelee ja markkinoi tuotteita helpottaen päivittäistä toimistotyöskentelyä.


Bertoc tarjoaa myös ideoita yritysten mainos-, markkinointi- ja liikelahjatuotteiksi.


Yrityksenä Bertoc on toimistotarvikemarkkinoilla varsin uusi, sillä se on perustettu
 vuonna 1999 ja henkilökunta käsittää tällä hetkellä vain noin 20 myyjää. Bertoc Oy
 pääkonttori sijaitsee Helsingissä ja toinen myyntikonttori Oulussa.


Canncolor Oy Ab


Canncolour Group on vuonna 1987 perustettu Hollolalainen yritys, joka on kasvanut
kuuden yrityksen konserniyhtiöksi. Konserniin kuuluvat Selectop Oy, Lahden
Toimistotalo, Office Masters Oy, CC-auto Oy, Korpinen Toimistotarvikkeet Oy ja
Lasercraft Oy. Canncolor Group on kasvava konserniyhtiö, joka toimii pääasiallisesti
toimisto- ja atk-tarvikkeiden sekä liikelahjojen ja ergonomiatuotteiden maahantuojana



(40)ja suoramyyjänä. Konsernin toimialaa täydentävät yritysauto -leasing sekä Lasercraft,
 joka kierrättää tulostimien vanhat värikasetit uudelleen käyttöön. Konserni työllistää
 maanlaajuisesti noin 100 henkilöä ja liikevaihto vuonna 2006 oli 11,2 miljoonaa
 euroa.


Oy Erik Rahmqvist Ab


Rahmqvist Group on perustettu vuonna 1953 työllistäen tällä hetkellä yli 500 ihmistä
 ja toimien 11 eri maassa. Rahmqvist Group myy henkilökohtaisella suoramyynnillä
 toimistotarvikeratkaisuja erilaisiin yrityksiin, kouluihin sekä teollisuudenalalle.


Rahmqvist Groupilla on oma tuotemerkki, Rahmqvist, jonka myyntiin ja kasvuun
 koko yrityksen myynti ja markkinointi keskittyy.


Kauppiatten paperipalvelu/Office Group Oy


Kauppiaitten Paperipalvelu on Jyväskyläläinen vuonna 1996 perustettu,


maanlaajuisesti toimiva toimistotarviketukku. Tuotevalikoima koostuu yleisimmistä
 toimisto- ja tulostustarvikkeista. Kauppiaitten paperipalvelu keskittyy


toimistotarvikkeiden ohella myös painotuotteisiin, jotka voi hoitaa


toimistotarviketilauksen yhteydessä. Kauppiaitten paperipalvelun liikevaihto vuonna
 2006 oli noin 1,2 miljoonaa euroa ja se työllisti 10 henkilöä.


Kari Team/Toimistotukku Kari


Kari Team koostuu Kirjapainosta, toimistotukusta, Jyväskylä konttorikoneesta sekä
 juhlapalvelutalo Majakoskesta. Kari Team:in toiminta käynnistyi Jyväskylässä vuonna
 1966. Toimistotukku Kari puolestaan on Kari Team:iin kuuluva toimistotarvikkeiden
 tavaratalo, joka on toiminut vuodesta 1993 lähtien. Toimistotukku Kari kuuluu
 EURO–toimistoketjuun ja jälleenmyyjinä toimivat kirjakaupat kautta maan.


Yritysmyynti ja myymälä sijaitsevat Seppäiänkankaalla, Jyväskylässä.


Tuotevalikoimaan kuuluu 7000 eri nimikettä.


Toimistotarvikehankinnoissa Toimistotukku Karilla on yhteistyösopimus Jyväskylän
 Konttorikoneen kanssa. Yhteistyösopimuksella tarjotaan asiakkaalle


kokonaisvaltaisempia ja edullisempia ratkaisuja.
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Kopijyvä Oy on yksi Suomen suurimmista digitaalisia painopalveluja tarjoavista
 yrityksistä. Yhtiö on toiminut alalla yli 30 vuotta ja tarjoaa palvelua kopioinnista
 rakennuspiirustusten, julisteiden sekä neliväristen ja mustavalkoisten digitaalisten
 painotuotteiden toteuttamiseen. Kopijyvä Oy:n palveluksessa työskentelee tällä


hetkellä noin 130 henkilö ja liikevaihto on noin 11 miljoonaa euroa. Yhtiön palvelevat
 toimipisteet sijaitsevat viidessä eri kaupungissa Keski- sekä Itä-Suomessa. Lisäksi
 yrityksellä on toimintaa Baltian maissa.


1.3 Laajenemisstrategia


Tutkimuksen pää-ongelma on selvittää Wulff Oy Ab:n tunnettuutta Jyväskylän
 alueella. Tutkimuksen toimeksiannon voi kuitenkin määritellä myös


laajenemismahdollisuuksien kartoittamiseksi Jyväskylän alueella. Tutkimuksella
 haluamme selvittää onko Jyväskylä mielekäs paikka yrityksen laajenemishankkeille
 sekä kilpailija-analyysin, että asiakaslähtöisen tutkimuksen kautta.


Tunnettuustutkimuksella selviää Wulff Oy ab:n nykyinen tilanne ja osuus Jyväskylän
 markkinoilla sekä pahimpien kilpailijoiden tilanne ja osuus Jyväskylän


toimistotarvikemarkkinoista. Laajenemisstrategiaa on mahdollista harkita tutkimuksen
 tulosten valossa, mutta eräs varsin pätevä ja onnistunut strategia


laajenemismahdollisuuksille on esiteltynä seuraavassa kappaleessa.


1.3.1 Sinisen meren strategia


Sinisen meren strategia pohjautuu W. Chan Kimin kirjoittamaan teoriaan sekä
 sinisistä, että punaisista meristä.  Siniset meret tarkoittavat uusia, hyödyntämättömiä
 markkinatiloja, kun puolestaan punaisille merille on ominaista, että toimialojen rajat
 on määritelty ja hyväksytty ja kilpailun pelisäännöt ovat tiedossa. Toisin sanoen
 punaiset meret ovat hyvin kilpailuhenkisiä markkinoita, joissa kilpailijat yrittävät
 peitota toisensa ja haalimaan itselleen entistä suuremman osuuden kysynnästä.


Punaisten merien ruuhkautuneissa markkinoissa voitto ja kasvumahdollisuudet



(42)pienenevät ja kilpailijat joutuvat entistä ahtaamalle tilalle. Nimitys punainen meri
 juontaa juurensa siitä, että raivoisa, verinen kilpailu värjää meren punaiseksi.  ( Kim
 Chan, W. 2005, 24-25)


Kuten mainittua, siniset meret tarkoittavat hyödyntämättömiä ja kannattavan kasvun
 markkinatiloja. Sinisillä merillä mahdollistetaan uuden kysynnän aikaansaamista ja
 kannattavuutta sekä kasvua. Siniset meret luodaan yleensä etäällä punaisista meristä,
 mutta ne on mahdollista luoda myös punaisten merien joukkoon laajentamalla
 olemassa olevia toimintarajoja ja -malleja. Mikäli yritykset haluavat tarttua uusiin
 voitto- ja kasvumahdollisuuksiin, niiden on luotava sinisiä meriä. ( Kim Chan, W.


2005, 24)


Miksi sinisen meren strategiaa sitten tulisi käyttää ja mitä sinisten merien luominen
 hyödyttää? Nykymaailma on teknisten kehitysaskeleiden ja tuottavuuden leikkikenttä
 ja uusia palveluja ja tuotteita putkahtaa markkinoille jatkuvasti. Tarjonta ylittää
 kysynnän monilla aloilla ja globalisaatio tuo mitä erilaisimpia tuotteita ja palveluita
 kuluttajien käytettäväksi. Näin ollen hintasota palvelun- ja tuotteidentarjoajan välillä
 kiihtyy ja katteet kapenevat. Brändit muuttuvat yhä samankaltaisemmiksi ja


ostopäätöksiin vaikuttaa enää hinta. Brändien erilaistamisesta tulee yhä vaikeampaa,
 sillä alat ruuhkautuvat ja hintasota kiihtyy. (Kim Chan, W. 2005, 28-29)


Yhteenveto


Koska tutkimuksen tavoitteena on selvittää Wulff Oy Ab:n tunnettuutta ja liike-
 toimintamahdollisuuksia Jyväskylän alueella on hyvä käydä läpi ensin teoreettisia
 mahdollisuuksia liiketoimintaan Jyväskylässä. Koska Toimistotarvikemarkkinat ovat
 maanlaajuisia ja alalla toimivat yritykset maanlaajuisesti verkottuneita, sinisten
 merien luominen voidaan katsoa lähes mahdottomaksi tehtäväksi. Koska alalla toimii
 lukuisia yrityksiä, voidaan katsoa, että koko Suomi on yksi punainen meri, jossa
 yritykset kilpailevat keskenään.  Tunnettuustutkimuksella selvitetään nimenomaisesti
 kilpailun tasoa Jyväskylä alueella sekä vastassa olevia kilpailijoita, joiden kanssa
 markkinatila on jaettava.


Koska on lähes epätodennäöistä, että kilpailijoita ei löytyisi, Wulff Oy Ab:n


laajenemisstrategiassa tulisi ottaa huomioon paikallisten kilpailijoiden vaikutus. Kuten




    
  




      
      
        
      


            
    
        Viittaukset

        
            	
                        
                    



            
                View            
        

    


      
        
          

                    Lataa nyt ( PDF - 83 sivua - 383.30 KB )
            

      


              
          
            Outline

            
              
              
              
              
              
                              
    Phone survey questionnaire
              
              
            

          

        

      
      
        
  LIITTYVÄT TIEDOSTOT

  
    
      
          
        
            Tämän  tutkimuksen on  tehnyt  Tietoykkönen Oy  Jyväskylän kaupungin toimeksiannosta. Tutkimuksen  tavoitteena  on selvittää Mannilan asukkaiden mielipiteitä lähimetsien hoidosta. 
        
      

        ƒ Kun puita kaadetaan ja risukkoa raivataan, niin jäljelle jääneet oksat ja risut voisi ainakin puistoalueiden  läheltä korjata paremmin pois.. Kaikkia merkattuja puita

    
      
          
        
            Luontohaittojen arviointi organisaatiotasolla : esimerkkinä Jyväskylän yliopisto
        
      

        Myös  Jyväskylän yliopiston tytäryhtiöt Educluster Finland Oy ja Unifund Jyväskylä Oy ra- jattiin ulos, sillä niiden toiminnan tarkastelu ei rajallisen ajan vuoksi ollut

    
      
          
        
            OY TELVA AB
        
      

        tä kaksirunkoinen on yleensä ly- hyempi kuin yksirunkoinen sekä siitä, että kaksirunkoisen runko- jen välissä olevan sillan ei ole suo- tavaa sukeltaa

    
      
          
        
            Westenergy Oy Ab:n jätteenpolttolaitos 2020
        
      

        Taulukossa  7  on  esitetty  raskasmetallien  sekä  dioksiinien  ja  furaanien  keskimääräiset  pitoisuudet  savukaasuissa vuonna 2020.. Näitä epäpuhtauksia mitattiin vuoden

    
      
          
        
            Oy Finn-Gamec AB
        
      

        • Cleaning of metal parts for the use of  oxygen, such as valves, pipes, pipe. fittings, gas equipment

    
      
          
        
            HAKEMUKSEN VIREILLETULO JA TÄYDENNYKSET Hakemus on tullut vireille Länsi-Suomen ympäristökeskukseen 6.9.2007 ja sitä on täydennetty 24.10.2007
        
      

        Länsi-Suomen ympäristökeskus myöntää Oy VR-Rata Ab Vuorenpeikoille ympäristönsuojelu- lain 28 §:n mukaisen ympäristöluvan puhtaiden maa-ainesten läjitykselle Seinäjoen

    
      
          
        
            Westenergy Oy Ab:n jätteenpolttolaitos Vuosi 2018
        
      

        Taulukossa 6 on esitetty raskasmetallien sekä dioksiinien ja furaanien keskimääräiset pitoisuudet  savukaasuissa vuonna 2018. Näitä epäpuhtauksia mitattiin vuoden aikana kaksi

    
      
          
        
            PIRTTIKYLÄN TUULIVOIMA- PUISTON YVA-MENETTELY
        
      

        VindIn Ab/Oy  Pirttikylän tuulivoimapuisto  I  FCG Suunnittelu ja tekniikka Oy 

      



      

    

    
            
            
      
  LIITTYVÄT TIEDOSTOT

  
          
        
    
        
    
    
        
            Tiainen Marko, Juko, henkilöstön edustaja Tiikkainen Pirjo, asiantuntija, Jyväskylän ammattikorkeakoulu Salmi Merja, toimitusjohtaja, Sosiaalitaito Oy –
        
        
            
                
                    
                    3
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Tiainen Marko, Juko, henkilöstön edustaja Tiikkainen Pirjo, asiantuntija, Jyväskylän ammattikorkeakoulu Salmi Merja, toimitusjohtaja, Sosiaalitaito Oy –
        
        
            
                
                    
                    2
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            TILINPÄÄTÖS JA TOIMINTAKERTOMUS
        
        
            
                
                    
                    38
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
             Tämän tutkimuksen on tehnyt Tietoykkönen Oy Jyväskylän kaupungin  toimeksiannosta. Tutkimuksen tavoitteena on selvittää toimeksiantajan 
        
        
            
                
                    
                    18
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Logistiikan ulkoistamisen vaikutukset suomalaisessa yrityksessä case Wulff Oy Ab
        
        
            
                
                    
                    40
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Toimistorakennuksen energiatehokas jäähdytys
        
        
            
                
                    
                    89
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            AB-kierrätyspuun laadunkartoitus Ekopartnerit Turku OY:lle
        
        
            
                
                    
                    34
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Alusöljyvahingossa kuolleiden eläinten turvallinen käsittely
        
        
            
                
                    
                    103
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

      


              
          
            
          

        

          

  




  
  
  
    
      
        Yhtiö

        	
             Tietoa meistä 
          
	
            Sitemap

          


      

      
        Ota Yhteyttä  &  Apua

        	
             Ota yhteyttä
          
	
             Feedback
          


      

      
        Oikeustieteellinen

        	
             Käyttöehdot
          
	
             Tietosuojakäytäntö
          


      

      
        Social

        	
            
              
                
              
              Linkedin
            

          
	
            
              
                
              
              Facebook
            

          
	
            
              
                
              
              Twitter
            

          
	
            
              
                
              
              Pinterest
            

          


      

      
        Hanki ilmaiset sovelluksemme

        	
              
                
              
            


      

    

    
      
        
          Koulut
          
            
          
          Aiheet
                  

        
          
                        Kieli:
            
              Suomi
              
                
              
            
          

          Copyright 9pdf.co © 2024

        

      

    

  




    



  
        
        
        
          


        
    
  
  
  




     
     

    
        
            
                

            

            
                                 
            

        

    




    
        
            
                
                    
                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                    

                    
                        

                        

                        

                        
                            
                                
                                
                                    
                                

                            

                        
                    

                    
                        
                            
                                
  

                                
                        

                        
                            
                                
  

                                
                        

                    

                

                                    
                        
                    

                            

        

    


